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Tourism Australia

WHO ISTOURISM OUR MANDATE

,’ « Toinfluence people to travel to Australia, including for events

AU STRALIA - * To influence people travelling to Australia to also travel throughout
Australia

Tourism Australia is the Australian » To help foster a sustainable tourism industry in Australia

Government agency responsible for
attracting international visitors to
Australia, both for leisure and business
events.

 To helpincrease the economic benefits to Australia from tourism

OUR VISION OUR PURPOSE

To make Australia the most To invite the world to

desirable & memorable experience the Australian
destination on earth way of life

b 4
TOURISM AUSTRALIA ,
/




OUR TARGET
MARKETS

9.5 MILLION VISITORS $45 BILLION SPEND m

*Pre-COVID figures
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OUR TARGET SEGMENTS

HIGH YIELDING PREMIUM/

TRAVELLERS LUXURY
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THE STATE OF PLAY
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DEMAND IS RECOVERING DOWN THE SALES FUNNEL

SEARCHES: SKYSCANNER SEARCHES
TO AUSTRALIA - % OF 2019 VOLUMES
Aug 21 - May 22 (vs 2019)
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Source: Skyscanner, Flight Searches, Search Date between Aug 21
— May 22 (31-May-2022 latest available)
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CAPACITY: AVIATION CAPACITYTO
AUSTRALIA - % OF 2019 VOLUMES
Aug 21 - Aug 22 (vs 2019)
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Source: Cirium - SRS Analyser, Aviation Capacity between Aug 21 —
May 22 (31-May-2022 latest available)

BOOKINGS: FORWARD BOOKINGS TO
AUSTRALIA - % OF 2019 VOLUMES
Aug 21 - May 22 (vs 2019)
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Source: ForwardKeys, Flight Bookings, Ticket Issued Dates between
Aug 21 - May 22 (22-May-2022 latest week available)

OCCUPANCY: HOTEL OCCUPANCY
RATES ACROSS CAPITAL CITIES
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Source: STR — Capital City + Cairns Hotel Performance, Occupancy

Rates between Aug 21 — April 22
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AUSTRALIA IS
SEEING
IMPRESSIVE
GROWTH FROM

SHORTER HAUL,
AND NEWLY DIRECT

MARKETS...

MALAYSIA TO AUSTRALIA-AS A
PROPORTION OF 2019 VOLUMES

SINGAPORE TO AUSTRALIA -AS A
PROPORTION OF 2019 VOLUMES
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Source: ForwardKeys, Flight Bookings, Ticket Issued Dates between Aug 21 - June 22 (19-June-2022 latest week available)
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AUSSIES ARE LOVING
TRAVEL AGAIN:
DOMESTIC TRAVEL
HAS RETURNED TO
PRE-PANDEMIC
LEVELS
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RECOVERY: AUSTRALIAN DOMESTIC FORWARD BOOKINGS AS

A PROPORTION OF 2019
Jan 2021 - July 2022 (vs 2019)
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Source: ForwardKeys, Actual Air Tickets, Ticket Issued Dates between Jan 21 - July 22 (03-July-2022 latest week available)
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AUSTRALIANS ARE
TRAVELLING
OUTBOUND IN
GREATER NUMBERS
THAN INBOUND
VISITORS
HOWEVER,
WORSENING OUR
TOURISM DEFICIT

FORWARD BOOKINGS: INBOUND vs OUTBOUND
3rd July 2022 vs 2019 volume

Inbound bookings

86%

Outbound bookings



MACRO ECONOMIC HEADWINDS ARE PROVING CHALLENGING

INFLATION RATES
Inflation rates for April 2019 vs April 2022
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Source: Various Government Agencies via Trading Economics, 2022

HOUSEHOLD SAVINGS
Savings as a % of household disposable income
2019 - 2022
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Source: OECD, Net Savings % of Household Disposable Income, Household Savings
Forecast. Quarterly 2019-2022

CRUDE OIL SPOT PRICE
USD per barrel - Jan 15 - Apr 22
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Source: Crude Oil Prices, West Texas Intermediate (WTI) and Brent Prices, Monthly
Spot Prices, Jan-15 — May 22
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A GLOBAL SHIFT OF
PRIORITIES HAS

TAKEN PLACE

HEALTH
CONCERNS

> @

WEALTH
CONCERNS



FINANCIAL
CONCERNS HAVE
OVERTAKEN COVID-19
FEARS AS THE MAIN
BARRIER FOR
INTERNATIONAL
TRAVEL
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REASONS FOR NOT TRAVELLING INTENTIONALLY IN THE NEXT 6 MONTHS
International Sentiment Tracker 12 Market aggregate
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Covid Financial

Source: Tourism Australia International Sentiment Tracker, Waves 33 - 38
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WE NEED TO KEEP
DOING WHAT WE
ALWAYS DO -
OVERDELIVER WITH
EXTRAORDINARY
TOURISM
EXPERIENCES
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42%

A safe and

secure
destination

AUSTRALIAN ASSOCIATIONS
OOR travellers, year to March 2022

+26pp +30pp

59%
55%

33%
25%

Friendly and  Good food
open citizens, and wine
local
hospitality

Haven't visited Australia

Source: Tourism Australia CDP year to March data

+23pp +30pp +25pp

71% - %
0

48% 47% 50%

Natural beauty WC Aquatic & Wildlife
Coastal

H Have visited Australia
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G I.O BAL D E M AN D I s PROJECTED INTERNATIONAL VISITOR ARRIVALS TO AUSTRALIA

STILL PREDICTEDTO ...
RETURN TO 2019
LEVELS BY 2024,

AND THEN GROW
STRONGLY FROM /
THERE §

4.0

Millions

12.0

2.0

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

SSSSSS : Oxford Economics, Global Travel Services, CY2010 — CY2030 (forecasted)
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WHATWE'VE BEEN UPTO
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1.
BRAND &

MARKETING

v
DRIVE
ASPIRATION

AREAS OF FOCUS 2023

2.
CONVERSION &
AVIATION

v
CREATE
URGENCY

3.
ADVOCACY &

FAMILS

v
REINFORCE
QUALITY

4.
INDIGENOUS
& SUSTAINABILITY

v
BROADEN
APPEAL

5.
INDUSTRY
PARTNERSHIPS

v
DEMONSTRATE
DEPTH

6.
BUSINESS
EVENTS

v
LONG-TERM
DEMAND
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1. GLOBALANNOUNCEMENT 2. CONVERSION & ADVOCACY

DON’T GO SMALL, GO AUSTRALIA >
ANNOUCEMENT UK & US Germany, France, Italy
UK & US
DESTINATION
AUSTRALI AUSTRALIAN TOURISM EXCHANGE c0ME SAY G’DAY
BRAND LAUNCH

Live - 16-18 May
Online - 23-25 May

YOURS TO
WORKING HOLIDAY BUSINESS EVENTS

MAKER EXPLORE International & Domestic AUSTR Al.l A
MARKETPLACE

North America (Aug)
Korea & Japan (Sep)
UK & EU (Nov)

Singapore, Malaysia,
Indonesia, India, South Korea
and Japan

PARTNERSHIPS
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AUSTRALIA IS
YOURSTO
EXPLORE

Singapore, Japan,
India, Malaysia,
Indonesia & South
Korea

19
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GO AUSTRALIA

UK, US, Germany,
France, Italy
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GO AUSTRALIA 30”
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WORKING HOLIDAY MAKERS

Message: Come and experience the enjoyable Aussie lifestyle

PHASE 1: ANNOUNCE PHASE 2: CONSIDER & BOOK
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BUSINESS EVENTS



BUSINESS EVENTS 60”
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WHERETO FROM HERE?
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OPPORTUNITIES & SECTORS FOR THE FUTURE

ADVENTURE AGRITOURISM

WEAVES INTO AN EXPERIENCE OR BOOSTING DESTINATION APPEAL,
DESTINATION A CONNECTIONTO AND VISITATION, AROUND EVENTS

FOOD, DRINK OR PRODUCE

INCLUDES PHYSICAL
ACTIVITY, A CULTURAL EXCHANGE &
A CONNECTION WITH NATURE

ACCESSIBILITY
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WHAT HYTS SEEK
FROM EXPERIENCES

Sensory
Immersion

Pent-up demand to
deeply indulge multiple
senses

Familiarity

Exposure domestically
piques interest in trying
internationally

Uniqueness

A local twist showcasing
the unique flavour of the

destination makes it
memorable as something
they can’t do at home

Fame /
Icons

Turn an itinerary builder
into a driver of
destination choice

Experiential
learning

Interactive, hands-on
and active learning — as
distinct from passive
lecturing/listening
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WHAT MAKES AN EXPERIENCE DESIRABLE AND MEMORABLE?

Pleasurable in the moment What It iS not

Makes vivid memories or

: Strenuous effort
Instagrammable pictures

: Time consuming to access
Something you can only

experience in the destination Accessed easily or cheaply at home
Deepens understanding of Dangerous (some risk works for
place and/or people thrill-seekers, within acceptable

Sensorial: touch, taste, scent, safety standards)

visuals, sounds

Immersive and creates
connection — to the extent the
traveller wants
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AWARENEES OF
INDIGENOUS

TOURISM

EXPERIENCES
OFFERED IN
AUSTRALIA IS LOW,
AT HOME AND

ABROAD

\ \
16% 16%

Australians with a high International respondents
or very high awareness with a high or very high
of Aboriginal tourism awareness of Aboriginal
tourism experiences offered

experiences offered in

; in Australi
Australia LeiElE

17th

Ranking for overall
destination choice
importance factor
amongst 11 market
average

Source: CDP Jan 2021 (11 market average). How aware are you of the Aboriginal tourism experiences offered in Australia?
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HOWEVER, DESIRE
OF ABORIGINAL
EXPERIENCES
RISES
DRAMATICALLY
WITH AWARENESS
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EXPERIENCES (% respondents in each market)
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Pre-stimulus B Post-stimulus
Source: CDP Jan 2021 (11 market average%. How likely would P/ou be to engage in Aboriginal tourism experiences if you were traveling in Australia for a holiday in

the next 3 years? Having seen this information, how likely would you beto engage in Aboriginal tourism experiences if you were traveling to Australia for'a
holiday in the next 3 years?
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EXCLUSIVE ACCOMMODATION ACTIVE ADVENTURES ART & MUSEUMS

BUSH & OUTBACK COASTAL & AQUATIC CULINARY EXPERIENCES

IMMERSIVE JOURNEYS NATURE & WILDLIFE URBAN CULTURE
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COMEALONG WITH US ON THE JOURNEY
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Tourism Australia

TOURISM
AUSTRALIA'S
CORPORATE
WEBSITE

Home to all of the tools and resources
needed to help you optimise your business
for the international market.

TOURISM.AUSTRALIA.COM
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Tourism Australia

RESEARCH
& INSIGHTS

Dashboards and Factsheets covering arrivals,
consumer profiles, market values, aviation

routes and more.

Also includes sentiment tracking for both
domestic and international consumers.

TOURISM.AUSTRALIA.COM/STATS
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Tourism Australia

GENERATING
PUBLICITY

Building media relationships
Writing a media release
Using images & video

Hosting media

Getting involved in TA & STO programs
including ‘The Hot List’ and ‘Australian
Stories’

TOURISM.AUSTRALIA.COM/WORKINGWITHMEDIA

SEND YOUR STORIES TO
INTERNATIONALMEDIA@TOURISM.AUSTRALIA.COM
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Tourism Australia

GETTING
INVOLVED:
MEDIA
HOSTING

Tourism Australia’s Media Hosting team works

closely with the Australian tourism industry to
host approximately 1,000 journalists, digital
influencers, opinion leaders and broadcast
crew from around 16 countries each year.

We partner with the STOs and industry to
deliver the program. To get involved, ensure
you connect with your RTO or STO in the first
instance.

CONTACT: INTERNATIONALMEDIA@TOURISM.AUSTRALIA.COM
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Tourism Australia

AUSTRALIA.COM

Enhanced ATDW integration within
our consumer site.

Ensure that your product is listed via ATDW
including relevant offers.

DNSW.COM.AU/GETCONNECTED
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Tourism Australia

PREPARING
FOR INBOUND
TOURISM

Advice on becoming export ready

Inbound rate structures

Inbound tourism trends

Distribution networks

ITO’s, OTA's, Inbound Wholesalers

Stay tuned for the new ‘Tourism Trade
Ready’ program and guide, coming soon!

TOURISM.AUSTRALIA.COM/EXPORTTOOLKIT
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Tourism Australia

THE AUSSIE ) _ )
SPECIALIST
PROGRAM

Tourism Australia’s platform to train over
35,000 frontline travel agents and distribution
partners.

i o —

TOURISM.AUSTRALIA.COM/TRAVELCLUB




Tourism Australia

TRADE EVENTS

Including Australian Tourism Exchange
and Marketplace Events

Australia Marketplace Events:

07 — 10 August (North America)

26 — 30 September (Japan / South Korea)
14 — 16 November (UK / Europe)

Australian Tourism Exchange 2023
30 April — 4 May Gold Coast

TOURISM.AUSTRALIA.COM/EVENTS
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Tourism Australia

KEEP IN TOUCH

Subscribe to our newsletters
tourism.australia.com/subscribe
Follow us on Twitter: TourismAUS

Follow us on Linkedin

Dominic Mehling

Industry Relations Manager — ACT,
NSW, NT & QLD

dmehling@tourism.australia.com
+61 400 935 173

THANKYOU!
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