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This plan provides an overview of Tourism Australia’s strategic 
direction for 2016-17 to 2019-20. It has been prepared in 
accordance with the PGPA Act. 
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Managing director’s Message

2015 was a strong year for Australian tourism. Off the back of 
7.4 million international arrivals, we saw visitor expenditure 
rise 18 per cent to a record $36.6 billion. 

With this record growth in international visitor spending 
alongside strong domestic growth, the tourism industry is now 
on track to achieve our Tourism 2020 target of more than $115 
billion in overnight expenditure. At the end of 2015, we are 
sitting at $94.5 billion, up $9.0 billion or 10.5 per cent over the 
previous year. 

Tourism is undoubtedly a significant industry for Australia. 
The industry directly employs around half a million Australians 
and is Australia’s number one services export.  It helps fund 
critical infrastructure like airports, roads and hotels, and plays 
an important role in the economic development of regional 
Australia.

In the current fiscal environment, however, it is critical we 
ensure that every dollar of funding we receive – whether 
through our appropriation or through leveraging our many 
successful commercial partnerships – is used effectively, with 
Tourism 2020 in mind.

In this Corporate Plan you’ll see Tourism Australia’s continuing 
commitment to the Tourism 2020 goals, delivered through 
an evolution of the work we undertake in our target markets 
and our marketing approach for the years ahead.  We have 
also looked at the operating environment and the strategic 
context within which Tourism Australia operates and taken 
a longer term view, developing a framework which reflects 
the respective maturity of our key markets and Australia’s 
competitive position. 

This framework determines the appropriate demand-building 
activity for each market. Each of these markets is at a different 
stage of maturity, in terms of size, relative competitive 
position and future potential. Tourism Australia’s direction to 
2020 does not foresee significant changes in the mix of our 
market portfolio, but there will be some changes in the type of 
activities we plan to deploy in each market. 

For emerging markets you’ll see greater focus on building 
access and establishing trade distribution, whilst for more 
developed markets the emphasis will be on consumer 
marketing, partnership-led conversion and a continued 
distribution focus.

At the heart of Tourism Australia’s efforts to build tourism 
demand for our country is of course marketing. There’s nothing 
like Australia has served us well and will remain our global 
campaign umbrella. Key to the success of this campaign has 
been the flexibility it has allowed us to add compelling new 
chapters to our story, most recently focusing on food and wine 
and aquatic and coastal offerings. 

Our marketing framework will continue to be led by these 
initiatives, supported by a range of other activities to highlight 
Australia’s Indigenous tourism and premium tourism 
experiences. This framework will be continued and extended 
over the next four years, providing more surety in planning not 
only for Tourism Australia but for industry and partners.  

This story will be told in different ways with the expanded use 
of our already successful social media platforms as well as new 
technologies, such as virtual reality and 360 degree imaging. 

Tourism Australia will continue to target the business events 
sector, focusing on opportunities within the association and 
incentive segments in specific markets. 

Partnerships will continue to be key to Tourism Australia, 
with contributions from commercial businesses bolstering 
marketing efforts and extending the reach of campaigns 
through bought media and partners’ own media channels. 

‘One voice’ initiatives with state and territory tourism 
organisations are critical to the industry achieving our collective 
Tourism 2020 goals.  Partnerships with states and territories 
ensure greater alignment in our global marketing efforts.  
These partnerships have also supported the development of 
the new Aussie Specialist Program, helping build the capacity 
of the travel industry to confidently sell Australia.

In the coming years, we will add to the list of ‘one voice’ 
initiatives by providing an opportunity to collaborate on 
Tourism Australia’s international consumer research, leveraging 
existing investment and helping inform potential opportunities 
to build the value of Australian tourism.

The outlook is bright for Australian tourism.  However, there 
is always a need to focus on ensuring we do not become 
complacent and that we work together to capitalise on the 
opportunities which tourism presents to the Australian economy.

On behalf of my executive and staff, thank you for your 
continued support of our activities. 

John	O’Sullivan	
Managing Director

OUR MISSION

To market Australia to be the most desirable and 
memorable destination on earth.
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2. about us

OUR AUSTRALIAN GOVERNMENT OUTCOME AND PURPOSE
Each year, Australian Government agencies are required to identify their key 
outcomes. Outcomes are the desired results, impacts or consequences that the 
agency is aiming to achieve for the Australian community as influenced by the actions 
of the Australian Government. 

Tourism Australia has one Government outcome: ‘To grow demand and foster 
a competitive and sustainable Australian tourism industry through partnership 
marketing to targeted global consumers in key markets’. 

Australian Government programs are the primary vehicles for Government agencies 
to achieve their intended outcomes. Tourism Australia has two program components: 
1. ‘Grow demand’ and 2. ‘Industry development’.

OUR GOAL
Tourism Australia shares its goal with the Australian tourism industry and federal, 
state and territory governments in an effort to maximise tourism’s contribution to the 
Australian economy and its people. The goal is to achieve more than $115 billion in 
annual overnight tourism expenditure by 2020 (up from $70 billion in 2009).

OUR VALUES
United | we are one team 
Positive | we are optimistic 
Genuine | we are authentic 
Commercial | we deliver results 
Innovative | we are creative thinkers

OUR LEGISLATIVE DELIVERABLES
Under the Tourism Australia Act 2004, Tourism Australian’s main functions are to:

•   Increase potential travellers’ awareness of Australia as a destination. 

•   Increase potential domestic travellers’ awareness of Australia as a place to travel.

•   Increase both international and domestic potential travellers’ knowledge of 
 Australia.

•   Increase both international and domestic potential travellers’ desire to travel to   
 and throughout Australia.

•   Conduct research into, and analysis of, international and domestic travel.

•   Communicate effectively with the Australian tourism industry on matters that   
 may affect it.

•   Increase awareness about the contribution of tourism to Australia’s economy,   
 society and environment throughout Australia.

•   Report on trends in international and domestic travel.

While the Tourism Australia Act (2004) outlines domestic functions, Tourism Australia 
is not currently engaged in domestic tourism marketing activity. This change in 
Tourism Australia’s remit came into effect in 2013, and is outlined in the Minister’s 
Statement of Expectations for Tourism Australia.

Tourism Australia is an 
Australian Government 
statutory authority formed 
under the Tourism Australia 
Act 2004. It is governed by 
a Board of Directors that is 
appointed by the minister 
responsible for tourism 
under the Tourism Australia 
Act 2004 and the Public 
Governance Performance 
and Accountability Act 2013 
(PGPA Act).
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3. TOURISM 2020 ‘Seeing the results’
Tourism 2020 is a whole-of-government and industry long-term strategy to build 
the resilience and competitiveness of Australia’s tourism industry and increase its 
economic contribution to Australia’s economy. It focuses on improving the industry’s 
performance and competitiveness by pursuing the best opportunities for growth and 
addressing key supply-side factors. We are now well advanced into the ‘Seeing the 
results’ phase of the strategy. 

The National Long-Term Tourism Strategy (NLTTS) was launched in late 2009, followed 
by the introduction of the 2020 Tourism Industry Potential which sought to identify 
the growth potential of the industry out to the end of the decade.  When the Tourism 
2020 goal was introduced it was presented as a range between $115 to $140 billion 
in overnight visitor expenditure, reflecting different growth scenarios.

As part of Tourism 2020, supply-side targets for aviation capacity and accommodation 
investment were also set to ensure the industry could deliver the required tourism 
infrastructure to meet the needs of its target consumers. 

 
PERFORMANCE AGAINST TOURISM 2020
Following very strong performance in 2015, the industry is now on track to achieve 
the Tourism 2020 goal of more than $115 billion in overnight expenditure by 2020. 
At 31 December 2015, overnight visitor expenditure reached $94.5 billion, up 
10.5 per cent over the previous year.

A competitive aviation environment underpins achievement of our Tourism 2020 
goals. Growth in international aviation capacity of between 40-50 per cent was 
targeted when the strategy was originally launched. Over the past six years there 
has been solid growth, with an additional 5.8 million seats added as at year ending 
December 2015. This represents 68 per cent of the total seats targeted when these 
aviation goals were set in 2009. 

Increased investment in quality accommodation was also recognised as a significant 
enabler to achieving Tourism 2020. Australia has made solid progress in this area, 
particularly during the past three years and is on track to achieve the Tourism 
2020 target of adding between 6,000 and 20,000 new rooms. In addition, Australia 
is now experiencing strong international interest in tourism assets and the 
development pipeline is at a decade high, including more than 34,000 new short-term 
accommodation rooms across mixed-use and hotel only developments.  
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SHIFTS IN THE GLOBAL MARKETPLACE IMPACTING AUSTRALIAN TOURISM

Global	
economy

• Increasing competitiveness of global tourism as countries identify tourism as a source of economic growth

• Increasing middle class in Asia, and compressed maturation cycle in new Asian markets

Media	
landscape

• Globalisation of media agencies as agency networks consolidate

• Increasing use of performance advertising to target consumers

• Increasingly costly mass media markets, challenging the ability to cut through

Consumer	
behaviour

• Increasing use of mobile

• Democratisation of insider information – increased access to unfiltered consumer messaging

• Rising demand for experiential travel with increasing demand for personalisation

Travel industry 
composition

• Rise of the sharing economy

• Rise of online travel agencies

• Changing configuration of global airlines and continued low cost carrier expansion

4. TOURISM AUSTRALIA’S STRATEGIC DIRECTION TO 2020

OPERATING CONTEXT AND TRENDS
Since the launch of the Tourism 2020 strategy in 2010, there have been a number of 
shifts in the global marketplace which have impacted Tourism Australia’s investment 
approach, marketing activities and operating model. These include global economic 
factors, changes in consumer behaviour, shifts in the media landscape and the 
composition of the travel industry.

Tourism Australia reviewed 
the operating environment 
and the strategic context 
within which we operate to 
confirm the organisation’s 
strategic direction to 2020

Lucky Bay, Western Australia
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4.1 customer strategy
Tourism Australia has conducted extensive research across its key international 
markets to better understand what motivates potential travellers to travel and to test 
the appeal of Australia’s tourism experiences. The insights from this research have 
helped inform decisions around our key markets and shape our marketing strategy.

 
LEISURE CUSTOMERS
Our leisure customers are those most predisposed to travel to Australia for a holiday 
and who are most likely to spend more, do more and disperse more widely beyond our 
capital city gateways.

BUSINESS EVENTS CUSTOMERS
Tourism Australia targets business events customers that fall into two distinct sectors 
– international associations and incentive trips. A differentiated marketing approach 
is undertaken for each.

Tourism Australia targets two 
kinds of customers – leisure 
customers and business 
events customers

Canberra, Australian Capital Territory
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4.2 market portfolio framework
KEY SOURCE MARKETS 
Tourism Australia focuses the majority of its global marketing resources on markets 
that represent the greatest long term visitor expenditure and growth to 2020.  
Potential visitor expenditure and growth from key source markets are a key input to 
annual market allocation decision-making.  Tourism Australia is active in 15 countries 
as outlined in the map below.  

Tourism Australia invests 
the majority of its effort 
and resources in a balanced 
portfolio of priority markets  
combining mature, 
high yielding regions and 
high potential developing 
source markets

 

 

 

 

  

 

 

 

 

 

 

  

 

UNITED KINGDOM GERMANY

GREATER CHINA

NEW ZEALAND

NORTH AMERICA

FRANCE ITALY

EUROPE

JAPAN

INDIA

SINGAPORE

MALAYSIA

SOUTH KOREA

INDONESIA

USA
CANADA

CHINA 
HONG KONG

LEGEND

Worth over

Incentive

Association
5b by 2020

Worth over 2.5b

Worth over 1b by 2020

by 2020

MARKET VALUE BY 2020 BUSINESS EVENTS FOCUS

Tourism Australia target markets and their value by 2020
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MARKET PORTFOLIO FRAMEWORK

Strategic objective

Build access and 
distribution

Full build
Partnership-led 

conversion
Maintain access and 

distribution

Focus on establishing 
access and distribution 
in early stage of activity 

Continued focus on 
distribution supported 
by broad marketing,  
including with partners

Capitalise on established 
distribution, through 
integrated partnership 
marketing 

Ongoing distribution 
and partnership focus in 
mature markets

Countries •   Indonesia

•   China

•   USA

•   India

•   United Kingdom

•   Singapore

•   South Korea

•   Japan

•   Hong Kong

•   Malaysia

•   Germany

•   France

•   Italy

FRAMEWORK 
A market portfolio framework which reflects growth potential, market maturity and 
Australia’s competitive position has been developed to inform Tourism Australia’s 
view of individual source markets.  Based on where they sit within the framework, 
markets will be categorised into one of four different categories – each requiring 
specific emphasis and a targeted mix of activities to maximise their respective 
market opportunity, as outlined in the table below.

Rest of world
Tourism Australia supports markets outside those listed above through its 
distribution development programs, including the Aussie Specialist Program, the 
Australian Tourism Exchange, Dreamtime and offshore trade initiatives.  Consumer 
marketing initiatives such as australia.com and our social media, public relations and 
media hosting activities also allow us to engage with the trade and consumers in a 
broader set of source markets. 
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4.3 marketing strategy

THERE’S NOTHING LIKE AUSTRALIA 
Strong brand recognition has been built through the There’s nothing like Australia 
(TNLA) campaign since its launch in 2010. TNLA will remain Tourism Australia’s 
campaign umbrella, aiming to encourage prospective visitors to  experience Australia 
by increasing their knowledge of Australia and building a positive perception of 
Australia’s tourism offerings.

Tourism Australia will continue to highlight the best attractions and experiences 
Australia has to offer in cities and regional areas across states and territories.

 
CORE PILLARS
Three core content pillars have been identified to heighten interest of international 
visitors when choosing a holiday destination. Australia has strong competitive 
differentiation in each area:

•   World class beauty and natural environments 

•   World class coastlines, beaches and marine wildlife 

•   Good food and wine

Tourism Australia will continue to build our credentials in these areas over the next 
four years, with each remaining a key pillar of activity through to 2020.

Over the last two years Tourism Australia has introduced two new chapters to 
support our campaign umbrella. Further investment in these areas is planned for the 
years ahead. 

AQUATIC AND COASTAL
•   Australia’s aquatic and coastal offerings are a key competitive advantage, 
 however in today’s marketplace, it is important to defend this position and renew  
 consumer perceptions and knowledge of these experiences.  

•   Six out of 10 of Australia’s most appealing experiences are related to our aquatic  
 and coastal offering.

•   Tourism Australia has developed a strong suite of visual and digital assets that   
 will enable us to share and promote these experiences over the next four years   
 and beyond.

FOOD AND WINE
•   Food continues to be a key driver in travellers’ destination choice. 

•   Tourism Australia’s efforts since the launch of Restaurant Australia in 2014 have  
 resulted in improvements in the perception of Australia as a destination that has  
 good food and wine. There has also been an increase in spend on food    
 and wine across Australia since the campaign’s launch.

•   There will be continuing initiatives to support food and wine as a key pillar of   
 Tourism Australia’s TNLA activity with ongoing investment until 2020.

Our marketing purpose is to 
invite the world to experience 
the Australian way of life

 > Create integrated global campaigns  
that reinforce why there’s nothing  
like Australia

 > Focus messaging on the most 
important reasons for travel 
including world class beauty and 
natural environments, food and wine 
and aquatic and coastal experiences

 > Develop support programs 
promoting Indigenous and premium 
tourism experiences

 > Invest in australia.com, australia.cn  
and various social media channels 
to make them the most engaging 
digital environments available to 
travellers

 > Evolve the current media buying 
and planning operations to 
take advantage of emerging 
technology platforms and data 
sharing opportunities



Tourism Australia Corporate Plan 2016-17 to 2019-20  |  11

KEY CHANNELS
Tourism Australia’s marketing campaigns will be delivered through social media, 
content, our websites (australia.com and australia.cn), targeted global media buying, 
and personalisation – a combination which reflects changing consumer travel 
buying behaviours. Marketing channels will continue to include traditional channels 
but increasing resources and effort will be dedicated to digital and content marketing 
initiatives.

The aim of our campaigns is to build a strong image of what Australia has to offer 
global travellers and increase urgency to visit. Inspiring the customer to take the next 
step in planning their trip is the ultimate aim of our marketing communications. 

Leisure marketing activity will aim to connect with a distributor of Australian tourism 
product. In short, Tourism Australia’s marketing will inspire the customer and a trade 
distribution partner will ‘close the sale’.

AUSTRALIA.COM AND AUSTRALIA.CN
Tourism Australia’s two consumer-facing websites australia.com and australia.cn were 
relaunched on the Adobe platform in 2015-16. This, together with improvements in 
user experience and the launch of aquatic and coastal content, has led to increased 
time on site by users and improved leads to partners. Continuing refinement of 
both websites aims to offer international travellers more personalised and relevant 
content, depending on their home country and interests. 

Consumers can get inspired, find information, plan their travel experiences, connect 
with tourism operators and share their travel stories. australia.com is available in 
11 languages, works across all devices and features content and conversations from 
Tourism Australia’s popular social media channels. Tourism Australia will continue to 
focus on delivering enhanced digital experiences for mobile devices.

SOCIAL MEDIA
Tourism Australia’s social media platforms play an increasingly important role in 
encouraging people to visit and take holidays in Australia. Our social media team 
curates images posted on these platforms daily, providing a stage for Australian 
tourism businesses to showcase their product and experiences to a global audience.

Digital and social media channels are providing Australian tourism with a significant 
competitive advantage, particularly as consumers’ use of these channels to research, 
plan, book and share holiday experiences continues to grow. Tourism Australia will 
seek to maintain this leadership position through its social media program, focusing 
on stimulating conversations about Australia through Facebook, Instagram, Twitter 
and Google+ as well as Weibo, WeChat and other emerging social platforms.

Use of digital content provided by travelers, the industry and influencers will be used 
to allow consumers to tell their story of Australia. 

SUPPORT PILLARS
Our competitive positioning will be further strengthened by a range of support 
activities to promote Indigenous tourism and premium tourism experiences.

Promoting Indigenous tourism experiences provides a distinct opportunity to 
differentiate Australia. Tourism Australia will continue to market export-ready 
Indigenous tourism products and experiences as part of our suite of experiences. 
Tourism Australia will continue to build on the ‘Australia our country is waiting for 
you’ short film to tell the deeper story through social media channels, australia.com, 
targeted public relations and media hosting and trade opportunities.

Tourism Australia’s focus on premium experiences will continue to engage specialist 
sellers and target new customers from this valuable sector.

Specific initiatives in select source markets will target the youth traveller, recognising 
the significant contribution this segment makes to the achievement of Tourism 2020 
and also to the tourism labour force, especially in regional and remote locations.
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4.4 Business Events Strategy
Tourism Australia’s specialist unit, Business Events Australia (BEA), delivers 
partnership marketing and trade programs in the business events market, targeting 
incentives and association events for Australia. 

This focus drives activity in key markets that have potential to increase spend 
and drive conversion: Greater China, including Hong Kong (incentive sector with 
a delegate boosting program to support the association sector), United Kingdom 
and Europe (association sector), North America (incentive and association sectors) 
and New Zealand (incentive sector). BEA works in partnership with the Australian 
business events industry to drive awareness, intention and conversion of business via 
specific initiatives for each sector.

MARKETING COMMUNICATIONS PROGRAM
BEA’s global marketing program reaches key international media and business events 
customers through a mix of bought and earned media, utilising There’s nothing 
like Australia global campaign assets tailored to the business events audience as 
well as bespoke content. BEA communicates Australia’s business events offering 
and destinations via print and online channels including social media, and delivers 
tailored content in partnership with key international trade publications. BEA’s online 
channel for communication with the target customer is australia.com/businessevents.

TRADE PROGRAM
A targeted trade program delivers information on Australia’s business events offering 
to qualified international trade, corporate and association decision makers. The 
program includes educational visits, training events, trade events and trade show 
attendance in partnership with the Australian business events industry. In-market 
trade events include IMEX Frankfurt and IMEX America, whilst Tourism Australia’s 
events include the Greater China Showcase, as well as training and networking 
activities on Australia’s products and experiences. The educational program offers 
qualified business events buyers an opportunity to experience Australia’s offering first 
hand, and is delivered in partnership with the Australian industry.

Business Events delivers 
partnership marketing and 
trade programs to grow 
international demand for 
business events

 > Focus on attracting high yielding 
visitors to Australia with 
differentiated marketing in two 
distinct sectors – association 
congresses and incentive events

 > Drive activity in key markets to 
influence decision makers to increase 
their consideration of Australia as a 
destination for business events

 > Build strategic partnerships with 
Australian industry, including 
convention bureaux, convention 
centres and event agencies

Sydney, New South Wales
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4.5 Distribution development strategy
The focus of our distribution strategy is to ensure the target customer has the right 
information and can easily access and book quality Australian tourism products. 

This is achieved by increasing the presence of Australia in the programs of international 
distributors, educating frontline travel sellers on how to best sell Australia and lifting 
their knowledge of the destination, increasing the focus on partnerships that pro-
mote travel bookings and driving yield across distribution initiatives. 

These priorities will be delivered through distribution platforms in five main areas:

•   Connecting buyers of Australian tourism product with sellers through onshore   
 trade events such as the Australian Tourism Exchange and in-market events

•   Supporting sales and destination training through the Aussie Specialist Program,  
 which was relaunched in 2015-16 and is supported by dedicated trainers in all   
 key markets

•   Enabling decision makers and frontline travel sellers to experience Australia 
 firsthand through products and trade familiarisations connected to events such  
 as Corroboree Europe and Corroboree Asia

•   Facilitating product development through industry events, new product missions  
 and engagement with inbound tour operators

•   Partnering with Key Distribution Partners and providing leads to Aussie Specialist  
 agents through australia.com and australia.cn. 

Continuing to work closely with state and territory tourism organisations and the 
Australian tourism industry will be integral to success. These initiatives will make 
it easier for consumers to plan, book and buy quality Australian tourism products 
and services.

Our distribution efforts aim 
to drive greater conversion 
from intention to visitation

 > Provide distribution platforms to 
enable international distributors to 
connect with the Australian industry 
through events, missions and 
familiarisations 

 > Educate frontline travel sellers on 
how to best sell Australia through 
the recently relaunched Aussie 
Specialist Program

Kangaroo Island, South Australia
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4.6 Partnership Strategy
COMMERCIAL PARTNERSHIPS
Commercial partnerships allow Tourism Australia to extend the reach of campaigns 
through bought media and the partners’ own marketing channels. Importantly, 
commercial partners link consumers to booking channels, driving people with an 
intention to visit to take the next step to book their Australian holiday or business event. 

Tourism Australia works with more than 200 tourism industry and other partners, 
including airlines, tour operators, distribution partners and financial services 
providers. A Key Distribution Partner program delivers both campaign and 
distribution development activities in international markets.

Tourism Australia will continue to seek and enter into new partnerships that are 
aligned with our objectives and improve our ability to reach our target customer. 
These new partnerships could include accommodation providers, online travel 
agencies, financial institutions and technology providers.

STATE AND TERRITORY TOURISM ORGANISATIONS PARTNERSHIPS – 
‘ONE VOICE’
Tourism Australia’s ‘one voice’ initiatives with state and territory tourism 
organisations (STOs) drive aligned investment in marketing campaigns in key markets, 
provide support for international media hosting and broadcast content opportunities 
as well as trade events, both in Australia and offshore. 

These partnerships have also supported the development of the new Aussie Specialist 
Program, helping build the capacity of the travel industry to confidently sell Australia.  

A further ‘one voice’ initiative will be developed over the next two years where the 
STOs will collaborate with Tourism Australia on our international consumer research 
through the Consumer Demand Project.  The collaboration will leverage the existing 
investment in the project, and aid in aligning our understanding of the consumer and 
opportunities to build the value of Australian tourism.

Tourism Australia also partners with Australian airports and STOs to proactively target 
aviation development and increased air capacity from key markets.

Our partnership strategy 
is to secure relevant 
partnerships which 
extend our ability to 
target customers, enable 
conversion to booking 
and facilitate industry 
development

 > Develop commercial partnerships 
that extend our ability to reach 
and engage target customers and 
facilitate the customer’s ability to 
buy Australian tourism products

 > Partner with state and territory 
tourism organisations to deliver 
engaging campaigns with 
commercial partners and build 
distribution channels

 > Strengthen aviation access through 
new route developments and 
sustaining existing aviation capacity 
by working closely with airlines, 
airports and state and territory 
tourism organisations

12 Apostles, Victoria
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4.7 Enabling Strategy

PEOPLE AND WORKFORCE
Tourism Australia will recruit, develop, promote and reward employees who have 
the skills and values needed to support its strategy. To achieve this and be globally 
competitive, Tourism Australia will continue to grow its workforce capability by 
staying abreast of trends and developments in marketing and business, particularly 
in the digital space. Digital expertise is increasingly important. Tourism Australia will 
recruit digitally savvy staff and develop skills internally.

Training and development, strategic talent management, targeted recruitment and 
robust performance and development plans will continue to be implemented.  These 
activities will create a globally-oriented workforce with strong capabilities in Asia. 

Embedding and enhancing Tourism Australia’s values will also be a key focus over 
future years. Following the introduction of the TA Way, internal taskforces will 
deliver initiatives to enhance Tourism Australia’s values: positive, united, genuine, 
commercial and innovative. Through these initiatives, staff will be encouraged and 
empowered to live the Tourism Australia values in day-to-day operations.

Tourism Australia will work with specific services providers, universities and 
educational institutions to create employment and development opportunities 
for Indigenous Australians. Tourism Australia will also engage with Indigenous 
tourism operators and include them in key programs to develop their exposure and 
commercial viability.

The right people and strong 
workforce capability will 
build a high performing 
culture

 > Evolve organisational capability 
and structure to meet the changing 
demands of a digital and content-
driven industry that is increasingly 
competitive

 > Embed a positive culture to drive 
success where every staff member 
plays a part in supporting the 
achievement of Tourism Australia’s 
goals

 > Commit to a better future for 
Indigenous Australians delivered 
through Tourism Australia’s 
Reconciliation Action Plan

Gunlom (Waterfall Creek), Kakadu National Park, Northern Territory
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industry engagement
Tourism Australia engages directly with state, regional and local tourism 
organisations, tourism industry operators and industry councils and associations. 
Our aim is to ensure industry is connected with Tourism Australia, its activities and 
consumer and trade platforms.

We participate in briefings, forums and workshops in destinations across the country 
to stay abreast of developments and to ensure our work reflects the needs of industry.  
Industry partners are also invited to talk with Tourism Australia’s senior management 
team and staff, providing valuable intelligence, updates and insights on their 
businesses and activities.

Tourism Australia hosts a series of free annual industry briefings across every state 
and territory to build awareness and understanding of Tourism Australia’s strategic 
direction and marketing initiatives, as well as highlighting partnership opportunities.

Tourism Australia also produces an annual industry conference called Destination 
Australia which focuses on the industry’s future growth and how Australia can 
continue to attract more high-spending international visitors to grow the tourism 
industry and boost business.  

A range of communications platforms and tools are also used to keep industry 
updated and to allow Tourism Australia to share news, research, insights, industry 
developments and other useful tourism data. These include a corporate website, 
a weekly e-newsletter, social media channels, regular videos and infographics 
and webinars.

Connect industry to 
Tourism Australia’s 
activities and consumer 
and trade platforms

 > Engage with key state, regional 
and local tourism organisations, 
operators and industry councils and 
associations 

 > Host regular industry briefings and 
deliver an annual industry conference 

 > Keep the tourism industry informed 
on key developments through a 
range of communication platforms 
and tools

GOVERNMENT COLLABORATION
To help the Australian tourism industry achieve its Tourism 2020 goals, Tourism 
Australia works with federal, state and territory governments to drive strategic 
alignment in policy, research, distribution, and leisure and business events marketing 
in Australia and overseas. Tourism Australia also partners with state and territory 
tourism organisations on the development of marketing platforms and international 
destination marketing and promotional campaigns.

Tourism Australia works with Austrade and the Departments of Foreign Affairs 
and Trade, Immigration and Border Protection, and Infrastructure and Regional 
Development, in a whole-of-government approach to deliver policy reforms needed 
to achieve the Tourism 2020 goals. This includes supporting Australian Business 
Weeks in key markets, providing tourism businesses with a platform to build their 
international networks and identify new opportunities.

Tourism Australia’s industry knowledge and understanding of the target customer is 
also shared with Australian government agencies to aid in facilitating investment in 
new tourism infrastructure in Australia, support the pipeline of new hotel projects 
and target development of new products and experiences in regional areas.

Committed to a whole-of-
government approach

 > Collaborate across Australian 
government and state and territory 
jurisdictions on tourism marketing 
and policy to ensure an efficient and 
effective tourism industry

 > Support the objectives of the 
national strategy, Tourism 2020, 
as well as tourism elements of the 
Australian Government’s economy 
and public diplomacy agendas

 > Partner with federal and state 
governments to influence and 
promote tourism investment 
opportunities in Australia
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SYSTEMS, TECHNOLOGY AND INNOVATION
Tourism Australia’s systems and processes will be key enablers in maximizing 
business performance. Tools, technology and mobile capability will be used to enable 
collaboration and innovation among teams. 

A digital transformation program will drive this initiative and will be central to 
improving systems and technology. Investment in cutting edge digital platforms 
will enable the evolution of Tourism Australia’s marketing activities to keep pace 
with mobile data consumption trends. Enhanced data reporting will allow real time 
tracking of consumer behaviour and deliver customised digital marketing.

Tourism Australia will continue to reduce ‘red tape’ and fine-tune internal processes. 
This will be achieved through initiatives including: enhancing business systems, 
consolidating digital assets and integrating operational data. 

Tourism Australia will continue to focus on minimising corporate costs as a 
percentage of total Tourism Australia costs, increasing the budget available for core 
marketing activities. 

Streamline, digitise, 
integrate and reduce red 
tape

 >  Enable improved business 
performance through a dedicated 
digital transformation and 
innovation program which delivers 
effective systems and technology. 
This will improve collaboration and 
heighten delivery of marketing and 
business activities

 >  Support delivery of Tourism 
Australia’s business capability and 
digital know-how 

 >  Inform commercial decision-making 
with timely, targeted and customised 
information

CORPORATE GOVERNANCE
Tourism Australia will continue to enforce the highest standards of accountability and 
governance, while enabling strong commercial performance. A nine-person Board 
of Directors governs the organisation. The Board reports to the Australian Minister 
for Tourism and International Education. Under the PGPA Act, the Board must 
govern the organisation in a way that promotes the proper use and management of 
public resources, the achievement of the organisation’s purposes and the financial 
sustainability of the organisation.

Strong corporate governance will be delivered across all business activities. This will 
be achieved by: project planning and performance monitoring of major projects 
and contracts; open communication with the Australian Government, Minister for 
Tourism and International Education and regulatory bodies; adherence to legislative, 
internal compliance and procurement procedures; quarterly business evaluations by 
Tourism Australia’s Executive; a strong internal audit program; regular review of key 
governance documents; staff training in governance matters; and regular reviews 
of strategies and policies to ensure Tourism Australia is delivering on the Minister’s 
Statement of Expectations and policies of the Australian Government.

RISK MANAGEMENT
Tourism Australia’s risk management framework will address strategic, operational 
and project risk. This will include: an annual Strategic Risk Workshop undertaken 
by Tourism Australia’s Executive; risk assessments as part of annual operating plan 
development; regular risk reviews and reporting, including fraud risk assessment; 
business continuity management; risk assessments aligned with planning cycles; 
procurement and insurance risk assessments as required under Tourism Australia 
policies; and work, health and safety risk assessments to identify and eliminate 
workplace hazards.

Effective systems and 
processes deliver robust 
corporate governance

 >  Deliver on the Minister’s Statement 
of Expectations and policies of the 
Australian Government

 >  Adhere to statutory and legislative 
requirements prescribed by the 
Tourism Australia Act 2004 (TA 
Act) and the Public Governance, 
Performance and Accountability Act 
2013 (PGPA Act)

 >  Continue to implement the 
Australian Government Public 
Management Reform Agenda 
principles, ensuring Tourism 
Australia’s financial management, 
accountability and audit obligations 
are met

 > Adhere to a risk management 
framework that addresses strategic, 
operational and project risk
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5. IMPLEMENTATION: DELIVERY BY PROGRAM COMPONENT
Tourism Australia has two program components which contribute to achieving 
our key government outcome to ‘Grow demand and foster a competitive and 
sustainable Australian tourism industry through partnership marketing to targeted 
global consumers in key markets’. The programs are ‘Grow demand’ and ‘Industry 
development’.  The objectives and key activities for each program component are 
outlined in the table below.

Develop	the	distribution	system

Build the capacity of the travel industry to confidently sell Australia 
through the Aussie Specialist Program, including dedicated agent training.

Provide Australian destination and product content to the distribution 
system.

Facilitate direct connections between travel agents and Australian 
tourism product through familiarisation visits and trade events.

Provide	platforms	to	do	business

Manage a range of trade events in Australia and overseas to promote 
Australia as a destination for leisure and business events travel, 
includes the Australian Tourism Exchange, Dreamtime and industry 
missions to key markets.

Support	supply-side	industry	goals

Support access to Australia by assisting existing and new aviation 
route development.

Work with government stakeholders to resolve issues that are 
impediments to growth, including visitor visas.

Work in partnership with Austrade to facilitate tourism investment 
and development of quality tourism infrastructure.

Disseminate	tourism	insights	and	engage	with	industry	stakeholders

Share consumer insights, industry development and trends through 
market updates, infographics and other channels.

Deliver an annual conference, regular industry briefings and 
a dedicated communications plan to build awareness and 
understanding of Tourism Australia strategies and initiatives.

Target	the	Leisure	customer

Deliver consumer research to build knowledge about what motivates 
the target customer when choosing a travel destination.

Deliver campaigns in partnership with commercial partners and state 
and territory tourism organisations in key markets. 

Deliver marketing activities to stimulate target markets, including 
brand advertising and promotions, broadcasts, public relations, 
international media hosting program, content development and social 
media.

Collaborate and work in partnership with government and industry 
to align efforts and activities increasing Australia’s collective share of 
voice in global the marketplace to achieve efficiency and effectiveness.

Evaluate campaign and project performance through a range of 
tracking and consumer response channels.

Target	Business	Events	decision	makers

Deliver research to build knowledge of the needs of corporate 
and association decision makers when choosing a destination for 
meetings, associations and incentives and also to understand the 
needs and decision patterns of individual delegates.

Deliver a varied program of activity to promote Australia as a business 
events destination targeting the associations and incentives sectors 
in key markets, including trade events, buyer and agent familiarisation 
visits, direct marketing and public relations and marketing toolkits. 

Drive visitation through delegate boosting programs and visitation 
extension marketing initiatives to encourage pre and post travel.

TOURISM AUSTRALIA GOVERNMENT OUTCOME, PROGRAM COMPONENTS AND ACTIVITIES 2016-17 TO 2019-20

Outcome 1: Grow demand and foster a competitive and sustainable Australian tourism industry through partnership marketing to targeted 
global consumers in key markets

Program	component	1.1: Grow demand Program	component	1.2: Industry development

Objective: Identify and target best prospect consumers, inspire 
them to travel to Australia. To focus activities and resources, utilise a 
dedicated market categorisation approach.

Objective:	An Australian tourism industry that is competitive and 
sustainable and delivers on the needs of the target customer.

ACTIVITIES
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6. budget and measuring our performance

In the period 2016/17 to 2019/20 Tourism Australia has set ambitious goals 
which will put the organisation and the tourism industry on a path to achieving 
the Tourism 2020 goals. 
 
Tourism Australia tracks its effectiveness under its two program components – 
‘Grow demand’ and ‘Industry development’. These measures and associated goals 
are provided in the table below.  Tourism Australia has additional performance 
metrics that are used to provide understanding and context to these key 
performance indicators.

TOURISM AUSTRALIA BUDGET 2015/16 TO 2019/20

PROGRAM COMPONENT
2015/16 

(Estimated Actual)
2016/17 2017/18 2018/19 2019/20

Growing Demand $138,260 $134,977 $135,874 $138,609 $141,273

Industry Development $19,758 $19,289 $19,417 $19,808 $20,189

Total Appropriation $158,018 $154,266 $155,291 $158,417 $161,462

TOURISM AUSTRALIA KEY PERFORMANCE INDICATORS 2015/16 TO 2019/20

DELIVERABLES KEY PERFORMANCE INDICATORS
2015/16 
(Actual)

2016/17 2019/20

Tourism 2020 Overnight tourism expenditure1 $94.5bn (up 10.5%) $100.7bn >$115bn2

Grow 
Demand

Total international expenditure3 $36.6 bn (up 17.7%) $40.7bn $52.9bn

Total international spend3 in Tourism Australia 
markets

$29.5bn (up 20.7%) $33.5bn $45.4bn

Total international spend3 by leisure visitors in 
Tourism Australia markets

$14.9bn (up 20.0%) $17.0bn $22.5bn

Total international spend3 by business events 
visitors in Tourism Australia markets

$2.0bn (up 1.1%) $2.2bn $3.0bn

Earned advertising value (EAV) $226m4 $265m TBA

Total unique visitors (UVs) to TA websites5 28.4m $31.3m 41.6m

Return on marketing investment (ROI) $16:1 $16:1 $16:1

Industry 
Development

Stakeholders indicate that Tourism Australia 
adds value to their business

91% >90% >90%

Corporate % Corporate costs 8% 8% 8%

NOTES:

1 National and International Visitor Surveys (TRA), Year ended December

2 The Tourism 2020 goal is at December 2020, one year beyond this corporate plan

3 International Visitor Survey (TRA), Year ended December

4 2014/15

5 Year ended March
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