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OUR VISION

10 MAKE AUSTRALIA
THE MOST DESIRABLE AND
MEMORABLE DESTINATION

ONEARTH ALIGNED TO

OUR CORE VALUES

POSITIVE, GENUINE,
INNOVATIVE, COMMERCIAL
& UNITED
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INTERNATIONAL VISITORS TO AUSTRALIA
YEAR END MARCH 2017
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EXPENDITURE BY VISITORS
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OUR MARKETING FOCUS...
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OUR GLOBAL
CAMPAIGN
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RESTAURANT AUSTRALIA
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FOOD AND WINE STRATEGY

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.
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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 unigue dining experiences. 2

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.
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INFLUENCER AND MEDIA FAMIL PROGRAM

Bespoke famil program showcasing food and wine experiences across Australia
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2017 EVENT STATS

MAIN EVENTS INTERNATIONAL MEDIA
ATTENDED
WORLD’S 50 BEST 2017
CHEFS ATTENDED AUSTRALIAN CHEFS

COOKED AT EVENTS

CHEFS AND INFLUENCERS
GUESTS ATTENDED HOSTED BY TOURISM
THE AWARDS AUSTRALIA AND

CEREMONY EVENT PARTNERS
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WORLD'S 50 BEST SOCIAL




RESULTS S0 FAR

4 K 1-6 April Results

ARTICLES Facebook:
3m reach

$ 4EA2V M 3 9 B 39k engagement

Instagram features:
3.3m reach
144k engagement

From 1 June 2016 — 10 May 2017

Instagram stories
6.8m views



INDUSTRY IMPACT

50% spike in restaurant bookings

across Melbourne.

Stevan Premuitco, Dimmi Online Restaurant
Reservations

“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
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CAMPAIGN CREATIVE

WHERE EVERY DAY IS FAR FROM EVERYDAY



CHINA-AUSTRALIA YEAR OF TOURISM 2017

China Australia Year of Tourism was announced on 6 April 2016

 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 CHINA—A[ISTRALIAZU‘I 7
YEAR OF TOURISM
e In 2016, China had Year of Tourism with India and the USA —

* Integrated program of events in China and Australia.



CHINA - AFL ACTIVITY

~FIRST AFL PREMIERSHIP SEASQIEMATCH IN CHINA
- PORT ADELAIDE V GOLD COSSRRERMAY, SHANGHA _n
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WORKING WITH TOURISM AUSTRALIA

* KEY RESOURCES
FOR INDUSTRY

=

VISIT TOURISMAUSTRALIACOM
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SOCIAL NETWORK'S ALSO KEY TO SHARING OUR STORIES



THANK YOU

SUBSCRIBE TO ESSENTIALS:
TOURISMAUSTRALIACOM/
SUBSCRIBE

FOLLOW US ON TWITTER:
@TOURISMAUS
@AUSTRALIA

VISIT OUR CORPORATE SITE:
TOURISMAUSTRALIACOM

TOURISM AUSTRALIA%




