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$70BN

overnight domestic and
international visitor

$1868N+

overnight domestic and
international visitor spend

To
$131BN*
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OUR KEY MARKETS

NORTH AMERICA m GREATER CHINA

USA CANADA UNITED KINGDOM A FRANCE GERMANY ITALY CHINA HONG KONG

SOUTH KOREA

JAPAN

MALAYSIA

INDONESIA

SINGAPORE

@ MARKET VALUE BY 2025

‘ Worth more than (3) 6b

‘ Worth more than (3) 2b

Worth more than () 1.6b

@ BUSINESS EVENTS FOCUS
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INTERNATIONAL PERFORMANCE - 2018 HIGHLIGHTS
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Number of Arrivals
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FORECASTS 2026/2( - TOURISM RESEARCH AUSTRALIA
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OUR CHALLENGES

[
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ECONOMIC CONSUMER MARKETING
GROWTH SLOWING FASHIONABILITY & INCREASED COMPETITION &
LOW URGENCY CLUTTER — HARDER TO

CUT-THROUGH

TOURISM AUSTRALIA ,
/-"'



CONSUMER CHALLENGES

WHILE AUSTRALIA HA STRONG APPEAL WITH CONSUMERS THESE CHALLENGES PRESENT
THE GREATEST BARRIERS TO VISITATION.

COMPLEXITY

FASHIONABILITY LOW URGENCY

Limited knowledge of Australia’s
offering outside of
iconic experiences leads

Australia is perceived as a
once-in-a-lifetime destination
which can be put off for

A cluttered marketing
environment and low familiarity of
Australia’s geography and

to feeling we’ve seen and another day because of rational experience offering leads to
heard it factors such as time, distance feeling overwhelmed. Travellers
all before. and cost. are visiting up to 20 sites before

booking.



CHINESE TRAVELLERS BECOMING MORE DISCERNING

<>

MORE INDEPENDENT TRAVEL MORE EXPERIENCED TRAVELLERS MORE IMMERSIVE EXPERIENCES
Self-booking flights, hotels, etc * Have travelled to many countries * Understand the significance, not
Self-defined travel plan/schedule *  High expectations on local service just look at the surface
Will research on destinations and facilities * Want to feel immersed in the
before choosing destination and « Look for new and unique culture and have authentic
travelling experience in each trip QPEIEUDER

Experience local life (F&B, night life,
taking local public transportation,
etc.)

Chinese travellers have become more mature in their travel careers, becoming more discerning,
and more demanding when it comes to what they want from their travel experiences

OUR INDUSTRY NEEDS TO ADAPT




MARKETING CHALLENGES

Harder to cut-through in a sea of sameness

WHERE T0

N BARBADOS







" OUR STRATEGY

IS FIRMLY FOCUSED ON
TARGETING

HIGH VALUE
TRAVELLERS
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DEFINITION OF A HIGH VALUE TRAVELLER

==

TRAVEL LONG HAUL
Travels long haul (out
of region) on a
regular basis.

9

PREFERENCE FOR
AUSTRALIA
Consideration or
intention to visit
Australia.

Y

KEY DRIVERS FOR
DESTINATION CHOICE
Food and wine, aquatic and
coastal, and nature and wildlife
experiences are key drivers when
choosing a holiday destination.

©]

REPRESENT HIGH

VALUE
Above average trip
expenditure. Higher
likelihood to stay longer.
Higher likelihood to
disperse further.



et TS ABOUT CUT-THROUGH.. o
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DOING FEWER THINGS —

'NCR%\SETDH'EOCUS BUT WITH MORE TCMEREATE A
CUSTOMERS & -\ DOLLARS Ny

MARKETS + IN THE RIGHT CHANNELS smem BIGGER
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UnDiscover Australia
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¥ Australia.com ~_ 3
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Visit the world s oldest
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‘'TOO AUSTRALIAN FOR WORDS'
CAMPAIGN
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NEWITV

WITH SUPPORTEDBY / &
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WHAT'S NEXT?




RESEARCH
FINDINGS &
INDUSTRY FEEDBACK ”“"&

TO UNDERPIN THE '} &
CAMPAIGN & WITH A
MORE TACTICAL g
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SHARPEN
HOGUA

ON UK, GERMANY &
FRANCE FOR NEXT
PHASE IN APRIL

2019
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A SHIFT IN HOW WE MARKET OUR EXPERIENCES




BRINGING ALL THE HEROES

TOGETHER P
WITH OUR PEOPLE & INDUSTRY ' -
AT THE FRONTLINE TO DELIVER
THE EXPERIENCE
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A$9M DIRECT EXPENDITURE

A$5.5BN — A$9.5BN POTENTIAL
BUSINESS FOR AUSTRALIA

1,800 DELEGATES

600 BUYERS | 505 COMPANIES | 30
COUNTRIES | 20% FROM CHINA

1,200 AUSTRALIAN SELLERS | 546
COMPANIES

66 INTERNATIONAL AND AUSTRALIAN
MEDIA

45,000 BUSINESS APPOINTMENTS

98% DELEGATE SATISFACTION WITH
THE LAST ATE
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SUBSCRIBE T0 OUR NEWSLETTERS:
TOURISMAUSTRALIACOM/SUBSCRIBE

FOLLOW US ON TWITTER: @ TOURISMAUS

FOLLOW US ON LINKEDIN
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