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Chapter 13 – Internet Exercises


‘So Where the Bloody Hell Are You?’: Tourism Australia’s Ad Causes Problems in Canada and the United Kingdom

In 2006, Tourism Australia launched a new international advertising campaign aimed at stimulating Australia’s $17 billion dollar tourism industry and changing tourists perceptions of Australia as a positive but ‘can wait’ destination. To ensure that the basic advertisement could be used in all major markets, Tourism Australia spent $6 million on market research, including focus groups with more than 47000 participants.

Results were positive – tourists loved Lara Bingle in a bikini, iconic Australian landmarks like Uluru and the Sydney Opera House and felt the tag line ‘So where the bloody hell are you?’ represented a genuine invitation to visit.

However, the ad ran afoul of British legislation and co-regulation over the use of the word ‘bloody’. After consumer complaints, the end result was that all outdoor posters had to be removed and television ads couldn’t be aired before 9 pm. The Canadians objected to the word ‘hell’, again restricting airing times. Canadian legislation and co-regulation resulted in the opening shot – ‘We’ve bought you a beer’ – ending up on the editing room floor. 
Tourism Australia got a short sharp lesson in differences in cultural values (consumer complaints in the UK) and legislation (both the UK and Canada). Lessons that international marketers would be well advised to heed.
Check out the full ad at www.wherethebloodyhellareyou.com . Can you see any other potential problems with this ad being shown in countries other than Australia?
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