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13,000 holiday visitors       12% YOY June 2019
Dispersal 69% of visitors visit Lasseter region

54% of visitors visit the Darwin region

France 2030 Target: 20,000 Visitors
Compound Average Annual Growth Rate: 3.6% 

FR
$18 m

6%

Proportion of International Holiday Expenditure
(3 year average YE March 2019)
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Opportunities
• Improving consumer confidence and economic conditions 
• Favourable Euro v/s Aussie dollar exchange rate
• Darwin is Australia’s closest gateway from France – via 

Singapore
• The NT’s assets (iconic nature and wildlife, Aboriginal 

culture) resonate well with French visitors’ expectations

Challenges
• Low destination awareness
• Barriers of language, distance and scale 
• Australia vastly perceived as an expensive, “once in a 

lifetime” destination.

State of the market



Trends & Insights
With 6 weeks holidays per year on average, the 
French tend to spend vacation time both in France 
and abroad.

48% French long-haul travellers are influenced by 
friends & relatives recommendations when deciding 
on a holiday destination.

“Nature & Wildlife” is a key driver in deciding to visit 
the Northern Territory.



Trends & Insights
All age groups, from Generation Z (18-23 yo) to Baby Boomers (60+) 
are increasingly using search engine and OTAs resources for planning 
and booking their holidays.

Young French travellers to Australia (under 35) predominantly book 
online, most purchasing just a flight – and more rarely ground content 
for some.

High-Value travellers and honeymooners tend to book more complex 
itineraries via traditional channels.



Wholesalers

Direct Sellers 

Tourism NT France works closely with all main French Key Distribution Partners.

Key Distribution Partners 

OTAs



Key Trade & Consumer 
Campaigns in 2018-19



TripAdvisor “Always on”
Digital banners promoting partners’ deals highlighting the Northern 
Territory running on Australia and South-East Asia flight and 
accommodation pages of TripAdvisor.fr

Highlights
Distribution partners are featured on a rotating basis, over a period 
varying from 8 to 24 weeks.

Featured partners include Singapore Airlines, Australie à la Carte, 
Rêves d’Australie, Australie Tours, Marco Vasco, Les Maisons du 
Voyage, Fare Voyages.

Resulting in 31,532 click throughs and leads to partners



TripAdvisor “Always on” 

Resulting in 31,532 click throughs and leads to partners



Expedia digital campaign

Multi-phase marketing campaign on Expedia.fr targeting High Value 
Travellers in France in 3 phases: 01 Sep - 31 Dec 18, 01 Feb - 31 Mar 19 and 
01-30 June 19.

Display banners directing to a dedicated Northern Territory landing page.

Interactive quiz for creating destination awareness (1st phase only) .

Highlights
1,237,775 impressions delivered
0.12% CTR (click rate) well above 0.08% benchmark
115 flight bookings +22.8% YoY
679 room nights booked +28.5% YoY



Expedia digital campaign



Odigeo OTA Digital Campaign
ODIGEO OTA DIGITAL CAMPAIGN

Multi-phase marketing campaign with leading OTA group
Odigeo on Opodo.fr and eDreams.fr 

Targeting both the High Value Traveller segment and
Youth segment in France, in 3 phases: 
01 Oct - 30 Nov 18, 01 Jan - 31 Mar 19 and 01 - 30 Jun.19
using display banners directing to dedicated Northern Territory
landing pages.

Highlights

3,171,010 impressions delivered
0.11% CTR (click rate)
269 flight bookings +52% YoY
1,268 room nights booked +162% YoY



Odigeo OTA Digital Campaign



Youth Campaign
PRINT + DIGITAL YOUTH CAMPAIGN

6-month marketing campaign targeting the Youth segment in 
France with editorial content in Neon youth bi-monthly print 
magazine (circulation 30,800), website and mobile app, from
1 December 2018 to 31 May 2019, complemented with digital 
activity on eDreams.fr from 1 Dec 2018 to 30 April 2019 

Highlights

2,777 UV/ NEON web article on average
(18 articles were published)
531,000 U/V on NEON mobile app
82 flight bookings +15% YoY. 
338 room night bookings +114% YoY



Youth campaign



Tourism Australia and STO campaign
HIGH VALUE TRAVELLER COOPERATIVE CAMPAIGN

Digital marketing 3-month campaign with leading trade partner 
Australie à la Carte from 15 Jan. to 30 Apr. 2019 in cooperation 
with Tourism Australia, SATC, Tourism Queensland and THL 
Campervans, targeting the High Value Traveller segment, using 
display banners and social media ads directing to a dedicated 
“Best of Australia” microsite on australiealacarte.com.

Highlights

9,126,077 impressions delivered
0.12% CTR (click rate)
140 bookings (3 pax per booking on average) 
with Northern Territory content 



Explorers Way Campaign
Digital marketing 3-month campaign with trade partner Les 
Maisons du Voyage from 22 Jan  to 21 Apr 2019 in cooperation 
with SATC targeting the High Value Traveller segment.

Display banners directing to a dedicated Explorers Way 
microsite developed by leading online travel platform 
routard.com.

Highlights

45,495 UV on routard.com dedicated space 
2,15 min average dwell time on routard.com dedicated space 
104 bookings (3 pax per booking on average) 
with Northern Territory content 



Singapore Airlines Campaign
Digital marketing 6-week campaign from 15 Mar. to 30 
Apr. 2019 in cooperation with Singapore Airlines and SATC 
targeting the High Value Traveller segment.
Display banners directing to a dedicated Explorers Way 
microsite on Expedia.fr.

Highlights

19,286 UV on Expedia landing page
0.10% CTR (above 0.08% benchmark)

21 SQ flights from Paris to Darwin booked 
380 room nights booked



Aussie Tours Video campaign
Digital marketing 6-week campaign from 15 Apr to 31 May 
2019 in cooperation with Belgian (Flemish-speaking) direct 
seller Aussie Tours targeting the High Value Traveller 
segment.

Display video testimonial content on travel website 
Goodbye.be directing to a dedicated Northern Territory 
product offer on bestoftravel.be.

Highlights

42,086 UV on bestoftravel.be landing page

134 bookings with Northern Territory content



Key PR Activity in 2018-19



Key PR Activity

GEO Magazine

A journalist and a photographer appointed by monthly 
publication GEO magazine (circulation 170,000) travelled on -
board the Ghan to both the Red Centre and the Top End in 
June 2019 over 10 days.

The long-read article to be published in 1st quarter 2020 will 
include 8 to 10 illustrated pages on the Northern Territory.



Key PR Activity
MEDIA COVERAGE

Terres Sauvages
(circulation 49,000) 
6-page illustrated article published 
in May 2019 resulting from media 
visit in Aug 2018.

Media Value AUD 69,000



Key PR Activity
MEDIA COVERAGE

Grands Reportages 
(circulation 55,000) 
16-page illustrated article
published in June 2019 
resulting from media visit in 
Aug. 2018.

Media Value AUD 177,000



Key Social Media Activity in 2018-19



Social media communications mainly consist in curated and 
created content on Tourism NT French Facebook account.

Leading social-media agency We Like Travel is in charge of 
Tourism NT community management needs in France, in 
close cooperation with Tourism NT regional manager and 
head office.

Key Social Media Activity



Key Social Media Activity
Q1 Q2 Q3 Q4

Facebook fans 35,011 35,055 39,444 41,734
Facebook posts per month 12 13 12 12
Facebook post reach 3,763 6,302 10,991 13,856
Facebook engagement 0.49% 1.23% 2.26% 2.73%
Total unique people reached by 
the page per month 777,759 1,085,991 128,336 145,628



Key Trade Activity in 2018-19



Key Trade Activity
CONSUMER EVENT

Aussie Tours Event, Kortijk, Belgium

All-day workshop on 9 Dec. 2018 attended by + 450
consumers, including 30min Red Centre and Top End screen 
presentation to an audience of around 80 consumers.



Key Trade Activity
TRADE TRAINING EVENTS

Asia Voyages training events around 
France

Agent training roadshow events held in 
various cities from January to April 2019, 
including Orléans, Toulon, Troyes, Colmar, 
Paris and Angers. 

130 agents trained in total

Explorers Way themed e-newsletter
sent out to 6,500 agents



Key Trade Activity
TRADE TRAINING EVENTS

Tourism Australia Roadshow

Agent training roadshow in Lyon, Paris 
and Nice in February 2019. 

A 20 mn Top End / Red Centre screen 
presentation was given to an audience of 
70 agents in Lyon and 50 agents in Nice.



Key Trade Activity
TRADE TRAINING EVENTS

Qantas / Air France Trade Training

Training event jointly organised by Qantas 
and Air France in Air France Paris offices in 
February 2019.

20 min Northern Territory screen 
presentation to an audience of around 50 
agents.



Key Trade Activity

BI-MONTHLY E-NEWSLETTER 

“Des Nouvelles du Territoire du Nord”

Dedicated Northern Territory product and 
destination update sent every two months to a 
database of around 1,800 French travel agents. 

25,8% opening rate on average.



Plans for 2019-20



Plans for 2019-20

EXPLORERS WAY DIGITAL + PRINT COOP CAMPAIGN

• Phase 1: Digital content on petitfute.com - September 2019

• Phase 2: Print feature on Petit Futé Magazine

(Magazine cover + long read 11-page article)

On sale from October 2019 to January 2020

• Phase 3: Digital content on petitfute.com - January 2020

• Call to Action KDP Australie à la Carte



Plans for 2019-20

OTA CAMPAIGNS

Expedia campaign from 20 Oct - 20 Dec 2019 and
from 01 Feb - 31 May 2020

Odigeo (eDreams + Opodo) campaign from
20 Oct - 20 Dec. 2019 and from 01 Jan - 31 Mar2020



Plans for 2019-20

YOUTH CAMPAIGN

Youth digital campaign using online youth portal Kombini.com 
for raising awareness coupled with dedicated space on OTA 
eDreams for conversion. 

Feb 2020 TBC



Plans for 2019-20
TRADE TRAINING EVENTS

Asia Voyages training events around France 
visiting 9 cities in 2019-2020, including Nancy, 
Nantes, Reims, Montpellier, Besançon, Bourg en Bresse, 
Bourges, Marseille and Toulouse.
15 to 20 agents trained in each city.

Tourism Australia training roadshow
visiting Bordeaux, Paris and Marseille in Feb 2020.
40 to 50 agents attending in each city.



Plans for 2019-20
AUSSIE SPECIALIST AGENT FAMIL

An Aussie Specialist famil will be organised in 
partnership with Tourism Australia and SATC for 8 
agents in May 2020.

Itinerary still to be confirmed. 



Plans for 2019-20

Tourism NT France started working with a new PR agency, Article Onze, 
in order to spread out Northern Territory key messages in the PR space 
via bi-monthly media releases and through the organisation of media 
visits. 

Please forward any product updates through the International team in 
Darwin so that they can sent out to all the teams including France

UPCOMING PR ACTIVITIES



Plans for 2019-20

Marketing Opportunities
Your product offers can be featured in marketing activities undertaken in cooperation with 
French distribution partners.

Media Opportunities
Tourism NT France organises media visits, in cooperation with Tourism Australia and with trade 
or airline partners. Please contact us if you are interested in hosting French journalists / 
influencers. 

Trade Updates
A bi-monthly NT product and destination update is sent to a database of around 1,800 travel 
agents. Please feel welcome to use this channel to update the trade on your product.

OPPORTUNITIES TO GET INVOLVED
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