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GCONTEXT

WE ARE BOUND BY THE TOURISM AUSTRALIA ACT OF 2004
TO HELP FOSTER A SUSTAINBLE TOURISM INDUSTRY FOR AUSTRALIA

74
(@ ECONOMIC
N

ecological

UNDERPINNED BY THE 1IN 13 JOBS AUSTRALIA’S WORLD CLASS
10-YEAR HIGH YIELD NATURAL BEAUTY REMAINS A KEY
TOURISM 2020 STRATEGY 46 CENTS IN EVERY DOLLAR MOTIVATING FACTOR FOR VISITATION

SPENT IN REGIONAL
RECORD GROWTH IN AUSTRALIA TOURISM AS A DRIVER FOR
VISITOR SPEND ENSURING OUR NATURAL ASSETS
PROMOTING AUSTRALIA’S ARE ENJOYED BY FUTURE
CULTURAL HERITAGE - GENERATIONS

OLDEST LIVING CONTINUOUS
CULTURE ON EARTH
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GCONTEXT

TO MAKE AUSTRALIA
THE MOST DESIRABLE
& MEMORABLE
DESTINATION
ON EARTH

TO INVITE THE WORLD

TO EXPERIENCE THE
AUSTRALIAN WARY
OF LIFE

Target markets and their value by 2025

North America

USA

o———— Market value by 2025

. Worth more than (8) 6b
. Worth more than () 2b

Worth more than () 1.6b

®—————— Business events focus
Incentive

Association

Canada United Kingdom

INTERNATIONAL

9.5 MILLION VISITORS

$45 BILLION SPEND

Europe Greater China

France Germany Italy China Hong Kong

South Korea
Japan

Malaysia

.‘ Indonesia

@

Australia
Singapore ‘ New Zealand
India

117 MILLION O/NIGHT VISITORS
$80 BILLION O/NIGHT SPEND
TOURISM AUSTRALlA\/?
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TOP 9

DRIVERS OF .
choicE 43
PRE-CRISES FOOD & WINE

#4

AQUATIC & GOASTAL
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2020: THE DUAL
GRISES OF
BUSHFIRES AND
GOVID-19 HIT
THE AUSTRALIAN
TOURISM
INDUSTRY

B
-S60B

VISITOR EXPENDITURE TOURISM SECTOR INTERNATIONAL AIRLINE
INTERNATIONAL + DOMESTIC JOB LOSSES SEAT CAPACITY
VISITORS INTO AUSTRALIA
OCTOBER 2020 OCTOBER 2020 AUGUST 2020

Source(s): BCG; Australian Bureau of Statistics, Business Events Council of Australia ; ABS Payroll data to 3 October.

POTENTIAL LOSS OF
INTERNATIONAL EVENTS
HELD IN AUSTRALIA

APRIL 2020
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STAGES OF
RECOVERY

Focus is on a domestic-led
recovery to sustain industry
while international travel
remains restricted.

MINDSET  CRITERIA

FUNNEL

INTENT

Border closures
Negligible travel interest

Fear and trepidation

Be present
Inform with sensitive tone and
some inspiration / hope

Border closures
Social, search travel interest
Negligible booking interest

Frustration and boredom

Reignite the dream
Lift spirits with a taste of
destination Australia

RECOVERY

3. RISING
OPTIMISM

Border closures
Social, search travel interest
Booking interest
Negligible intent to travel

Exasperation with optimism

Drive planning
Help would be travellers plan
their Aussie holiday

NEW NORMALITY

4. FREE
MOVEMENT

Local / Aussie borders open
Air capacity available
Intent to book and travel
Forward bookings

Enthusiastic and adventurous

Drive booking
Convert with partnerships as
intent increases
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THE RIGHT | cuisisiomusuiresi ‘caisis20|  RiSING 0PTIMISH FREE MOVEMENT
MESSAGE January — March 2020 15 May - 15 June 2020 13 October 2020

Fo n T“ E Launch of “Holiday Here This Year”
mlgHENT Desired behaviour: Planning & Booking

“There’s still nothing like Australia” — Evolution of “Holiday Here This Year”
Domestic version

Desired behaviour: Dreaming & Planning Desired behaviour: Planning & Booking

Travel like international travellers do

COVID-19

ﬁrv ™ 6'
EMISSED YOU.

mmummmm

Millaa Millaa Falls, Queensland

youtube.com/watch?v=tiJlJuaP7rU
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https://www.youtube.com/watch?v=tiJlJuaP7rU

‘HOLIDAY
HERE THIS
YEAR'
TEASER
VIDEO
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PLAGING
OUR
NATURAL
ASSETS
FRONT AND
GENTRE

AUSTRALIA,
SHOW YOUR BUCKET
LIST WHO'S BOSS.

Plan an incredible trip at austratia.com

AUSTRALIA

AUSTRALIA, IT'S TIME
T0 DIVE BACK IN.

Haggerston

Plan an incredible trip at australia.com

Girraween National Park, Queenstand

I§0r secret city s

So plan your trip at australla.com or talk to your local travel agent today.

HOLIDAY S THIS YEAR

AUSTRALI

/



AUS.COM
THE CALL
TOACTION

430

ECOTOURISM
EXPERIENCES

190

ACCOMMODATION
OPTIONS

e » g o i > 7 iy doy

AUSTRAL 4\?' Placestogo  Thingstodo  Planyourtrip  Holiday Here this Year

Latest COVID safe travel tnformation: click here

71 ECO-FRIENDLY DAY TRIP IDEAS

6o green with these sustainable experiences.

000000

By Celeste Mitchell

Sustainabilty is more than just a travel buzzword. Increasingly, people want
slower, sustainable and more carth-friendly travel options and experiences.

Luckily, you'llfind plenty of green ways to travelin Australia

From rejuvenating day hikes and cinematic train journeys to animal
encounters designed to give far more than a cute selfie opportunity, here are

seven of the most eco-friendly day trip experiences you can have in Australia
TREAD LIGHTLY ON A DAY HIKE
——

Look for 3 sustainabiity
pelicy

Toarism providers
commitied 1o canserving
the cviranment typicaly
<pell out the details of
b they e war
achice this on their
websites.

1. OPT FOR ECO-FRIENDLY ACCOMMODATION

© e e, Wiy s, G © e Bt Wi

The Great Barrier Reef regton 1s home to some of Australta's top eco-lodges
As well as being unforgettable stays, these lodges are committed to
minimising thetr 1mpact on the natural environment surrounding the reef
and protecting the incredible marine lfe that calls this vast area home,
offering you the chance to play a role 1n reef conservation stmply by staytng

at one.

As famous for tts manta ray population as t s for tts sustanablsty
tnttsatives, Lady Elliot Island, at the reef's southern tip, was the first Great
Barrter Reef resort to ban plastic water battles. It s also working towards
becomng 100 per cent powered by renewable energy, so a stay here not

only feels good, t does good

The lusurious Elystan Retreat, which opened tn 2010 on Long Island tn

Whitsundays, s the Great Barrier Reef's frst solar-powered resort

And on the matnland, Just a 15-mtnute drive south of Port Douglas (or a one-
hour drive north of Catrns), Thala Beach Nature Reserve has been recognised

for tts commitment to regenerating the forme:

ne plantation land that this
eco-sensttive seaside lodge sits on. By opting to bed down here, you can help
to support this conservation tnitfative while enjoying a truly spectacuar

stretch of coast.
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OUR
BIGGEST
BARRIERS
ARE NOW
DRIVERS
DURING
THE GOVID
GRISIS

BARRIERS

DRIVERS

DISTANGE

Rustralia is far away /our

v v
PHYSICAL HEALTH
People are cautious of the virus, so they're planning travel
accordingly
v v

ISOLATED

v

MENTAL HEALTH

TRAVELLERS REALLY NEED
A GOOD HOLIDAY

v



AND OUR
STRENGTHS
HAUE
GROWN
STRONGER
DURING THE
CRISES

NATURE & WILDLIFE
FROM

A7% 10 956%

SAFETY & SEGURITY
FROM

43%1049%

S

AQUATIC & GOASTAL

48%710959%




ITIS

WHAT
GCONSUMERS
ARE
SEEKING &
IT MAKES
GOOD
BUSINESS
SENSE

PABTA McKinsey&Company

Make it better, not just

Tourism for _GOOd safer: The opportunity to

reinvent travel

(e A O

Booking.com reveals key findings from its 2020
Sustainable Travel Report

Deloitte.

Aensseicaen, 17 AprE 2019
Booking.com reveals key findings from its 2019
sustainable travel report

Australia tours & travel

“There’s this idea that having a
purpose or doing good has to come
at the expense of making a
: profit...Profits can and should help
Deloitte.  ?;(“ “%a‘i ¥ effect positive change on a global
The Business Case for Caring scale. The good news is consumers
Consumers AreLooking for Busiesses ThatGive to Commurites want more sustainable and ethical

2 products, so purpose is actually
good for business too. And Intrepid
i —— o o A can attest to that. Finding our
purpose has helped us deliver four
years of record growth.”
James Thornton
CEO, Intrepid Travel

Perspectives

Embedding sustainability into core strategy and

business operations
Sustainability as a source of comp

d enduring

L il {]

Perspectives

COVID-19 recovery for the tourism sector

arting tourisr hape might the recover tourism ir

Australia take

The tourism sector has been among the most impacted by the measures to contain the
spread of COVID-19 pandemic. While it's too early for long-term predictions, a consideration
of possible scenarios, informed by leading indicators, can help create structure in planning
for the future. This can help businesses shape their response and rebuild with resilience.

OO0 O e
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HOW DO WE TALK ABOUT
SUSTAINABILITY:

* Embraceitin all its forms
 Not an accreditation system
* Showcase the work of industry

* Creating consumer demand

+++

POSITIVE
IMPACT

CULTURE
CONSERVATION
COMMUNITY
COMMERCE

PEOPLE
PLANET
PLACE
PROFIT

AAAAAAAAAAAAAAAA



TOURISM AUSTRLIA'S
ROLE: ADVOCACY

- Advocate for Australia’s
nnI“E AWAHE“ESS & sustainable tourism offering in

a way that meets increased

nEMANB consumer desire.

DRIVE CAPABILITY FOR
SUSTAINABLE
TRAVEL EXPERIENCES

Increase guidance of
industry by sharing
research and insights.

>
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SUSTAINABLE:
HERO-ING OUR
INDUSTRY

T0 DRIVE
DEMAND FOR
OUR TOURISM
EXPERIENCES




SUSTAINABLE: DRIVE CONSUMER AWARENESS

.ustralia

o
L3

EVERYONE'S TALKING

AUSTRALIA'S MOST UNMISSABLE
SUSTAINABLE STAYS

TRAVEL BETTE
¥ : A

& 23 & :
e HOW TO HAVE A LOW-IMPACT HOLIDAY ON / ’% ¥ "
009996 THEGREAT BARRIEB_RFEF | :

‘e of the worst bushfire seasons in history, the rainfo~

oooo0o00

asts and endemic wildlife of Australia are slo*

“hanks to a number of community r-
~ - UK & Europe 2020: Everve-

THROUGH OUR MARKETING — PR, GONTENT, DIGITAL, SOCIALAND OUR SIGNATURE
COLLECTIONS
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How do we make éa"m ers kzehawour mater
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o be more sustalnalate‘ =
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How do we make it easier fo 1ers to connect: with t‘hosé g =4

Making it easier for bt v*;

businesses?

What can we do to coIIectlver
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PRODPTAR
C g e . T B
0 . ¢ KEEP US INFORMED b
/ 4 ' .
l:!

¢ . SHARE YOUR BEST PRACTICE
- EXAMPLES WITH US

*  INSIGHTS ON WHAT STEPS '/ /4 /.
INDUSTRY CAN TAKE TO EMBRACE: LT i
< A R R Contact:
SUSTAINABILITY 1 ‘/;,,“'.:_;‘ 1 * Penny Rafferty
BA A Head of Sustainability
X prafferty@tourism.australia.com

|

7 o
] 7
4



TOURISM AUSTRALIA
P




