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13,000 holiday visitors       11% YOY June 2019
Dispersal 86% of visitors visit Lasseter region

49% of visitors visit the Alice Springs region

Italy 2030 Target: 20,000 Visitors
Compound Average Annual Growth Rate: 4.4% IT

$16 m    
6%

Proportion of International Holiday Expenditure
(3 year average YE March 2019)
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Quite stable economy: GDP +0.7% in 2020 

10th market worldwide in 2018 for travel expenditure: US$30 billion +4%

Long Haul key figures 2018

Long haul:  12.3% of outbound trips (+2 points)

Trips: 8,351,000 (+9.4% vs. 2017)

Overnights:  106,093,000 (+4.4% vs. 2017)

Average stay: 12.7 nights   (equal to 2017)

Travel exp.:    10,086 M € (+3.5% vs. 2017)

State of the market

Long haul trips by Continent
2018 Travel 

expenditure by area

+16.1% +12.1%+20.7%



Consumer profile and trends

IG
Travellers

58% of Italians
choose an IGlocation
(vs.44% global)

15% of travellers
35-44 yo
follow influencers’
recommendations to
choose a destination

Italian Digital Tourism

98% travellers from 18-75 yo
searched online to organize 
their trip

2018 turnover:
€15,5 Billions  +9%

Online purchase:
77% Desktop - 23% Mobile
23% booked in a travel agency

Key target - honeymooners

191,287 weddings in 2017 age 
bracket: 30-34 years

Celebration’s months:  
September (19.2%), July 
(16.3% ) and June (15.7%)

Average expense: €4,000 to 
€8,000 per couple - Booking 6 
to 8 months

Top Honeymoon destinations:
1. USA + seaside destination
2. Japan
3. Indian Ocean
4. Australia + Pacific Islands



Major players: 

Trade Trends

Most KDP’s happy to promote Australia 
but no hard cash in coop campaigns

Major ITO’s: 

Major Airline to Australia: 



2018/19
Marketing, Trade & PR highlights



← Explorers Way Campaign 
Digital and print components 
Partnering with TA and SATC
102 incremental pax

↑ Ayers Rock Marathon  
30 incremental pax

Cooperative Marketing campaigns



Free day excursion campaign
Red Centre and Top End  
48 incremental pax

Cooperative Marketing campaigns



Trade Training
509 retail agents trained
via webinars, face to face, 
roadshows, TA event(s)



Milan Trade Lunch

34 Key Distribution 
Partners attended



Trade famil in conjunction with
Tourism Australia



 Press Conference in Turin + evening event

 Lonely Planet Italia website features a landing
page highlighting the promotion of the Red 
Centre via two major KDP’s, Alidays and Naar

Lonely Planet Best in Travel 2019

ACHIEVEMENTS

+50 pax

Campaign reach >712k contacts



NT site
11%

Operator 
outbound 

links
56%

Newsletter
1%

Itinerary
3%

Operator 
engagemen

t
2%

KDP 
banners

27%

DIGITAL CONSUMER CAMPAIGN
❏ Programmatic
❏ Social Media Ads (FB and IG)
❏ Geofencing

Digital Campaign
Sales results

316 additional sales

Impressions: 20,692,682
All Clicks: 355,484
CTR: 1,72%
Conversions: 5,354

Impressions: 9,804,534
CTR: 0.9%
Programmatic: 1,7% conversion

DIGITAL BOOST
❏ Social Media Ads (FB & IG)
❏ Google Ads (Search and Display)



 138 articles
 AU$ 3,541,345 ROI
 Reach:  604,512,824

Public Relations



Media Famil trips

Dreams Road - TV
nature in Top End
March 2019

On air: Sep 2019
Viewer: >2,000,000
ROI:  AU$ 2,518,761

https://www.youtube.com/watch?v=GCvXk5S0Dac&feature=youtu.be


Media Famil trips

TG2 RAI Storie
Nature & aboriginal culture 
Top End & Red Centre
Visit: April 2019

On air: Oct 2019
Viewer: 800,000
ROI:  AU$ 228,839

https://www.youtube.com/watch?v=t8GAdTjj_SY&feature=youtu.be


TASTE OF KAKADU
food & culture 
in Top End

September 2019
Audience: 490,000
ROI:  AU$ 720,000

Media Famil trips



Press Group 1-12 June 2019
Top End & Red Centre

Return (partial results):
7 online articles
total EAV: AU$ 47,142
total audience: 67.5 million

Expected return within end of 2019:
3 online articles + 3 print articles

Elle .it 
ROI AU$ 18,905 →
03/07/2019 

IlMattino.it  ↑
ROI AU$ 5,145
19/07/2019 IlMessaggero.it 

ROI AU$ 7,126 →
19/07/2019

Media Famil trips



Coverage Highlights

Corriere della Sera
Dec 2018 
ROI $38,390 AUD ↓

Dove
← Dec 2018 

ROI $552,899 AUD

Meridiani
← Dec 2018 
ROI $967,573 
AUD 



La7 TV
Jun 2019

ROI $ 51,189AUD

GQItalia.it
Jun 2019 
ROI $26,553 AUD

Coverage Highlights



Elle Weekly
← February 2019 
ROI $537,541 AUD

In Moto
March 2019 →

ROI $79,544 AUD

Coverage Highlights



 32,524 Page organic likes           
 2,882 Average organic reach

Social Media

Reach: 15,033
Likes : 4,532
Shares: 347

Reach: 16,665
Likes : 1,236
Shares: 131



2019/20
Marketing, Trade & PR highlights



❏ Explorers Way initiative with Tourism Australia and SATC: Campaign to promote self drives and 
active holidays, usine the new TA brand platform.

❏ KDP co-marketing campaign with Go Australia and Discover Australia

❏ Trade training weekend with Tourism Australia 

❏ Trade famil with KDP Viaggidea

❏ Post ATE famil @Bulloriver

2019/20 - TRADE MARKETING ACTIVITIES



Media Trips 
CULTURE & NATURE IN THE NT

IL (Monthly men’s lifestyle mag supplement to Il Sole 24 Ore economics,
100.000 copies)
Date: April/May 2020 TBC

Enrico Dal Buono (journalist) + Diego Mayon (photographer)
Date: April/May 2020 TBC

ACTIVE HOLIDAY IN TOP END & RED CENTRE

Human Safari aka Nicolò Balini & Giulia Premi
IG: +436K followers FB: +129K fans
Date: April 2020 TBC



Art & Culture & Nature in Top End & Red Centre

Tentative media:

 Amica (monthly women’s mag; 367.000 audience)
 Panorama (weekly newsmag; 257.000 audience)
 La Repubblica (National daily; 550.000 readers)
 TgCom24.mediaset.it (online newsmag; 78.1mio monthly visits)
 SiViaggia.it (online travel mag; 4.6mio monthly visits)

Date: May 2020 TBC

Media Trips 

Expected Results: 

> 100M audience

> AU$300,000 



Digital Campaign - Nov 2019 - March 2020
DIGITAL ADVERTISING CONSUMER CAMPAIGN

❏ Social Media Ads (FB and IG)

❏ Programmatic
❏ Geofencing

Operators
Product offers on 
NT website or 
participating KDP

Impressions: 2,000,000
CTR: 1.6%

Impressions: 3,500,000
CTR: 0.2%
Conversion: 1.5%



2019/20
Operator Support 
& Opportunities



❏ Provide specials/add-on’s to Key Distribution Partners we are planning cooperative marketing 
campaigns with.

❏ Participate in Tourism Australia road show in February 2020

❏ Provide product Updates: for trade training, trade communication, press releases, newspills, media 
support etc.

❏ Images and videos suitable for social media.

❏ FOC or best value rates for media and trade famils

tourism.nt@aigo.it
giancarlo@travelpromotion.it

mailto:tourism.nt@aigo.it
mailto:giancarlo@travelpromotion.it


Grazie ;-)
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