


A R E M I N D E R . Target markets and their value by 2025
n
0 U R FO c U s North America Eirane e

USA Canada United Kingdom France Germany  lItaly China Hong Kong

OUR VISION . South Korea
For Australia to be the . Japan

most desirable and . L Malaysia
memorable destination . .. dsheida
on Earth .

o Market value by 2025

. Worth more than @6b
. Worth more than (3) 2b

OUR PU RPOSE Worth more than (3)1.6b .

Singapore
TO gl"OW demand tO ®—————— Business events focus
enable a sustainable Incentive
and competitive Association

tourism industry
9.5 MILLION VISITORS $45 BILLION SPEND m

*Pre-COVID figures

New Zealand

India

r
|

TOURISM AUSTRALIA?






90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

Source: Skyscanner, Flight Searches, Search Date between Aug 21
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DEMAND IS RECOVERYING DOWN THE SALES FUNNEL

TO AUSTRALIA - % OF 2019 VOLUMES
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CAPACITY: AVIATION CAPACITY TO
AUSTRALIA - % OF 2019 VOLUMES
Aug 21 - Aug 22 (vs 2019)
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Source: Cirium - SRS Analyser, Aviation Capacity between Aug 21 —
May 22 (31-May-2022 latest available)

BOOKINGS: FORWARD BOOKINGS TO

AUSTRALIA - % OF 2019 VOLUMES
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OCCUPANCY: HOTEL 0CCUPANCY
RATES ACROSS CAPITAL CITIES
Aug 21 - April 22
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Source: Various Government Agencies via Trading Economics,

Hong Kong

MACRO ECONOMIC HEADWINDS ARE WORSENING

INFLATION RATES
Inflation rates for April 2019 vs April 2022
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HOUSEHOLD SAVINGS
Savings as a % of household disposable income
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Source: OECD, Net Savings % of Household Disposable Income, Household Savings
Forecast. Quarterly 2019-2022

CRUDE OIL SPOT PRICE
USD per barrel - Jan 15 - Apr 22
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Source: Crude Oil Prices, West Texas Intermediate (WTI) and Brent Prices, Monthly
Spot Prices, Jan-15 — May 22
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FINANCIAL REASONS U TAELING ITENTONALLY W THENET ST
CONCERNS HAVE

OVERTAKEN COVID-19 .. =«

FEARS AS THE MAIN

BARRIER FOR

INTERNATIONAL

TRAVEL
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Covid Financial

Source: Tourism Australia International Sentiment Tracker, Waves 33 - 38

b d
TOURISM AUSTRALIA\/*



0 U R I N B 0 U N D FORWARD BOOKINGS OF INTERNATIONAL INBOUND VS AUSTRALIANS
OUTBOUND

RECOVERY IS LAGGING s s
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Source: ForwardKeys, Flight Bookings, Ticket Issued Dates between Aug 21 - May 22 (22-May-2022 latest week available)
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THERE ARE STILL MANY
REASONS TO BE
OPTIMISTIC...




CORPORATE TRAVEL ™%
Is RECOVERING Nov 21 - May 22 (vs 2019)
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—@=Business Leisure

Source: ForwardKeys, Flight Bookings, Ticket Issued Dates between Nov 21 - May 22 (15-May-2022 latest week available)
Booking Assumptions: Business is categorized from bookings made by an agency qualified as a predominantly Corporate Travel Agency and type of stay is “workweek” for
short-haul and up to 2 nights stay
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TRAVELLERS
ARE STILL
INTENDINGTO
SPEND THIS
YEAR

PROPOSED TRAVELLER SPEND
Attitudes toward travel spending in 2022 (conducting March 2022)

Spend more on travel Spend about Spend Don’t
abroad in 2022 the same less know

Source: The World Economic Form Travel & Tourism Development Index (TTDI) , April 2022, n = 4000
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WE NEED TO KEEP OO raveller,year o March 2022
DOING WHAT WE 100?) +30pp +26pp +30pp +23pp +30pp +25pp
ALWAYS DO

- 80% 72% 71% s [
OVERDELIVER WITH
EXTRAORDINARY ol o

50%

TOURISM
EXPERIENCES

20%
10%

0%
A safe and Friendly and Good food andNatural beauty WC Aquatic & Wildlife

secure open citizens, wine Coastal
destination local
hospitality

Haven't visited Australia m Have visited Australia

Source: Tourism Australia CDP year to March data
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AUSTRALIA'S
BREADTH, AND
QUALITY,
MAKE IT

FEEL LIKE
GOOD VALUE

ASSOCIATIONS OF AUSTRALIA AS BEING ‘VALUE FOR MONEY’

OOR travellers, year to March 2022

17% 42%

Haven’t visited Australia Have visited Australia

Source: ForwardKeys, Flight Bookings, Ticket Issued Dates between at 22-May-2022 - latest week available
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TWO SIMPLE ‘SO WHAT'S’

KEEP
DELIVERING

KEEP DRIVING
INBOUND

DEMAND HIGH QUALITY

EXPERIENCES
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OPPORTUNITIES & SECTORS

ADVENTURE AGRITOURISM

INCLUDES PHYSICAL WEAVES INTO AN EXPERIENCE OR BOOSTING DESTINATION APPEAL,
ACTIVITY, A CULTURAL EXCHANGE & DESTINATION A CONNECTION TO AND VISITATION, AROUND EVENTS
A CONNECTION WITH NATURE FOOD, DRINK OR PRODUCE

SUSTAINABILITY
ACCESSIBILITY
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1.
BRAND &

MARKETING

AREAS OF FOCUS 2023

2.

CONVERSION &
AVIATION

3.
ADVOCACY &

FAMILS

4.

INDIGENOUS &
SUSTAINABILITY

5.

INDUSTRY
PARTNERSHIPS

6.

BUSINESS
EVENTS
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TARGET SEGMENTS ACROSS 15 CORE MARKETS

HIGH YIELDING PREMIUM/
TRAVELLERS LUXURY




1. GLOBAL ANNOUNCEMENT

v

ANNOUCEMENT DON'T GO SMALL, 60 AUSTRALIA

France, Italy
UK & US llaiett 4

COME SAY G’DAY
BRAND LAUNCH

DESTINATION

s AUSTRALIA

Reiowgireag thee o af T

ATE22

AUSTRALIAN TOURISM EXCHANGE

Live - 16-18 May
Online - 23-25 May

YOURSTO
WORKING HOLIDAY BUSINESS EVENTS

MAKER EXPLORE Intenational & Domestic AUSTRALIA
| ONTOUR MARKETPLACE

MISTRM.MN North America 2022
WORKING Kicks off in August - USA
t‘ﬁh‘gﬂ:ﬂ% L Japan & South Korea, UK
BUT DOWN YOUR
COCKTAIL
BECAUSE THE YrORLD'S
. . LARGEST REEF
Singapore, Malaysia, At

Indonesia, India, South Korea
and Japan

FAMILS PARTNERSHIPS

r
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NEW BUSINESS EVENTS AUSTRALIA CREATIVE STRATEGY

There are lots of expected fixtures when
it comes to a great place for business
events. Good accommodation, nice

restaurants, new facilities and beautiful Prove that Australia has everything
scenery. you’d expect from a business event
destination, plus so much more.
Like others, Australia has all these
things. !
e THERE'S NOTHING

But it also has something more — |_| K E AU ST RA I_IA

Australians, a people with a unique
perspective that’'s been shaped by a
unique landscape and way of life.

r
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ALL INCENTIVE PROGRAMS:
ARE THE SAME RIGHT’?
'WORLD-CLAS

FRISTINE BEACHES E
DOWN O EARTH
LOCALS SHARE STORIES
PUT DOWN YOUR

BECAUSE THE WORLD'S

ST REEF

LARGE
N S 50

Pl
ISR A 1T
RE "7 7%

=y

AR
EPEANTE SRR

N
Incentive

CREATIVE - PRINT & DIGITAL

o

USIFfESS EVENTS AUSTRALI

LTS TOCONVENTIONS 2%
ARE THE SAME, RIGHT?

= TRAFFIC, METERS AND FﬂLITE .

2 WITHTHE DRIVER WHOSAYSTHE ‘

TECH BEHIND GOOGLE MAPS =

WAS INVENTED 211

. DOWN UNDER ¢

BYEXPATS WHO WERE SO INSPIRED BY THE

= VASTLANDSCAPES 1

THEY DECIDED TO CHANGE THE WAY WE .

J

THERE'S NOTHING LIKE L‘JSTR&LM‘. X

10 INVENTED WIR

SED IN OVER 9 BILLION

™ = T

EVICES WORLDWIDI

BUT WHAT ELSE WOULDYOU

v
Association
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NEW BUSINESS
EVENTS BRAND
FILM



https://youtu.be/3NIIAf_15iM

KEY INDUSTRY ISSUES

e Workforce/Labour Supply challenges

e Staff accommodation shortages in-region
e Insurance

e Cancellation terms

e Auviation access to some regions such as Central Australia,
Kangaroo Island

e \isa processing times
e Increasing costs of doing business; Supply chain delay

o Wildlife Park operators continue to struggle with overseas trade
partner rules around animal-interactions

Source: ATE Industry Roundtable 2022
bd
d

TOURISM AUSTRALIA?



THE NATIONAL EXPERIENCE CONTENT INITIATIVE

DEVELOPING NEW IMAGE
AND VIDEOQ ASSETS

SPANNING 57 TOURISM REGIONS

COVERING UP TO 1,300 EXPERIENCES oflcx ~ < ¥
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RECENT PR ACTIVITY

@ Rupali Dean IN

CAPI
TERRIT

FABULOUS FAC
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CANBERRA: A FAMILY
PLAYGROUND

With such a wide-ranging scope of activities suitable for the whole brood, Australia’s
capital city makes for a delightfully diverting family holiday.

hoosing where to take the kids for a
well-gessrved break dossn't have 1o
mean & chioics between stimulating
activities or the pieasures of
the natural environment. The
metropalitan city of Ganberra offers both in
abundance, from workd-class museums fo
one-ot-a-kind outdeor adventures right on It
doerstep. Here, travellers of any age have a
veritabie playgeound to choose from for days of
family fun
One of Australia's best 2008, the National
Zoo & Aquarium, Is just & 10-minute drive
from Canberra's city eentre and Is a fantastic
Intraduction 1 some of the country's famed

yous own siear, or ke s custorn
et wal o b e

With mare than 200 nter
Loaty s sometbing o mmrest

Scierce st Technelosy Cartrs s sscmating &

s et i i

Behapey. b

[R———

s sy, Praparefo yous Aueie
vt by checking th sest Coid

THERE'S NOTHING
K

creatures, such as dingoes, Tasmanian devils,
smus and mare. But what makes a trip here
even mors special are the pra-bosked Close
Encounter tours, for an even more personal
wildife sxparience. Hand-faed s tiger, mest
the maerkats o, for the budding zoalogiet,
YOU Can even become & zookeeper for the day.
Aduentureland, 100, With its 55-5lus kid-frisndly
activities, will kesp the young ones ntertained
for hawrs,

Along with wandsring the network of trails st
the impressive National Arboretum Canbers,
& 250-hectars site encompassing 84 forests
of rare ndangered and symbolic Australian
and global trees. thare is more scramling and
climbing ta be done at the nature-themed POD

‘slayground_ $tart your visit, though, st the
‘award-winning Vilage Gentre, whers you can

it down in an arehitecturslly designed space

10 enjoy a treat and & cuppa with breath-taking
Views across the grounds.

Canbarra dossn't lack in ‘sdutainment’
moments for curious young minds; dinosaur
fans will ga wild for the prehistoric wonders
of the The Natonal Dinaszur Mussum, which
ouses life-tike dinasaur models. full skeletons
and robotic dinosaurs. And young science butfs
wil Gelight i1 1he experments, semingrs and
hands-on exhibits of Questacon: The National
Science and Technology Cenire, where you can
iry such things as controlling & humanaid robot
or free fall on a six-metra side.

For something a little more quaint, & mini
wonderland swsits at Cockington Graen
Gardens, with lays of meticulously
handcrafted miniature bulldings from around
the world, Take in the scenic surrounds of the
Intemationa| Display and pien: grounds, aboard
e popuer Miniature Steam Train Ride.

From miniature to epic, the Mount Ainsiie
Lockaut sliows you 1o spot many of Gandera's
national attractions from up high, with
plcturesque mountains framing the views, and
native birds and wildlife for company teo.

Mot high encugh for you? The adventurcus

tamily might want to rlse early and get a proper
birdseye view of the loveliness below on &
suntise hot air balioan rids with Baliaon Aloft

Canberra. Ganbierra in the soft marning Sght ia
hard 10 beat

Thers's much fun for the family tos at ths other
end af the day.

‘Sundown s aisa & special time to set 0ut onto
the Large and lavely Lake Buriey Grifiin on board
a GoBoat. Seff-cantain your vessel and pack a
picnic o enjay n the boat's spacious centra
tabie whils Watching the sun set on the day.

1t it's more night action you're after, keep an
#ye on the Mount Stromlo Observatory website
and all going well you can time your stay to
eoincie with one of thelr spacial free public
Stargazing svents, whare you can hear from
knowladgeanis astronomers, and gaze thiough
telescopes that 1ake you & litie bt cioser 10 he
universe beyond. Al enriching experiences ta
chesish in the family memory annals.

To find out more:
tpsciwww.tourism sustralia.comien

>
THERE'S NOTHING i
LIKE AUSTRALIA

Fveryrhing you can imagine is real | Thing indigenous, think native

ia #eanhorra #art #gallery ingredients or think Australian

produce | Ok some backgroun.

)
[

Multiculrural Melbourne. .. Beauriful

Melhourne!
#mustvisitwheninmelbourne

#travelgram #trave...

(=

Tirm Ho Wan famed and known as

the cheapest michelin starred

restaurant has an outpost in M...

&
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CORPORATE
WEBSITE

INSIGHTS

TOURISM.AUSTRALIA.COM TOURISM.AUSTRALIA.COM/

STATS

WORKING WITH TA

RESEARCH & RiTW a1k PR, FAMILS & NEWSLETTERS  WORKING
SOCIAL MEDIA WITH TA GUIDE
& nmnsimu
AUSTRAI.IA 'll]{l‘llllliv‘SﬁM‘AUSTRAlIA
MARKETPLACE
TOURISM.AUSTRALIA.COM/ TOURISM.AUSTRALIA.COM/ TOURISM.AUSTRALIA.COM/ TOURISM.AUSTRALIA.COM/
EVENTS WORKINGWITHMEDIA SUBSCRIBE WORKINGWITHTA
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https://youtu.be/wN1HvT1GQuk




