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Introduction

G’day, and welcome to The Australian Marketing Calendar!

If you've ever stared at a blank content calendar wondering what the hell to
post, promote, or talk about — you’re not alone. Most marketing calendars out
there are American-centric, which means you're stuck trying to figure out how
to make Thanksgiving relevant to your audience in Toowoomba.

This book fixes that.

What you’re holding is a month-by-month breakdown of marketing opportu-
nities specifically designed for Australian businesses. We’re talking Australia
Day BBQ promotions, EOFY sales strategies, Melbourne Cup campaigns, and
everything in between.

But here’s the thing — this isn’t just a list of dates. Each entry gives you actual
ideas you can run with. Social media hooks. Email angles. In-store activations.
Ways to connect what you sell with what people are already thinking about.

How to Use This Book

e Flip to the current month and scan what’s coming up in the next 2-4
weeks.

e Pick 2-3 promotional hooks that align with your business and audience.
e Adapt the ideas to your brand voice and offering.
e Plan your content at least a week ahead — you’ll thank yourself later.

¢ Not everything will fit your business. That’s fine. Skip what doesn’t work
and focus on what does.

A Note on Timing

Some dates in this calendar are fixed (Australia Day is always January 26).
Others move around (Easter, Mother’s Day, AFL Grand Final). We’ve included
the 2026 dates throughout, but always double-check moveable holidays when
planning campaigns for future years.

Right. Let’s get into it.



January: Fresh Starts and Summer Vibes

January in Australia is a unique beast. While half the world is rugged up
making New Year’s resolutions in the snow, we’re at the beach, enjoying long
summer evenings, and trying to remember what day it is between Christmas
and back-to-work reality.

For marketers, January offers a potent combination: fresh-start energy meets
summer leisure. People are open to new things, they’re relaxed (mostly), and
they’re spending time with family and friends. The trick is meeting them where
they are — not where American marketing calendars think they should be.

Key themes this month: New Year’s resolutions and goal-setting, summer
lifestyle and outdoor activities, back-to-school preparation (late January),
Australia Day celebrations, and post-Christmas sales wind-down.

New Year’s Day (January 1)
The ultimate fresh-start moment. People are hungover, hopeful, and making
promises to themselves they may or may not keep. Your job isn’t to be preachy
— it’s to be useful and encouraging.
‘What Works
e ’Start fresh’ messaging that acknowledges the vibe without being cliché.
 Simple, achievable challenges (not 'transform your entire life by February’)
o Content that helps people recover from NYE while looking forward.

o Low-pressure engagement — people are scrolling, not shopping intensely.

Social Media Ideas
« Share your business’s goals for the year (makes you relatable and human)

o Create a simple poll: ’One word for your 2026?” Gets engagement without
effort.

e Post a ’First sunrise of 2026’ photo if you're up early enough — or admit
you weren’t.

e Run a ’fresh start’ giveaway that ties to your product or service.

Email Marketing

e Subject line: 'Here’s to a cracker of a year’ — acknowledge the occasion
without overselling.

e Share a quick '3 things we’re excited about in 2026’ to build anticipation.

o Offer a small New Year discount that expires quickly to create urgency.



For Service Businesses

e Accountants/Financial Advisors: 'Start the year with your finances sorted’
— offer a free 15-minute planning call.

o Fitness: Avoid the 'new year, new you’ cliché. Try "Pick up where you left
off” for a more realistic angle.

o Coaches/Consultants: "What’s the one thing you want different this year?’
— opens conversation.

For Product Businesses

¢ Clear remaining Christmas stock with honest messaging: "Last of the 2025
stock — won’t be back’

e Bundle ’fresh start’ products together (journals + pens, workout gear +
water bottle)

e Introduce your first product of 2026’ if launching something new.

Back to School Season (Late January)

School goes back in late January across most of Australia (exact dates vary by
state — check your local calendar). This is a massive retail moment, but it’s
not just for stationery shops. Think broader: anything that helps families get
organised for the year ahead.

Key Dates for 2026
e« NSW/ACT: Students return around January 28-30.
e VIC: Term one starts January 27.
¢ QLD: Students return around January 27.

o WA/SA/TAS/NT: Similar late January returns — always verify with local
education department.

Marketing Angles Beyond Stationery
o Meal prep and lunchbox solutions (food businesses, kitchenware)

e Morning routine products (coffee, skincare, anything that helps people
function before 7am)

o After-school activity sign-ups (sports, music, tutoring)
o Work-from-home parents reclaiming their space and schedule.

e 'Treat yourself’ messaging for parents who just survived school holidays.



Social Media Approaches

e ’Survival guide’ content: "How to make mornings less chaotic..

o User-generated content: 'Show us your lunchbox wins (and fails)’
¢ Countdown content: X days until the house is quiet again..

o Tips and hacks that position you as helpful, not salesy.

Email Strategy
e Segment your list by parents vs non-parents if possible.

e ’Last chance before the chaos begins’ works well for final holiday promo-
tions.

e ’You survived the holidays’ appreciation emails resonate with exhausted
parents.

Australia Day (January 26 — Monday in 2026)

Australia Day is significant but increasingly nuanced. Many Australians cele-
brate with BBQs, beaches, and backyard cricket. Others use the day to reflect
on Indigenous history and advocate for changing the date. Smart brands ac-
knowledge this complexity rather than pretending it doesn’t exist.

The Marketing Reality

You don’t have to make a political statement, but you also can’t pretend it’s just
’Australia’s birthday’ without considering who that messaging might alienate.
The safest approach for most businesses: focus on celebrating Australian people,
places, and culture rather than the date itself.

What Works Well
¢ Celebrating Australian-made products and local businesses.
e Summer entertaining and outdoor lifestyle content.
¢ Long weekend getaway promotions.
e ’Australian classics’ — whatever that means for your industry.

o Community events and gatherings (without the flag-waving nationalism)

What to Avoid

e Heavy-handed patriotic messaging that ignores the conversation around
the date.

e Cheap "Aussie Aussie Aussie’ clichés that feel forced.



o Taking a strong political position unless that’s genuinely your brand.

o Ignoring Indigenous perspectives entirely — silence can speak volumes.

Practical Campaign Ideas
e 'Made in Australia’ spotlight on your products or suppliers.
e Long weekend sale with a focus on summer living.
e Recipe content: "What’s on your BBQ this weekend?’
o Staff spotlight: "Meet our team’ humanises your business.
e Support an Indigenous-owned business or charity (only if genuine, not
performative)
For Hospitality
o Long weekend trading hours — make them clear and easy to find.
¢ Special menu featuring Australian produce.

e 'Locals long weekend’ discount for nearby residents.

Summer Holiday Marketing (All of January)

The summer holidays create a specific consumer mindset: people have more
leisure time, they’re often away from home, and spending patterns shift. Un-
derstanding this context helps you market more effectively.
Consumer Behaviour Shifts

o Higher engagement on mobile (people scrolling by the pool)

¢ More impulse purchasing (holiday spending mode)

o Interest in experiences over things.

e Family-focused decision making.

e Less urgency — 'T’ll deal with that when I'm back at work’ mentality.

Content That Connects
e Beach and outdoor imagery (authentic, not stock photo perfect)
o Easy, relaxed messaging that matches the summer vibe.
e "While you're relaxing, we’re working’ for service businesses.
e Summer reading lists, playlist recommendations, and lifestyle content.

¢ Behind-the-scenes content while things are quieter.



Email Considerations
o Lower open rates are normal — don’t panic.
¢ Send fewer emails but make them count.
o Mobile-optimise everything (more than usual)

e ’Just in case you missed it’ subject lines work when people return to their
inbox.

Other January Dates Worth Noting
World Introvert Day (January 2)

A surprisingly relatable day for marketing. Many people are socially exhausted
after Christmas and New Year’s gatherings. Content that acknowledges the
need for quiet time resonates.

e 'Permission to stay in’ messaging.
e Products and services that support alone time.

o Self-care and recharge content.

Blue Monday (Third Monday — January 19, 2026)

Supposedly the 'most depressing day of the year’ (it’s not scientifically valid,
but the concept has stuck). Use carefully — you can acknowledge that January
can feel flat without being exploitative.

o Uplifting content that doesn’t trivialise mental health.
e ’Small things that help’ practical tips.
e Community connection opportunities.

o Avoid: 'Beat the January blues with 20% off?’

Get to Know Your Customers Day (January 15)
Not widely known, but a perfect excuse for genuine engagement.
¢ Run surveys or polls to learn about your audience.
e Respond to comments and messages more actively.
o Share what you’ve learned about your customers (with their permission)

e "We asked, you answered’ content based on previous feedback.



Data Privacy Day (January 28)

Increasingly relevant as customers care more about how their data is used.
e Share your privacy practices in plain English.
o Remind customers what they can control about their data with you.

e Position your business as trustworthy and transparent.

January Monthly Wrap-Up
Quick Wins for Any Business
e Set your 'word of the year’ or theme and share it.
o Create a content calendar for at least the next month.
o Review what worked (and what didn’t) in December.
¢ Plan your Australia Day content now — don’t scramble on the 25th.

¢ Book in your February content planning session before January ends.

What to Prepare for February

o Valentine’s Day (February 14) — even if you think it doesn’t apply to you,
there’s usually an angle.

e Lunar New Year (February 17, 2026) — significant for many Australian
communities.

e School term settling in — routines are established, spending patterns nor-
malise.

e Summer’s not over yet — don’t switch to autumn messaging too early.

February: Love, Luck and Getting Back to Busi-
ness

February marks the transition from holiday mode to 'proper’ work mode. The
summer holidays are winding down, schools are back in full swing, and people
are settling into their routines for the year. But February isn’t all serious busi-
ness — it’s also home to Valentine’s Day, Lunar New Year, and several quirky
observances that offer creative marketing opportunities.

The weather’s still warm across most of Australia, so summer messaging hasn’t
completely expired. But there’s a subtle shift in consumer mindset: people
are thinking about the year ahead, making plans, and — importantly — they’ve
recovered from Christmas spending and are ready to open their wallets again.
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Key themes this month: Love and relationships (Valentine’s Day), cultural cel-
ebrations (Lunar New Year), health, and wellness focus, settling into routines,
and late summer activities.

Valentine’s Day (February 14 — Saturday in 2026)

Love it or hate it, Valentine’s Day is a significant retail moment. But here’s the
thing — it’s not just for florists and chocolatiers. Almost any business can find
an angle if you think creatively.

Beyond Romance: Expanding Your Angle

Valentine’s Day has evolved beyond romantic love. Many people celebrate friend-
ships (Galentine’s Day), self-love, pet love, or simply use it as an excuse to treat
themselves or others. This opens up opportunities for businesses that might
otherwise feel excluded.

o Galentine’s Day (February 13): Celebrating female friendships — brunches,
group activities, friendship-themed products.

e Self-love angle: Skincare, wellness, solo experiences, ’treat yourself’ mes-
saging.

e Pet love: Australians spend billions on their pets — Valentine’s gifts for
fur babies are a real market.

e Family love: Activities and gifts that celebrate all types of relationships.

o Anti-Valentine’s: For those who find it all a bit much — humour works well
here.

Timing Considerations

Valentine’s Day falls on a Saturday in 2026, which changes the dynamics slightly.
People have more time for experiences (dinners out, weekend getaways) rather
than rushed weeknight celebrations. Plan your campaigns accordingly.

o Start teasing Valentine’s content by late January / early February.
o Gift-buying peaks in the week before — don’t leave your push too late.
¢ Last-minute shoppers are real — have options ready for the procrastinators.

o Post-Valentine’s sales can work for self-gifting ("You deserve it too’)

Social Media Approaches

o User-generated content: ’Share your love story’ or "Tag someone you ap-
preciate..

o Behind-the-scenes: How your team prepares for the day (humanises your
business)
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o Gift guides: Make it easy for clueless partners with curated suggestions.

e Humour: Self-deprecating content about Valentine’s pressure performs
well.

e Polls and quizzes: "What’s your love language?’ type content gets engage-
ment.
Email Marketing Strategy

e Segment by relationship status if you have that data (carefully — don’t
assume)

¢ Subject line examples: ’Still time to be a hero’ / "Forget flowers, try this’
/ ’For the one who has everything..

e Send a ’last chance’ email on February 12-13 for last-minute buyers.
e Consider an anti-Valentine’s email for those who opt out of the romance
messaging.
Industry-Specific Ideas

Hospitality: Special menus, couples’ packages, but also ’singles night’ events or
bring your best friend’ offers.

Retail: Gift bundles, gift wrapping services, ’gifts under $50’ collections for
different budgets.

Services: Gift vouchers positioned as thoughtful alternatives to physical gifts.

B2B: 'Show your clients some love’ — appreciation campaigns, thank you notes,
small gifts.

Fitness: 'Couples workout’ sessions or ’self-love starts with self-care’ wellness
packages.
What to Avoid
« Assuming everyone is in a relationship (or wants to be)
o Gendered messaging that feels dated (’gifts for her/him’ can feel limiting)
e Over-the-top romantic imagery that feels fake or forced.
o Guilt-based marketing ("Don’t forget!” can backfire)

o Ignoring the day entirely if your audience expects you to acknowledge it.
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Lunar New Year (February 17, 2026 — Year of the Fire
Horse)

Lunar New Year is one of the most significant cultural celebrations globally, and
Australia’s multicultural population means it’s increasingly relevant for local
businesses. In 2026, we welcome the Year of the Fire Horse — associated with
energy, passion, adventure, and bold action.

Why Australian Businesses Should Care

Over 1.2 million Australians identify as having Chinese ancestry.
Large Vietnamese, Korean, and other Asian communities also celebrate.

Major events in Sydney, Melbourne, Brisbane, and other cities draw huge
crowds.

It’s a significant gift-giving occasion — particularly red envelopes with
money.

Food and dining are central to celebrations (reunion dinners, special
dishes)

Key Dates for 2026

New Year’s Eve: February 16 (reunion dinner night)
New Year’s Day: February 17 (main celebration)

Celebrations continue for 15 days until the Lantern Festival (March 3)

Year of the Horse Themes

The Horse symbolises energy, freedom, adventure, and forward momentum. The
Fire element adds passion and boldness. Marketing that taps into these themes
— new beginnings, taking action, adventure, vitality — aligns well with the year’s
energy.

Lucky colours: Red (always), plus fiery oranges and vibrant blues.
Lucky numbers: 2, 3, 7.

Themes: Speed, travel, freedom, passion, courage.

Marketing Do’s

Use appropriate imagery: red and gold colours, lanterns, blossoms, the
horse zodiac.

Offer Lunar New Year promotions or limited editions.

Partner with local Asian businesses or community groups.
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Share genuine well-wishes ("Gong Xi Fa Cai’ — wishing you prosperity)
Create content that educates as well as promotes.

Consider red envelope promotions (lucky discounts, surprise offers)

Marketing Don’ts

Call it *Chinese New Year’ exclusively — 'Lunar New Year’ is more inclusive
of all celebrating cultures.

Use stereotypical or cartoonish imagery that could be seen as mocking.
Treat it as just another sale event without cultural acknowledgment.

Assume all Asian Australians celebrate (not everyone does, and not all in
the same way)

Get the zodiac animal wrong (it’s Horse in 2026, not any other animal)

Practical Campaign Ideas

Limited edition packaging in red and gold.

"Lucky draw’ promotions with prizes revealed after purchase.

Social media content explaining Lunar New Year traditions.
Collaborations with Asian-Australian creators or businesses.

Special menu items or products featuring traditional lucky ingredients.

Staff celebrations and behind-the-scenes content if your team celebrates.

Shrove Tuesday / Pancake Day (February 17, 2026)

In 2026, Pancake Day falls on the same day as Lunar New Year — February
17. This creates an interesting opportunity to combine themes or run parallel
campaigns. Pancake Day marks the day before Lent begins (Ash Wednesday)
and has become a fun, food-focused occasion.

Marketing Opportunities

Recipe content: Share your favourite pancake recipes (or creative twists)
Product tie-ins: Anything breakfast-related, from maple syrup to frypans.

Event marketing: Pancake breakfasts for charity, staff pancake competi-
tions.

Social engagement: ’Show us your pancake stack’ user-generated content.

Time-limited offers: 'Today only’ pancake specials work well.
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For Food Businesses

Special pancake menu items (savoury and sweet options)
All-day breakfast promotions.
Pancake-making classes or kits.

Partnerships with local producers (berry farms, maple syrup suppliers)

For Non-Food Businesses

Even if you don’t sell food, Pancake Day offers light-hearted content oppor-
tunities. Office pancake parties, staff photos with pancake stacks, or simply
acknowledging the day keeps your social presence human and relatable.

Random Acts of Kindness Day (February 17, 2026)

Yes, February 17 is busy! Random Acts of Kindness Day rounds out the trifecta.
This observance encourages simple acts of kindness and generosity — perfect
fodder for feel-good marketing that builds goodwill without being salesy.

Authentic Approaches

Share genuine stories of kindness involving your business, staff, or cus-
tomers.

Commit to an act of kindness as a business (donate to charity, support a
local cause)

Encourage customers to share their own kindness stories.
Surprise customers with unexpected upgrades, freebies, or personal notes.

Pay-it-forward promotions ("We’ll donate $X for every purchase today’)

‘What Works

Genuine, specific acts rather than vague 'be kind’ messaging.
Involving your community or customers in the kindness.
Sharing the impact of kindness (numbers, stories, outcomes)

Low-pressure participation that doesn’t require purchases.

What to Avoid

Making it about your brand more than the kindness itself.
Performative kindness that feels hollow or self-serving.

Requiring customers to spend money to 'participate’ in kindness.
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Royal Hobart Regatta (February 9, 2026 — Tasmania)

For Tasmanian businesses, the Royal Hobart Regatta is a significant local hol-
iday. It’s Australia’s largest aquatic event and a public holiday for southern
Tasmania. Even if you're not in Tasmania, understanding regional events helps
you market to specific geographic segments.

For Tasmanian Businesses

e Public holiday trading considerations — are you open? Communicate
clearly.

o Event-related promotions for those attending or celebrating.
e Summer activities and waterfront lifestyle content.

e Local pride and community connection messaging.

For Businesses Targeting Tasmania
e Acknowledge the local holiday in your communications.
e Adjust delivery expectations around the long weekend.

o Targeted social ads referencing the event.

February Health and Wellness Themes

February sees continued momentum from New Year’s health resolutions, though
the initial enthusiasm has often waned. It’s also home to several health aware-
ness campaigns.

Heart Health Month

Given Valentine’s Day and its heart imagery, February is naturally associ-
ated with heart health. The Heart Foundation runs campaigns throughout the
month.

o Heart-healthy recipe content.
¢ Fitness and activity promotions.
o Workplace wellness programs.

o Partnerships with health organisations.

Ovarian Cancer Awareness Month

A more serious observance that requires respectful treatment. If relevant to your
business, support awareness efforts genuinely rather than using it for marketing
purposes.
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Resolution Check-In

By February, many New Year’s resolutions have faltered. This creates oppor-
tunity for ’restart’ or 'recommit’ messaging that’s more realistic and forgiving
than January’s fresh-start energy.

'It’s not too late’ messaging.
e Smaller, achievable goal-setting.
e Community and accountability offers.

e Acknowledge that setbacks are normal.

The Return to Routine

By February, most Australians are firmly back in their regular patterns. Schools
are in full swing, work is back to normal, and the holiday mindset has faded.
This shift affects consumer behaviour in predictable ways.

Consumer Mindset Shifts
e More time-poor (less browsing, more targeted purchasing)
o Budget-conscious after Christmas/January spending.
e Focused on efficiency and organisation.
o Looking for ways to make routines easier.

¢ Open to subscriptions and recurring services that save time.

Marketing That Resonates
o 'Make life easier’ positioning.
o Time-saving solutions.
e Subscription and auto-replenishment offers.
e Meal planning and organisation tools.

o Workwear and professional refreshes.

Content Strategy
e How-to content that helps with common February challenges.
e Productivity tips and hacks.
e ’Get organised’ themes.

« Work-life balance content as routines re-establish.
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Other February Dates Worth Noting
World Cancer Day (February 4)

A significant awareness day. If participating, do so with genuine support for
cancer organisations, not commercial advantage. Many businesses choose to
donate or raise awareness without tying it to sales.

Safer Internet Day (February 10, 2026)

Increasingly relevant for businesses, especially those with young customers or
operating online. Opportunities to share digital safety tips, privacy practices,
or support online safety initiatives.

International Day of Women and Girls in Science (February 11)

Relevant for STEM businesses, educational organisations, or anyone wanting to
highlight women in their team or industry. Share stories, celebrate achievements,
inspire the next generation.

Super Bowl (Early February — US)

While an American event, it’s increasingly watched in Australia. Sports bars,
late-night venues, and American-themed businesses can capitalise. For others,
the cultural conversation around Super Bowl ads can inspire creative content
about advertising and marketing.

February Monthly Wrap-Up
Quick Wins for Any Business
e Plan Valentine’s Day content NOW if you haven’t already.
o Acknowledge Lunar New Year appropriately for your audience.
e Review how January campaigns performed and adjust.
o Start thinking about Easter (early April in 2026)

e Check your Q1 goals — are you on track?

What to Prepare for March
 International Women’s Day (March 8)

e Labour Day public holidays (varies by state — March 2 WA, March 9
VIC/TAS)

o Harmony Day (March 21)
o Easter planning (April 3-6 in 2026)
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e End of Q1 approaching — sales push opportunities.

e Autumn transition begins (though weather varies significantly by region)

March: Momentum, Milestones, and the Easter
Lead-Up

March is when the year really gets moving. The summer holidays are a distant
memory, everyone’s back in their groove, and businesses are pushing towards
end-of-quarter targets. It’s also a month rich with meaningful observances —
from International Women’s Day to Harmony Week — that offer opportunities
for purpose-driven marketing.

Weather-wise, March straddles late summer and early autumn across most of
Australia. The days are still warm but evenings start to cool. This seasonal
shift affects everything from fashion retail to food and beverage preferences —
lighter layers, transitional menus, and the last hurrah of outdoor entertaining
before winter sets in.

Key themes this month: Women’s achievements and gender equality, cultural
diversity and inclusion, end of Q1 business push, Easter preparation, autumn
transition, and multiple state public holidays.

Labour Day Public Holidays (Various Dates)
March features Labour Day public holidays in several states, though the dates

vary. These long weekends affect consumer behaviour and business operations
differently depending on your location and target market.
2026 Labour Day Dates

o Western Australia: Monday, March 2.

e Victoria: Monday, March 9.

o Tasmania: Monday, March 9.

e ACT (Canberra Day): Monday, March 9.

e South Australia (Adelaide Cup): Monday, March 9.

Long Weekend Marketing Opportunities
e Travel and accommodation promotions for the long weekend.
o Retail sales tied to the public holiday.
o Event marketing for local festivals and activities.

e ’'Last long weekend before Easter’ positioning.
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o Home and garden projects (many tackle DIY on long weekends)

Operational Considerations
e Communicate your trading hours clearly — don’t assume customers know.
e Adjust delivery timeframes around public holidays.
o Staff rosters and penalty rates planning.

o Customer service availability over the long weekend.

International Women’s Day (March 8 — Sunday in 2026)

International Women’s Day is one of the most significant awareness days on
the calendar. The 2026 theme is ’Give To Gain’ — emphasising the power of
reciprocity and how supporting women benefits everyone. Because it falls on a
Sunday in 2026, many workplace celebrations will happen on the Friday before
(March 6) or throughout the week.

Why It Matters for Business

IWD has evolved from an awareness day into a major cultural moment. Con-
sumers increasingly expect brands to have a position on gender equality — not
just on March 8, but year-round. Authentic engagement can build genuine
connection with your audience. Tokenistic efforts will be called out.
Authentic Approaches

¢ Highlight women in your business — staff, founders, suppliers, partners.

e Share concrete actions your business takes to support gender equality.

e Support women-owned businesses through partnerships or procurement.

o Donate to organisations working on women’s issues (genuinely, not for

PR)
o Create content that educates and inspires rather than just celebrates.

e Amplify women’s voices — let them tell their own stories.

Content Ideas That Work

e "Women who inspire us’ features on team members, customers, or industry
leaders.

¢ Behind-the-scenes content showing women in leadership or non-traditional
roles.

e Educational content about the pay gap, representation, or other relevant
issues.
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o Interviews or Q&As with women in your industry.
o Historical content about women pioneers in your field.

o User-generated content inviting customers to share their stories.

What to Avoid
¢ Pink-washing: slapping pink on products without substance behind it.
¢ One-day-only engagement when your year-round practices don’t match.
o Speaking for women instead of amplifying their voices.

o Discount-focused messaging that trivialises the day (’20% off for the
ladies!”)

o Ignoring intersectionality — women’s experiences vary by race, class, ability,
etc.

e Performative statements without action to back them up.

For Different Business Types

Retail: Feature women-made or women-owned brands. Donate a percentage of
sales to relevant charities.

Professional Services: Host events, panels, or workshops on women in your
industry. Publish thought leadership.

Hospitality: Special events, women-focused networking opportunities, or part-
nerships with women’s organisations.

B2B: Highlight women leaders in your client organisations. Share research on
gender in your industry.

Internal Celebration Ideas
e Team morning tea or lunch celebrating women colleagues.
e Guest speaker or workshop on relevant topics.
e Mentoring program launch or spotlight.
¢ Review and share your gender pay gap data (if you're proud of it)

¢ Announce concrete commitments for the year ahead.

St Patrick’s Day (March 17 — Tuesday in 2026)

St Patrick’s Day has evolved from an Irish cultural celebration into a global
excuse to wear green, drink Guinness, and enjoy some craic. In Australia, it’s
not a public holiday, but it’s widely celebrated — particularly in hospitality
venues and among the significant Irish-Australian community.
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Marketing Opportunities
¢ Green-themed promotions and products.
o Irish food and drink specials (pubs, restaurants, cafes)
¢ ’Lucky’ promotions — competitions, giveaways, surprise discounts.
o Community events and parades (major cities have celebrations)

o Playful social media content that doesn’t take itself too seriously.

For Hospitality Businesses
e Irish-themed menu items or specials.
e Live Irish music or entertainment.
e Guinness and Irish whiskey promotions.
e Decorations and themed atmosphere.

o Extended trading if Tuesday evening works for your venue.

For Non-Hospitality Businesses

You don’t have to be a pub to participate. The ’luck of the Irish’ theme can
work for many businesses:

e ’Lucky dip’ promotions with mystery discounts or prizes.
e Green product highlights or limited editions.
e ’Find the four-leaf clover’ competitions on social media.

o Light-hearted team content (staff in green, office celebrations)

Cultural Sensitivity

While St Patrick’s Day is generally light-hearted, avoid stereotyping Irish culture
or leaning too heavily into ’'leprechaun’ clichés. The Irish-Australian community
appreciates celebration of their heritage, not mockery of it.

Harmony Week / Harmony Day (March 21 — Saturday in
2026)

Harmony Day falls on March 21, coinciding with the UN International Day
for the Elimination of Racial Discrimination. In Australia, it’s expanded to
Harmony Week — a celebration of cultural diversity with the message 'Everyone
Belongs.” Orange is the signature colour.
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The Nuanced Reality

Harmony Day has been criticised by some for focusing on celebration rather
than addressing systemic racism. Smart businesses acknowledge this complexity
— you can celebrate diversity while also recognising there’s work to be done on
discrimination and inclusion.

Meaningful Participation

Highlight the cultural diversity within your team or customer base.
Share stories from staff members about their cultural backgrounds.
Partner with multicultural community organisations.

Host multicultural morning teas or food-sharing events.

Support businesses owned by people from diverse backgrounds.

Acknowledge both celebration and the ongoing work on inclusion.

Content Approaches

"Meet our team’ content highlighting diverse backgrounds.

Recipes, traditions, or stories from different cultures represented in your
business.

Educational content about cultural celebrations or practices.
User-generated content inviting customers to share their heritage.

Orange-themed visual content (the colour represents social communica-
tion)

What to Avoid

Tokenistic representation that feels forced or inauthentic.

Treating diversity as a marketing opportunity without genuine commit-
ment.

Ignoring the day’s roots in anti-racism advocacy.

Speaking on behalf of communities rather than amplifying their voices.

National Close the Gap Day (March 19, 2026)

Close the Gap Day raises awareness of Indigenous health inequality in Australia.
It’s a day for education and advocacy rather than commercial marketing, but
businesses can participate appropriately by showing genuine support.
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Appropriate Business Engagement
o Share educational content about Indigenous health disparities.
e Support Indigenous health organisations through donations.
e Amplify Indigenous voices and organisations.
o Internal education sessions for staff.

e Acknowledge the day without commercialising it.

What Not to Do
o Use it as a sales opportunity.
o Make statements without action to back them up.
¢ Speak over Indigenous voices.

e Ignore it if you’'ve previously engaged with Indigenous issues.

Earth Hour (Last Saturday of March — March 28, 2026)

Earth Hour encourages people and businesses to switch off non-essential lights
for one hour (8:30pm local time) as a symbol of commitment to the planet. It’s a
global event that offers opportunities for environmentally-conscious marketing.

How Businesses Can Participate
o Switch off lights and share the moment on social media.
e Host an Earth Hour event (candlelit dinner, outdoor gathering)
e Share your sustainability commitments and progress.
e Offer promotions on eco-friendly products.

e Partner with environmental organisations.

Content Opportunities
¢ Behind-the-scenes of your business going dark.
o Tips for customers to reduce their environmental impact.
¢ Spotlight on your sustainable practices.

e Team participation in Earth Hour activities.
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Easter Lead-Up (Easter is April 3-6, 2026)

While Easter falls in early April 2026, March is when the preparation and early
marketing kicks in. Hot cross buns appear in January (controversially), but
serious Easter campaigns typically launch in March.

March Easter Marketing Activities
o Teaser campaigns for Easter products or services.
o Early-bird bookings for Easter accommodation and experiences.
o Corporate gifting campaigns (Easter gifts for clients/staff)
o Event planning and promotion for Easter activities.

o Content planning for the Easter period itself.

Retail Considerations
o Easter product displays and seasonal changeover.
¢ School holiday planning (most states have holidays around Easter)
o Gift guide content for Easter giving.

e Pre-order campaigns for popular items.

For Non-Retail Businesses

Even if you don’t sell Easter-specific products, the long weekend affects your
business:

o Communicate Easter trading hours early.
e Adjust deadlines and delivery expectations.

o Plan content for the quiet period (or busy period, depending on your
industry)

o Consider staff leave and coverage.

End of Quarter 1 (March 31)

For many businesses, late March is crunch time for Q1 targets. This creates both
internal pressure and external opportunity — other businesses are also looking
to close deals and hit numbers.
B2B Opportunities

o End-of-quarter deals and incentives.

e 'Use it or lose it’ budget messaging.
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e Quick-win solutions for businesses scrambling to meet targets.

e Case studies and ROI content that helps justify purchases.

Internal Focus
e Review Q1 performance against goals.
o Adjust strategies for Q2 based on learnings.
e Team recognition for Q1 achievements.

o Planning and goal-setting for the next quarter.

Content Strategy
¢ Q1 wrap-up content (what you learned, achieved, or observed)
e Industry trend reports or insights from the quarter.

o Forward-looking content about Q2 opportunities.

Other March Dates Worth Noting

World Consumer Rights Day (March 15)

A day to raise awareness about consumer rights and needs. Opportunity to
communicate your customer-friendly policies, guarantees, and commitment to
fair treatment.

World Sleep Day (March 13, 2026 — Friday before spring equinox)
Relevant for health, wellness, bedding, lifestyle businesses. Content about sleep
hygiene, product recommendations, or workplace wellness.

International Day of Happiness (March 20)

Light-hearted content opportunity. Share what makes your team happy, ask
customers about their happiness, or simply spread some joy.

World Water Day (March 22)

Environmental awareness day. Relevant for sustainability-focused businesses or
those in water-related industries.

Purple Day — Epilepsy Awareness (March 26)

Health awareness day requiring sensitive treatment. Support epilepsy organisa-
tions or share educational content if relevant to your business.
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The Autumn Transition

March marks the official start of autumn (March 1 meteorologically, March 20
astronomically). This seasonal shift affects consumer behaviour and marketing
opportunities.

Seasonal Marketing Shifts
o Fashion: Transitional pieces, layering, autumn colours.
e Food: Heartier dishes, warm drinks, comfort food.
e Home: Cosy decor, heating preparation, indoor activities.
o Activities: Last of outdoor summer events, transition to indoor.

e Wellness: Immune support, seasonal health focus.

Content Themes
« ’Farewell to summer’ content (last chance messaging)
e Autumn preparation guides.
e Seasonal product launches or menu changes.

e Cosy, warm imagery replacing bright summer visuals.

March Monthly Wrap-Up
Quick Wins for Any Business
¢ Plan International Women’s Day content well before March 8.
e Check which state public holidays affect your business and customers.
o Start Easter preparation in earnest.
¢ Review and adjust Q1 goals before the quarter ends.

o Update seasonal imagery and messaging for autumn.

What to Prepare for April
« Easter (April 3-6) — your biggest Q2 opportunity.
e School holidays (timing varies by state, mostly aligned with Easter)
o April Fools’ Day (April 1) — if humour suits your brand.
e ANZAC Day (April 25) — requires careful, respectful treatment.
e Autumn in full swing — seasonal content and products.

o Mother’s Day early planning (May 10)
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April: Easter, ANZAC, and Autumn in Full
Swing

April is a month of significance in Australia. It contains two of the most impor-
tant dates on the calendar: the Easter long weekend and ANZAC Day. Both

require thoughtful marketing approaches — Easter offers commercial opportunity
while ANZAC Day demands respect and restraint.

The school holidays typically align with Easter in April, meaning families are
in holiday mode. Autumn is settling in across most of the country, with cooler
mornings, earlier sunsets, and a shift in consumer behaviour towards comfort,
warmth, and indoor activities.

Key themes this month: Easter celebrations and gifting, ANZAC Day commem-
orations, school holiday activities, autumn lifestyle shift, and the winding down
of outdoor summer activities.

April Fools’ Day (April 1 — Wednesday in 2026)

April Fools’ Day can be a great opportunity for brands with a playful personality
— or a minefield for those who get it wrong. The key is knowing your audience
and your brand voice. If humour isn’t natural for your business, it’s better to
skip this one.

When April Fools’ Works
e Your brand voice is already playful or irreverent.

e You have a creative idea that’s genuinely funny (not just 'we’re launching
X’ fake-outs)

e The joke is obvious and no one could be genuinely misled or hurt.
¢ You have the creative resources to execute it well.

¢ Your audience enjoys this kind of content from you.

Ideas That Work
o Obviously, fake product announcements (the more absurd, the better)
e Self-deprecating humour about your industry or business.
o Playful ’behind the scenes’ content that’s clearly a joke.
e Interactive content where customers can participate in the fun.

¢ Callbacks to previous jokes or brand moments.
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What to Avoid
o Fake news that could be believed and shared (even briefly)
e Anything that could cause genuine concern or panic.
¢ "Jokes’ that punch down at customers, staff, or vulnerable groups.

e Humour that doesn’t land — nothing worse than an unfunny April Fools’
attempt.

e Anything that could be screenshot and taken out of context.

¢ Major announcements on April 1 (even real ones will be doubted)

The Safe Option

If you’re unsure, just skip it. There’s no obligation to participate, and a missed
opportunity is better than a PR disaster. Many brands simply acknowledge the
day with a light 'no pranks here, just genuine appreciation for our customers’
type message.

Easter Long Weekend (April 3-6, 2026)

Easter is one of the biggest retail and hospitality moments of the year. The four-
day weekend (Good Friday through Easter Monday) is a major travel period,
family gathering time, and — of course — chocolate season. In 2026, Easter falls
relatively early in April.

Key Dates
o Good Friday: April 3 (public holiday, restricted trading)
o Easter Saturday: April 4 (public holiday in most states)

o FEaster Sunday: April 5.
o Easter Monday: April 6 (public holiday)

Trading Restrictions

Good Friday has the strictest trading restrictions in Australia. Most retail
businesses must close, with exceptions for essential services, hospitality, and
tourism-related businesses. Rules vary by state, so check your local regulations.

¢ Good Friday: Most retail closed; cafes/restaurants often open.
o Easter Saturday: Generally open, varies by state.
o Easter Sunday: Varies significantly by state and local council.

o Easter Monday: Generally open, may have restricted hours.
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Retail Marketing Strategies
« Easter gift guides (not just chocolate — think broader family gifting)
o Pre-Easter sales to capture shoppers before the long weekend.
e ’Last chance before Easter’ urgency messaging.
o Post-Easter sales on chocolate and seasonal items.

e Autumn product launches aligned with the season.

Hospitality Opportunities
e Easter brunch and lunch specials.
e Hot cross bun features and promotions.
o Family-friendly events and activities.
« Easter-themed menus (lamb is traditional)

e Accommodation packages for the long weekend.

Content Ideas
« Easter recipe content (hot cross buns, roast lamb, chocolate desserts)
e Family activity guides for the long weekend.
o Travel content for weekend getaways.
e Egg hunt ideas and family traditions.

¢ Behind-the-scenes of your Easter preparations.

Email Marketing
¢ Send Easter campaigns by late March / early April.
¢ Include clear information about trading hours.

o Gift guides with multiple price points.

"Order by X date for Easter delivery’ deadlines.

o Post-Easter follow-up with thank you and upcoming promotions.

Social Media Approaches
o Easter-themed visual content (doesn’t have to be chocolate bunnies)
o User-generated content: ’Show us your Easter celebrations’
¢ Countdowns to the long weekend.

« Staff Easter traditions and celebrations.
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Interactive content: polls about Easter favourites.

For Non-Retail Businesses

Even if you don’t sell Easter products, the long weekend affects your business:

Communicate closure dates and hours clearly.

Send ’before the break’ reminders on important deadlines.
Schedule social content for the quiet period.

Plan for staff leave and reduced capacity.

'Back after Easter’ messaging for Tuesday April 7.

School Holidays (April — Varies by State)

Most states have school holidays aligned with Easter in 2026, typically running
for two weeks around the Easter weekend. This significantly affects family-
focused businesses and creates opportunities for holiday activities.

Approximate 2026 Dates (Verify with State Education Departments)

NSW: Approximately April 6-17.
VIC: Approximately April 3-19.
QLD: Approximately April 3-19.
WA: Approximately April 6-19.
SA: Approximately April 13-26.

Note: Always confirm exact dates as they can vary.

Marketing to Families

Holiday activity guides and ideas.
School holiday programs and events.
Family deals and packages.
Boredom-buster product promotions.

"Keep the kids entertained’ messaging.

For B2B Businesses

School holidays mean many of your contacts will be taking leave or working
reduced hours. Adjust your outreach accordingly:

Avoid major launches or campaigns during peak holiday periods.
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¢ Send ’before the holidays’ reminders on urgent matters.
o Plan for slower response times.

o Use the quieter period for internal projects.

ANZAC Day (April 25 — Saturday in 2026)

ANZAC Day is one of Australia’s most significant commemorative occasions.
It honours the members of the Australian and New Zealand Army Corps who
served at Gallipoli in 1915, and has evolved to commemorate all Australians who
have served and died in military operations. This is NOT a day for commercial
marketing — it requires respect and restraint.

The Marketing Reality

ANZAC Day is not a sales opportunity. Australians are protective of ANZAC
Day’s significance, and brands that attempt to commercialise it face significant
backlash. The safest approach for most businesses is simple acknowledgment
without any commercial tie-in.
Appropriate Approaches

¢ Simple, respectful acknowledgment on social media.

¢ Share information about local dawn services or marches.

o Pause scheduled marketing content for the day.

o If relevant, share your business’s connection to military service.

o Support RSL or veteran organisations (genuinely, not as PR)

What to Absolutely Avoid
e ANY sales, promotions, or commercial messaging.
e "ANZAC Day Sale’ or similar — this will generate backlash.
e Using ANZAC imagery to promote products.
o Hashtag hijacking the day for brand visibility.
¢ Scheduling regular marketing content on the morning of ANZAC Day.
e Using "ANZAC’ in product names without RSL approval.

Operational Considerations

Because ANZAC Day 2026 falls on a Saturday, there’s no additional public
holiday in most states (WA gets Monday April 27 as a substitute). However:

o Trading restrictions apply until at least 1pm in most states.
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e Many businesses choose to remain closed out of respect.
e Dawn services and marches affect traffic and accessibility.

o Hospitality venues often see strong afternoon trade.

For Hospitality Businesses

ANZAC Day has specific traditions around food and drink:
e ANZAC biscuits are traditional and appropriate to feature.
e Two-up is legally permitted in pubs on ANZAC Day.
¢ Post-march gatherings are significant for many RSL clubs.

o Keep messaging focused on commemoration, not celebration.

Example Social Media Posts

Good: ’Lest we forget. Today we honour all those who have served and sacrificed.
#ANZACDay’

Good: ’Our doors will be closed until 1pm today as we commemorate ANZAC
Day. We’ll see you this afternoon.

Bad: "ANZAC Day Sale! Twenty-five percent off everything today!” (Never do
this)

Bad: 'Happy ANZAC Day!” (It’s not a happy occasion — avoid celebratory
language)

Earth Day (April 22 — Wednesday in 2026)

Earth Day is an annual event demonstrating support for environmental protec-
tion. It’s an opportunity for businesses to highlight their sustainability efforts
— but only if those efforts are genuine. Greenwashing is increasingly called out
by savvy consumers.
Authentic Participation

e Share concrete actions your business takes for sustainability.

¢ Announce new environmental commitments or initiatives.

e Partner with environmental organisations.

e Host clean-up events or tree-planting activities.

¢ Educational content about environmental issues relevant to your industry.
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Content Ideas

Behind-the-scenes of your sustainable practices.

Tips for customers to reduce their environmental impact.
Spotlight on eco-friendly products or services.

Staff sustainability initiatives.

Progress updates on environmental goals.

Avoiding Greenwashing

Don’t overstate your environmental credentials.
Be specific about what you’re actually doing.
Acknowledge areas where you're still improving,.
Back up claims with evidence.

If sustainability isn’t a focus for your business, it’s okay to skip this one.

Autumn in Full Swing

April sees autumn firmly established across most of Australia. The seasonal
shift creates natural marketing opportunities as consumer behaviour adapts to
cooler weather and shorter days.

Seasonal Product Opportunities

Warm clothing and layering pieces.
Comfort food and warm beverages.
Home heating and cosiness products.
Indoor entertainment and activities.
Skincare for changing conditions.

Autumn gardening and outdoor preparation.

Content Themes

Cosy lifestyle imagery and messaging.
Autumn recipes and meal ideas.
Home preparation for cooler months.
Indoor hobby and activity content.

"Making the most of autumn’ guides.
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Visual Updates
o Shift to warmer, richer colour palettes.
e Autumn leaves and seasonal imagery.
¢ Indoor and cosy settings.

e Warm lighting and comfortable scenes.

Other April Dates Worth Noting

World Health Day (April 7)

An opportunity for health-related businesses to share educational content or
promote wellness initiatives. Keep it informative rather than salesy.
International Day of Creativity and Innovation (April 21)

Highlight the creative work within your business, showcase innovation, or en-
courage customer creativity.

World Book Day (April 23)

Content opportunity around reading, learning, and books. Share team reading
recommendations or favourite business books.

World Penguin Day (April 25)

Coincides with ANZAC Day, so won’t get much attention in Australia. Note
for businesses in tourism or wildlife sectors.

April Monthly Wrap-Up
Quick Wins for Any Business
o Finalise Easter campaigns by early April.
o Plan your ANZAC Day approach now (usually less is more)
e Check trading restrictions for all April public holidays.
¢ Communicate holiday hours clearly across all channels.

o Update imagery and messaging for autumn.

What to Prepare for May
e Mother’s Day (Sunday, May 10) — major retail moment.
e May Day / Labour Day (May 4 — NT and QLD)
o End of school Term 1 / start of Term 2.
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¢ Continued autumn marketing.
o Winter preparation for southern states.

« National Reconciliation Week lead-up (May 27 - June 3)

May: Mums, Mates and Meaningful Moments

May is anchored by Mother’s Day — one of the biggest retail events of the
year. But there’s much more happening this month: the start of National
Reconciliation Week, mental health awareness, and yes, a certain intergalactic
holiday that’s become a genuine marketing moment.

Autumn is well established, winter is approaching (at least in the southern
states), and consumers are settling into the rhythm of the year. The Easter
sugar rush is over, school terms are back in swing, and there’s a sense of routine
— punctuated by the opportunity to spoil Mum.

Key themes this month: Mother’s Day gifting and celebration, reconciliation
and Indigenous recognition, mental health awareness, autumn/winter transition,
and pop culture moments.

Star Wars Day (May 4 — Monday in 2026)

'May the Fourth be with you! What started as a fan-driven pun has become
a legitimate marketing moment. For brands with the right audience and tone,
Star Wars Day offers a fun, low-stakes opportunity to connect with customers
through shared pop culture.

When It Works

¢ Your audience skews younger or is known to appreciate pop culture refer-
ences.

e Your brand voice is playful and can pull off the reference naturally.
¢ You have a creative angle beyond just 'May the Fourth be with you’
¢ You're in entertainment, gaming, tech, or lifestyle spaces.

e You can tie it to something genuinely relevant to your business.

Creative Approaches
o Space-themed or sci-fi inspired content (without infringing Disney’s IP)

e ’Force’ puns related to your industry ("May the floors be with you’ for
cleaning)

o Staff content showing team members’ Star Wars fandom.
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e Themed promotions or limited offers for the day.

o User-generated content inviting customers to share their fandom.

Important Considerations

e Star Wars is owned by Disney — avoid using actual imagery, logos, or
character names in commercial content without permission.

o Generic space/sci-fi themes are safer than direct Star Wars references.
e Don’t force it (pun intended) — if it doesn’t fit your brand, skip it.

e The joke is well-worn — you need a fresh angle to stand out.

Revenge of the Fifth (May 5)

Some brands extend the fun to May 5 with 'Revenge of the Fifth’ (or ’Sixth’ for
the Sith). This can work if you missed May 4 or want to continue the theme,
but it’s definitely more niche.

May Day / Labour Day (May 4, 2026 — NT and QLD)

In the Northern Territory and Queensland, the first Monday of May is a public
holiday. In 2026, this conveniently falls on May 4, giving those states a long
weekend that coincides with Star Wars Day.

For Businesses in NT and QLD
o Long weekend marketing opportunities.
e Travel and accommodation promotions.
o Event marketing for local activities.

e Clear communication of trading hours.

o Last long weekend before the cooler months settle in.

For Businesses Targeting These States
e Adjust delivery expectations around the public holiday.
o Targeted campaigns acknowledging the long weekend.

o Be aware that response rates may be lower.

Mother’s Day (May 10, 2026 — Sunday)

Mother’s Day is one of the top three retail events in Australia (alongside Christ-
mas and Easter). It’s a massive opportunity for gifting, hospitality, and experi-
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ences — but it also requires sensitivity, as not everyone has a positive relationship
with the day.

The Commercial Reality

Australians spend over $800 million on Mother’s Day gifts annually. The most
popular categories are:

Flowers and plants.

Dining out and food experiences.
Clothing and accessories.
Jewellery.

Pampering and beauty treatments.
Homewares.

Experience gifts and vouchers.

Campaign Timeline

Gift

Late April: Start teasing Mother’s Day content and offers.
First week of May: Full campaign launch, gift guides, booking pushes.
Week of Mother’s Day: Last-minute gift options, ’still time’ messaging.
Friday-Saturday before: Peak urgency, final call messaging.

Mother’s Day itself: Celebration content, thank-you posts.

Guide Strategy

Gift guides are essential for Mother’s Day marketing. Make them genuinely
useful:

Organise by price point ("Under $50°, ’$50-100, *Splurge’)

Organise by recipient type ("For the foodie mum’, "For the active mum’)
Include a range of options, not just your most expensive products.
Make it easy to purchase — direct links, clear CTAs.

Consider gift bundles or curated sets.

Hospitality Opportunities

Mother’s Day is one of the busiest days for restaurants and cafes:

Special Mother’s Day menus (brunch is huge)

Booking systems and deposits to manage demand.
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o Family-friendly options and high chairs available.
e Special touches: flowers, chocolates, champagne for mums.

e Promote early — bookings fill up fast.

Email Marketing Approaches

o Subject lines: 'For the woman who does it all’ / "Mum deserves this’ /
"Don’t panic — we’ve got you’

e Segment by purchase history if possible.
e Send a reminder email midweek before Mother’s Day.
¢ Include delivery cut-off dates prominently.

o Offer gift wrapping and gift messaging options.

Social Media Content
e User-generated content: ’Share your favourite mum moment’
¢ Behind-the-scenes of preparing for Mother’s Day.
e Team members sharing what they’re doing for their mums.
o Gift ideas presented in engaging formats (carousels, reels)

¢ Countdown content building anticipation.

Sensitivity Considerations

Mother’s Day can be difficult for many people — those who’ve lost mothers,
those with complicated relationships, those struggling with fertility, and mothers
who’ve lost children. Smart brands acknowledge this:

e Offer an ’opt out’ option for Mother’s Day emails.

¢ Avoid assumptions about everyone celebrating.

o Keep messaging focused on appreciation rather than obligation.
e Don’t guilt-trip non-purchasers.

¢ Consider inclusive language that acknowledges different family structures.

For Non-Gift Businesses

Even if you don’t sell traditional Mother’s Day gifts, you can participate:
e 'Treat your mum to..” positioning for services.
o Gift vouchers as a fallback option.

o Content that acknowledges the day without hard selling.
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o Staff celebration content showing your workplace culture.

e Simply acknowledge the day on social media.

Last-Minute Buyers

A significant portion of Mother’s Day purchases happen in the final days. Cater
to the procrastinators:

o E-gift cards and digital vouchers.

e Same-day delivery options if possible.

o ’Still time’ messaging on Friday and Saturday.
o In-store availability for click-and-collect.

o Experience gifts that can be booked last-minute.

International Nurses Day (May 12)

Falling just after Mother’s Day, International Nurses Day honours the nursing
profession. It’s particularly relevant for healthcare businesses, but any organi-
sation can acknowledge the contribution of nurses.
Appropriate Acknowledgment

o Thank nurses in your organisation or community.

o Share stories of nurses making a difference.

o Offer discounts or specials for healthcare workers.

e Support nursing organisations or charities.

e Keep it genuine — don’t commercialise their service.

National Volunteer Week (May 18-24, 2026)

National Volunteer Week celebrates the contribution of Australia’s six million
volunteers. It’s an opportunity to recognise volunteers in your organisation and
community.
How Businesses Can Participate

e Thank your own volunteers publicly.

o Highlight volunteer programs your business supports.

o Encourage staff volunteering with paid volunteer leave.

e Partner with local volunteer organisations.

e Share the impact of volunteering in your community.
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National Reconciliation Week (May 27 - June 3)

National Reconciliation Week (NRW) begins on May 27, the anniversary of the
1967 referendum, and ends on June 3, the anniversary of the Mabo decision.
It’s a time for all Australians to learn about shared histories, cultures, and
achievements, and to explore how each of us can contribute to reconciliation.

The Significance

May 27: Anniversary of the 1967 referendum (over 90% of Australians
voted to include Aboriginal and Torres Strait Islander peoples in the cen-
sus)

June 3: Anniversary of the High Court Mabo decision (1992), which recog-
nised Native Title.

The week is a time for reflection, learning, and action on reconciliation.

Meaningful Business Engagement

Reconciliation Week is not a marketing opportunity — it’s an opportunity for
genuine engagement and learning. Appropriate participation includes:

Acknowledging the week and its significance on your platforms.
Sharing educational content about reconciliation.

Highlighting your Reconciliation Action Plan (RAP) if you have one.
Supporting Indigenous-owned businesses.

Hosting or attending NRW events.

Internal education sessions for staff.

Amplifying Indigenous voices rather than speaking for them.

What to Avoid

Tokenistic acknowledgment without action.

Using Indigenous imagery or culture for commercial gain.
Speaking on behalf of Indigenous Australians.

One-week-only engagement when you do nothing else all year.

Treating it as a box-ticking exercise.

Getting Started with Reconciliation

If your business hasn’t engaged with reconciliation before, NRW is a good time
to start:
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o Visit reconciliation.org.au for resources.

o Consider developing a Reconciliation Action Plan.

e Learn about the Traditional Custodians of the land where you operate.
¢ Review your Acknowledgement of Country practices.

e Look for Indigenous businesses in your supply chain.

Mental Health Awareness

May is a significant month for mental health awareness, with several observances
drawing attention to mental wellbeing.

Domestic and Family Violence Prevention Month

May is dedicated to raising awareness about domestic and family violence. This
is a serious topic requiring sensitive treatment — support awareness efforts gen-
uinely rather than using it for commercial purposes.

National Psychology Week (May 2026)
An opportunity to promote mental wellbeing and the role of psychology. Rele-
vant for health and wellness businesses, employers focusing on workplace well-
being, and anyone wanting to support mental health conversations.
Appropriate Business Responses

e Share mental health resources with staff and customers.

¢ Promote employee assistance programs.

e Support mental health organisations.

¢ Create content that reduces stigma around mental health.

e Be genuine — don’t use mental health as a marketing angle.

Winter Preparation
By late May, winter is clearly approaching in southern Australia. This creates
natural marketing opportunities around preparation and seasonal change.
Seasonal Opportunities

o Winter clothing and layering.

o Heating solutions and home warmth.

e Comfort food and warm beverages.

o Indoor activities and entertainment.

42



e Health and immunity focus.

e Car and home maintenance for winter.

Content Themes
o Winter preparation guides.
o Cosy lifestyle content.
e Soup and slow-cooker recipes.
e Indoor hobby promotion.

¢ ’'Staying warm’ product features.

Other May Dates Worth Noting

World Press Freedom Day (May 3)

Relevant for media, communications, and advocacy organisations. An opportu-
nity to highlight the importance of free press.

Cinco de Mayo (May 5)

While a Mexican celebration, it’s increasingly recognised in Australia. Hospital-
ity venues may run Mexican-themed promotions. Be culturally respectful rather
than stereotypical.

World Password Day (First Thursday — May 7, 2026)

Tech and cybersecurity businesses can share password safety tips. Practical,
helpful content that provides genuine value.

World Red Cross Day (May 8)

Acknowledge the work of the Red Cross and humanitarian organisations.

IDAHOBIT Day (May 17)

International Day Against Homophobia, Biphobia, Interphobia and Transpho-
bia. For businesses committed to LGBTIQ+ inclusion, an opportunity to show
support — but only if your commitment is year-round, not just performative.

World Bee Day (May 20)

Environmental awareness opportunity. Relevant for food businesses, those with
sustainability focus, or anyone wanting to highlight pollinator protection.
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May Monthly Wrap-Up
Quick Wins for Any Business
e Mother’s Day is your priority — plan campaigns by late April.
o Consider offering a Mother’s Day email opt-out.
o Engage meaningfully with Reconciliation Week (even if just learning)
o Update seasonal imagery for winter approach.

o Check public holiday dates for NT and QLD (May 4)

What to Prepare for June
o End of Financial Year (June 30) — major retail and B2B moment.
« King’s Birthday long weekend (June 8 in most states)
o World Environment Day (June 5)
¢ Queen’s Birthday sales opportunities.
o Winter in full swing — seasonal marketing.

o End of Reconciliation Week (June 3)

June: EOFY Frenzy and the Long Weekend

June is dominated by one massive event: the End of Financial Year. EOFY
sales are one of the biggest retail moments on the Australian calendar, and for
B2B businesses, it’s the final push to close deals before budgets reset. But June
also offers the King’s Birthday long weekend, World Environment Day, and the
conclusion of Reconciliation Week.

Winter arrives officially in June, and in southern states, the cold has well and
truly set in. The King’s Birthday weekend traditionally marks the start of the
ski season. Consumer behaviour shifts towards warmth, comfort, and indoor
activities — though the EOFY sales frenzy cuts across all categories.

Key themes this month: EOFY sales and tax-time messaging, King’s Birth-
day long weekend, winter lifestyle, environmental awareness, and the end of
Reconciliation Week.

National Reconciliation Week Concludes (June 3)

Reconciliation Week runs from May 27 to June 3, with the final day marking the
anniversary of the Mabo decision. If you’ve been engaging with Reconciliation
Week, June 3 is an opportunity to reflect on commitments made and next steps.
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Wrapping Up Your Engagement
e Share what you learned during Reconciliation Week.
e Announce ongoing commitments (not just one-week efforts)
e Thank Indigenous staff, partners, or community members.

e Commit to continuing the conversation beyond the week.

If you have a RAP, share progress updates.

The Mabo Decision Anniversary

June 3 marks the anniversary of the High Court’s Mabo decision in 1992, which
recognised Native Title and overturned the legal doctrine of terra nullius. Ed-
ucational content about this significant moment in Australian history is appro-
priate.

World Environment Day (June 5)

World Environment Day is the United Nations’ flagship day for promoting envi-
ronmental awareness and action. It’s an opportunity for businesses to highlight
genuine sustainability efforts — emphasis on genuine.

Authentic Participation
¢ Share concrete environmental actions your business takes.
¢ Announce new sustainability initiatives.
e Partner with environmental organisations.
e Host or participate in clean-up events.

o Educational content about environmental issues relevant to your industry.

Content Ideas
o Behind-the-scenes of your sustainable practices.
e Progress updates on environmental goals.

o Tips for customers to reduce their impact.

Spotlight on eco-friendly products or services.

o Staff initiatives and green team activities.
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Avoiding Greenwashing

Consumers are increasingly savvy about greenwashing. If your environmental
credentials are limited, it’s better to be honest about where you’re at and where
you're heading than to overstate your efforts.

¢ Be specific about what you're actually doing.
o Acknowledge areas where you're still improving.

e Don’t use environment-themed marketing if you have nothing to back it
up.

o Focus on progress, not perfection.

King’s Birthday Long Weekend (June 8, 2026 — Most
States)

The King’s Birthday is a public holiday in most states on the second Monday
of June. Queensland and Western Australia celebrate it later in the year. This
creates a valuable long weekend for travel, retail, and hospitality.
2026 King’s Birthday Dates

e June 8: ACT, NSW, NT, SA, TAS, VIC.

o September 28: Western Australia.

e October 5: Queensland.

Long Weekend Marketing Opportunities
o Travel and accommodation promotions (popular getaway weekend)
o Ski season launch (Victoria and NSW resorts often open this weekend)
o Winter activities and indoor entertainment.
o Retail sales aligned with the long weekend.

o Event marketing for festivals and local activities.

Ski Season Connection

The King’s Birthday weekend traditionally marks the start of the Australian ski
season. For businesses in alpine regions or serving the snow sports market, this
is a significant moment:

¢ Season opening promotions.
e Ski gear and equipment sales.

¢ Accommodation bookings for the season.
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o« Winter activity packages.

Operational Considerations

e Communicate trading hours clearly.

¢ Note that QLD and WA don’t have this public holiday in June.

Adjust delivery expectations around the long weekend.

Staff rosters and public holiday rates.

End of Financial Year (June 30)

EOFY is one of the biggest retail events in Australia — rivalling Boxing Day and
Black Friday. It’s also a critical time for B2B businesses, with budget decisions,
tax considerations, and the rush to close deals before the new financial year. The
EOFY period typically runs throughout June, with intensity building towards
June 30.

Why EOFY Matters

Tax time: Businesses and individuals looking for deductions before June
30.

Budget cycles: "Use it or lose it’ mentality for unspent budgets.
Stock clearance: Retailers clear inventory before new financial year.

Major purchase decisions: Big-ticket items brought forward for tax bene-
fits.

Business investment: Equipment, software, and services purchases accel-
erated.

Retail EOFY Strategies

Stocktake sales and clearance events.

"Tax time’ messaging for deductible purchases.

Bundle deals to move inventory.

Extended trading hours in the final week.

Click Frenzy: EOFY (usually mid-June — check exact dates)

Price-point promotions ($X or less collections)
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B2B EOFY Strategies

For B2B businesses, EOFY is crunch time. Decision-makers are looking to use
remaining budgets and lock in tax deductions:

¢ 'Before June 30’ urgency messaging.

o Instant asset write-off reminders for eligible purchases.

e Payment plan options to get deals signed before EOFY.
e Quick implementation promises for software and services.
¢ ROI and tax benefit content to help justify purchases.

o Decision-maker outreach (CFOs, finance teams active now)

EOFY Campaign Timeline
o Early June: Tease EOFY sales, early access for VIPs.
e Mid-June: Full campaign launch, major promotions.
e Week of June 22: Intensity builds, ’one week left’ messaging.
e Final days (June 28-30): Maximum urgency, last chance messaging.

e July 1: 'New financial year, new opportunities’ transition.

Email Marketing for EOFY

o Subject lines: 'Beat the EOFY rush’ / *Tax time = saving time’ / "Last
chance before June 30’

e Segment by purchase history and buying behaviour.
¢ Send frequency can increase during EOFY (within reason)
¢ Clear deadline messaging in every email.

o Mobile-optimised for on-the-go decision making.

Social Media During EOFY
¢ Countdown content to June 30.
¢ Deal highlights and flash sales.
o User-generated content from happy customers.
¢ Behind-the-scenes of your EOFY preparations.

e Urgency-focused creative in final days.
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Tax-Time Messaging

Many purchases can be claimed as tax deductions. For eligible products and
services, tax-time messaging can be powerful:

o Work-related equipment and technology.

o Professional development and training.

e Home office setup (for remote workers)

o Business software and subscriptions.

e Professional services and consulting.
Note: Always recommend customers consult their accountant for specific tax
advice. Don’t make promises about deductibility you can’t guarantee.
For Service Businesses
Even if you don’t sell physical products, EOFY offers opportunities:

o Gift vouchers positioned as EOFY purchases.

o Prepaid service packages.

e Annual subscriptions or memberships.

¢ Professional services booked before June 30.

e Training and development programs.

Post-EOFY Transition

July 1 marks the start of the new financial year. Plan your transition messaging:
e ’Fresh start’ new financial year content.
o Tax refund spending opportunities (many lodge returns in July)
o New season, new goals messaging.

e Thank customers for their EOFY support.

Winter Marketing

June is officially the first month of winter. For southern states especially, the
cold is unavoidable and creates natural marketing opportunities around warmth,
comfort, and indoor activities.
Seasonal Product Opportunities

o Winter fashion: Coats, knitwear, boots, layering pieces.

e Home comfort: Heating, blankets, candles, hot drinks.

49



o Comfort food: Soups, slow cooker meals, warming recipes.

¢ Indoor entertainment: Streaming, gaming, books, hobbies.

Health: Cold and flu remedies, immunity boosters.

o Winter sports: Ski gear, snow equipment.

Content Themes
e Cosy lifestyle imagery.
o Winter recipe content.
e ’'Surviving winter’ guides.
e Indoor activity ideas.

e Self-care and wellness focus.

Regional Considerations
Remember that winter looks very different across Australia:
e Southern states: Genuine cold, heating required, dark evenings.
o Northern states: Dry season, pleasant temperatures, peak tourist season.

¢ Adjust your messaging based on where your customers are.

Other June Dates Worth Noting

World Oceans Day (June 8)

Environmental awareness day focused on ocean conservation. Relevant for
coastal businesses, seafood industry, tourism, and sustainability-focused brands.
World Blood Donor Day (June 14)

Opportunity to promote blood donation and thank donors. Many workplaces
organise group donations.

World Refugee Day (June 20)

A day to honour refugees and raise awareness about refugee issues. Treat with
respect — this is about people, not marketing opportunities.

International Yoga Day (June 21)

Relevant for wellness, fitness, and lifestyle businesses. Content opportunity
around mindfulness and physical wellbeing.
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Winter Solstice (June 21)

The shortest day of the year in the Southern Hemisphere. Some businesses mark
this as the ’turning point’ towards longer days, or celebrate mid-winter themes.

June Monthly Wrap-Up
Quick Wins for Any Business
¢ Plan your EOFY campaign by early June at the latest.
e Communicate King’s Birthday trading hours.
o Update imagery and messaging for full winter mode.
e Prepare for July 1 new financial year transition.

o Review first half of year — what worked? What didn’t?

What to Prepare for July
o NAIDOC Week (first week of July)
o Tax refund spending season begins.
e Christmas in July promotions.
o School holidays (most states)
e New financial year planning content.

e Mid-year sales opportunities.

July: New Financial Year, New Opportunities

July marks the start of the new financial year — a psychological reset for both
businesses and consumers. Tax refunds start flowing, budgets are fresh, and
there’s a sense of new beginnings despite the mid-winter cold. NAIDOC Week
is the cultural highlight, while ’Christmas in July’ offers a quirky retail oppor-
tunity.

Winter is in full swing across southern Australia, while northern regions enjoy
their dry season peak. School holidays fall in July for most states, creating
family-focused marketing opportunities. It’s also a month where businesses
often take stock, plan for the second half, and set new goals.

Key themes this month: New financial year energy, NAIDOC Week celebra-
tions, tax refund spending, school holidays, Christmas in July, and mid-winter
marketing.
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Coming of the Light (July 1)
July 1 is Coming of the Light Day in the Torres Strait Islands, celebrating the
arrival of the London Missionary Society in 1871. It’s a significant cultural and
spiritual day for Torres Strait Islander communities.
For Businesses
This is primarily a day for acknowledgment rather than commercial activity:
o Acknowledge the day’s significance in your communications if appropriate.
e Learn about Torres Strait Islander culture and history.

e If you have Torres Strait Islander staff, support their participation in
celebrations.

¢ Don’t commercialise the occasion.

New Financial Year (July 1)

The new financial year brings a fresh start mentality. Budgets reset, tax returns
begin, and there’s psychological permission to spend again after EOFY’s focus
on saving and deductions.
Consumer Mindset Shifts

o Fresh budget allocation — money feels 'new’

o Tax refund anticipation and spending.

o New year, new goals energy (even though it’s mid-year)

o Willingness to invest in self-improvement and upgrades.

o Post-EOFY relief — the pressure is off.

Marketing Opportunities
o ’'Fresh start’ messaging aligned with the new financial year.
e ’Invest in yourself’ positioning for education, health, services.
e Mid-year review content — time to assess and adjust goals.
e Budget planning resources and tools.

¢ Second-half-of-year planning content.

B2B Opportunities
For B2B businesses, the new financial year is significant:

e New budgets mean fresh purchasing capacity.
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¢ FY planning and strategy content.
e ’Start the new FY right’ positioning.
¢ Annual contract renewals and negotiations.

e Training and professional development budgets refresh.

Tax Refund Season

Many Australians lodge their tax returns in July and August, and tax refunds
often hit accounts within weeks. This creates a mini spending surge as people
treat themselves with 'found money.

Tax Refund Marketing
e ’Treat yourself’ messaging targeting refund recipients.
o Big-ticket items positioned as refund purchases.
e Layby and payment plan options to capture purchases pre-refund.

¢ ’Invest your refund’ messaging for financial services.

¢ Home improvement and upgrade campaigns.

Timing Considerations
o Early lodgers may receive refunds from mid-July.
o Peak refund period is typically August-September.
o Campaign messaging can start in July, peak in August.

e ATO processes simple returns quickly — more complex returns take longer.

NAIDOC Week (July 5-12, 2026)

NAIDOC Week celebrates the history, culture, and achievements of Aboriginal
and Torres Strait Islander peoples. The 2026 theme is "The Next Generation:
Strength, Vision & Legacy’ with Mparntwe (Alice Springs) as the host city for
national celebrations. This is a significant cultural event requiring respectful
engagement.

What NAIDOC Stands For

NAIDOC originally stood for ’National Aborigines and Islanders Day Obser-
vance Committee! Today, NAIDOC Week celebrates the oldest continuous
living cultures on Earth and is an opportunity for all Australians to learn about
First Nations histories and cultures.
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Meaningful Business Participation
e Acknowledge the week and its theme on your platforms.
e Attend or host NAIDOC events.
¢ Support Indigenous-owned businesses.
e Share educational content about First Nations cultures.
« Highlight Indigenous staff members (with their consent and involvement)
¢ Review your Acknowledgement of Country practices.

o Amplify Indigenous voices rather than speaking for them.

2026 Theme: The Next Generation

"The Next Generation: Strength, Vision & Legacy’ focuses on young Aboriginal
and Torres Strait Islander people — their strength, their vision for the future,
and the legacy they’re building. Marketing that authentically connects to this
theme should:

o Highlight young Indigenous achievers and leaders.
e Support youth-focused Indigenous programs.
e Focus on future-building and opportunity.

¢ Celebrate the continuation of culture through generations.

What to Avoid
o Tokenistic gestures without year-round commitment.
o Using Indigenous art or imagery without proper permission and payment.
e« 'NAIDOC Sale’ or other commercialisation of the week.
e Speaking on behalf of Indigenous communities.

¢ One-week-only engagement when you do nothing else all year.

Supporting Indigenous Business

NAIDOC Week is an excellent time to review your supply chain and procure-
ment:

e Source products from Indigenous-owned suppliers.
¢ Engage Indigenous consultants and service providers.
e Support Indigenous artists and creators.

e Organisations like Supply Nation can help identify Indigenous suppliers.
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July School Holidays
Most states have school holidays in late June through mid-July (Term two-thirds

break). This creates opportunities for family-focused marketing and activities.
Approximate 2026 Dates (Verify with State Education Departments)
e NSW: Approximately June 27 - July 12.
e VIC: Approximately June 27 - July 12.
e QLD: Approximately June 27 - July 12.
e« WA: Approximately July 4 - July 19.
e SA: Approximately July 4 - July 19.

o Note: Dates vary — always verify before planning campaigns.

Marketing to Families
¢ School holiday activity guides.
 Indoor activities (particularly relevant in winter)
e Family entertainment options.
e Day trip and staycation ideas.
e ’Keep the kids busy’ product promotions.

o Holiday programs and workshops.

For B2B Businesses

School holidays mean many contacts will be taking leave:
o Expect slower response times.
¢ Schedule major campaigns before or after the break.
o Use the quieter period for internal projects.

e Plan for reduced team capacity if your staff have school-age children.

Christmas in July

Christmas in July has become a genuine retail and hospitality moment in Aus-
tralia. While it started as a quirky way to enjoy winter festivities (since our
December Christmas falls in summer), it’s now an established promotional op-
portunity.
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Why It Works

Australians miss out on the ’traditional’ cold-weather Christmas experi-
ence.

Winter creates natural demand for warming comfort food and cosy gath-
erings.

It’s a mid-year excuse for celebration and treating oneself.
Hospitality venues can offer Christmas menu items that suit the weather.

Retail can preview Christmas stock or offer early shopping incentives.

Hospitality Opportunities

Christmas-themed menus (roasts, puddings, mulled wine)
Group booking packages for workplace celebrations.
Decorations and festive atmosphere.

"Yulefest’ events (particularly popular in the Blue Mountains)

Early Christmas party bookings for December.

Retail Approaches

Mid-year sales positioned as ’Christmas in July’
Preview of Christmas products.

Layby options for Christmas shopping.
Gift-giving promotions.

Winter comfort products with festive positioning.

Content Ideas

Winter comfort recipes.

Cosy lifestyle content.

"Start your Christmas shopping early’ campaigns.
Team Christmas in July celebration content.

Throwback to last December’s Christmas with future planning.

When to Use It

Christmas in July works best when:

Your brand has a playful personality.
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¢ You're in hospitality, food, or lifestyle sectors.
¢ You have products that genuinely suit the theme.
¢ You can make it feel fun rather than forced.

If it doesn’t fit your brand, don’t force it — a regular winter sale works just as
well.

Dry July
Dry July is a fundraising campaign where participants give up alcohol for the
month to raise money for people affected by cancer. It’s well-established in Aus-
tralia and creates marketing considerations for hospitality and beverage busi-
nesses.
For Hospitality Businesses

o Promote non-alcoholic options (mocktails, alcohol-free beers and wines)

e Support Dry July participants rather than discouraging them.

e Consider hosting Dry July events or donating a portion of non-alcoholic
sales.

e Train staff to make non-drinkers feel welcome and not pressured.

For Other Businesses
o Consider participating as a team and sharing the journey.
e Support staff members doing Dry July.

e Share the campaign to help raise awareness.

Mid-Winter Marketing
July is typically the coldest month for southern Australia. Winter marketing

themes remain highly relevant.

Seasonal Angles
e Comfort and warmth products.
o Indoor entertainment and activities.
o Winter health and wellness.
e Soup season and slow cooker content.
¢ Cosy home environment.

o Ski season at peak (for relevant businesses)
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Northern Australia Difference

Remember that July is peak dry season for northern Australia:
o Perfect weather for outdoor activities.
o Peak tourist season.
o Very different marketing needs from southern states.

e Segment your messaging by location where possible.

Other July Dates Worth Noting
World Chocolate Day (July 7)

A fun, low-stakes content opportunity. Share chocolate-related content, recipes,
or promotions if relevant to your business.

World Population Day (July 11)

Awareness day about population issues. Relevant for organisations working in
sustainability, development, or social issues.

Bastille Day (July 14)

French National Day. Hospitality venues may offer French-themed promotions.
Relevant for businesses with French connections.

World Emoji Day (July 17)

A playful social media opportunity. Fun content about emoji usage or emoji-
themed promotions can work for brands with the right tone.

International Self-Care Day (July 24)

Relevant for wellness, beauty, and lifestyle businesses. Promote self-care prod-
ucts and practices.

System Administrator Appreciation Day (Last Friday — July 31, 2026)

Tech companies and IT service providers can acknowledge and thank sysadmins.
A niche but appreciated opportunity.

July Monthly Wrap-Up
Quick Wins for Any Business

¢ Plan NAIDOC Week acknowledgment by early July.

e Consider your Christmas in July angle (if appropriate)
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o Update messaging for 'new financial year’ energy.
e Prepare tax refund-focused campaigns for late July/August.

e Check school holiday dates for your target states.

What to Prepare for August
o National Aboriginal and Torres Strait Islander Children’s Day (August 4)
 International Youth Day (August 12)
o Tax refund spending peaks.
o Father’s Day lead-up (early September)
¢ End of winter approaching.

e Spring planning and preparation.

August: Dads, Science, and the Final Winter
Push

August is a transitional month — winter’s grip is loosening (at least psychologi-
cally), tax refund money is flowing, and the countdown to Father’s Day begins.
National Science Week brings STEM into focus, while several important aware-
ness days create opportunities for purpose-driven content.

Consumer sentiment often shifts in August. There’s an end-of-winter restless-
ness and anticipation of spring. Retailers start thinking about spring ranges,
and the second half of the year feels properly underway. It’s also a strong month
for considered purchases as tax refunds hit bank accounts.

Key themes this month: Father’s Day preparation, tax refund spending, Na-
tional Science Week, Indigenous children’s celebration, late winter marketing,
and spring anticipation.

National Aboriginal and Torres Strait Islander Children’s
Day (August 4)

This day celebrates Aboriginal and Torres Strait Islander children and recognises
the importance of culture, family, and community in their lives. The week
leading up to August 4 is often used for activities and events.

For Businesses

This is primarily a day for respectful acknowledgment and support rather than
commercial activity:

e Acknowledge the day and its significance.
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e Share educational content about the importance of culture for Indigenous
children.

e Support organisations working with Indigenous children and families.

o If relevant, highlight your organisation’s support for Indigenous youth
programs.

e Don’t commercialise or use for promotional purposes.

‘What Works
¢ Genuine acknowledgment without commercial tie-in.
e Amplifying Indigenous voices and organisations.
e Supporting relevant charities or programs.

o Internal education for staff.

International Youth Day (August 12)

A United Nations observance bringing attention to youth issues and celebrating
young people’s contributions. Relevant for organisations working with youth,
education providers, and brands targeting younger demographics.

Content Opportunities
o Highlight young achievers in your industry or community.
e Share opportunities for young people.
e Discuss youth employment, education, or development issues.
o Feature young staff members or customers (with permission)

e Support youth-focused organisations.

For Businesses Targeting Youth
o User-generated content campaigns with young customers.
¢ Youth voices and perspectives content.
e Career and opportunity-focused messaging.

e Behind-the-scenes with young team members.

National Science Week (August 15-23, 2026)

Australia’s annual celebration of science and technology, featuring over 2,000
events nationwide. The 2026 schools theme is 'Seeds of Science: Nurturing
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Knowledge for All) This is a significant opportunity for STEM-related busi-
nesses and anyone wanting to engage with science and innovation.

Why It Matters

For

Over three million Australians engage with Science Week events.
Strong school and family participation.

Media coverage of science stories increases.

Opportunity to position your business as innovative or science-aligned.

Community engagement through educational content.

STEM Businesses
Host or sponsor Science Week events.
Open your doors for tours or demonstrations.
Partner with schools or universities.
Create educational content about your technology or processes.
Highlight your scientists, engineers, or technical staff.

Apply for Science Week grants to fund activities.

Non-STEM Businesses

You don’t need to be a science company to participate:

Share the science behind your products or services.
'Did you know?’ content about your industry.
Support local Science Week events.

Encourage staff and customers to attend events.

Celebrate team members with science or technical backgrounds.

Content Ideas

"The science of... content related to your business.
Myth-busting in your industry.

Behind-the-scenes of technical processes.
Interview your technical experts.

Fun science facts and trivia.

Recommend Science Week events to your audience.
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Tax Refund Spending Peak
August is typically the peak month for tax refund spending. Many Australians

lodge returns in July and receive refunds in August, creating a significant spend-
ing surge.
Marketing to Refund Recipients

e 'Treat yourself’ and 'reward yourself’ messaging.

« Big-ticket item promotions (furniture, electronics, experiences)

« ’Invest in yourself’ positioning (education, health, self-improvement)

¢ Home improvement and upgrade campaigns.

o Experience gifts and travel.

Messaging Approaches
e "Your refund, your reward’ positioning.
e "You've earned it’ messaging.
o Quality and value focus (justify the spend)
e Payment plans for those still waiting on refunds.

e ’'Invest vs spend’ framing for considered purchases.

Timing
e Tax refund messaging is relevant throughout August.
o Early lodgers received refunds in July — they’ve likely spent already.
e August catches the main wave of refund recipients.

e Messaging can continue into early September.

Father’s Day Lead-Up (Father’s Day is September 6, 2026)
While Father’s Day falls in early September, August is when the preparation

and early marketing begins. Don’t leave it too late — Father’s Day campaigns
should be visible by mid-August.
Why Start in August

¢ Gift-buying often happens 2-3 weeks before the day.

o Experience gifts and bookings need advance time.

o Corporate gifting decisions happen early.
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Competing for attention before the Father’s Day rush.

Personalised and custom gifts need production time.

August Activities

Teaser content for Father’s Day offers.

Gift guide development and early release.
Email list warming with Father’s Day content.
Social media content building towards the day.

Booking opens for Father’s Day experiences and dining.

Guide Strategy

Organise by interest ("For the sporty dad’, 'For the foodie dad’)
Include various price points.

Consider non-traditional dad figures (stepdads, grandfathers, mentors)
Experience gifts often perform well for Father’s Day.

Don’t assume all dads want BBQs and beer.

Ekka / Royal Queensland Show (Brisbane)
The Ekka (Royal Queensland Show) typically runs for about 10 days in Au-

gust,

with the Ekka public holiday (People’s Day) on the second Wednesday.

It’s a significant event for Brisbane and Queensland, bringing rural and urban
communities together.

For Queensland Businesses

Ekka public holiday trading hours communication.
Ekka-themed promotions or content.

Sponsorship or exhibition opportunities.

Staff attendance and team outings.

Agricultural and regional connections.

For Businesses Targeting Queensland

Acknowledge the Ekka in your Queensland communications.
Adjust delivery expectations around the public holiday.

Consider Brisbane-specific promotions.
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Late Winter Marketing

August represents the tail end of winter. There’s a restlessness as people antic-
ipate spring, but winter products and messaging still resonate — particularly in
southern states where the cold lingers.

Winter Clearance Opportunities
¢ End-of-season sales on winter stock.
e ’'Last chance’ winter messaging.
e (learance creates space for spring arrivals.

e Deep discounts on seasonal items.

Spring Anticipation
e ’Spring is coming’ teaser content.
e Spring preview campaigns.
o Fresh start and renewal themes.
e Garden and outdoor preparation.

¢ Wardrobe transition content.

Content Balance
August content often needs to balance:
o Current winter relevance (it’s still cold)
« Spring anticipation (people are ready for change)
e The transition can start mid-August in northern regions.

e Southern states stay wintery longer.

Other August Dates Worth Noting

World Humanitarian Day (August 19)

Honours humanitarian workers and raises awareness about humanitarian issues.
Appropriate for businesses to acknowledge the work of aid organisations.
World Photography Day (August 19)

Celebrates photography and photographers. Great opportunity for user-
generated content, sharing behind-the-scenes imagery, or celebrating visual
storytelling.
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International Dog Day (August 26)

A fun, high-engagement social media opportunity. Pet content performs well,
so featuring dogs (staff pets, customer pets, office dogs) can boost engagement.
Wear It Purple Day (Last Friday — August 28, 2026)

Supports LGBTIQ+ young people. For businesses committed to inclusion, an
opportunity to show support — ideally backed by year-round commitment, not
just one-day visibility.

International Overdose Awareness Day (August 31)

A serious awareness day requiring sensitive treatment. Health and community
organisations may acknowledge; commercial businesses should approach with
care if at all.

August Monthly Wrap-Up
Quick Wins for Any Business
¢ Launch Father’s Day campaigns by mid-August.
o Capitalise on tax refund spending.
o Plan Science Week engagement (even if just sharing content)
e Begin winter clearance and spring transition.

e Check Ekka dates if targeting Queensland.

What to Prepare for September
o Father’s Day (September 6)
e« R U OK? Day (September 10)
¢ AFL Finals and NRL Finals.
e Spring in full swing.
 School holidays (most states late September)
e AFL Grand Final (September 26)

September: Dads, Footy Finals and Spring Awak-
ening

September is a blockbuster month for Australian marketing. Father’s Day kicks
things off, R U OK? Day brings mental health into focus, and the AFL and
NRL finals build to their Grand Final crescendos. Add in the arrival of spring
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and school holidays, and you’ve got one of the most opportunity-rich months of
the year.

The energy shifts noticeably in September. Winter’s grip loosens, daylight hours
increase, and there’s a renewed sense of optimism. Consumers are ready to
emerge from hibernation, and spending patterns reflect this — outdoor activities,
spring fashion, garden, and home improvement all surge.

Key themes this month: Father’s Day celebrations, mental health awareness,
footy finals fever, spring renewal, and school holiday activities.

Wattle Day (September 1)

September 1 is Wattle Day, celebrating Australia’s national floral emblem.
While not a major commercial event, it marks the unofficial start of spring and
offers a light content opportunity.

Marketing Angles
e ’'Spring has sprung’ messaging aligned with Wattle Day.

¢ Australian-made and native product features.

Gold/yellow themed content (wattle colours)
e Environmental and native plant content.

o Simple social media acknowledgment.

Father’s Day (September 6, 2026 — Sunday)

Father’s Day is the first Sunday of September in Australia — one week into the
month. It’s a significant retail event, though typically smaller than Mother’s
Day. The good news? If you've been building campaigns since August, you're
well-positioned.

The Commercial Picture

Father’s Day spending in Australia exceeds $700 million annually. Popular gift
categories include:

o Tools and hardware.

o Electronics and gadgets.

o Clothing and accessories.

o Experiences (dining, activities, events)

o Food and alcohol (BBQ gear, craft beer, spirits)
e Sporting goods.
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o Gift cards and vouchers.

Campaign Timing
o Campaign should be live by late August.
¢ Final week push in the days before September 6.

e Last-minute messaging on Friday September 4 and Saturday September
5.

e Father’s Day morning: celebration content, thank-you messaging.

Gift Guide Approaches

By interest: 'For the sporty dad’, 'For the foodie dad’, ’For the tech dad’

By price point: Budget-friendly to premium options.

By relationship: Gifts for dad, grandad, stepdad, father figures.

Experience focus: Many dads prefer experiences over stuff.

Practical gifts: Tools, gadgets, things he’ll actually use.

Messaging That Works
o Celebrate what makes dad unique (personalisation angle)
e Quality time messaging (experiences, activities together)
o Avoid tired stereotypes (not all dads want socks and ties)
o Acknowledge different types of father figures.

o Humour often works well for Father’s Day.

Hospitality Opportunities
e Father’s Day lunch and dinner specials.
e« BBQ and steak-focused menus.
o Sports bar tie-ins (footy finals season)
e Family-friendly venues and activities.

e Craft beer and whisky promotions.

Sensitivity Considerations
Like Mother’s Day, Father’s Day can be difficult for some:
e Those who've lost fathers.

e Those with complicated family relationships.
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o Fathers who’ve lost children.
o Consider offering email opt-out options.

¢ Avoid assumptions about everyone celebrating.

Last-Minute Options
o E-gift cards and digital vouchers.
o Experience bookings.
o Click-and-collect availability.
¢ ’Still time’ messaging through Saturday.

R U OK? Day (September 10, 2026 — Thursday)

R U OK? Day is Australia’s national day of action for suicide prevention. It
encourages everyone to have meaningful conversations and ask ’Are you OK?’
to people who might be struggling. This is a significant awareness day requiring
genuine engagement, not commercial exploitation.
Why It Matters

e Over 65,000 Australians attempt suicide each year.

e Suicide is the leading cause of death for Australians aged 15-44.

e A simple conversation can be the first step to getting help.

e The day promotes ongoing connection, not just one-day action.

Appropriate Business Participation
e Share R U OK? messaging on your platforms.
o Encourage staff to check in with each other.
e Host workplace morning teas or connection activities.
¢ Share mental health resources with your team.
o Wear yellow (the R U OK? colour)
e Promote the four-step conversation: Ask, Listen, Encourage Action,
Check In.
Content Approaches
e Share the R U OK? message authentically.

o Highlight mental health resources.
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¢ Encourage genuine connection.
e Share your organisation’s support for mental health.

« Personal stories (with appropriate permissions and care)

What to Avoid
o Commercialising the day ('R U OK? Sale’)
o Tokenistic engagement without genuine commitment.
o Oversimplifying mental health issues.
¢ Offering advice you’re not qualified to give.

e Using the day purely for brand visibility.

Year-Round Commitment

R U OK? emphasises that the conversation shouldn’t be limited to one day. Con-
sider how your business supports mental health year-round through employee
assistance programs, flexible work practices, and a supportive culture.

AFL Finals Series and Grand Final
The AFL Finals dominate September, building to the Grand Final on the last
Saturday of the month. For businesses — especially in Victoria — this is a major
cultural and commercial moment.
Key 2026 Dates
o Finals Series: Throughout September.
¢ Grand Final Parade: Friday, September 25.
o AFL Grand Final Eve Public Holiday (Victoria): Friday, September 25.
e AFL Grand Final: Saturday, September 26 at the MCG.

Marketing Opportunities
¢ Footy-themed promotions and content.
e Team colours and merchandise tie-ins.
e Watch party promotions for hospitality venues.
¢ Grand Final weekend events and activities.
o Travel packages for interstate supporters.

o Office sweep and tipping competition content.
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Grand Final Weekend
The Grand Final weekend is a major event, particularly in Victoria:
o Friday public holiday means a long weekend.
¢ Grand Final Parade draws huge crowds to Melbourne.
o Hospitality venues are packed for the game.
o BBQs and home entertaining peak.

o Party supplies and entertaining essentials surge.

For Victorian Businesses
o Plan for the Friday public holiday (September 25)
o Extended trading opportunities around the game.
e Grand Final week promotions.

e Travel and accommodation bookings.

For Non-Victorian Businesses
e The Grand Final is watched nationally — don’t ignore it.
¢ Create content for fans regardless of location.

¢ Note that Victorians may be less responsive during Grand Final week.

Hospitality Specific
e Book big screens and ensure technical setup works.
o Special game-day menus and drinks packages.
¢ Reservations for prime viewing spots.
o Staff accordingly for the busiest day of the year.

o Consider noise and atmosphere for different customer types.

NRL Finals Series

The NRL Finals also run through September, with the Grand Final in early
October (Sunday, October 4, 2026). While the AFL dominates in Victoria, the
NRL is huge in NSW and Queensland.
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Key Considerations
e NRL Finals throughout September.
e NRL Grand Final: Sunday, October 4, 2026 (Sydney)
¢ Strong following in NSW, QLD, and increasingly nationally.
 Similar marketing opportunities to AFL (watch parties, merchandise, con-
tent)
State Considerations
e« NSW and QLD: NRL often bigger than AFL.
e Victoria: AFL dominates but NRL has following.
o Consider your audience’s sporting preferences.

e Some businesses can engage with both codes.

September/October School Holidays

Most states have school holidays in late September through early October (Term
3/4 break). This overlaps with the footy finals and spring weather, creating
strong demand for family activities.
Approximate 2026 Dates (Verify with State Education Departments)
e« NSW: Approximately September 26 - October 11.
e VIC: Approximately September 19 - October 4.
e QLD: Approximately September 19 - October 5.
o« WA: Approximately September 26 - October 11.

e Note: Dates vary — always verify.

Marketing Opportunities
¢ School holiday activities and programs.
e Family day trips and short breaks.
o Outdoor activities (spring weather)
o Entertainment and attractions.

e ’Keep the kids busy’ messaging.
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Spring Marketing

September marks the official start of spring, and after months of winter, con-
sumers are ready for renewal. Spring marketing themes resonate strongly this
month.

Seasonal Opportunities
e Spring fashion and wardrobe refresh.
e Garden and outdoor living.
e Spring cleaning and home refresh.
¢ Outdoor entertaining returns.
o Health and fitness (outdoor exercise)
o Allergies and hay fever products.

¢ Wedding season begins.

Content Themes
o Fresh starts and renewal.
e Outdoor lifestyle.
e Bright, optimistic imagery.
e Spring cleaning guides.
e Garden preparation.

o Entertaining outdoors.

Visual Updates
o Shift from winter to spring colour palettes.
¢ Outdoor and natural imagery.
¢ Flowers and growth themes.

e Brighter, lighter tones.

Other September Dates Worth Noting
International Literacy Day (September 8)

Relevant for education businesses, bookshops, and organisations supporting lit-
eracy.
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World Suicide Prevention Day (September 10)
Coincides with R U OK? Day. Supports the same mental health messaging.

International Talk Like a Pirate Day (September 19)

A fun, silly social media opportunity if it fits your brand personality.

World Tourism Day (September 27)

Relevant for travel, hospitality, and tourism businesses.

National Family & Community Day (Last Sunday — September 27,
2026)

Celebrates families and communities. Relevant for family-focused businesses.

September Monthly Wrap-Up
Quick Wins for Any Business
o Father’s Day campaigns should peak by September 6.
o Engage authentically with R U OK? Day (September 10)
o Plan footy finals content, especially for Grand Final weekend.
o Update all imagery and messaging for spring.

e Victorian businesses: plan for the Grand Final Eve public holiday.

What to Prepare for October
e NRL Grand Final (October 4)
e Mental Health Month.
e Breast Cancer Awareness Month.
« Halloween (October 31)
o Black Friday/Cyber Monday early planning.
e Melbourne Cup lead-up begins.

o Christmas planning should be well underway.

October: Racing, Awareness, and the Halloween
Build-Up

October is a month of contrasts. It opens with the NRL Grand Final and closes
with Halloween — two very different cultural moments. In between, there’s
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Mental Health Month, Breast Cancer Awareness Month, the Bathurst 1000,
and the beginning of the Melbourne Cup Carnival lead-up. Spring is in full
bloom, and the countdown to Christmas begins in earnest.

Consumer sentiment is optimistic. The weather is warming, outdoor events are
everywhere, and there’s a festive energy building. Retailers start their Christmas
preparations in earnest, while hospitality businesses gear up for the busy spring
racing and event season.

Key themes this month: NRL Grand Final, awareness months (mental health,
breast cancer), spring racing carnival begins, Halloween, and early Christmas
planning.

NRL Grand Final (October 4, 2026 — Sunday)
The NRL Grand Final caps off the rugby league season. While the AFL Grand
Final dominates in Victoria, the NRL is huge in NSW and Queensland, and the
Grand Final draws a massive national television audience.
Marketing Opportunities

e Watch party promotions for hospitality venues.

o Team merchandise and colours.

e Game-day food and entertaining products.

e Social media content around the game.

e Office sweep and tipping competitions.

For NSW/QLD Businesses
e NRL is a major cultural event — engage with it.
o Hospitality venues should prepare for busy Sunday afternoon.
« BBQ and entertaining supplies in demand.

o Consider team-specific promotions if appropriate.

Mental Health Month (October)

October is Mental Health Month in Australia, building on the momentum from
R U OK? Day in September. It’s an opportunity for businesses to demonstrate
genuine commitment to mental health — for staff and customers alike.
Workplace Focus

o Review and promote employee assistance programs.

e Mental health training for managers.
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o« Workplace wellbeing initiatives.
o Flexible work arrangements discussion.

o Reduce stigma through open conversation.

External Engagement
¢ Share mental health resources with customers.
e Support mental health organisations.
o Content that promotes wellbeing.

e Avoid commercialising mental health.

World Mental Health Day (October 10)

The centrepiece of Mental Health Month. Appropriate for acknowledgment,
resource sharing, and demonstrating your organisation’s commitment to mental
wellbeing.

Breast Cancer Awareness Month (October)
October is Breast Cancer Awareness Month, marked by pink ribbons and
fundraising activities. For businesses wanting to participate, authenticity is
key.
Genuine Participation

e Donate to breast cancer organisations (genuinely, not tokenistically)

o Support staff affected by breast cancer.

e Share screening and awareness information.

o Participate in Pink Ribbon events.

o Partner with breast cancer charities.

What to Avoid
e 'Pinkwashing’ — using pink products without meaningful support.
e Making it about your brand rather than the cause.
o Tokenistic gestures without real contribution.

o Insensitive messaging that trivialises the disease.
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Bathurst 1000 (October 11, 2026 — Sunday)

The Bathurst 1000 is Australia’s most prestigious motor race, held at Mount
Panorama. It’s a cultural event that draws massive television audiences and
passionate fan engagement.
Marketing Opportunities

¢ Automotive industry promotions.

o Watch party events for hospitality venues.

e Motorsport merchandise and memorabilia.

e Travel and accommodation for Bathurst visitors.

¢ Social media engagement around the race.

For Relevant Businesses
¢ Automotive: natural alignment opportunity.
o Hospitality: race-day viewing events.
e Regional NSW: tourism opportunity.

e Retail: motorsport merchandise.

King’s Birthday (Queensland — October 5, 2026)
Queensland celebrates the King’s Birthday on the first Monday of October,
creating a long weekend. This is the day after the NRL Grand Final, making it
a significant weekend for Queensland.
For Queensland Businesses

o Long weekend marketing opportunities.

e Travel and accommodation promotions.

¢ Event marketing.

e Clear communication of trading hours.

Halloween (October 31 — Saturday in 2026)

Halloween has grown significantly in Australia over the past decade. While
not as big as in the US, it’s now a genuine retail and hospitality moment —
particularly for families, young people, and the party crowd. Halloween falling
on a Saturday in 2026 amplifies its potential.
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The Australian Context
¢ Growing but not universal — some Australians embrace it, others resist.
o Popular with families (trick or treating) and young adults (parties)
« Hospitality sees significant opportunity (themed events, parties)

o Retail opportunity for costumes, decorations, confectionery.

Retail Opportunities
e Costumes and dress-ups.
e Decorations and party supplies.
o Confectionery and treats.
e Themed products across categories.

o Pet costumes (surprisingly popular)

Hospitality Opportunities
o Halloween parties and themed events.
e Spooky cocktails and themed menus.
e Costume competitions.
e Family-friendly daytime events.

o Decorations and atmosphere.

Content Ideas
¢ Costume ideas and inspiration.
e DIY decoration tutorials.
o Halloween recipes.
e Team costume content.
¢ Pet costume features.

e Spooky-themed product showcases.

When to Start
o Halloween content can begin mid-October.
o Retail displays from early October.
o Event promotion 2-3 weeks before.

¢ Peak engagement in final week of October.
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Spring Racing Carnival Preview
While the Melbourne Cup is in November, the Spring Racing Carnival kicks off
in late October. Derby Day is typically the first Saturday of November, but
fashion and racing content can begin in October.
October Activities

o Fashion content for race day outfits.

o Millinery and accessories features.

o Event planning for Melbourne Cup.

e Corporate hospitality bookings.

o Travel packages for interstate visitors.

Other October Dates Worth Noting
Labour Day (ACT, NSW, SA — October 5, 2026)

Public holiday creating a long weekend in these states.

World Teachers’ Day (October 30)

Opportunity to acknowledge teachers. Relevant for education businesses.

International Coffee Day (October 1)

Perfect for cafes and coffee-related businesses.

World Animal Day (October 4)

Relevant for pet businesses and animal welfare organisations.

October Monthly Wrap-Up
Quick Wins for Any Business
o Engage with NRL Grand Final if relevant to your audience.
e Acknowledge Mental Health Month meaningfully.
o Plan Halloween content and promotions (if appropriate)
e Begin Spring Racing Carnival content.

e Start serious Christmas planning.
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What to Prepare for November
e Melbourne Cup (November 3) — major event.
« Black Friday / Cyber Monday (November 27-30)
¢ Movember (men’s health)
e Christmas campaign launches.

e Remembrance Day (November 11)

November: The Race That Stops a Nation and
Retail’s Biggest Month

November is arguably the biggest month on the Australian marketing calendar.
The Melbourne Cup kicks things off, Black Friday/Cyber Monday has become
a retail phenomenon rivalling Boxing Day, and Christmas campaigns launch in
earnest. Throw in Movember and Remembrance Day, and you have a month
packed with opportunities and sensitivities.

Consumer spending reaches fever pitch. Black Friday has fundamentally
changed Australian retail, with November now often outpacing December for
sales. The challenge is cutting through the noise — everyone is competing for
attention and wallet share.

Key themes this month: Melbourne Cup, Black Friday/Cyber Monday, Christ-
mas campaign launches, Movember, and Remembrance Day.

Melbourne Cup Carnival (Late October — Early November)

The Melbourne Cup Carnival runs from Derby Day (Saturday, October 31)
through Stakes Day (Saturday, November 7), with the Melbourne Cup itself
on Tuesday, November 3, 2026. It’s 'the race that stops a nation’ — a cultural
phenomenon with significant marketing implications.
Key 2026 Dates

e Derby Day: Saturday, October 31.

¢ Melbourne Cup Day: Tuesday, November 3 (Victorian public holiday)

e QOaks Day: Thursday, November 5.

o Stakes Day: Saturday, November 7.

Melbourne Cup Day Marketing
o Fashion content (particularly for women — dresses, millinery, accessories)

o Hospitality events and functions.
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o Office sweep promotions and content.

o Watch party events.

Food and beverage tie-ins (champagne, canapés, long lunch)

o Betting and tipping content (within regulations)

The 3pm Moment

The Melbourne Cup runs at 3pm AEDT. Most Australian workplaces stop for
the race. This creates specific marketing opportunities:

e 'Stop for the Cup’ promotions.
e Live screening events.
o Office catering and hampers.

e Social media engagement during the race.

Fashion Opportunities
¢ Race day outfit inspiration.
o Millinery features.
e Accessories and styling.
o ’Fashions on the Field’ style content.

o Men’s racing fashion (often overlooked)

Victorian Business Considerations
¢ Melbourne Cup Day is a public holiday in Victoria.
e Plan for the Tuesday closure.
e Many businesses hold Cup Day events.
o Hospitality is extremely busy.

Ethical Considerations

The Melbourne Cup has faced increasing scrutiny over animal welfare concerns.
Some businesses now choose not to promote racing. Consider your brand values
and audience expectations.

Remembrance Day (November 11)

Remembrance Day commemorates the armistice that ended World War I and
honours all who have died in war. Like ANZAC Day, this is a day for respect
and reflection, not commercial activity.
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Appropriate Acknowledgment
o Simple, respectful social media acknowledgment.
e Observe the minute’s silence at 11lam.
¢ Pause scheduled marketing content.

e Share information about commemorative services.

What to Avoid
e ANY commercial tie-ins or sales.
¢ 'Remembrance Day Sale’ — never appropriate.
e Using the day for brand visibility.

e Scheduling regular marketing content on the morning.

Movember
Movember sees men growing moustaches throughout November to raise aware-
ness for men’s health issues, particularly prostate cancer, testicular cancer, and
mental health. It’s a well-established campaign with strong engagement.
Business Participation

o Workplace teams participating in Movember.

¢ Fundraising activities and events.

¢ Content about men’s health.

e Support for staff participating.

e Progress updates through the month.

Content Opportunities
¢ Team Movember journey content.
e Men’s health information and resources.
e Grooming and moustache care (for relevant businesses)

e Fundraising progress and milestones.

Authenticity Matters

Movember participation should be genuine. Growing moustaches and sharing
photos is fine; using it purely for marketing without actual support for men’s
health is not.
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Black Friday / Cyber Monday (November 27-30, 2026)

Black Friday has become Australia’s biggest retail event, now surpassing Box-
ing Day in many categories. In 2026, Black Friday is Friday, November 27,
with Cyber Monday on November 30. But sales now typically run for much of
November.

The Scale of Opportunity
o Australians spend over $6 billion during the Black Friday period.
o Now rivals or exceeds Boxing Day for retail spending.

Online shopping dominates but in-store also benefits.

Major opportunity for most retail businesses.

Kicks off the Christmas shopping season.

Campaign Timeline
e Early November: Tease Black Friday deals, build email lists.
e Mid-November: Early access for VIPs, members, subscribers.
o Week of Black Friday: Full campaign launch.
o Black Friday (Nov 27): Peak intensity.
e Weekend: Continue deals, ’extended’ messaging.

o Cyber Monday (Nov 30): Final push, online focus.

‘What Works
o Genuine discounts (consumers are savvy about fake sales)
e Clear communication of offer details.
o Limited-time urgency (but be honest)
o Early access for loyal customers.
o Bundle deals and value-adds.

o Free shipping offers.

Email Marketing
o Build anticipation in the weeks before.
e Segment by customer value and behaviour.
e Subject lines: clear, urgent, specific savings.

¢ Frequency can increase during the sale period.
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e Cart abandonment sequences are crucial.

Standing Out
Everyone is shouting during Black Friday. To stand out:
e Offer genuinely compelling deals.
e Communicate clearly and simply.
o Ensure your website can handle traffic.
¢ Have customer service ready for volume.

o Consider going early or extending late.

For Service Businesses

Black Friday isn’t just for product retailers:
o Gift vouchers and packages.
e Annual subscription deals.
e Prepaid service bundles.

o Early booking incentives.

Christmas Campaign Season
November is when Christmas campaigns launch in earnest. After Black Friday,
the focus shifts entirely to Christmas shopping. Many brands unveil Christmas
advertising, and the festive atmosphere builds.
November Christmas Activities

e Launch Christmas advertising campaigns.

o Release gift guides.

¢ Set up Christmas displays and decorations.

¢ Open Christmas shopping extended hours.

e Begin Christmas content on social media.

o Corporate gifting campaigns.

Content Planning
o Gift guides by recipient, price point, interest.
o Christmas entertaining content.

e Decoration and styling inspiration.
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e Advent calendar concepts.

o Christmas recipe and food content.

Other November Dates Worth Noting
World Kindness Day (November 13)

Opportunity for feel-good content and random acts of kindness promotions.

International Men’s Day (November 19)

Complements Movember messaging about men’s health and wellbeing.

World Television Day (November 21)

Relevant for entertainment and media businesses.

November Monthly Wrap-Up
Quick Wins for Any Business
o Melbourne Cup content and events (November 3)
o Respectful Remembrance Day acknowledgment (November 11)
« Black Friday campaign execution (November 27-30)
¢ Launch Christmas campaigns post-Black Friday.

o Ensure website and systems ready for traffic.

What to Prepare for December
o Christmas (December 25)
o Boxing Day Sales (December 26)
o Final shipping deadlines for Christmas delivery.
e End of year content and messaging.

e New Year planning.

December: Christmas, Boxing Day, and the Year
in Review

December is the grand finale. Christmas dominates everything — retail, hospi-
tality, content, consumer behaviour. Boxing Day brings another massive retail

moment, and the year wraps up with New Year’s Eve. It’s intense, emotional,
and crucial to get right.
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Consumer behaviour peaks and then crashes. The first three weeks are frantic
shopping and event attendance. Christmas Day brings a pause. Boxing Day sees
another surge. Then comes the wind-down to New Year’s Eve. Understanding
this rhythm is key to December marketing success.

Key themes this month: Christmas shopping and celebration, Boxing Day sales,
end-of-year wrap-up, New Year’s Eve, and summer holidays beginning.

Christmas Shopping Season (December 1-24)
December is the final countdown for Christmas shopping. The intensity builds
through the month, peaking in the final week before Christmas. Key dates and
deadlines drive urgency.
Critical Dates

¢ Early December: Gift buying in earnest.

o December 10-15: Online shipping deadlines (varies by retailer)

e December 18-23: Last-minute in-store rush.

o December 24 (Christmas Eve): Final desperate purchases.

Shipping Deadline Communication

Clear communication of shipping deadlines is crucial:
e Prominently display cut-off dates.
¢ Send reminder emails as deadlines approach.
o Offer click-and-collect as deadline alternative.

¢ Be realistic — don’t promise what you can’t deliver.

Last-Minute Marketing

o ’Still time’ messaging in final week.

Gift cards as fallback option.

Click-and-collect promotions.

Extended trading hours communication.

’Open Christmas Eve’ messaging.

Gift Guide Evolution
e Early December: Full gift guides.
¢ Mid-December: ’Gifts under $50’ and quick-ship options.
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e Late December: Last-minute ideas, gift cards, experiences.

Christmas Content Strategy
December content should balance promotional messaging with genuine Christ-
mas spirit. Consumers are bombarded — cut through with authenticity and
helpfulness.
Content Themes

¢ Gift inspiration and guides.

o Christmas recipes and entertaining.

e Decoration and styling.

e Family traditions and memories.

e Christmas survival guides.

o Thank you messages to customers.

Social Media Approach
o Festive imagery and themes.
o User-generated content (customer celebrations)
o Behind-the-scenes of your Christmas preparations.
o Team celebrations and messages.
¢ Countdown content.

e Christmas Day: Light content, gratitude.

Email Marketing
e Frequency can increase in December (within reason)
e (lear deadlines and urgency.
o Gift guides and inspiration.
e Last-minute options.

e Christmas wishes and thanks.

Hospitality in December

December is peak season for hospitality — Christmas parties, family gatherings,
and celebrations fill venues. Planning and preparation are essential.
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Key Opportunities
o Christmas party bookings (corporate and personal)
e Christmas menus and set packages.
o Christmas Day lunch (for venues open)
o New Year’s Eve events.

e Summer holiday casual dining.

Operational Considerations
o Staff rosters and public holiday rates.
¢ Booking systems and deposits.
¢ Dietary requirements and special requests.
e Decoration and atmosphere.

e Managing busy periods.

Christmas Day (December 25 — Friday in 2026)

Christmas Day is a public holiday across Australia. Most businesses are closed,
and marketing activity pauses. It’s a day for genuine gratitude and light-touch
communication.
Christmas Day Content

¢ Simple 'Merry Christmas’ messaging.

¢ Gratitude to customers and community.

e Light, warm social media posts.

¢ Avoid promotional content.

¢ Schedule in advance.

Operational Notes
e Confirm closure dates clearly.
e Set up out-of-office responses.
¢ Ensure automated systems are working.

o Plan Boxing Day return.
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Boxing Day (December 26 — Saturday in 2026)

Boxing Day remains one of Australia’s biggest retail events. In 2026, it falls on
Saturday, December 26, with Monday, December 28 being a substitute public
holiday in most states. The sales typically run through to New Year.

Boxing Day Sales Strategy
o Plan discounting strategy in advance.
o Prepare marketing materials before Christmas.
e Email campaigns ready to send.
o Website prepared for traffic.
o Staff rostered for busy trading.

‘What Works
e Genuine clearance — move Christmas stock.
e Deep discounts on seasonal items.
e Clear communication of savings.
o Extended trading hours.

¢ Online sales launching midnight/early morning.

Competition with Black Friday

Black Friday has changed Boxing Day. Some consumers have already shopped
major sales in November. Boxing Day now focuses more on:

e Clearing Christmas inventory.
o Gift card spending (major opportunity)
o Post-Christmas treat purchases.

e Summer needs and holiday preparation.

Boxing Day Test Cricket

The Boxing Day Test at the MCG is an iconic Australian sporting tradition. It’s
an opportunity for hospitality venues and creates cultural content moments.

Marketing Angles
o Test cricket viewing events.

o« Summer of cricket content.
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e Sports-themed promotions.

e Australian summer traditions.

New Year’s Eve (December 31)
New Year’s Eve closes out the year with celebration. It’s a major hospitality
moment and offers content opportunities around reflection and fresh starts.
Hospitality Opportunities

¢ NYE parties and events.

e Special menus and packages.

o Fireworks viewing locations.

e Transport and safety considerations.

Content Themes
e Year in review content.
e Thank you to customers.
¢ Highlights and achievements.
e Looking forward to the new year.

o New Year’s resolution tie-ins (for relevant businesses)

New Year Messaging
e Gratitude for customer support.
o Celebration of the year’s achievements.
o Anticipation for the year ahead.

¢ Simple 'Happy New Year’ warmth.

End of Year Business Activities
December isn’t just about marketing — it’s also time to wrap up the year and
prepare for the next.
Internal Activities
e Team thank-yous and celebrations.
e Annual reviews and reflections.

e Planning for the new year.
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Staff leave management.

Systems maintenance during quiet period.

Customer Communication

Holiday closure dates.

Customer service availability.

Delivery and response time expectations.

Thank you messaging.

January reopening information.

Summer Holiday Marketing

December marks the beginning of the Australian summer holiday season.
School holidays start mid-December, and many Australians take extended

breaks through January.

Summer Opportunities

Beach and outdoor products.

Travel and tourism.

Summer fashion and accessories.
Outdoor entertaining.

Family activities and entertainment.

Health and fitness (summer bodies)

Content Themes

Summer lifestyle content.
Holiday destination features.
Outdoor activity ideas.

Summer recipes and entertaining.

Sun safety and health.

December Monthly Wrap-Up
Quick Wins for Any Business

Clear shipping deadline communication.

Last-minute shopping content and options.
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Boxing Day sales preparation before Christmas.
Year-end thank you to customers.

New Year content planning.

What to Prepare for January

New Year’s Day (January 1)

Australia Day (January 26)

Back to School season.

Summer holiday marketing.

Fresh start for the new financial year mindset.

Plan for the year ahead.

And That’s a Wrap!

You’ve made it through the entire Australian marketing calendar for 2026. Use
this guide as your reference throughout the year, planning ahead and executing
campaigns that connect with your audience at the right moments.

Remember: the best marketing isn’t just about hitting every date on the calen-
dar. It’s about choosing the moments that matter most to YOUR, business and
YOUR customers, then executing them with authenticity and creativity.

Here’s to a successful 2026!
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