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TOURISM AUSTRALIA 
IS THE AUSTRALIAN GOVERNMENT AGENCY 

RESPONSIBLE FOR MARKETING AUSTRALIA 

AS A DESTINATION FOR LEISURE AND BUSINESS EVENTS



WE ARE BOUND BY THE TOURISM AUSTRALIA ACT OF 2004 

TO HELP FOSTER A SUSTAINBLE TOURISM INDUSTRY FOR AUSTRALIA

SOCIAL ecologicalECONOMIC

UNDERPINNED BY THE 
10-YEAR HIGH YIELD 

TOURISM 2020 STRATEGY

RECORD GROWTH IN 
VISITOR SPEND

AUSTRALIA’S WORLD CLASS 
NATURAL BEAUTY REMAINS A KEY 

MOTIVATING FACTOR FOR VISITATION

TOURISM AS A DRIVER FOR 
ENSURING OUR NATURAL ASSETS 

ARE ENJOYED BY FUTURE 
GENERATIONS

1 IN 13 JOBS

46 CENTS IN EVERY DOLLAR 
SPENT IN REGIONAL 

AUSTRALIA

PROMOTING AUSTRALIA’S 
CULTURAL HERITAGE –

OLDEST LIVING CONTINUOUS 
CULTURE ON EARTH

CONTEXT



Australia

9.5 MILLION VISITORS

$45 BILLION SPEND

CONTEXT

OUR VISION

TO MAKE AUSTRALIA

THE MOST DESIRABLE 

& MEMORABLE

DESTINATION

ON EARTH

OUR PURPOSE

TO INVITE THE WORLD 

TO EXPERIENCE THE 

AUSTRALIAN WAY 

OF LIFE
INTERNATIONAL

117  MILLION O/NIGHT VISITORS

$80 BILLION O/NIGHT SPEND

DOMESTIC



Tourism Australia

TOP 5 
DRIVERS OF 
DESTINATION
CHOICE 
PRE-CRISES
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#1 
NATURE & WILDLIFE

#2
SAFETY & SECURITY

#3
FOOD & WINE

#4
AQUATIC & COASTAL

#5
VALUE FOR MONEY



BUT, THE SUMMER BUSHFIRES 

HIT… AND THEN COVID-19



Tourism Australia

PER 
MONTH

TOURISM SECTOR

JOB LOSSES

OCTOBER 2020

-162K

VISITOR EXPENDITURE

INTERNATIONAL + DOMESTIC

VISITORS

OCTOBER 2020

INTERNATIONAL AIRLINE

SEAT CAPACITY

INTO AUSTRALIA

AUGUST 2020

-95%

POTENTIAL LOSS OF 

INTERNATIONAL EVENTS

HELD IN AUSTRALIA

APRIL 2020

-$2.5b-$60B

2020: THE DUAL 
CRISES OF 
BUSHFIRES AND 
COVID-19 HIT 
THE AUSTRALIAN 
TOURISM 
INDUSTRY

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

MOVEMENT
1. PANIC

3. RISING 

OPTIMISM

4. FREE 

MOVEMENT

C
R

IT
ER

IA

Border closures
Negligible travel interest

Border closures
Social, search travel interest
Negligible booking interest

Border closures
Social, search travel interest

Booking interest
Negligible intent to travel

Local / Aussie borders open
Air capacity available

Intent to book and travel
Forward bookings

M
IN

D
SE

T

Fear and trepidation Frustration and boredom Exasperation with optimism Enthusiastic and adventurous

IN
TE

N
T Be present

Inform with sensitive tone and 
some inspiration / hope

Reignite the dream
Lift spirits with a taste of 

destination Australia

Drive planning
Help would be travellers plan 

their Aussie holiday

Drive booking
Convert with partnerships as 

intent increases

FU
N

N
EL

CRISIS RECOVERY NEW NORMALITYSTAGES OF 
RECOVERY

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

WA, VIC, TAS, ACT, NSW, NT, SA, QLD

Tourism Australia



THE RIGHT 
MESSAGE 
FOR THE 
RIGHT 
MOMENT

CRISIS 1.0 (bushfires) RISING OPTIMISM FREE MOVEMENT

15 May – 15 June 2020

“There’s still nothing like Australia” –
Domestic version

Desired behaviour: Dreaming & Planning 

13 October 2020

Evolution of “Holiday Here This Year” 

Desired behaviour: Planning & Booking

Travel like international travellers do

January – March 2020

Launch of “Holiday Here This Year” 

Desired behaviour: Planning & Booking

youtube.com/watch?v=tiJlJuaP7rU

CRISIS 2.0

C
O

V
ID

-1
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Tourism Australia

Millaa Millaa Falls, Queensland

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


Tourism Australia
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‘HOLIDAY 
HERE THIS 
YEAR’ 
TEASER 
VIDEO 



Tourism Australia

PLACING
OUR 
NATURAL 
ASSETS
FRONT AND 
CENTRE
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Tourism Australia

AUS.COM
THE CALL 
TO ACTION
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450
ECOTOURISM 

EXPERIENCES

150
ACCOMMODATION 

OPTIONS
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WHY SUSTAINABLITY IS 

MORE IMPORTANT

THAN EVER



OUR 
BIGGEST 
BARRIERS 
ARE NOW 
DRIVERS 
DURING 
THE COVID 
CRISIS

Tourism Australia

TIME
Australia is a vast and time 

consuming place to visit

DISTANCE
Australia is far away /our 

experiences are spread out

COST
Australia is  perceived as an 

expensive destination

PHYSICAL HEALTH
People are cautious of the virus, so they’re planning travel 

accordingly

MENTAL HEALTH
TRAVELLERS REALLY NEED 

A GOOD HOLIDAY

SPARSLEY POPULATED
It’s a big country with not 

many people

ISOLATED
Australia is far away and 
managing the virus well

QUALITY
A premium destination with 

high quality experiences

BARRIERS

DRIVERS



Tourism Australia

NATURE & WILDLIFE
FROM 

47% TO 56%

SAFETY & SECURITY
FROM 

43% TO 49%

AQUATIC & COASTAL
FROM 

48% TO 59%

AND OUR 
STRENGTHS 
HAVE 
GROWN 
STRONGER 
DURING THE 
CRISES



Tourism Australia

IT IS 
WHAT
CONSUMERS 
ARE 
SEEKING &
IT MAKES
GOOD
BUSINESS
SENSE

“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 
effect positive change on a global 
scale. The good news is consumers 
want more sustainable and ethical 

products, so purpose is actually 
good for business too. And Intrepid 

can attest to that. Finding our 
purpose has helped us deliver four 

years of record growth.” 
James Thornton

CEO, Intrepid Travel



• Embrace it in all its forms

• Not an accreditation system

• Showcase the work of industry

• Creating consumer demand

PEOPLE 

PLANET

PLACE

PROFIT

CULTURE

CONSERVATION

COMMUNITY

COMMERCE

+++
POSITIVE 
IMPACT

HOW DO WE TALK ABOUT 
SUSTAINABILITY: 



TOURISM AUSTRLIA’S 
ROLE:
DRIVE AWARENESS & 
DEMAND 

DRIVE CAPABILITY FOR
SUSTAINABLE
TRAVEL EXPERIENCES

ADVOCACY
Advocate for Australia’s 

sustainable tourism offering in 
a way that meets increased 

consumer desire.

GUIDE
Increase guidance of 
industry by sharing 

research and insights.

STORYTELLING
Sharing stories of
Australian tourism 

operators embracing 
sustainable practices.

OUR ROLE



SUSTAINABLE:
HERO-ING OUR 
INDUSTRY
TO DRIVE 
DEMAND FOR 
OUR TOURISM 
EXPERIENCES



SUSTAINABLE: DRIVE CONSUMER AWARENESS

THROUGH OUR MARKETING – PR, CONTENT, DIGITAL, SOCIAL AND OUR  SIGNATURE 

COLLECTIONS
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OPPORTUNITIES AND CHALLENGES...

• How do we make consumers behaviour match their intentions?

• Making it easier for businesses to be more sustainable?

• How do we make it easier for consumers to connect with those 

businesses?

• What can we do to collectively to drive consumer behaviour?
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STAY IN TOUCH…

Contact:
Penny Rafferty

Head of Sustainability
prafferty@tourism.australia.com

• KEEP US INFORMED

• SHARE YOUR BEST PRACTICE

EXAMPLES WITH US

• INSIGHTS ON WHAT STEPS

INDUSTRY CAN TAKE TO EMBRACE

SUSTAINABILITY



THANK YOU


