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OUR VISION
TO MAKE AUSTRALIA 

THE MOST DESIRABLE AND 
MEMORABLE DESTINATION 

ON EARTH ALIGNED TO 

OUR CORE VALUES:
POSITIVE, GENUINE, 

INNOVATIVE, COMMERCIAL 
& UNITED 



FROM
$70 BILLION

NOW
$100 BILLION

TO MORE THAN
$115 BILLION

2009 2016 2020

SEEING THE RESULTS

INTERNATIONAL 
VISITOR SPEND UP

5% TO 

$39.8 BN

INTERNATIONAL
VISITORS UP

9.1% TO 

8.4 M
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EXPENDITURE BY VISITORS 
YEAR END March 2017

Source: International Visitor Survey, Tourism Research Australia 

INTERNATIONAL VISITORS TO AUSTRALIA
YEAR END March 2017

Source: Australian Bureau of Statistics

VISITORS up

9.1% to 

8.4m

+3%
+12%

+1%+14% 

+7% +18% +11%
+17% +15% +1% +7% +18% +11% +2% +6%

+1% ‐9%
+3%

+18% +10% +18%+0% +9% ‐1% +1% ‐15% +10% ‐1%‐2%

+9%



NOT JUST 
LEISURE BUT ALSO 

BUSINESS EVENTS
(16% of visitors)

28% OF SPEND IS 
INTERNATIONAL

$3.9B
SECTOR 

WORTH ALMOST 

$14B



OUR MARKETING FOCUS…



OUR CALL 
TO ACTION 

AUStralia.coM & 
aUStralia.CN

AQUATIC & 
COASTAL

$75m 
in campaign 
expenditure

Media Buys
PR and IMHP

Broadcast and TV
Partnership campaigns

Events 
Virtual Reality 

KEY ACTIVITY 

TO HELP DRIVE 
A BOOST IN TOTAL 

LEISURE SPEND
GROWTH 

CAMPAIGN OBJECTIVES:
IMPROVE 

AUSTRALIA’S CURRENT 
ASSOCIATION WITH 

AQUATIC & COASTAL 
EXPERIENCES



OUR GLOBAL 
CAMPAIGN 

AMBASSADOR 
CHRIS HEMSWORTH

OUR GLOBAL 
CAMPAIGN 

AMBASSADOR 
CHRIS HEMSWORTH





Chris Hemsworth 
is mad about Melbourne



$1 BN +
BY MARCH 2017 YE

TO DATE

RESTAURANT AUSTRALIA

$518 m
BY DEC 2015 YE

GOAL

TO DATE
Increased association 

ranking from 
#10 (2012) to 

#6 (2015)

GOAL
Improved perception of 
Australia as a quality 
food and wine holiday 

destination by those who 
have not visited



Tourism Australia’s sponsorship of The World’s 50 Best Restaurants 2017
provided an opportunity to bring the world’s most 

influential food and wine people to Australia to inspire, inform and 
earn their advocacy of  Australia’s food and wine scene.

Food and wine strategy

Phase 1 
2013

Launch 
Restaurant 
Australia

Industry
Rally Cry

Phase 2
2014

Promote Restaurant 
Australia in key 
international 

markets

Invite The World 
To Dinner 

Phase 3 
2015/2016

Noma Australia 
Residency

Announcement of 
The World’s 50 

Best Restaurants 
in Australia

Phase 4 
2017

The World’s 50 
Best Restaurants 

hosted in Australia
(Melbourne, 

Victoria)





The World's 50 Best Restaurants list provides an annual ranking of the most 
exciting and talked about restaurants across the world. Carefully judged by
an anonymous panel of over 1000 experts, the list brings together the 
world’s best chefs and restaurateurs who share a passion for truly 
memorable and unique dining experiences.

Over 950 of the world’s best influencers gathered at the Royal Exhibition 
Building on 5 April 2017 as part of a weeklong event program which coincided 
with one of Australia’s top foodie events, Melbourne Food and Wine Festival.

The World’s 50 best restaurants awards 



11 core events in one week

1-3 April 2017

#50BestTalks 

Melbourne Food 
and Wine 

Masterclasses

4 April 2017

The Chefs’ Feast

Media Welcome

5 April 2017
Press Conference

Academy Chair Lunch

Pre‐Cocktail drinks

Awards Activation

Post ceremony drinks 

6 April 2017 

The Great Aussie 
Brunch: All Star 

Yum Cha

6-8 April 2017

Academy Escape

INFLUENCER AND MEDIA FAMIL PROGRAM
Bespoke famil program showcasing food and wine experiences across Australia



WHO WE HOSTED

105 
chefs & 

restaurant 
reps

16 
Australian 

Chef 
Advocates

26 
Academy 
Chairs

19 Food 
and wine 
advisory 

panel

75 
individual 
media & 

influencers

6 
50 Best 
Staff



2017 EVENT stats

11 MAIN EVENTS 150
47 WORLD’S 50 BEST 2017 

CHEFS ATTENDED

INTERNATIONAL MEDIA 
ATTENDED 

29 AUSTRALIAN CHEFS 
COOKED AT EVENTS

247
CHEFS AND INFLUENCERS 
HOSTED BY TOURISM 

AUSTRALIA AND
EVENT PARTNERS

13 KEY PARTNERSHIPS / 
STAKEHOLDERS

950 GUESTS ATTENDED 
THE AWARDS 
CEREMONY

4,000+ MEDIA ARTICLES GENERATED 
FROM THE PR PROGRAM





World’S 50 Best SOCIAL



Results SO FAR

4K
ARTICLES

$42M
EAV 3.9B

REACH

From 1 June 2016 – 10 May 2017

Facebook: 
3m reach 
39k engagement

Instagram features:
3.3m reach
144k engagement

Instagram stories
6.8m views

1‐6 April Results



“We had 7 times as many bookings in 
the week immediately after the 
awards, ten times the usual website 
visitation and Weekends are now 
fully booked 6 months ahead…”
Dan Hunter, Brae

50% spike in restaurant bookings 
across Melbourne. 
Stevan Premuitco, Dimmi Online Restaurant 
Reservations

INDUSTRY IMPACT  



WORKING HOLIDAY MAKER 
CAMPAIGN 2016-17

WORKING HOLIDAY MAKER 
CAMPAIGN 2016-17

Partner 
& visa leads

79K+

Unique 
visitors

290,000

oct 2016 TO 
FEB 2017

PHASE 1:
11 countries 

YOUTH 
CAMPAIGN

OCT 2017

WHAT’S NEXT?
Avg Lead 

rate

17%

PHASE 2:
3 countries 

MAY & June 
2017



CAMPAIGN CREATIVE

WHERE EVERY DAY IS FAR FROM EVERYDAY



China-Australia Year of Tourism 2017

• The China-Australia Year of Tourism 2017

 celebrates the relationship between Australia and China 
 recognises the importance of the China tourism market
 will focus Chinese Government and media on Australia

• The Year of Tourism events include opening and closing ceremonies, trade 
delegations and industry events, cultural and sporting events

• Australia will share this honour with Switzerland, ASEAN Countries, 
Denmark and Kazakhstan

• In 2016, China had Year of Tourism with India and the USA

• Integrated program of events in China and Australia.

China Australia Year of Tourism was announced on 6 April 2016 



- First AFL Premiership season match in china

- Port Adelaide V Gold Coast, 14 May, shanghai

CHINA – AFL ACTIVITY



VISIT tourism.Australia.com

WORKING WITH TOURISM AUSTRALIA

KEY RESOURCES
FOR INDUSTRY



Market &
consumer 

profiles

tourism.Australia.com/MARKETS
AND MORE….





SOCIAL NETWORKS also key to Sharing our stories



Subscribe to Essentials: 
tourism.australia.com/
subscribe

Follow us on Twitter:
@TourismAus
@australia

Visit our corporate site:
tourism.australia.com

THANK YOU


