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How Tourism Australia uses research



A research led approach

Tourism Australia uses
research to create, support
and evolve strategic
marketing direction

|dentify opportunities to make the
country’s tourism offering more
attractive to overseas visitors.

Monitor our competitor destinations Identify trigger points to convert

awareness to visitation.

"

The customer is at the heart
of everything we do and
every decision we make

Fill gaps in industry knowledge

Profile and segment target customers
to help better market to them and

Assess and track desired Australia LIRS T S

brand attributes and associations



Getting to know our customers

Research project set up in 2012 to look into”
how global consumers view Australia and “

CONSUMER

what most motivates them to visit.

DEMAND
Since 2012 we have spoken to over 60,000 PROJECT

travellers

The research is conducted in 11 markets across the globe
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Key questions:

» Drivers of destination choice

* Assessment of Australia’s
competitive performance

» Purchase funnel (aspiration,
awareness, intention)

» Travel style

» Sources used throughout path to
purchase
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Collaboration in 2016/2017
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20 Australian vs 20 International
experiences product test
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CDP factsheets for 11 markets available online
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ourism.australia.com,

Media & Industry

Holiday in Australia | Plan a busine:

Searching for holiday information? Visit Australia.com

>
TOURISM AUSTRAUA?‘ CORPORATE WEBSITE
Hep  ContactUs | Subseribe to news

PROGRAMS ~ RESEARCH

NEWS & MEDIA + EVENTS « INDUSTRY ADVICE ~ MARKETS + CAMPAIGNS ~

Tourism Statistics ~ Reports

Meda &1 y > Res Ly
Visitr Artvals Market profes
Consumer Research
Internatonsl Vistor Consumes Resescch o -
In November 2012, Tourism Australia released the first tranche of a major intemational tourt -
how global consumers view Australia, and what n motivates them to visit our country. Fir ISR Vi
release: New research to help Australian tourism reach ts potentia Business Events ;
Aviation e

y tourism v

umer insights for Australia‘

ed periodically with new co

The research is up
International Market Update

1. America

6. Japan
7. M

aysia

8. New Zealand
9. Singapore
10. South Korea
1. UK

An aggregate CDP fact sheet can be viewed here.

eas of Interest that consumers travel to experience:

Across all markets the research also gives Insights on four key a

way to showcase the opportunity for Austraian tourism through identifying

The opportunity matrx is a comprehensiv
the key thematic appeals and experience categories. Among Tourism Australia’s international consumers, Australia
forms strongest with respect to natural beauty, aquatic and coastal and wikllife experiences. Aquatic and coastal

onger level of appeal and association with Australia (higher and to the right), while natural
beauty experlences are considered most important (larger bubble). Food and wine experiences are aiso important
among this market, but generate lower levels of association with Australia.

UNDERSTANDING THE US MARKET

from T Australia's (TA)

study " Project’ (COP).

The COP was set up in 2012 to look into how global consumers view Australia
‘and what most motivates them to visi

Insights from the CDP have been used extensively to inform and support

development of TA's strategic direction, campaign development as well as to
build the value of

Australian tourism. The research is used o help shape the future marketing

of Australia the country's

more attractive to overseas visitors.

Most important factors when selecting a holiday destination
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Resd jood food and wine"
factors when choosing a haliday destination.
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MARKET QVERVIEW

102015, China was Australs’s second

MARKET OVERVIEW
12015, the Urited States of America

third largest market for tota visitor
spend and the ffth for vsitor ights

1,024,000

(422 per cent)
610000
opercen ’i‘
Holiday™ Viing fleate

Snsumer Demand Project’ (COP).
flobal consumers view Australia

T Wourism Australia's (TA) 53% 19%

Hotday

1%  25% T tointorm and support
lign development as well as to
Riitis to b the vaueof
Blshape the future marketing 9% 14%

r Bihe country's tourism offering

Business® Others

22% 13% ga holiday destination 2 ¢83bn
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Three of Victoria's key markets

- China 530k 40%AN

N L .
ﬁ United Kingdom 232k 179%™

USA 190k  22%M

2.5m

International
visitors to
Victoria

>
1
TOURISM AUSTRALIA
/j

Tourism Research Australia, International Visitors Survey, March 2016



Why do people travel?

Drivers of destination choice

Safe and secure

World class nature
Good food and wine
Interesting attractions
Aquatic and Coastal
Value for money

Rich history and heritage
Romantic destination
Family friendly

Events and festivals
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Safe and secure _ 52%

Interesting attractions
Good food and wine
Value for money

Rich history and heritage
Aquatic and coastal
Friendly citizens

World class nature
Quality accommodation

Spectacular scenery

Interesting attractions
Good food and wine
Value for money

Rich history and heritage
Friendly citizens

World class nature
Aquatic and coastal
Family friendly

Quality accommodation
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The opportunity matrix

Using our research to support strategic marketing direction

70 High Association and
Low Experience Appeal

Average association of category with Australia

— % of OOR travellers

65
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15

Low Association and
Low Experience Appeal

20

22

24

Experience Appeal Average

26 28 30 32 34 36

High Association and
High Experience Appeal

. Aquatic and Coastal

Food and Wine

@ oy

Association

_____________ Average Sport and Adventure

. History and Culture
‘ Natural Beauty
Wildlife

Low Association and
High Experience Appeal

38 40

Experience appeal (category aggregate) — % OOR travellers who find experience appealing

Size of bubble = Importance { O
for destination choice



NATURE FOOD AND WINE AQUATIC AND COASTAL



A closer look at nature

Remarkable scenery to soak up and enjoy

Engaging with nature first hand (e.g. hiking,
diving, adventure)

Remarkable natural environments

World Heritage status areas

Visiting historical, cultural or religious sites
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How does Australia rate for world class nature?

Australia

France

Hawaii

Italy

USA (excl. Hawaii)
Greece

Canada

UK

Switzerland

New Zealand

New Zealand
Australia

Canada

Hawaii

USA (excl. Hawaii)
Caribbean

Brazil
Indonesia/ Bali
Thailand

South Africa

61%

Australia
Italy
Switzerland
New Zealand
Greece
France
Germany
Spain

UK

Brazil




A closer look at food and wine

Fresh local produce _ 28%
Heritage of food and wine culture - 16%
National style of cooking - 16%

Award winning restaurants - 7%



The importance of food and wine
events within Australia’s offer

Food and Wine festivals 47%

Natural and wildlife events 46%

Local/ regional events 45%

42%

Family events

Cultural celebrations 37%

Music festivals 37%

Arts and entertainment 34%

Sporting events 25%

Religious events 22%

when travelling
internationally look to
time their trip and
places visited with an

event or festival of
interest...




How does Australia rate for good food and wine?

e SILZ
| | NS
France |GG c5% USA (excl. Hawaii) |GGG 21% Italy
italy | 26% Australia 34% France |GG o7
Thailand [N 34% Thailand | 33% Spain
Australia 33% Mexico | 30% Germany
Hawaii || 32% Caribbean | 29% Greece
USA (excl. Hawaii) | 27% India | 28% Japan
Brazil [ 27% New Zealand [ 27% Australia 33%
Germany [ 26% China (excl. HK) [N 26% Brazil [N 31%
Uk I 24% Canada [ 25% Argentina | 29%

Spain - 24% Hong Kong - 25% UK - 25%



How does Australia rate for good food and wine?

Non-visitors vs. visitors to Australia

Not Visited Visited Not Visited Visited Not Visited Visited

rence [ fonce R oo B auseia I 5o oy R Fronce
italy [ 45% Australia 60% Thailand [ 31% USA (excl... [l 46% France Italy

Thailand - 34% Italy - 52% Mexico - 31% Thailand Spain Spain
Hawaii - 32% USA (excl.... - 38% Australia 29% New Zealand Germany Australia
Australia 27% New Zealand - 38% Caribbean - 29% Hong Kong Greece Gefmany
Brazil . 26% Thailand - 35% China Canada Japan Argentina
Germany . 26% Hawaii . 31% India Mexico . 29% Brazil Japan
UK . 25% Brazil . 28% Japan India . 29% Australia Greece - 42%
USA (excl.... . 25% Spain . 27% Canada Caribbean . 28% Argentina Brazil - 37%
Spain . 23% Singapore . 25% Hong Kong Singapore . 26% UK . 24% Hong Kong - 34%



A closer look at aquatic and coastal

Tropical islands

Remote coastal, beach and aquatic locations

Beaches right near cities

Marine wildlife

21%

28%

20%

17%

12%

24%

21%

36%



How does Australia rate for aquatic and
coastal experiences?

Australia

Hawaii

New Zealand
USA (excl. Hawaii)
France
Indonesia/ Bali
Italy

Caribbean

UK

Fiji

*
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Australia

Hawaii

Caribbean
Mauritius

New Zealand
USA (excl. Hawaii)
Thailand

Mexico
Indonesia/ Bali
Fiji
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Australia

Italy

Fiji

New Zealand
Brazil

France

Greece

Central America
Spain

South Africa

53%
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Satistying today’s traveller




China

The purchase funnel

Visitation (000s)
(Tourism Economics)

Aspiration Intention
to visit Australia (4yrs) to visit Australia (2yrs)

Australia Australia Thailand

France France France

Hawaii Hawai USA

USA (excl. Hawaii) USA (excl. Hawaii) Singapore
Germany New Zealand Malaysia

Italy Germany Vietnam

New Zealand Italy Germany

UK Canada Indonesia

Canada Thailand Russia
Switzerland UK . 12% Australia




United Kingdom ==

The purchase funnel

Aspiration
to visit Australia (4yrs)

USA (excl. Hawaii)
Australia

Canada
Caribbean

New Zealand
Mexico

Hawaii

Japan

Thailand

South Africa

B 330 USA (excl. Hawaii)

20% Australia
- 18% Caribbean
- 16% Canada
- 14% New Zealand
B 0% Thailand
. 10% South Africa
. 9% Mexico
. 9% Japan

. 7% Singapore

Intention
to visit Australia (2yrs)

I 7%

8%

Visitation (000s)
(Tourism Economics)

Thailand . 909
india [ 825
Canada . 676
Australia 652
China [ 498
Hong Kong l 494
Singapore I 484
Malaysia ] 446
Mexico I 385



USA

The purchase funnel

Aspiration

to visit Australia (4yrs)

Italy

UK
France
Australia
Germany
Spain
Greece
Brazil
Japan

Switzerland

I :0%
I -7

Intention

to visit Australia (2yrs)

Italy

France

UK

Germany

Spain

Australia
Greece

Central America
Brazil

Japan

Visitation (000s)
(Tourism Economics)

France [N 3617
italy ([N 308

UK
Germany
China
Spain
India
Ireland

Costa Rica
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Australia



The conversion challenge
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#2 -20%
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I 840 #5 I 642

Top obstacles to planning an Australian holiday (%)

Aspiration (4 yrs)

Intention (2 yrs)

Visitation (000's) #10

Not enough time/ annual leave 59 Expensive airfares Expensive airfares

High cost of living expenses Not enough time/ annual leave High cost of travelling around

Expensive airfares Flight is too long Flight is too long

High cost of living expenses

High cost of travelling around :
9 9 (food, accommodation, etc.)

Difficult to obtain visas

Flight is too long High cost of living expenses Not enough time/ annual leave




: : : *
The conversion challenge in more detall p :

Australia's performance:

= While the desire for self-drive holidays is high among
this market, there is a perception of difficulty in
achieving this due to the distance between Australia’s
major attractions. Furthermore, while multiple trigger
points appeal to this market, this makes fitting Australia

J U
into a two week holiday period difficult.
= Chinese consumers build upon their experience in
order to prepare themselves for an Australian holiday. E—)

Europe. QD

To help with conversion:

» Create and communicate ‘accessible’ self-drive options that can fit
into a two week holiday period.

» Change the perception that Australia should be completed in a
single trip; break Australia down into bite sized portions for time
pOOr consumers.

Their long-haul priorities are with the USA and
O * Increase 'seasonality’ awareness.
» Their travel period does not coincide with their
perceived seasonality. The lack of knowledge relating ® o : S :
to climate. ) = Simplify the visa application process for Chinese travellers

= The ease of obtaining a visa is perceived as a
significant hurdle. More arduous than visa for USA
and Europe.



The conversion challenge in

Australia’s performance:

Australia is perceived as a ‘once in a lifetime’ destination,
which can be put off if it does not meet set criteria at
any decision point.

The perceived time for an Australian holiday does not
align with normal leave entitlements. The time required
to see desired activities, actual flight time and flight as a
percentage of total travel time. 2-3 weeks is the ideal
timeframe for an Australian holiday.

Australia’s position on the bucket list of American
consumers is not influenced by prior trips taken.
However, the decision to travel to Australia lacks
urgency; American consumers are awaiting a future
'deal’ trigger to arise.

Airfares and flight time greatly drive perceptions of
cost. American consumers value inclusive, competitive
packages and quality consumer service, which are
perceived to be limited with respect to Australia.

E—

more detall

To help with conversion:

Break down the trip of a lifetime into more manageable and
achievable sets of experiences (i.e. Australia holiday can fit
into 2 weeks).

Highlight more genuine experiences that draw on a richer
palette of authentic Australian life (e.g. unique/more
experiences create value).

Create and communicate more inclusive packages and
pricing. Identify the right channels for tactical campaigns.

Opportunity to target high yielding luxury consumers.



Changing travel behaviour

The emergence of the FIT traveller

Leisure trips to Aus from
China — (000’s)

450
Tour groups FIT

Did not arrive into Aus

400 with a Group Tour (FIT)

300 Arrived into Aus

with a Group Tour
® Tour group = FIT

250

200

150

100

® Tour group = FIT ® Tour group = FIT 50
0
2014 2015 2016 © ~ ©® ® O v N M ¥ O ©
-] Lo} o ] — — — -— L — —
T & ©® ® ® ® ® ® & & @
= =2 =2 =2 =2 =2 =2 =2 =2 o= o=
Tourism Research Australia, International Visitors Survey




The FIT traveller

The Chinese FIT traveller:

« Demographically there isn't a huge different, though full FIT travellers tend to be slightly younger and less likely to have a
family

« FIT travellers and tour groups are driven by the same motivations for travel, including world class beauty and good food
and wine. However, FIT travellers slightly over index on safety and security and allocate greater value to natural
environments which are easily accessible.

» FIT travellers are more well-travelled when compared to tour groups, with one-quarter of them having visited over 6
destinations.

*  When choosing a destination, planning and booking, general internet searching is used most. They also use social media
to seek more authentic, peer-reviewed experiences.

« Booking directly with airline and accommodation partners is clearly preferred by FIT travellers

« High internet usage while on holiday to access maps, social media and email

» FIT travellers tend to spend more nights when travelling to out-of-region destinations, particularly when travelling to
Australia.



Australian self-drive travel preferences

Preferred mode of transport Preferred type of experiences

Preferred trip length

J U A two week trip s the Self drive with a hire Overall, the preferred types
) e, R S
< majority of markets. preferred mode of transport with Australia’s core
ﬁ for the majority of markets offerings of aquatic and
when travelling in Australia. coastal, wildlife and natural
- beauty.
J U ITnth;r?etsriz\,/(j!Egnf;%rg Still some from Indonesia, v
w Malaysia prefer a 1 week @ Japan and Malay§|a still :
q trip to Australia. prefer to travel with a tour Those travelling from Japan
group. also rank food and wine as
one of their preferred types
J U of experiences.

C

UK and Germany prefer to
have 3 weeks to travel in
Australia.



Three key take-outs from today

How Tourism
Australia uses
research

Understanding
today’s traveller

Satisfying today's
traveller

It's all about the customer! Know your customer and always
have the customer at the heart of every decision.

Play to our strengths — people travel for food & wine, nature
and aquatic & coastal experiences which Australia has in
abundance.

Adapt to meet their travel needs — work together as the
Australian travel industry to give customers the information
they need to build self-drive itineraries that meet their
holiday preferences.
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Thank you
TOURISM
AUSTRALIA

Hayley Harris
hharris@tourism.australia.com



