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about this annual report

This report details Tourism Australia’s operations and reviews our performance
against the objectives and goals set out in Tourism Australia’s Corporate Plan
2015-19 and the Portfolio Budget Statements 2015/16. The report was prepared
in accordance with the Tourism Australia Act 2004 (Cth), the Public Governance
Performance and Accountability Act 2013 (Cth) and other relevant legislation.
In this year’s report, we have provided case studies of our marketing activities
across the globe to enable greater understanding of Tourism Australia’s
activities in the countries where we operate.

Front cover: Great Barrier Reef, QLD
Inside cover: Tea Tree Bay, Noosa National Park, Noosa, QLD
TOURISM AUSTRALIA

contents
– Letter of transmittal –
14 October 2016
The Hon. Steven Ciobo, MP
Minister for Trade, Tourism and Investment
Parliament House
Canberra ACT 2600
Dear Minister

1.0 ABOUT US

04

Overview
Our strategy – Tourism 2020

05
07

2.0 2015/16 OVERVIEW

10

Operating environment
Executive reports
Performance summary
Key events
Visitor numbers and spend
Awards

11
14
18
20
22
24

3.0 PERFORMANCE IN DETAIL

26

I have pleasure in presenting the 11th annual
report of Tourism Australia for the reporting
period 1 July 2015 to 30 June 2016.

Australian Government programmes:
Increase demand for Australia as a travel destination
Industry development

27
54

The report has been prepared in accordance
with section 39 of the Tourism Australia Act
2004, Public Governance Performance and
Accountability Act 2013, and Finance Orders.

4.0 MANAGING OUR ORGANISATION

64

Performance overview
People
Organisational capability
Environmental performance
Organisational structure
Organisational changes
Executive Leadership Team profiles

65
66
69
71
72
73
74

5.0 CORPORATE GOVERNANCE

76

Financial Performance overview
Enabling legislation and responsible minister
Governance framework and practices
Board activities and committees
Board profiles

77
78
79
81
85

Yours sincerely

Anthony South
Chairman

6.0 FINANCIALS AND KPIs

88

Financial performance overview
Financial statements
Annual Performance Statement

89
90
134

7.0 REFERENCES AND APPENDICES

138

History
Glossary
Abbreviations and acronyms
Alphabetical index
Compliance Index
Contacts

139
141
142
143
146
148

ANNUAL REPORT 2015/2016 | 1

at a glance

2015/2016 HIGHLIGHTS
Overnight spend by international travellers

$38.1 BILLION

Increase in spend by international travellers over 2014/15

14.1%

Number of international visitors to Australia

7.8 MILLION

Partnership marketing revenue contributed by industry

$81 MILLION

Return on investment for every dollar invested in tourism promotion

16:1

Stakeholders’ satisfaction with our work

92%

Unique monthly visitors to Tourism Australia websites

31.3 MILLION

Fans of Tourism Australia’s Facebook page

7.1 MILLION

Instagram followers

2.2 MILLION

Twitter followers (@Australia, @TourismAus, @MeetinAustralia)

503,800

Weibo followers

538,000

Staff engagement

90%

Corporate costs as a percentage of total expenditure

8%

ECONOMIC IMPORTANCE OF TOURISM TO AUSTRALIA

$47.5BN

3%

580,800

no.1

x3 faster

87 cents

Direct tourism
GDP( 5.3%) ∆

Services export:
Accounting for 9.6%
of exports receipts ∆

Share of Australia’s
economy

Growing 3 times
faster than the
Australian economy ∆

∆ Tourism Research Australia, Tourism Satellite Accounts 2014-15
• Tourism Research Australia, Tourism’s contribution to the Australian economy, 1997-98 to 2011-12
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People directly employed ( 6.3%)∆
Equal to 5% of Australia’s
total employment ∆

Every dollar spent on tourism
generates 87 cents in other parts
of the economy, higher than that
achieved for mining, agriculture
and financial services •

Beach Picnic with True North, The Kimberley, WA
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Lake Gairdner, Gawler Ranges, SA
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Overview
Our strategy - Tourism 2020
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overview
Tourism Australia is an Australian Government
statutory authority formed under the Tourism Australia
Act 2004 (Cth) (TA Act). It is governed by a Board of
Directors that reports to the Australian Minister for
Trade, Tourism and Investment under the Minister’s
Statement of Expectations, the TA Act and the Public
Governance Performance and Accountability Act 2013
(Cth) (PGPA Act).
Tourism Australia has a strong reputation for
developing innovative tourism marketing campaigns.
It has built one of the world’s most admired and
desirable destination brands.
MISSION

To market Australia to be the most desirable
and memorable destination on Earth.
TA WAY CORPORATE VALUES
> United

> Positive
> Genuine
> Commercial
> Innovative
GOAL – TOURISM 2020

LEGISLATIVE DELIVERABLES

Under the TA Act, Tourism Australia’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 TA Act 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.

The main goal of the Tourism 2020 strategy is to
achieve more than $115 billion in overnight tourism
expenditure by 2020 (up from $70 billion in 2009).
Tourism Australia shares this goal with the Australian
tourism industry and federal, state and territory
governments in an effort to maximise tourism’s
economic contribution to the Australian people.
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AUSTRALIAN GOVERNMENT OUTCOME AND PROGRAMMES

Each year, Australian Government agencies are required to identify the programmes they plan to undertake,
and the desired outcomes of these programmes, as influenced by the actions of the Australian Government.
Programmes are the vehicles for agencies to deliver on their outcomes.
In 2015/16, Tourism Australia had one government outcome: ‘To grow demand and foster a competitive and
sustainable Australian tourism industry through partnership marketing to targeted global consumers’.
This outcome was delivered through two programmes:

1. ‘Increase demand for Australia as a travel destination’
2. ‘Industry development’.
TABLE 1: HOW WE MEASURE THE SUCCESS OF OUR PROGRAMMES
Goal: Increase overnight expenditure to more than $115 billion by 2020
Government
programme

Increase demand for Australia as a travel destination

Industry development

Key performance
indicators

Increased spend by all international visitors

Increased key stakeholder
satisfaction – Tourism Australia
adds value to tourism businesses

Increased spend by visitors from Tourism Australia
target markets
Increased spend by leisure visitors from
Tourism Australia target markets

Increased spend by international business events
visitors from select markets

Increased event attendee
satisfaction – Tourism Australia
events meet expectations

Increased recall of Tourism Australia campaigns
by target customers
Increased monthly unique visitors to websites
owned by Tourism Australia

Flinders Ranges, SA
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our strategy –tourism 2020
Tourism 2020 is the Australian Government’s national
strategy to build the resilience and competitiveness of
Australia’s tourism industry and increase its economic
contribution to our economy. It concentrates
on improving the industry’s performance and
competitiveness by pursuing the best opportunities
for growth and addressing key supply-side factors.
When the strategy was launched in 2010, the
government and the tourism industry set a goal of
achieving between $115 billion and $140 billion in
overnight spend by travellers by the year 2020. We
are now well advanced into the ‘seeing the results’
phase of the strategy, as detailed in this report.
FIGURE 1: TOURISM 2020 IMPLEMENTATION PHASES
2018–2020

looking beyond 2020

PERFORMANCE AGAINST TOURISM 2020

Following strong performance in 2015/16, the
industry is on track to reach the lower end of our
2020 target of more than $115 billion in overnight
expenditure. At 30 June 2016, overnight visitor
expenditure reached $97.1 billion, up 9.3 per cent on
the previous year. Recent forecasts estimate overnight
visitor spend will be $127 billion by the year 2020. 1
A competitive aviation environment underpins
achievement of Tourism 2020 goals. Growth in
international aviation capacity between 40 per cent
and 50 per cent was targeted when the strategy
was originally launched (an increase of between
7 and 8 million seats). Over the past six years there
has been solid growth. At year ending June 2016,
a total of 6.9 million seats had been added. This
represents 80 per cent of the seats targeted
when these aviation goals were set in 2009.
Increased investment in quality accommodation is
also significant to achieving Tourism 2020 goals.
The Australian tourism industry has made solid
progress in this area, particularly during the past
three years, and is on track to achieve the target
of adding between 6,000 and 20,000 new rooms.

2015–2017

seeingthe results
2010–2014

setting the foundation

Overnight visitor expenditure ($ billions)

FIGURE 2: PROGRESS OF TOTAL OVERNIGHT VISITOR SPEND AGAINST THE TOURISM 2020 GOAL
$140bn

94.5

70.0

71.8

nltts 2

2009

2020
potential

2010

77.2

74.5

tourism
2020

2011

2012

80.4

85.5

setting the
foundation

2013

$115bn

97.1

seeing the
results

2014

2015

2016

looking
beyond 2020

2017

2018

2019

2020

1 Tourism Research Australia (2016), Tourism Forecasts 2016
2 National Longterm Tourism Strategy (2009)
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OUR FOCUS IN 2015/16

Tourism Australia continued to work in partnership
with the tourism industry and state and territory
governments to achieve Tourism 2020 goals and
take advantage of growing demand from Asia.

We concentrated on:
> Continuing to reinforce Tourism Australia’s
competitive focus to achieve Tourism 2020 goals
> Investing in markets that presented the greatest
potential for growth
> Driving conversion by engaging consumers
and making it easier to choose and book a trip
to Australia
> Growing and extending partnerships
> Driving yield by targeting high-spending consumers,
including an increased focus on business events
> Heightening the capabilities and productivity of
the Tourism Australia team.

TABLE 2: HOW WE DELIVER ON TOURISM 2020
Core capability
strategies

>> Customer focus – target leisure and business events consumers

>> Partnership focus – undertake partnerships that engage target customers,
drive bookings and spend, and help develop the tourism industry
>> Government focus – commit to a whole-of-government approach

Operational
support strategies

>> People – build a strong and capable workforce to create a high-performing culture

>> Information and technology – streamline, digitise, integrate and reduce red tape

>> Accountability and risk management – devise effective systems and processes that
deliver robust corporate governance
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TARGET MARKETS

Tourism Australia focuses its global marketing
resources on international markets that represent the
greatest potential for tourism growth to the year 2020.
The criteria for deciding what markets to focus on are
latent demand, market performance, aviation capacity
and the marketing emphasis of the tourism industry
and state and territory tourism organisations.

FIGURE 3: TOURISM AUSTRALIA TARGET MARKETS AND THEIR VALUE BY 2020
NORTH AMERICA
USA

EUROPE

CANADA

UNITED KINGDOM

FRANCE

GERMANY

GREATER CHINA
ITALY

CHINA

HONG KONG

SOUTH KOREA
JAPAN
MALAYSIA
INDONESIA

NEW ZEALAND
INDIA SINGAPORE

MARKET VALUE BY 2020

BUSINESS
EVENTS FOCUS
Incentive

Worth more than

$5b

Worth more than

$2.5b

Worth more than

$1b

Association
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Manly Cove Beach, Sydney, NSW
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operating environment
THE GLOBAL IMPORTANCE OF TOURISM

Over the past six decades, tourism has continued to
expand and diversify to become one of the world’s
largest and fastest growing economic sectors. It has
contributed to the socio-economic progress of many
nations through export revenues, job and enterprise
creation, and infrastructure development. Each year,
an increasing number of destinations around the
world invest in and encourage tourism.

Over the past six decades,
tourism has continued to expand
and diversify to become one of
the world’s largest and fastest
growing economic sectors.

In 2015, the tourism sector continued to perform well.
Two main factors influenced tourism flows – strong
exchange rate fluctuations and a decline in the price of
oil. As shown in Figure 4, tourism contributed 10 per cent
of global gross domestic product, one in 11 jobs and
30 per cent of services exports worldwide.
International tourist arrivals increased by 4.6 per cent
(year on year) to 1.19 billion worldwide. International
tourism generated receipts of US$1,260 billion, up
4.4 per cent from 2014.

FIGURE 4: THE GLOBAL IMPORTANCE OF TOURISM

10%
of GDP

1 in 11
jobs

7%

of world exports

30%

of services exports

Source: United Nations World Tourism Organization (UNWTO), Tourism Highlights, 2016. Statistics are based on a calendar year
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AUSTRALIAN TOURISM AND ITS PLACE IN THE WORLD

Australia ranked 11th in the world for international
tourism receipts in 2015 and first for spend per visitor.
This reflects the long-haul travel profile of visitors to
Australia, and their tendency to stay longer and do
more when they visit. Australia was ranked 42nd for
the number of visitor arrivals, up two places from 2014.
ECONOMIC OUTLOOK

While the overall outlook for the world economy
remains mixed, conditions should remain favourable
for Australia’s inbound tourism market. The global
economy is forecast to grow by 3.2 per cent in 2016,
strengthening to 3.5 per cent in 2017. 1 Emerging
economies are expected to grow faster than advanced
economies over the next two years. Asian economies
are expected to perform relatively well.
During 2016/17, Australian tourism will likely benefit
from a continued depreciating Australian dollar.
While this may not drive more visitors to Australia,
it will make an Australian holiday more affordable
and increase the potential spend of international
visitors travelling in Australia.
DESTINATION APPEAL

Australia continues to rate as one of the world’s most
desirable destination brands. In the Anholt-GfK Roper
Nation Brands Index 2015, Australia’s brand ranked
ninth, maintaining the same position as in 2015.
Australia has what more and more international
travellers want – spectacular natural beauty; a pristine
environment; safety and security; friendly and
welcoming people; modern cities and infrastructure;
and world-class food and wine. Consumer research
undertaken in 2014/15 found that two out of three
international visitors enjoy Australia’s aquatic or
coastal environments in some way – from scuba
diving to simply going to the beach.
In early 2016, we launched the latest iteration of
our There’s nothing like Australia campaign, which
focused on Australia’s world-class aquatic and coastal
experiences. The campaign was officially unveiled
at an event in New York on 25 January 2016.

1
2
3
4
5

Tourism Research Australia, International Visitors Survey
Australian Bureau of Statistics, Overseas Arrivals and Departures
Tourism Research Australia, International Visitors Survey
Tourism Research Australia, Tourism Forecast 2016
Tourism Research Australia, International Visitors Survey
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Increased visitor numbers and spending are evidence
of Australia’s continuing appeal as a destination.
There were 7.8 million visitors to Australia in 2015/16,
up 10 per cent on 2014/15, 2 and international visitor
spending totalled $38.1 billion, up 14.1 per cent on
2014/15. 3 The number of nights each visitor spent in
Australia also increased – with visitors spending a total
of 248 million nights, up 5.2 per cent on 2014/15.
The number of international visitors to Australia
is forecast to increase 6.7 per cent in 2016/17 to
8.3 million. It is expected to then increase 5.6 per cent
each financial year to 2024/25, to reach 12.3 million. 4
Arrivals from Asia represented 47.1 per cent of inbound
arrivals in 2015/16. Visitors from Asia continue to
represent the fastest growing sector of inbound tourism,
with arrivals up 16.2 per cent for 2015/16. Asian visitors
contributed 52.6 per cent of total international visitor
spend. Similarly, the number of arrivals from the UK
and the USA continued to improve compared to 2014/15.
The number of UK visitors increased by 5.4 per cent and
the number of USA visitors by 14.1 per cent. 5
The improved global economic outlook, the sustained
economic recovery in Australia’s traditional inbound
source markets (the UK and the USA) and a growing
interest in leisure travel bode well for growth in the
number of international visitor arrivals. However,
it is anticipated that Australian tourism will face
a competitive environment, with increased marketing
by competitor destinations, changing distribution
channels and broadening media options for
the consumer.

The number of international
visitors to Australia is forecast to
increase 6.7 per cent in 2016/17
to 8.3 million. It is expected to
then increase 5.6 per cent each
financial year to 2024/25, to reach
12.3 million.

Sandboarding at Stockton Beach, Port Stephens, NSW

AVIATION OUTLOOK

Substantial growth in aviation capacity into Australia in
the last few years is in line with expectations to achieve
Tourism 2020 targets.
Sustaining and increasing direct non-stop aviation
capacity is a priority for driving market growth and
realising the potential tourism from Japan, India, China
and South Korea. Improvement in capacity from South
America is also needed to realise the potential from
Brazil. Improved trade from the bilateral agreement
with China in early 2015 has enabled Chinese airlines to
increase the number of flights, particularly from China’s
growing second and third tier cities. This will facilitate
demand from these rapidly growing regions.

INVESTMENT OUTLOOK

Increases in international travel by Asia’s middle class,
combined with Australia’s transparent and stable
investment environment and world-class tourism
offering, are attracting strong capital flows from
Asia. Tourism Research Australia’s Tourism Investment
Monitor 2016 reports a potential pipeline of 39,900 new
short-term accommodation rooms in Australia (24,000
in mixed-use and 15,900 in hotel-only developments).
Offshore investment has been the key driver, with
capital predominantly sourced from South East Asia
and Greater China but with a growing level of enquiry
from Japan and the Middle East.
Hotel development in Australia is complex and many
projects remain at the planning stage. Tourism Australia
and Austrade have increased their focus on facilitating
strategically important development projects. This
partnership emphasises aligning new supply with
demand, driving marketing activities and extending
investment into new areas such as luxury regional
accommodation and infrastructure.

ANNUAL REPORT 2015/2016 | 13

2.0 2015/2016 overview

Executive reports
CHAIRMAN’S REPORT

This has been a year of strong
performance for Australian
tourism. Progress towards
the Tourism 2020 targets
is accelerating, with visitor
numbers and spending at
record levels.

Spend by international visitors
increased 14.1 per cent in the past year – more than
twice the average annual growth rate since 2009 when
the 2020 plan was unveiled.
With the considerable growth in international
spending, we are certainly seeing the benefits of
a high-yield tourism strategy. The current target for
overnight expenditure is $127 billion, 1 10 per cent
greater than initial aspirations.
China continues to be a stand-out contributor to the
Australian tourism industry, with one million Chinese
visitors in a 12 month period for the first time this year.
One quarter of all our international tourism receipts
now come from Chinese visitors.
It’s critical we continue to actively engage with this
market. I was delighted to be part of a strong tourism
delegation led by our Prime Minister, the Minister for
Trade and Investment, and the Minister for Tourism
and International Education that participated in
Australia Week in China (AWIC) in April 2016. AWIC
was the third business week we were involved in over
the past 12 months, following events in Indonesia in
November 2015 and the USA in February 2016.
Meanwhile, the 'balanced portfolio' approach we
continue to apply in our international marketing has
paid dividends in key markets including the USA,
Singapore and India, which are all performing well.
And we’re seeing a very pleasing return to growth in
tourism from Japan.

1 Tourism Research Australia, Tourism Forecasts 2016
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The declining value of the dollar has undoubtedly
provided a helpful tailwind, but the industry has also
earned some big ticks on its scorecard this year. I can’t
recall seeing Australia’s tourism industry more united
than it is now.
A big part of our role at Tourism Australia is to provide
the industry with strong leadership and clear direction.
As we look to the future, a key focus of the Tourism
Australia Board of Directors has been ensuring the right
strategy, governance and structure are in place to take
us to 2020 and beyond.
Significant work was undertaken over the past
12 months to develop a long-term strategic direction
and market framework, which were implemented on
1 July 2016. We also streamlined Tourism Australia’s
international network. Important among the changes
is the creation of a North Asia region, which comprises
China, Hong Kong, Japan and South Korea, and mirrors
our current South East Asia structure. We’ve also made
organisational changes to integrate strategy into the
day-to-day operations and direction of Tourism Australia.
At Board level, three new directors were appointed:
Hayley Baillie, Kate Vale and Francis Wong, OAM.
These appointments bring substantial experience
and expertise to the Board across marketing, business,
technology and corporate governance. Retiring Deputy
Chair Brett Godfrey and Director Mark Stone, AM, made
significant contributions to the organisation. I thank
them sincerely and acknowledge their achievements.
In concluding, I commend John O’Sullivan and his
team at Tourism Australia for another year of strong
delivery. With the Board, I look forward to helping
guide the organisation as it embarks on an exciting
12 months ahead.

Anthony South

A big part of our role at Tourism Australia is to provide the
industry with strong leadership and clear direction. As we
look to the future, a key focus of the Tourism Australia Board
of Directors has been ensuring the right strategy, governance
and structure are in place to take us to 2020 and beyond.

Sydney Harbour, NSW
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The appointment of actor Chris Hemsworth
as tourism ambassador for the Aquatic and
Coastal campaign has generated worldwide
media coverage demonstrating the power of
celebrity advocacy.
Sandy Cay, Great Barrier Reef, QLD
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MANAGING DIRECTOR’S REPORT

It has been a busy and
productive 12 months, during
which Tourism Australia has
responded to ever-increasing
global competition and external
changes affecting our sector.
We have continued to work to
achieve our 2020 goals and
position ourselves and the industry for the future.
I am pleased to say that this has been another record
year for international visitor spend and arrivals. Building
visitor demand means focusing on the right customers,
the right markets, the right message and the right
channels. We’ve succeeded in this with our new global
Aquatic and Coastal campaign, which sits alongside our
Restaurant Australia initiative and focuses on Australia’s
coastal beauty, our beaches and inland waterways.
Our aquatic and coastal experiences are a strong
driver of destination choice. Seventy per cent of our
international visitors enjoy a tourism experience of this
kind, so this campaign clearly plays to one of our great
strengths. It’s been great to see the industry line up so
enthusiastically behind this latest exciting chapter in
our evolving There’s nothing like Australia campaign.
Since the launch of Restaurant Australia, spending on
food and wine has grown nearly 25 per cent to more
than $1 billion. We’re confident that the marketing
focus now being applied to another of our competitive
strengths will deliver equally strong results. Certainly,
the significant increase in leads to industry since
the campaign launch suggests that the commercial
benefits will be widely shared.
A key feature of this campaign that represents
a critical shift in our marketing is how we are
embracing technology and new media to better tell
Australia’s tourism story. We are one of the first tourism
bodies to make extensive use of virtual reality and
360o technologies and, more importantly, make them
widely available to consumers, the domestic industry
and our trade partners.

Since the launch of Restaurant
Australia, spending on food
and wine has grown nearly
25 per cent to more than $1 billion.

The appointment of actor Chris Hemsworth as tourism
ambassador for the Aquatic and Coastal campaign has
generated worldwide media coverage demonstrating
the power of celebrity advocacy. Other notable people
who have helped tell our story this year include worldrenowned chef Rene Redzepi, whose Noma pop-up
restaurant in Sydney wowed international food critics,
and naturalist and broadcaster Sir David Attenborough,
whose three-part television series on the Great Barrier
Reef has provided a visual feast enjoyed by millions
around the world.
Our partnership approach is critical to all our
marketing activities and extends beyond sharing of
creative assets. The $81 million in industry funding that
our commercial partnerships brought in this year has
delivered a huge boost to our international marketing
capabilities. Some of the new partnerships that I’m
particularly pleased to have forged are those with
Expedia, Alibaba and Visa.
In the last 12 months Tourism Australia has also made
significant progress in further embedding a ‘one voice’
approach to selling Australia internationally, particularly
through the work we do with our state and territory
partners. Highlights from this year include the successful
re-launch of the Aussie Specialist Program, the move
toward a common platform for consumer marketing
research and the delivery of a successful Australian
Tourism Exchange on the Gold Coast. The support from
state and territory tourism organisations for Restaurant
Australia and the new Aquatic and Coastal campaign has
also been fantastic.
As ever, I’d like to thank the team at Tourism Australia
and acknowledge the great support and guidance
I continue to receive from my Chairman and Board
of Directors. In particular, I would like to acknowledge
both Brett Godfrey and Mark Stone, AM, who leave
the Board this year. Both have been leaders of our
industry for some time and I sincerely thank them
for their contribution.

John O’Sullivan
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Performance summary
This section provides a summary of Tourism Australia’s
overall performance, including its progress and
achievements against its Australian Government
programmes of ‘Increasing demand for Australia as
a travel destination’ and ‘Industry development’. It also
shows effectiveness of Tourism Australia's marketing
initiatives and campaigns, how it managed its finances,
and the general management and operations of
the organisation.

Overall, Tourism Australia performed well against its
Australian Government programme goals, as shown
in Table 3. Further analysis of Tourism Australia’s
performance against its key performance indicators
is provided in section 6, page 134 (Tourism Australia’s
Annual Performance Statement).

TABLE 3: HOW TOURISM AUSTRALIA (TA) IS TRACKING AGAINST KEY PERFORMANCE INDICATORS
FOR ITS AUSTRALIAN GOVERNMENT PROGRAMMES
Actual
2014/15

Goal
2015/16

Actual
2015/16

Spend from all international visitors

$31.08 billion

$34.97 billion
up 10.9%

$36.58 billion
up 17.7%

Spend from TA key markets

$25.14 billion

$27.59 billion
up 10.0%

$29.88 billion
up 20.4%

Leisure visitor spend from
TA key markets

$12.51 billion

$13.79 billion
up 12.2%

$15.0 billion
up 20.0%

Business events spend from
selected TA markets

$1.97 billion

$2.15 billion
up 12.2%

$1.99 billion
up 1.0%

64%

>67%

72%

27.7 million

29.1 million
up 5%

31.3 million
up 12.8%

Stakeholders indicate TA adds value
to their business

86%

>80%

92%

Event attendees indicate satisfaction
with TA key events

88%

>90%

98%

Key performance indicator
Vistor spend 1

INCREASE
DEMAND

Marketing effectiveness 2
TA marketing campaign recall by
target customer
Total monthly unique visitors to
TA owned websites
Stakeholder satisfaction
INDUSTRY
DEVELOPMENT

Source: Key performance indicators and targets as outlined in the Tourism Australia Corporate Plan 2015/16 – 2018/2019 and Portfolio Budget
Statements 2015/16.

1 Visitor spend actual 2014/15 and goal 2015/16 are at December 2014; visitor spend actual 2015/16 is at December 2015.
2 Marketing effectiveness actual 2014/15 is at June 2014; goal 2015/16 is at June 2015; actual 2015/16 is at June 2016.
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FINANCIAL

Tourism Australia’s appropriation of $144 million was
supplemented by an additional $14 million from the
Asia Marketing Fund, $24.8 million in other direct
revenue and $56.95 million in indirect and in-kind
revenue from partners. See Figure 5.

MANAGEMENT AND OPERATIONS

Tourism Australia continued to finetune internal
processes, improving efficiencies and reducing red
tape. This included the continuing roll-out of Tourism
Australia’s digital and technology strategies. These
initiatives have increased back-office efficiencies
and maintained corporate costs at 8 per cent of
total expenditure.

FIGURE 5: TOURISM AUSTRALIA HIGH LEVEL BUDGET 2015/16

Appropriation

$144m
Direct revenue
(incl. Asia Marketing Fund $14M and other $24.8M)

$38.8m
Indirect/in-kind revenue

$56.95m
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Key events 2015
jul
>> Aboriginal Australia: Our
Country is waiting for you is
launched with Austrade.

>> Tourism Australia signs
partnership marketing
agreements with China Eastern
Airlines, Singapore Airlines and
e-commerce company Alibaba.

aug
>> The new platform for the Aussie
Specialist Program rolls out
with state and territory
tourism organisation partners.

>> A major new partnership with
luxury travel network Virtuoso
is signed.
>> Tourism Australia and
Singapore Airlines launch
a joint campaign in India.

sep
>> Tourism Australia hosts
Restaurant Australia pop-up
with Donna Hay in London.

>> Giga Selfie campaign invites
Japanese travellers to share
selfies of their trip to Australia.

>> Virgin Australia campaign with
Tourism Australia launches in
the USA.
>> Tourism Australia welcomes
new Chair, Anthony South.

>> Korean Air campaign featuring
Australia kicks off in South Korea.
>> Senator the
Hon. Richard Colbeck, MP,
is appointed Minister for Tourism
and International Education.

oct
>> Tourism Australia campaign
with Garuda Indonesia and
distribution partners begins
in Jakarta.

>> Two-week walkabout campaign
runs in Germany, including
training for 400 travel agents.
>> Tourism Australia launches its
new corporate values.
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nov
>> Episodes of TV soap opera
Totalmente Demais set in
Australia, are viewed by more
than 60 million Brazilians.
>> Tourism Australia leads
a delegation to luxury
fair PURE Life Experiences
in Morocco.

>> Tourism Australia leads
a delegation to IndonesiaAustralia Business Week.

dec
>> Dreamtime business event
is held in partnership with
Adelaide Convention Bureau
and Virgin Australia.
>> Australia welcomes its
1 millionth Chinese visitor.

>> Sir David Attenborough's
Great Barrier Reef TV series is
launched at Australia House
in London.

Key events 2016
jan
>> The Hon. Julie Bishop, Minister
for Foreign Affairs, launches
our new Aquatic and Coastal
campaign in the USA.

>> Actor Chris Hemsworth is
announced as Aquatic and
Coastal campaign ambassador.

>> Noma, voted Best Restaurant
in the World, relocates from
Copenhagen to Sydney for
10 weeks.

feb
>> Australian-US Business week is
held in the USA.
>> The Hon. Steven Ciobo, MP,
is appointed as Australia's
Minister for Trade
and Investment.

>> Tourism Australia joins the
City of Sydney for a Chinese
New Year Giga Selfie campaign.

mar
>> Destination Australia and China
Uncovered conferences are held
in Sydney.
>> The Indigenous Champions
business roadshow is staged
throughout Europe.

>> Brisbane is announced as the
host city for Routes Asia 2018.

>> Conde Naste Traveller,
USA names Australia as
Destination of the Year.

apr

may

jun

>> The Hon. Malcolm Turnbull, MP,
Prime Minister of Australia,
re-launches australia.cn as part
of Australia Week in China.

>> The Australian Tourism
Exchange is attended by 2,000+
delegates on the Gold Coast.

>> Social media posts from actor
Chris Hemsworth's family
holiday in Australia reaches
around 20 million people across
the globe.

>> The inaugural China Luxury
Travel Showcase is held in
Shanghai.

>> A new Best of Australia
programme – the Best of Fishing
is launched.
>> Cannes Lions International
Festival of Creativity awards
Tourism Australia for its
Giga Selfie campaigns.

>> Tourism Australia and
Qantas sign new partnership
marketing agreement.

>> Australia is named as host
of the 2017 World’s 50 Best
Restaurants Awards – dubbed
the Oscars of food and wine.
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FIGURE 6:

Visitor numbers and spend
AS AT 30 JUNE 2016

International arrivals and spending are both at
record levels. We welcomed 7.8 million international
visitors in 2016. These visitors injected more than
$38.1 billion into the Australian economy.

TOTAL INTERNATIONAL VISITORS TO AUSTRALIA

10%

+
7.1m

7.8m

2015

2016

TOTAL SPEND BY INTERNATIONAL VISITORS

14%

+
$33.4bn

2015

$38.1bn

2016
CANADA
143,100
-1%
$0.8bn
+3%

Note: Percentage change figures relate to comparison
of data at 30 June 2015 and data at 30 June 2016
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USA

658,700
+14%
$3.6bn
+20%

BRAZIL
43,900
-6%
$0.3bn
-17%

UNITED
KINGDOM
706,100
+5%
$3.8bn
+10%

GERMANY
195,300
+3%
$1.2bn
+17%

CHINA
1,136,700
+22%
$8.9bn
+27%

SOUTH KOREA
260,100
+21%
$1.5bn
+28%

JAPAN
376,200
+15%
$1.5bn
+14%

HONG KONG
237,100
+16%
$1.2bn
+12%

INDONESIA
158,700
+4%
$0.7bn
+18%

FRANCE
120,300
+1%
$0.7bn
-9%

ITALY
73,300
+1%

$0.5bn
+9%

INDIA
241,700
+9%
$1.1bn
+6%

SINGAPORE
428,200
+15%
$1.5bn
+20%

MALAYSIA
356,600
+8%
$1.2bn
+9%

NEW ZEALAND
1,325,000
+4%
$2.7bn
+7%
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awards
TABLE 4: AWARDS WON BY TOURISM AUSTRALIA AND ITS MARKETING PROGRAMMES
Consumer and trade marketing
Gold, Giga Selfie campaign – Cyber category

Cannes Lions International Festival of Creativity,
France

Bronze, Giga Selfie campaign – Digital category

Cannes Lions International Festival of Creativity,
France

Bronze, Giga Selfie campaign – Media category

Cannes Lions International Festival of Creativity,
France

Best Social Media Presence – Tourism Board

Skifties Awards, USA

Best Branded Instagram Account – Tourism Board

Skifties Awards, USA

Best Destination Marketing Award

Routes Marketing Awards, Philippines

Best National Tourism Organisation for
marketing and campaigns

Korea Travel News, South Korea

First–Best Partnership in a Loyalty Programme

Loyalty & Engagement Awards, Malaysia

Gold–Best Media Campaign – Social Media category

Spark Awards for Media Excellence, Marketing
magazines awards, Hong Kong

Best Social Media – Tourism Board

U Magazine Travel Awards, Hong Kong

Finalist – Avec Eric campaign

Platinum PR Awards, USA

Restaurant Australia campaign – Brand Excellence in
Services, Hospitality and Travel and Tourism

CMO Asia Awards, India

Who deserves a break in Australia campaign – Best Use of
Social Media in Marketing and Best Use of LinkedIn

CMO Asia Social Media & Digital Marketing
Excellence Awards 2015, India

Best Destination – Asia Pacific region

2015 Travelzoo Destination Awards, UK

Visit soon campaign – Best Creative Content Idea
Using Video

Drum content awards, UK

Gold – Visit soon campaign

2015 Direct Marketing Awards, Travel and
Hospitality/Transportation section, UK

Destination of the Year 2016

Conde Nast Traveller, USA

Excellence in Digital Marketing and User Experience – Asia
Pacific region

2015 WITovation Awards, Indonesia

Innovation Approach Award – Giga Selfie campaign

Dentsu Advertising Awards, Japan
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Kakadu National Park, NT

TABLE 4: AWARDS WON BY TOURISM AUSTRALIA AND ITS MARKETING PROGRAMMES
Business Events marketing
Best Meeting and Incentive Destination of the Year

China Travel & Meetings Industry Awards, China

Best International Meeting Destination

Miracle Workers Award, China

Best Overseas NTO in China promoting BT-MICE

TTG China Travel Awards, China

Best International MICE destination of The Year

Golden Chair Awards, China

Best MICE Destination Marketing Campaign

Events Marketing, China
Corporate

Silver, Tourism Australia Annual Report 2014/15

Australasian Reporting Awards, Australia

Tomorrow’s Travel Leaders – James Treacy nominated (Senior
PR Executive, UK and Northern Europe, Tourism Australia)

TTG Travel Awards, Travel Trade Gazette, UK
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IN THIS SECTION

03

performance
in detail

Canberra, ACT
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Australian Government programmes:
Increase demand for Australia
as a travel destination
27
Industry development
54

increase demand
for australia as
a travel destination

Tourism Australia will build Australia’s reputation and profile as an exciting and desirable leisure and
business events destination, driving demand, growth in visitor numbers and increased visitor expenditure.
(Source: 2015/16 Portfolio Budget Statements for Tourism Australia.)

Performance overview

OVERALL RESULT: PERFORMING WELL. KEY DELIVERABLES ACHIEVED.
Key achievements:

>	Delivered more than 60 integrated marketing
campaigns under the There’s nothing like Australia
and There’s nothing like Australia for business events
brand umbrella across 16 markets.

> Increasing consumer demand for instant and
personalised information will require regular
updating of mobile and digital platforms.

> Integrated more than 200 partners through
There’s nothing like Australia cooperative marketing
campaigns which helped deliver $81 million in
partnership marketing and industry contributions.

> Dedicated consumer research, including the delivery
of Tourism Australia's Consumer Demand Project
in partnership with state and territory tourism
organisations will inform marketing strategies
and market resource allocation.

> Delivered Dreamtime in Adelaide which showcased
Australia as a business events destination to 100
incentive buyers from 10 countries.
> Reached 15 billion people through public relations,
media and influencer hosting activity with an
earned advertising value of $409 million.
> Generated more than $7.5 million in media reach
from Noma Restaurant Australia activity.
> Attracted around 26.8 million monthly unique
visitors to australia.com and australia.cn websites.
> Achieved 32 per cent growth in social media
followers across Facebook, Twitter, Instagram,
Weibo, Wechat and other channels, growing from
7.8 million followers in 2014/15 to 10.3 million
followers in 2015/16.
Key challenges:

> Global competition from other national tourism
organisations continues to be strong, particularly
in Asia.
> Changing consumer preferences and behaviours,
and fragmenting media channels will require
Tourism Australia to continually adapt its campaigns
and channels.

Looking forward:

> Marketing activities will continue under the
There’s nothing like Australia campaign framework.
These will focus on promoting Australia’s nature and
wildlife; increasing awareness of and participation
in Australia’s Indigenous tourism experiences;
partnering with government and distributors to
develop Australia’s attractiveness for events; and
promoting Australia’s luxury tourism experiences
to attract high spending travellers.
> Digital and social media will continue to be a focus of
our marketing activity as consumer preferences for
planning, booking and sharing holiday experiences
through these channels continue to increase.
> Partnerships will continue to be critical to our
success, with an emphasis on the importance of
flexible campaign platforms to integrate multiple
marketing messages.
> Data analytics will inform continual enhancements
to australia.com and australia.cn to improve the
user experience.
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LEISURE CONSUMER MARKETING – KEY MARKETING INITIATIVES IN 2015/16
Bay of Fires Lodge Walk, Lichen Rocks,
Mount William National Park, TAS

THERE’S NOTHING LIKE AUSTRALIA

Continued marketing communications under the
There’s nothing like Australia campaign aimed to
highlight the best attractions and experiences
Australia has to offer.
Since its launch in May 2010, There's nothing like
Australia has attracted more than 200 partners,
appeared in 25 countries and been translated into
17 languages. The number of visitors to Australia has
grown from 5.6 million 1 to 7.8 million, 2 and spend
has increased from $24.9 billion 3 to $38.1 billion. 4

1
2
3
4

There’s nothing like Australia aims to encourage the
world to experience Australia by increasing consumer
knowledge and building a positive perception of
Australia’s tourism offerings. In 2015/16 a variety of
marketing activities across multiple channels inspired
consumers to visit Australia. These included brand
advertising, public relations, promotions, events and
advocacy programmes. Tourism Australia continued
to invest in its digital and social media platforms in
response to consumers’ growing use of these channels.
The Australian tourism industry continued to support
our campaign activities, including our recent focus on
Australia’s aquatic and coastal experiences. Tourism
Australia provided operators with partnership
opportunities as well as marketing tools and resources
to help them align their marketing activities. These
included campaign logos, digital postcards, newsletters,
access to images and video footage, and promotional
opportunities through integration with Tourism Australia’s
digital and social platforms.

At 30 June 2010, Tourism Research Australia (2010), International Visitors Survey
At 30 June 2016, Tourism Research Australia (2016), International Visitors Survey
At 30 June 2010, Tourism Research Australia (2010), International Visitors Survey
At 30 June 2016, Tourism Research Australia (2016), International Visitors Survey
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“Our research shows that aquatic
experiences are major drawcards
for tourists from all of our major
international markets.”
John O’Sullivan,
Tourism Australia Managing Director

AQUATIC AND COASTAL
The opportunity

Tourism Australia conducted consumer research across
11 key tourism markets that showed aquatic and
coastal experiences are among the most significant
drivers of international visitor demand. Australia’s
biggest competitive strength is its beautiful natural
environments, with Australia ranking highest in the
world for world class beauty and natural environments;
ahead of destinations like Hawaii, New Zealand, Canada
and Switzerland. The research also found that Australia
ranks number one for its aquatic wildlife and its coastal
and beach locations.
While Australia is known for its world-class natural
beauty, consumers across the world do not have
sufficient understanding of the breadth, depth and
quality of our nature experiences.
As shown in Figure 7, analysis of the perceptions of
consumers before and after visiting Australia, found a
significant shift. This showed it is beneficial to work on
improving the perceptions of Australia’s aquatic and
coastal experiences among people who have not yet
visited Australia.

FIGURE 7: PERCEPTION OF AUSTRALIA’S AQUATIC AND COASTAL EXPERIENCES
VISITORS’ COUNTRY OF ORIGIN

BEFORE VISITING % AFTER VISITING %

SHIFT %

CHINA

58

86

28

UNITED KINGDOM

64

83

19

USA

51

64

13

NEW ZEALAND

53

84

31

SOUTH KOREA

53

77

24

SINGAPORE

42

73

31

MALAYSIA

40

73

33

INDIA

44

76

32

JAPAN

41

56

15

INDONESIA

28

55

27

GERMANY

45

77

32

Consumer perception of Australia’s aquatic and coastal experiences increased after they had visited, particularly for visitors
from South East Asia, China and Germany.
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The campaign

The message of the Aquatic and Coastal campaign is
‘You don’t just visit Australia, you live it. It’s not just a
place you see, it’s a place you feel. Australia welcomes
you with open arms and invites you to experience it
with all your senses’.
To frame this story, the campaign targeted four
categories of products and experiences: aquatic
wildlife; remote coastal, beach and aquatic locations;
developed coastal, beach and aquatic locations; and
tropical islands. This enabled Tourism Australia and
state and territory tourism partners to feature
relevant experiences in their marketing activities.
Our new global campaign ambassador, actor
Chris Hemsworth, helped launch the campaign in
New York in January 2016. The roll-out started in the
USA with a joint campaign with Virgin Australia,
followed by dedicated campaigns in the UK, China,
Japan, South Korea, Singapore, Indonesia, India
and Malaysia.

Our marketing activity highlighted Australia’s
aquatic and coastal offerings through:

> New virtual reality technology and digital assets,
including 360˚ videos, which helped the consumer
to actually feel part of the experiences
> User-generated content and opportunities
for industry operators to submit videos and
photographs to be featured on social media channels
> A new advertisement for use in broadcast, cinema
and digital channels, voiced by Chris Hemsworth
> New print and digital executions, as well as
interactive and digital advertising banners
designed to increase engagement and interaction
> New online video content and short films
> A new Best of Australia programme – the
Best of Fishing – announced in May 2016
> New consumer, media and trade itineraries to
motivate trade and consumers.
The campaign will be monitored against the two core
objectives – to improve consumers’ association with
Australia’s aquatic and coastal experiences, and to help
boost total leisure spending.
The campaign has so far been a huge success and is on
track to achieve objectives.
TABLE 5: AQUATIC AND COASTAL
CAMPAIGN OBJECTIVES
Objective

Results at 30 June 2016

Contribute to a 10%
growth in international
visitor expenditure
in 2016

$38.1 billion
(up 14.1 % on 2014/15) 1

Improve Australia’s
association with worldclass coastlines, beaches
and marine wildlife

This is a new
measure – results
will be available
from November 2016

"In Australia you're surrounded by the most incredible natural beauty.
Being in the water or near to it is a way of life for us."
Chris Hemsworth
1 Tourism Research Australia (2016), International Visitor Survey
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FIGURE 8: AQUATIC AND COASTAL CAMPAIGN ASSETS

18 virtual reality
experiences

8 print ad
master variations

8 state-specific
interactive banners

13 multi-state
films

151 bespoke TV edits
for over 15 countries

1 new
australia.com
website

AQUATIC AND COASTAL CAMPAIGN LAUNCH

On Australia Day eve, 25 January 2016, Australia’s
Minister for Foreign Affairs, the Hon. Julie Bishop, MP,
launched our latest instalment of There’s nothing
like Australia in New York, USA, highlighting
Australia’s world-class aquatic and coastal
experiences. At the event, Tourism Australia
revealed the new advertisement voiced by our
global tourism ambassador actor Chris Hemsworth.
The event was hosted by Friend of Australia
Curtis Stone, and was attended by Chris Hemsworth,
chef Luke Mangan, media celebrities, influencers
and business events and trade representatives.
Guests experienced immersive virtual reality
displays and aquatic-themed images projected
on the city’s famous Bryant Park ice rink. Footage
from the new television commercial along
with 360°virtual reality content featuring more
than a dozen aquatic and coastal locations
around Australia, was also featured in the
bespoke projections.
Public relations surrounding the campaign
capitalised on the appointment of Chris
Hemsworth as the global ambassador and
Conde Nast Travellers’ announcement of
Australia as ‘2016 Destination of the Year’.
This resulted in media coverage valued at
$54 million (at 30 June 2016).
Following the global launch, the North American
campaign commenced on Australia Day,
26 January 2016, with the new television
advertisement being played in key cities as
well as across digital media channels including
TripAdvisor, Yahoo, YouTube, Facebook and AOL.

From left: Curtis Stone, Hon. Julie Bishop, MP and Chris Hemsworth
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"The vibrant cities and wonderful people have kept me wanting to
come back, and I have always been attracted to the incredible diversity
you find in Australia's landscapes and ingredients… they are like
no other place on Earth."
René Redezepi

FOOD AND WINE

NOMA AUSTRALIA

Over the past 24 months, marketing activity has
focused on the people, produce and places that deliver
these experiences. In 2015/16, campaign activity across
key markets included a pop up restaurant at Australia
House in London with Australian chef and food writer
Donna Hay, and a partnership with René Redzepi,
owner of Noma Copenhagen and one of the world’s
best-known and respected chefs.

Over the 10-week Noma Australia residency,
Tourism Australia activity focused on public
relations and advocacy programmes. This
included dedicated media programmes targeting
international food journalists, celebrity chefs and
influencers from Asia, Europe and the Americas.
Circulation from public relations coverage
exceeded 7.5 million people around the world,
while earned advertising surpassed its target of
$10 million, delivering $23.6 million in value.

Tourism Australia launched the Restaurant Australia
campaign in May 2014 to highlight Australia’s food and
wine experiences. Two key objectives drove marketing
activity: to increase the perception of Australia as
a quality food and wine destination and to increase
consumer spend on food and wine experiences. Both
of these objectives have been achieved, as outlined in
the Table 6.

In January 2016, René Redzepi closed the doors
to Noma Copenhagen and brought his entire team
to a temporary home at Sydney’s Barangaroo
development. Here the restaurant showcased
some of Australia’s best and most interesting
produce, with a strong focus on native and
coastal ingredients.

TABLE 6: FOOD AND WINE
KEY CAMPAIGN OBJECTIVES
Objective

Results at 30 June 2016

More than $500 million
added to food, wine and
beverage expenditure
by December 2015

At December 2015, an
additional $518 million
had been added
to food, wine and
beverage expenditure 1

Increase perception
of Australia as a
quality food and wine
destination by those
who have not visited

Australia’s association
with quality food and
wine among those who
haven’t travelled here
has improved from
#10 in 2012 (before
Restaurant Australia)
to #6 in 2015 2

1 Tourism Research Australia (2016), International Visitor Survey
2 Tourism Australia (2015), Consumer Demand Project
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René Redzepi, NT

DIGITAL TRANSFORMATION

Tourism Australia continued its digital transformation
programme in 2015/16. This included rolling-out of the
Adobe Digital Marketing Cloud across the organisation,
improving the authoring and publishing capability of
Tourism Australia digital platforms and improving the
user experience on australia.com and australia.cn.
Both australia.com and australia.cn now offer travellers
more personalised and relevant content, depending
on their home country and interests. Consumers can
connect with tourism operators, share their travel
stories, find information, be inspired and plan their
travel experiences.
The site is available in 11 languages. It works across
multiple platforms and features content and conversations
from Tourism Australia’s popular social media channels.
Users can tailor their favourite content into their own
dream trip, and then share it with friends and family
or with an Aussie Specialist travel agent, who can help
them book a trip to Australia.
The site also features improved data analytics capability,
enabling Tourism Australia to test and learn what works
best for its own initiatives, and to improve its marketing
activities with partners.
TABLE 7: NUMBER OF WEBSITE VISITORS 2015/16
Website

Number of monthly
unique visitors

australia.com

15,055,443

australia.cn (China site)

11,777,155

TOTAL

26,832,598

IMMERSIVE EXPERIENCES CAPTIVATE
INTERNATIONAL CONSUMERS

Tourism Australia’s innovative use of virtual reality
and 360° video hit the mark with consumers and
travel sellers eager for more immersive Australian
aquatic and coastal experiences.
In April 2016, Tourism Australia published 18 virtual
reality scenes online as 360° videos. These videos
were also made available to industry operators.
Viewership exceeded target, with more than
6.5 million views across YouTube, Facebook and
australia.com. The aquatic-themed videos helped
to drive a 64 per cent increase in engagement on
australia.com.

64%

increase in engagement
on australia.com

6.5 million
views across YouTube,
Facebook and australia.com

"We are always looking for great digital content.
Tourism Australia’s 360° videos provided us with
an easy solution to expand our regional content.”
Steven Wright,
Chief Executive Officer, BIG4 Holiday Parks
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TABLE 8: SOCIAL MEDIA FOLLOWERS, 2015/16
Social media platform

Followers at 30 June 2016

Link

Facebook

7.1 million

facebook.com/seeaustralia

Twitter

367,000

twitter.com/australia

Instagram

2.2 million

@Australia

Weibo

538,300

weibo.com/seeaustralia

SOCIAL MEDIA

In 2015/16, Tourism Australia’s social media programme
continued to focus on enabling consumers and the
tourism industry to share their own stories and
experiences. This involved sharing content with an
audience of more than 10 million on Tourism Australia’s
Facebook, Twitter, and Instagram sites, as well as via
Weibo and WeChat in China.
Tourism Australia’s social media platforms play an
increasingly important role in encouraging people to
take holidays in Australia. Its social media team curates
images posted on these platforms from the thousands
submitted by travellers and tourism operators each
day. These platforms also provide a stage for Australian
tourism businesses to showcase their products and
experiences to a global audience.
Social media innovation projects

In 2015/16, Tourism Australia undertook several
innovation projects that resulted in the creation
of content and the exposure of Australia as
an aquatic and coastal holiday destination.

"I launched my whole business
via social media, so working with
Tourism Australia to help develop
that was a dream come true. We
have received massive traction
thanks to our connection with
Tourism Australia."
Ben Neville,
Off Piste 4WD Tours, South Australia
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GOPRO ATHLETE SUMMIT

Tourism Australia hosted the GoPro Athlete Summit
on the Gold Coast in Queensland in May 2016,
the first time this annual event has taken place
outside the USA. Partnering with Gold Coast
Tourism, Tourism and Events Queensland, and Virgin
Australia, Tourism Australia assembled a three-day,
action-packed itinerary to allow more than 70 of
the world’s top extreme athletes to experience the
best of the Gold Coast. The campaign resulted in
978 social media posts, with a reach of more than
209 million people. The athletes' footage provided
Tourism Australia with engaging video and
stills imagery.
NEW YEAR’S EVE, SYDNEY HARBOUR BRIDGE

Tourism Australia, in partnership with the
City of Sydney, projected aquatic and coastal
themed footage onto the Sydney Harbour Bridge
pylons on New Year’s Eve in 2015. It funded six
GoPro clips, which featured Sydney Harbour,
the city’s iconic beaches and animals from
Taronga Zoo. More than 1.6 million spectators
saw the imagery in the lead-up to the city’s
midnight fireworks. This footage was also shared
on Tourism Australia and GoPro’s social media
platforms, attracting a combined viewership
of more than 1.4 million. Tourism Australia’s
social media posts on New Year’s Eve reached an
audience of 18.2 million people around the world.

“Through our partnership with Tourism Australia, we created
a collaborative campaign to raise awareness and inspire more visitors
to experience the natural beauty, unique cuisine, wonderful wine and
all that Australia has to offer. The campaign has seen strong results,
with increased intention to visit Australia and increased bookings."
Jane McFadzean,
Global Head of Content Partnerships, Expedia
PARTNERSHIPS

Tourism Australia is a partnership marketing
organisation. We work with partners to increase
international tourism visitor spend by:
> Driving conversion to booking – by linking consumers
to partner booking channels encouraging those with
an intention to visit to book a trip
> Expanding the reach and frequency of campaigns
> Increasing access to target consumers through
partner marketing channels
> Growing partner investment in promoting Australia,
which makes Tourism Australia’s marketing dollar
go further

PARTNERSHIP WITH EXPEDIA

Tourism Australia signed its first formal agreement
with a global online travel agency. The three-year
agreement with Expedia, signed in July 2015, is a
significant new strategic marketing partnership.
Digital campaigns were run in the UK and the USA
to inspire travellers to choose Australia for their
next holiday. The campaigns showcased Australia’s
unique aquatic and coastal experiences as well as
our food and wine. Both 360º and traditional video
featured on an Expedia Australia destination hub
that included ideas for travel, special offers and
booking options.

> Facilitating industry development.
In 2015/16, Tourism Australia worked with more
than 200 tourism industry and other partners that
contributed $81 million in partnership marketing
revenue and industry contributions. These partners
included 20 airlines, 150 key distribution partners,
state and territory tourism organisations, and
non-travel brands.
TABLE 9: TOURISM AUSTRALIA’S SIGNIFICANT
PARTNERSHIPS IN 2015/16
Tourism Australia
undertook long-term
partnerships with
12 industry partners
in 2015/16. These
bolstered Tourism
Australia’s marketing
efforts around
the globe

• Virgin Australia
• Etihad Airways

• Singapore Airlines
• Air New Zealand
• Air China

• China Southern Airlines
• China Eastern Airlines
• Alibaba

• STA Travel
• Expedia

• Cathay Pacific
• Visa
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Aboriginal Australia welcome film
Uluru Kata Tjuta National Park, NT

ONE VOICE

PROMOTING INDIGENOUS TOURISM

Key achievements in 2015/16 included the launch
of a new Aussie Specialist Program platform and
training team, a new approach to the delivery of
research and insights, and continued enhancement
of the Best of Australia Programme. These initiatives
were undertaken in collaboration with state and
territory tourism organisations, aiming to deliver
quality, efficient programmes that would benefit
the Australian tourism industry and its target
consumers. This was supported by an increase of
$12.5 million in contributions from state and territory
tourism organisations.

Consumer marketing activity included the launch of
a new Indigenous film developed in partnership with
Austrade, Aboriginal Australia: Our Country is waiting
for you. Directed by Warwick Thornton and Brendan
Fletcher, the film showcases Australia’s Indigenous
tourism experiences. It featured in a number of
consumer marketing and distribution activities,
including our partnerships with Virgin Australia
and Accor and in dedicated campaigns in the USA
and Continental Europe. The film was broadcast
during NAIDOC (National Aborigine and Islander Day
Observance Committee) Week in Australia and was
included in various marketing activities in China,
Germany, Indonesia, Malaysia, South Korea, the UK and
the USA. It reached an audience of more than 50 million
people, generating total media value of $2 million.

Tourism Australia is committed to a whole-of-government
approach to how we operate driving alignment in
policy, research, distribution and marketing as we work
with government and industry partners to deliver
on Tourism 2020.

Through the year, Tourism Australia continued to
partner with federal, state and territory government
departments and agencies to develop and promote
a strong brand for Australia. Key federal partners
included Austrade, the Department of Foreign Affairs
and Trade, the Department of Immigration and Border
Protection, and the Department of Infrastructure
and Regional Development. Tourism Australia also
continued to work closely with state and territory
tourism organisations to help integrate and align
international tourism promotions.
Chief executives and heads of marketing from
Tourism Australia and the state and territory tourism
organisations met regularly to share insights and
discuss plans in the fields of research, campaign
development and marketing channels, aviation,
distribution, trade events and trade missions.
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Tourism Australia continued to support Indigenous
tourism businesses through the Indigenous Tourism
Champions Programme during 2015/16. The programme
has three focus areas: consumer marketing, trade
engagement and industry communications.

The Indigenous Tourism Champions Programme
continued to feature strongly in Tourism Australia’s
trade engagement activities. These activities included
a dedicated roadshow in Continental Europe, the
participation of champions at Internationale Tourismus
Borse in Germany, the Australian Tourism Exchange
in Australia, and the luxury travel show PURE Life
Experiences in Morocco. The event in Morocco included
a screening of the film and a workshop on its making
with Warwick Thornton.

Campaign highlights
around the world
North Asia

China

VISITORS FROM CHINA (AT 30 JUNE 2016)

+22%
1,136,700

+27%
$8.9 billion

“Tourism Australia's
Key Distribution Partnership
programme is well-known
in China’s outbound tourism
industry, providing a role model
for the delivery of quality
Australian travel experiences.
CYTS looks forward to continuing
to promote superior tour
packages to Australia and to
spreading the quality message
to Chinese consumers.”
Ms Xue Jun,
General Manager, Australia and New Zealand, CYTS

CAMPAIGN HIGHLIGHTS
Partnership with Visa

Tourism Australia partnered with Visa to encourage
free and independent travellers (FIT) from China
to discover why there’s nothing like Australia. The
campaign leveraged Visa’s global brand Not a Tourist,
and showcased experiences in Australia that are best
explored FIT style. We engaged four key opinion leaders
who are well-known in China for their inspirational and
unique travel blogs, and invited them to Australia for
a Not a Tourist trip.
They produced destination videos in Australia that
went viral in China and encouraged Chinese FIT
travellers to share their unique Australian experiences
at #NotATourist. The major media partner for the
campaign was mafengwo.cn, a leading digital travel
content platform that is popular with Chinese
travellers. The campaign ran from September
to December in 2015, and generated more than
860 million media impressions across australia.cn,
mafengwo.cn, and Visa’s campaign page in China.
Self-drive campaign with the South Australian Tourism
Commission and Ctrip
With the rise of self-driving Chinese travellers, Tourism
Australia partnered with the South Australian Tourism
Commission (SATC) and China’s largest online travel
agency, Ctrip, to offer quality self-drive packages to
encourage Chinese travellers to discover regional
destinations in South Australia.

The campaign included a partnership with a leading
radio programme that targeted private car owners in
Shanghai, Beijing and Guangzhou. Together with SATC,
Tourism Australia developed 22 self-drive itineraries
and shared them on australia.cn, the SATC website and
the Ctrip campaign page. More than 1,000 self-drive
packages were sold during the campaign period, which
exceeded target and marked a significant growth in the
number of Chinese travellers taking self-drive holidays in
South Australia compared to the same period last year.
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Hong Kong
VISITORS FROM HONG KONG (AT 30 JUNE 2016)

+16%
237,100

+12%
$1.2 billion

CAMPAIGN HIGHLIGHTS

Hong Kong travellers become city explorers in Australia
Tourism Australia teamed up with four Hong Kong
celebrity anchors – Akina Fong, Ryan Lau, Connie Wong
and Vince Ng – to uncover the food, shopping and
cultural experiences of Australian capital cities, with
the launch of City Explorer, an online campaign
designed for Hong Kong travellers.

At a media conference launching the initiative in
January 2016, the four celebrities talked about their
favourite cities and shared their memorable Australian
experiences. The campaign featured 16 video travelogues
that could be viewed through partner platforms as
well as on YouTube, AppleDaily and Tourism Australia’s
Facebook page. We had more than 2.5 million views on
our Facebook page, exceeding target.
To promote holiday bookings through the campaign,
Tourism Australia worked with three key distribution
partners – Travel Expert, WinCastle, Zuji and Hong Thai –
to create City Explorer packages. The campaign resulted
in around 8,000 passenger bookings against a target
of 2,000.
Virtual reality on the streets of Hong Kong

Tourism Australia kicked off its Aquatic and Coastal
campaign with a ‘moving showroom’ on the streets of
Hong Kong in April 2016. Hong Kongers were encouraged
to immerse themselves in Australian holiday experiences
via virtual reality and 360° mobile technology. The
campaign resulted in more than 2,000 downloads of
Tourism Australia’s virtual reality experiences.

From left: Ryan Lau, Connie Wong, Vince Ng, Akina Fong
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Japan
VISITORS FROM JAPAN (AT 30 JUNE 2016)

+15%
376,200

+14%
$1.5 billion

CAMPAIGN HIGHLIGHTS

All Nippon Airways campaign

In February 2016, Tourism Australia kicked off
a campaign to promote All Nippon Airways’ (ANA’s)
new route between Tokyo’s Haneda airport and Sydney,
which started operating in December 2015. The service
added 80,000 seats to the Tokyo Haneda–Sydney route,
significantly boosting inbound travel from Japan.
ANA, Tourism Victoria and Tourism Tropical North
Queensland joined Tourism Australia in the campaign,
which reached more than 62 million consumers
through a mix of digital, out-of-home, print, broadcast
and retail promotion in Tokyo and Osaka. The themes
of the campaign were Australia’s unique aquatic and
coastal experiences as well as its food and wine.
The broadcast component of the campaign included
television shows Pittanko Kankan and Rainbow Colour
Jean. The first is a weekly one-hour variety show that
airs nationwide at prime time on Friday nights. The
show featured Sydney and Melbourne in episodes that
aired on 5 February, 12 February and 26 February in
2016, with a total audience reach of 35 million. Rainbow
Colour Jean is broadcast every Saturday across Japan.
Sydney, Melbourne and Cairns featured in a 90-minute
episode that went to air on 20 February 2016 to an
audience of around 8 million.

Giga Selfie

Groundbreaking camera technology allowed Japanese
travellers to share their Australian holiday experiences
in a ‘super-sized selfie’ via the Giga Selfie promotion
launched in September 2015.
Travellers downloaded an app that allowed them to
photograph themselves on the Gold Coast’s Main Beach.
They could then share these with friends and family in
Japan. The campaign was promoted across a wide range
of channels in Japan, including digital media, television,
newspapers and travel agency activities.
The campaign achieved more than 478,000 views
worldwide, generating publicity worth more than
$500,000. Together with a second event held in
Sydney as part of the 2016 Lunar Year celebrations,
this promotion won three 2016 Cannes Lions
Advertising Awards.
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South Korea
VISITORS FROM SOUTH KOREA (AT 30 JUNE 2016)

+21%
260,100

+28%
$1.5 billion

CAMPAIGN HIGHLIGHTS
Korean Air partnership

Australia was the feature destination in a dedicated
campaign with Korean Air in 2015/16 that targeted
a 20 per cent increase in travel bookings in the Octoberto-January period. The partnership was the largest
Tourism Australia had ever run in South Korea. Activity
comprised eight TV commercials featuring different
states and territories, print advertising, out-of-home
media, in-flight entertainment and online promotion
that included an Australian microsite. Food and wine,
nature and wildlife, aquatic and coastal, and action and
adventure featured as suggested holiday experiences.
Tourism Australia activity supported and extended
the Korean Air initiative through social and mobile
channels as well as promotions with 10 key distribution
partners, including Hanatour, Interpark, HanJin, Lotte
JTB and Webtour. Visitors to australia.com were offered
the latest On-Air travel deal and the option to book
through one of the partners. The campaign exceeded
booking targets.
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Naver Post promotion

The Korean Air promotion leveraged a campaign
undertaken with Naver Post, South Korea’s top internet
portal, which attracts about three-quarters of web
users in South Korea. The Naver Post partnership
encouraged users to generate travel stories about
Australia for a chance to win one of 14 trips to locations
around Australia. Winners then posted their stories
while travelling.
More than 2,000 posts were published during the
competition, which launched in July 2015. Naver Post,
a service designed for smartphones and tablets, allows
users to share content from Naver’s search platform and
post updates on a wide range of topics including travel.

South East Asia

India

VISITORS FROM INDIA (AT 30 JUNE 2016)

+9%

241,700

+6%

$1.1 billion

CAMPAIGN HIGHLIGHTS

Indian travellers enticed to holiday in Australia

Tourism Australia collaborated with key distribution
partners in India on a campaign to entice Indians to
travel to Australia. Campaign partners comprised
travel agents Cox & Kings, Mercury Travels, Kesari,
MakeMyTrip, Yatra, TUI, Vacations Exotica, Kulin Kumar
Holidays and SOTC.
Running during India’s peak holiday-planning period
from January to March, the campaign used a mix of
print, television and online media to spotlight Australia’s
unique attractions and experiences. Activity included
television commercials that aired across 25 English
language entertainment, infotainment, lifestyle,
sports and news channels, as well as select Hindi
general entertainment channels. Print advertisements
ran in leading daily newspapers, and a range of travel
offers and partner deals were showcased on the
campaign webpage.
The campaign exceeded targets, generating more
than 24,500 bookings, strong return on investment
and decreased customer acquisition costs compared
with a similar campaign run in 2014/15.

Collaboration with India’s foodies

Tourism Australia and Twitter, in collaboration some
of India’s key food influencers, organised a live tweet
in March 2016 to bring to life the best of Australia’s
food stories.
More than 15,000 people tuned in to the Twitter Blue
Room to hear from chef Sanjeev Kapoor, chef Ranveer
Brar, food consultant Rushina Munshaw Ghildiyal
and food critics Vir Sanghvi and Marryam Reshii. The
famous Indian foodies interacted with enthusiasts via
#TweetWhatYouEat and #TasteOfAus, sharing live
broadcasts, photos and Twitter chats. The collaboration
resulted in over 3,400 tweets and reached more than
1.5 million consumers. The collaboration with Twitter
was further extended in a first-of-its-kind Twitter video
series, #RanveerOnTheRoad, that followed Ranveer Brar’s
Australian food and wine experiences. The videos were
promoted from his twitter handle, @RanveerBrar, as well
as @TwitterIndia and @TwitterFood.

From left: Ranveer Brar, Maryam Reshi, Rushina Munshaw Ghildiyal,
Vir Sanghvi and Sanjeev Kapoor at Noma Sydney
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Indonesia
VISITORS FROM INDONESIA (AT 30 JUNE 2016)

+4%
158,700

+18%
$0.7 billion

CAMPAIGN HIGHLIGHTS

Partnering with Garuda Indonesia

Tourism Australia and Garuda Indonesia embarked on
a two-phase joint marketing campaign in 2015/16. In
the first phase, launched in September 2015, Australia
was the feature destination at the Garuda Travel Fairs in
Jakarta and Surabaya. Marketing activities showcased
Australian holiday experiences via Garuda Indonesia’s
key gateway cities, Perth, Melbourne and Sydney. The
campaign saw a 70 per cent increase in bookings to
Australia compared with the same period in 2014.
The second phase of the campaign included activity
across television, radio and online platforms to highlight
Australia’s unique cities and precincts, coastal lifestyle,
nature and gourmet offerings. Leading media and
popular online influencers were invited on a series of
familiarisation visits to Perth, Melbourne and Sydney.
The campaign capitalised on the recent easing of visa
restrictions for Indonesians and contributed to an
increase of 8 per cent in the number of Indonesian
visitors in the first half of 2016.
Tasmanian holidays for Indonesian bank customers

A partnership with BCA Bank in Indonesia targeted the
bank’s customers through outdoor media, direct mail
and public relations activities.
The bank’s 15 million credit card holders were given
access to exclusive holiday packages through a
Tourism Australia venture with key distribution
partners in Indonesia. Clara magazine, a lifestyle
publication popular with affluent Indonesians, featured
special destination coverage. Throughout the campaign,
consumers were provided with information and access
to travel agents who could assist with travel bookings.
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Malaysia
CAMPAIGN HIGHLIGHTS

VISITORS FROM MALAYSIA (AT 30 JUNE 2016)

+8%
$356,600

Singapore Airlines helps target Malaysian travellers

+9%

$1.2 billion

Tourism Australia and Singapore Airlines launched
a campaign in 2015/16 targeting Malaysian travellers
who attended consumer travel fairs in September,
March and July.
The campaign showcased Restaurant Australia through
print, digital and outdoor media in the week leading
up to the travel fairs to stimulate interest in booking
travel to Australia. The aim was to capture Malaysians’
appetite for travel and entice them to book a holiday
through attractive airfares and connectivity to major
gateways. The campaign achieved a 7 per cent increase
in bookings against target.
Malaysians explore our aquatic and coastal offerings

Malaysian travellers were inspired to choose Australia
as their next holiday destination with a campaign
undertaken in partnership with Malaysian Airlines that
promoted Australia’s aquatic and coastal experiences.
Special offers and airfares from Malaysia Airlines
supported the campaign, which ran across print,
digital and radio. State and territory tourism
organisation partners – Destination NSW, Tourism
Victoria, Tourism Tasmania, the South Australian
Tourism Commission, Tourism Western Australia and
Tourism Northern Territory – provided holiday guides,
sharing ideas on how best to explore Australia’s aquatic
and coastal offerings. The campaign led to a 34 per cent
increase in passenger bookings.

SUNSET DRINKS
AT R E S TAU R A N T AU S T R A L I A

E X P LO R E M E L B O U R N E , V I C TO R I A AT AU S T R A L I A .C O M

Enjoy your refreshing Australian experience with Singapore Airlines
ECONOMY CLASS

1,878

FROM
MYR

RETURN

BUSINESS CLASS
FROM
MYR

5,698
RETURN

Singapore Airlines flies to: A D E L A I D E • B R I S B A N E • M E L B O U R N E
SilkAir, the regional wing of Singapore Airlines, flies to: C A I R N S and D A R W I N

•

PE RTH

•

SYDNEY

Redeem an SGD$20 Changi Dollar Voucher when you transit through Singapore Changi Airport from now till 31 March 2016.

F O R M O R E G R E AT FA R E S , V I S I T

singaporeair.com/myaus

The advertised fares include the price of the air ticket, as well as associated taxes and surcharges only, correct as at 19 August 2015, subject to change due to currency fluctuation. Fares quoted are per person available from now to 18 September 2015 (subject to
seat availability), for travel out of Kuala Lumpur, Penang or Langkawi. Travel period for Economy Class is from 4 September 2015 to 30 June 2016; travel period for Business Class is from 6 September 2015 to 31 December 2015. Other terms and conditions apply.
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Singapore
VISITORS FROM SINGAPORE (AT 30 JUNE 2016)

+15%
428,200

+20%
$1.5 billion

CAMPAIGN HIGHLIGHTS

Train commuters encouraged to visit Australia

Australian experiences advertised in train carriages
on Singapore’s North East Line in September 2015
encouraged more than 20 million passengers to
make Australia their next holiday destination.
Advertisements promoted a suite of Australian
packages from Dynasty Travel, one of Tourism
Australia’s key distribution partners in Singapore.
The campaign ran through print, social media and
direct mail as well as Dynasty Travel’s consumer events
and travel fairs. Dynasty Travel reported a 13 per cent
increase in passengers to Australia in 2015/16.
Joining forces to promote our food and wine

Tourism Australia partnered with seven key distribution
partners during 2015/16 to showcase new itineraries
based on food and wine as well as Australia’s city
precincts. Partners included Chan Brothers Travel,
Dynasty Travel International, Farmosa Holiday Tours,
Holiday Tours and Travel Singapore, MISA Travel,
Travix Travel Singapore and UOB Travel Planner.
Activity included advertising, promotion through
partner-owned websites, social media, events and
roadshows. Tourism Australia, and state and territory
tourism organisations also provided front-line travel
staff training and familiarisations. The campaigns
exceeded passenger booking targets by 14 per cent.

Dynasty Travel advertisements in a train carriage on Singapore's North East Line
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Americas

North America – Canada and the USA
VISITORS FROM USA (AT 30 JUNE 2016)

+14%
658,700

+20%
$3.6 billion

CAMPAIGN HIGHLIGHTS

Time Inc. partnership targets affluent travellers

In 2015/16, Tourism Australia began a partnership with
Time Inc. Affluent Media Group to drive bookings among
affluent travellers, including premium American Express
cardholders and leading premium travel professionals.
The Magical Australia campaign ran from January to
May in 2016 in the Group’s Travel + Leisure and Food
and Wine publications. Departures magazine featured
‘Luxury Lives in Australia’ to American Express Platinum
Card and Centurion members. Each publication featured
10 itineraries and included a dedicated American
Express toll-free number to enable consumers to book
a trip to Australia. The campaign was supported with
travel trade education and promotion to American
Express travel agents.

“Virgin Australia works closely
with Tourism Australia to
promote this great country
to the world. Together we
have captured the attention
of international audiences
through major campaigns
and tourism initiatives.”

VISITORS FROM CANADA (AT 30 JUNE 2016)

-1%

+3%

143,100

$0.8 billion

Campaigns entice North Americas Down Under

Tourism Australia launched two major campaigns
with airline partners in the USA and Canada to
promote travel to Australia.
Virgin Australia campaign in the USA

Tourism Australia undertook a campaign with Virgin
Australia in three phases, during September, February
and May. The promotion ran across digital, social media
and print advertising channels, including The New York
Times, Yahoo!, Facebook, Instagram and YouTube, as
well as multiple advertising networks. Results exceeded
booking targets, and lead targets were achieved.
Air Canada campaign

Tourism Australia and Tourism and Events Queensland
partnered with Air Canada to promote the airline’s
new year-round, non-stop service between Vancouver
and Brisbane, which commenced on 1 June 2016. The
digital campaign ran in two phases, in February 2016
and April 2016, in both English and French. Aquatic
and coastal imagery was featured across Yahoo Native,
The Weather Network and Facebook. The promotion
included showcasing the new Aquatic and Coastal
advertisement on in-flight entertainment channels
from April 2016.
The campaign exceeded targets, delivering more than
4,500 leads to partners (against a target of 1,013)
and 57,600 unique visitors to the campaign page
on australia.com (exceeding the target of 16,875).

Danielle Keighery,
Group Executive Public Affairs, Virgin Australia
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South America – Brazil
VISITORS FROM BRAZIL (AT 30 JUNE 2016)

-6%
43,900

-17%

$0.3 billion

CAMPAIGN HIGHLIGHTS

Australia stars in Brazilian TV drama

Tourism Australia teamed up with Brazil’s leading
TV network, Globo, to produce Australian episodes of
its soap opera Totalmente Demais (which translates
as ‘Totally Awesome’). The aim was to boost the
attractiveness of Australia as a holiday destination
for Brazilians. Globo is a market leader in Brazil and
famous for its telenovela productions.
The Globo visit to Australia, conducted in partnership
with Destination New South Wales and Tourism and
Events Queensland, resulted in four episodes of the
TV drama, which aired across Brazil in November 2015.
They featured iconic attractions in Sydney and the
Whitsundays. As of May 2016, more than 118 million
Brazilians had seen the episodes, over 650 media stories
had been written (worth $11 million in advertising
value) and promotions worth more than $15 million
had been generated.
To capitalise on the interest generated from
Totalmente Demais, Tourism Australia ran a weeklong Walkabout Brazil Roadshow in January 2016.
One hundred of Brazil’s top luxury agents, industry
partners and media in Rio de Janeiro and Sao Paulo
took part. Tourism Australia then launched a social
media campaign in April 2016 in partnership with key
distribution partners Queensberry, Teresa Perez Tours,
CVC and OTA Decolar to promote holidays to Australia,
encouraging consumers to book a holiday to Australia.

From top: The cast of Totalmente Demais, at the Whitsundays, Queensland
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Europe

Continental Europe
VISITORS FROM GERMANY (AT 30 JUNE 2016)

+3%

195,300

+17%
$1.2 billion

VISITORS FROM FRANCE (AT 30 JUNE 2016)

+1%
120,300

-9%

$0.7 billion

VISITORS FROM ITALY (AT 30 JUNE 2016)

+1%

+9%

73,300

$0.5 billion

CAMPAIGN HIGHLIGHTS

Indigenous Tourism Champions visit
Germany and France

In December 2015, Tourism Australia launched a
promotion in Germany featuring Australia’s Indigenous
tourism experiences. It aimed to inspire travellers
through screenings of the film Aboriginal Australia:
Our Country is waiting for you in cinemas in Berlin,
Hamburg, Hannover, Cologne, Frankfurt and Munich
as well as through social media and the German
edition of Huffington Post.
A dedicated page on australia.com showcased
Aboriginal tourism products that linked to offers
from distribution partner Boomerang Reisen. The
Australian travel specialist supported the campaign
through consumer events, direct mail, online
advertising, its window decoration in retail outlets
and a dedicated campaign page with packages and
offers. The campaign increased sales against target
and saw an increase in bookings compared to the same
period last year. Tourism Australia also partnered with
wholesaler Dertour, seven state and territory tourism
organisations, and Singapore Airlines on a self-drive
campaign with an Indigenous focus. The campaign
included both consumer and distribution marketing
elements. The distribution component included travel
agent training in Indigenous tourism experiences.
In March 2016, Tourism Australia led a roadshow
through Germany and France with 11 Indigenous
Tourism Champions to train Aussie Specialist agents
and key distribution partners in Australia’s Aboriginal
tourism offerings. The roadshow culminated with the
Indigenous Tourism Champions holding appointments
with travel buyers at Internationale Tourismus Börse
Berlin, the world’s largest travel show.
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Etihad Airways and affiliates target Continental Europe
Tourism Australia launched a major campaign across
Germany, France and Italy with airline partner Etihad
Airways to drive bookings to Australia. Germany's
airberlin and Alitalia in Italy also partnered with Etihad
to promote the campaign through their communication
and distribution channels. Tourism Western Australia,
Destination NSW and Tourism Victoria also partnered
with Tourism Australia and Etihad Airways to increase
the campaign reach, highlighting tourism experiences
in their respective states.
The campaign included digital, trade press, TV
and cinema promotions in Germany; out-of-home
advertising in Italy; and digital and out-of-home
advertising in France. There were also dedicated
campaign websites in local languages on australia.com
incorporating Tourism Australia campaign assets, and a
destination page on etihad.com/Australia.

Pan European youth campaign

Tourism Australia and STA Travel ran a promotion
targeting German, French, Italian and British travellers
aged 18 to 30. The campaign, tagged My Aussie
Adventure, highlighted the benefits of working
while travelling in Australia.
A tool on the STA Travel website and Facebook page,
allowed potential travellers to search and curate their
own working holiday itinerary, share it with friends
and send selected products and experiences to an
STA Travel expert, who helped with booking.
The campaign was promoted through online video
and social media advertising as well as sales activities
in STA Travel and affiliate shops across the UK, Germany,
Italy and France. In the UK, STA partners offered return
fares to Australia for £489 and discounts of 15 per cent
on working holiday visa packages and 54 per cent on
campervan hire, plus savings on Adventure Tours. A trip
planner was launched in Germany that allowed users
to select their ultimate Australian youth experience
from a bucket list in conjunction with bookable products,
share this with friends and enter a competition to win a
trip to Australia.
The campaign, promoted through online, social media
and out-of-home channels, also included a university
roadshow through 10 German cities, as well as sales
activities in STA outlets across Germany.
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The UK
VISITORS FROM UK (AT 30 JUNE 2016)

+5%
706,100

+10%
$3.8 billion

Sir David Attenborough

CAMPAIGN HIGHLIGHTS

Etihad Airways Restaurant Australia partnership

Following the success of the 2014/15 Restaurant Australia
campaign, Etihad Airways continued its food and wine
marketing partnership with Tourism Australia in 2015/16.
Campaign activity included a media partnership, a popup restaurant event (Taste of Australia with Donna Hay)
and a special Australian food and wine supplement in
the Daily Telegraph newspaper.
At the Taste of Australia event, held in Australia House
in London over two evenings in September 2015,
guests enjoyed a four course menu created by
Donna Hay, accompanied by Australian wines chosen
and presented by British food writer Xanthe Clay.
The promotion included the opportunity to win a
gourmet getaway to Australia, flying business class
with Etihad, a special Restaurant Australia edition of
the Daily Telegraph’s Ultratravel, and photos and short
videos from Donna Hay and Xanthe Clay. An Etihad
Airways’ lead-in fare of £609 was offered during the
campaign through a mix of features, advertising
and editorials. Australian state and territory tourism
organisations took advantage of the partnership
with state-specific content and advertising.
Great Barrier Reef stars in global television series

Australia House was transformed into a private
cinema on 2 December 2015 as royalty, celebrities and
the media were treated to a special screening of the
television documentary series David Attenborough’s
Great Barrier Reef. The special screening, jointly
hosted by the Australian High Commission and
Tourism Australia, included a special appearance and
Q&A session by the film’s presenter and renowned
naturalist Sir David Attenborough.

“Being on the reef is a revelatory,
thrilling experience and with this
project we’re going to be able to
share it with millions.”
Sir David Attenborough

The screening was part of a wider partnership with
Atlantic Productions that included leveraging the
documentaries to promote Australia’s aquatic and
coastal experiences to potential holidaymakers. The
series aired on BBC One on 30 December 2015, and has
been broadcast to an audience of more than 26 million
people in the UK, with an earned advertising value of
more than £43.5 million. The pre-screening generated
advertising valued at £214,000 and the series generated
around 350 media stories with an earned advertising
value of £820,500.
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BUSINESS EVENTS AUSTRALIA – KEY MARKETING INITIATIVES IN 2015/16
In 2015/16, Business Events Australia’s marketing
communications and trade engagement programmes
targeted two sectors – associations and incentives – to
grow international demand for business events in
Australia and drive visitation to confirmed events.
Business Events Australia focuses on markets and
sectors where our work can provide the greatest
return on investment, namely:
> Greater China including Hong Kong – Incentive focus
> United Kingdom and Europe – Association focus
> North America – Incentive and Association focus
> New Zealand – Incentive focus.
To achieve Tourism 2020 goals, Business Events
Australia focuses on four pillars:
> Building awareness through the creation of
tailored content as well as owned and earned
media in channels that target association and
incentive decision makers
> Partnership marketing with Australian industry
to drive conversion of business and international
delegate visitation to Australia
> Strengthening conversion to booking through
delegate acquisition programmes and sharing
insights on the needs of the target consumer
with industry
> Trade development by sharing market insights
with industry and delivering a programme of
educational and trade events.

Sounds of Silence, Uluru
Kata Tjuta National Park, NT
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MARKETING COMMUNICATIONS

There’s nothing like Australia for Business Events

Marketing activity continued to promote the message
‘There’s nothing like Australia for Business Events’. New
creative incorporated aquatic and coastal themes and
imagery. Tourism Australia bought media in key markets
including print and digital advertising in business events
publications and created bespoke content that was
distributed through media partnerships and Business
Events Australia’s channels. These were complemented
by a public relations campaign that resulted in articles
in trade, news and online publications.
Business Events Australia also worked with industry on
partnership marketing activity to increase awareness
of Australia as a business events destination and assist
in the conversion of business. The Delegate Boosting
Programme also helped to increase international
delegate visitation to conferences held in Australia.
Research on delegate behaviour

Business Events Australia delivered new research
on the path to purchase behaviour of international
conference delegates. The research was designed
to provide industry with greater insight into
the considerations and timeline of decisions of
potential travellers to conferences in Australia.

TRADE DEVELOPMENT

Business Events Australia continued its comprehensive
trade development programme in 2015/16. This included
educational visits for incentive decision makers,
attendance at trade shows, and hosting meetings,
roadshows and seminars for associations and incentive
decision-makers. Business Events Australia’s post event
surveys indicated 100 per cent of Australian industry
participants were satisfied with the events in which
they participated.
Incentive educational visits

To highlight Australia’s strengths in delivering
outstanding incentive events, Business Events Australia
hosted eight educational visits for business events
decision makers and media from Greater China,
New Zealand and the USA. In post-event surveys,
100 per cent of participants indicated that they were
satisfied with the educational programmes. Around
93 per cent indicated they were more likely to send
business to Australia as a result.

Association educational visit

Association decision makers from the UK, Europe
and the USA travelled to Brisbane in March 2016 to
participate in the World Science Festival – the first
time the event has been held outside New York.
Business Events Australia hosted association
decision makers and showcased Australia’s
strengths as a world-class destination for business
events. The visit generated two business leads,
one of which has confirmed travel to Australia. All
visiting buyers indicated they were more likely to
send business to Australia as a result of attending
the event.

Greater China Showcase

More than 120 corporate buyers, business events
agents and media attended the Business Events
Australia Greater China Showcase in April 2016
as part of Australia Week in China. The three-day
event delivered more than 80 leads for Australia’s
business events industry.

TABLE 10: ACTIVITIES DELIVERED AND SUPPORTED THROUGH BUSINESS EVENTS AUSTRALIA IN 2015/16
Activity

Event

Provided a platform for Australian
business events industry to do
business at international trade
shows and meetings

> IMEX, USA

> IMEX, Frankfurt

> Pacific Area Incentives and Conferences Expo (PAICE), New Zealand
> Incentive Business Travel and Meetings (IBTM) World, Spain
> Associations World Congress, Germany

> Incentives and Meetings Expo (AIME), Melbourne
Tourism Australia–owned events

> Dreamtime, Australia

> Business Events Australia Greater China Showcase, China
> Business Events Australia event Auckland, New Zealand
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“Dreamtime was an
excellent way for me to
experience Australia for
the first time. It opened
my eyes to what Australia
can offer my clients.”
Dreamtime 2015 buyer

Dreamtime

Held biennially, Dreamtime is Tourism Australia’s
signature incentive showcase that brings together
incentive buyers and media from around the world
to discover firsthand why there is nothing like
Australia for business events.
In 2015, Dreamtime was held in Adelaide where
Tourism Australia hosted more than 100 incentive
buyers and trade media from 10 countries. The
programme included a business session that
provided Australian industry with the opportunity
to build relationships and generate business,
and a showcase day, when buyers and media
experienced business events products in Adelaide
and the surrounding regions. Dreamtime also
included a three-day educational programme
that took in Cairns, the Gold Coast, Kangaroo
Island, Melbourne and Sydney. Post-event surveys
showed that 94 per cent of buyers were very
satisfied with the Dreamtime programme and
95 per cent were more likely to send business to
Australia as a result of attending the event.
Dreamtime continues to produce leads for the
Australian business events industry – with 31 leads
as of 30 June 2016, and 15 confirmed. In addition,
Dreamtime has generated 187 media stories
against a target of 150, with a reach of more than
25 million consumers. Dreamtime was delivered in
partnership with the Adelaide Convention Bureau
and Virgin Australia.

Dreamtime 2015, Adelaide, SA
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Penguin Parade, Phillip Island, VIC

Greater China training and development

Business Events Australia hosted four seminars
in Guangzhou, Beijing, Chengdu and Shanghai,
with over 300 incentive agents. The full day
events featured presentations from Singapore
Airlines, five convention bureau and 10 attractions
and products promoting Australia’s business
events offerings.
Business Events Australia also hosted six Best Partner
programmes around China, partnering with an
Australian convention bureau and Singapore
Airlines for each event. The programmes have
provided over 150 corporate decision makers with
a taste of Australia’s diverse business events
offerings. They were held in partnership with
key business event agencies in market.

New Zealand showcase

Around 100 leading New Zealand business event
planners, corporate clients and media attended
a Business Events Australia initiative in Auckland
in June 2016 to learn more about Australia’s
business events destinations. The aim was to
inspire participants, to keep Australia top of mind
and to encourage them to hold their next business
event in Australia.
Australia’s experiences were showcased in an
immersive environment through five themes:
culture and events; aquatic and coastal; nature
and wildlife; luxury and indulgence; and food and
wine. Guests were surrounded by evocative images
and treated to stories, tastes, sounds and smells
drawn from or inspired by some of Australia’s key
incentive experiences and destinations.
North America roadshow

Business Events Australia offered an immersive
experience of Australia to business events buyers
in America’s northwest in March 2016. The events
kicked off in Minneapolis, then moved to Chicago,
showcasing Tourism Australia’s new 360° virtual
reality footage of Australia’s aquatic and coastal
experiences. Delegates also learnt about Australia’s
innovative products, airline capacity and resources
from the Business Events Australia team. Participants
included key business events agents and corporate
clients in the USA.
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industry development
Tourism Australia will continue to work in partnership with industry and government
stakeholders to promote growth and development of the Australian tourism industry.
(Source: 2015/16 Portfolio Budget Statements for Tourism Australia.)

Performance overview

OVERALL RESULT: PERFORMING WELL. KEY DELIVERABLES ACHIEVED.
Key achievements:

Key challenges:

> Trained more than 27,000 travel agents through
the Aussie Specialist Program.

> Australian tourism is highly reliant on the aviation
sector to bring travellers to its shores. While the
outlook is positive for most major markets, some
bilateral agreements are close to capacity, which
may impact potential growth.

> Following foundation work in 2014/15, launched a
new platform for the Aussie Specialist Program in
partnership with state and territory tourism partners.

> Delivered a programme of quality trade events,
providing platforms for the Australian tourism
industry to do business with distributors of
Australian tourism products around the globe.
This included the Australian Tourism Exchange
held on the Gold Coast, which hosted more than
840 buyers from 30 countries.
> Increased cooperative marketing with key
distribution partners, amplifying campaign
messaging and driving trip bookings by presenting
quality Australian holidays to consumers.
> Worked with industry to promote quality Australian
experiences that meet the needs of target consumers.
This included continued marketing under the Best of
Australia programme and the launch of the Best of
Fishing programme.
> Promoted Australian tourism at Australia Week
events in the USA, China and Indonesia.
> Supported aviation development and demandled investment in tourism infrastructure. This
included providing advice on the needs of the
target consumer, delivering sales and marketing
tools for Austrade teams to use with prospective
international investors, and coordinating investor
events and roundtables for the federal Minister.
> Delivered the Destination Australia Conference and
the inaugural China Uncovered Conference, as well
as tourism industry briefings with state and territory
tourism organisations. Attendee satisfaction
was high, with ratings of ‘good to excellent’ from
97 per cent of conference delegates and 95 per cent
of briefing participants.
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> The tourism industry is competitive, fast-changing
and significantly influenced by changes in consumer
behaviour and advances in technology.

> Tourism Australia works to increase international
tourism, while Australia’s tourism industry is
predominantly focused on domestic tourism,
delivered by small to medium-sized enterprises. This
presents resourcing issues for the tourism industry
and for Tourism Australia when juggling offshore
and onshore distribution and marketing activities.
Looking ahead:

> Continued focus on delivering initiatives in
partnership with state and territory tourism
organisations will build effective distribution
mechanisms in key markets. This includes continued
focus on conversion, with marketing activity linked
to distribution partners who can help consumers
book trips to Australia.
> Ongoing work with airlines, airports, and state
and territory tourism organisations will help to
sustain existing aviation capacity and encourage
introduction of new routes.
> Conducting consumer research and industry analysis
in partnership with state and territory tourism
organisations, will provide a common foundation for
the marketing of Australia internationally.
> Opportunities have been highlighted for improving
the competitiveness of Australia’s visa processes,
working in partnership with the Department of
Immigration and Border Protection, Austrade and
relevant ministers and staff.
> Continued strengthening of Tourism Australia’s
partnership with Austrade to promote investment
in Australian tourism.

Key to delivering on Tourism 2020 is
increasing the quality of Australia’s
tourism experiences to ensure
Australia is globally competitive.

Cape Byron Lighthouse, Byron Bay, NSW
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INDUSTRY DEVELOPMENT – KEY INITIATIVES IN 2015/16
Key to delivering on the Tourism 2020 strategy
is increasing the quality of Australia’s tourism
products and experiences to ensure Australia is
globally competitive.
We can achieve this by training sellers of Australian
tourism around the world, and working with the
Australian tourism industry, and state and federal
governments to help improve access to and the
development of Australian tourism products,
experiences and infrastructure.
We will also keep the tourism industry informed
about relevant developments helping to build the
collective success of Australian tourism.
NEW AUSSIE SPECIALIST PROGRAM PLATFORM

The Aussie Specialist Program is Tourism Australia’s
platform for training front-line travel sellers across the
globe as well as inbound tour operators in Australia.
It aims to provide them with the knowledge and skills
to better promote and sell Australia.
In 2015/16, a new digital platform was delivered in
Tourism Australia’s priority markets. The website is
available in 11 languages and includes interactive
training modules, itinerary suggestions, fact sheets,
industry news and an interactive map. It has full mobile
capability, enabling agents to learn anywhere, any time.
To complement this, in partnership with all state and
territory tourism organisations, a new global training
team was employed to provide face-to-face training and
manage the programme in 15 markets across the world.

BUILDING GOVERNMENT AND BUSINESS LINKS

Australia Week events were held in China, the USA
and Indonesia during 2015/16. The purpose of these
events is to highlight Australia’s capability in major
industry sectors. This year, promotion focused on trade,
investment, education and tourism. The emphasis
was on providing business and government with the
opportunity to build relationships and grow business
links. Tourism Australia led tourism delegations to each
of these events.
Australia Week in China 2016 (AWIC) was held in
April 2016. It was the largest business mission ever
organised by the Australian Government, with almost
1,000 delegates, 750 companies and 140 events across
12 cities in Greater China. The programme included a
dedicated tourism component and the launch of the
new Aquatic and Coastal campaign. As part of AWIC,
Tourism Australia signed a new $6 million agreement
with Air China to conduct joint marketing activities
promoting Australia.
During AWIC, the Hon. Malcolm Turnbull, MP, Prime
Minister of Australia launched the updated version
of australia.cn and witnessed the signing of Tourism
Australia’s partnership agreement with China Air.

Since the launch of the new programme, more than
27,000 agents have received face-to-face training,
and the number of qualified Aussie Specialist Agents
has increased by 30 per cent to more than 22,000.

From left: John O’Sullivan, Managing Director, Senator the Hon. Richard
Colbeck, Minister for Tourism and International Education, the Hon.
Malcolm Turnbull, Prime Minister of Australia, He Zhi Gang, Air China.

“The australia.cn site launch is a very important step
change in our marketing. It makes Australia more accessible,
more available, more compelling as a tourism destination.”
Hon. Malcolm Turnbull, MP, Prime Minister of Australia
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PROVIDING PLATFORMS TO DO BUSINESS
Tourism Australia aims to increase the presence of
Australian tourism experiences in the programmes
of international distributors, connecting buyers of
Australian tourism products with sellers through
trade events both in Australia and overseas.
During 2015/16, Tourism Australia coordinated and
participated in a number of international trade shows
and events to promote Australia as a premier travel
destination. These events were held in Australia as well
as in source markets, bringing together the Australian
tourism industry, travel agents and travel wholesalers
from around the world. This included the Australian
Tourism Exchange, Australia’s leading distribution
event, which connects international travel distributors
and media with Australian tourism suppliers.

Australian Tourism Exchange 2016,
Gold Coast, QLD

In-market activities included roadshows and events
in partnership with state and territory tourism
organisations and Australian tourism operators.

TABLE 11: TRADE EVENTS, 2015/16

Events delivered by Tourism Australia

Event

Country

Australian Tourism Exchange

Australia

Dreamtime

Australia

China Uncovered Conference

Destination Australia Conference
Industry briefings
Walkabout

Luxury Travel Showcase
India Travel Mission
Walkabout

Australia Tourism Summit
Events attended by Tourism Australia

Australia
Australia
Australia
Brazil

China
India

Japan
USA

ATEC Meeting Place

Australia

International Tourismus Börse

Germany

Luxperience

TTG Incontri

JATA Tourism Expo

PURE Life Experiences
World Travel Market

Virtuoso Travel Week

Australia
Italy

Japan

Morocco
UK

USA
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AUSTRALIAN TOURISM EXCHANGE

The Australian Tourism Exchange is Australia’s largest
annual travel and tourism business-to-business event.
It brings together Australian tourism businesses so
they can promote their products directly to tourism
wholesalers and retailers from around the world
through a combination of scheduled business
appointments and networking events. It also provides
international travel buyers with the opportunity to
experience Australia’s tourism offerings firsthand
through pre and post-event familiarisations.

“Tourism Australia’s trade
events are invaluable for
us. It’s a great way to meet
people face to face and
develop relationships.”
Sonya Mroz,
Currumbin Wildlife Sanctuary, Queensland

The most recent event was held on the Gold Coast
in Queensland from 15 to 19 May 2016. In attendance
were buyers of Australian tourism products from
key markets including the UK, China, the USA, Japan,
New Zealand, Hong Kong, India, Malaysia, Singapore,
South Korea, Germany, France, Italy, Canada and Brazil.
A total of 1,500 Australian tourism seller delegates
from 532 companies attended, the highest number in
eight years. This included 80 companies that exhibited
for the first time.
The event was delivered in partnership with host-state
partner Tourism and Events Queensland and was
supported by Gold Coast Tourism. The official airline
partners were Virgin Australia and Etihad Airways.

FIGURE 9: AUSTRALIAN TOURISM EXCHANGE

840 buyers
from 30 countries

1,500 tourism sellers
from 532 companies
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50,000 appointments
facilitating business

AVIATION GROWTH

To support the growth of aviation capacity to and
around Australia, Tourism Australia worked with airlines,
airports, and state and territory tourism organisations
to identify aviation gaps and opportunities. Capacity
has substantially grown over recent years, with
further increases in 2015/16 (see Figure 10). Air services
agreements were also secured with the United Arab
Emirates (UAE), Qatar and Canada, increasing capacity
to Australia.
FIGURE 10: AIR CAPACITY 2014–2016

1,300,000
additional seats
HIGHLIGHTS 2015/16

• ANA: Tokyo Haneda – Sydney

• Qantas: Tokyo Narita – Brisbane

• Air Canada: Vancouver – Brisbane

• Hong Kong Airlines: Hong Kong – Gold Coast-Cairns
• Qatar Airways: Doha – Sydney

• Qatar Airways: Doha – Adelaide

• Xiamen Airlines: Xiamen – Sydney

273,000
additional seats

INVESTMENT IN TOURISM INFRASTRUCTURE
Investment partnership with Austrade

Over the past three years of the Tourism Australia–
Austrade investment partnership, Australia’s
accommodation supply pipeline has experienced
significant growth, and the industry is on track to
deliver the Tourism 2020 target of between 6,000
to 20,000 new rooms. With the supply of new rooms
in Australia’s cities well underway, the partnership
shifted its focus to regional tourism in 2015/16,
supporting increased visitor dispersal.
Going forward, Tourism Australia and Austrade will
continue to work closely with state, territory and
local governments to develop value propositions for
high-quality, investment-ready projects of interest to
international investors. This activity will be supported
by the Investment Advisory Panel established by
Tourism Australia in 2015, as well as the chairing
of the state and territory Investment Attraction
Partnership Group.
Australia’s tourism investment pipeline

Australia needs significant investment in tourism
infrastructure to realise the potential of the booming
global and regional tourism market. In 2013, the
Australian Government named tourism as one of five
National Investment Priorities. Since then, Australia
has achieved record levels of international investment
in tourism infrastructure.
Tourism Research Australia’s Tourism Investment
Monitor 2016 reports a potential pipeline of 39,900
new short-term accommodation rooms (15,900 in
hotel-only developments and 24,000 in mixed-use
developments) valued at $42.7 billion.

HIGHLIGHTS 2014/15

• Scoot: Singapore – Melbourne

• Etihad Airways: Abu Dhabi – Perth

• Air China: Beijing – Melbourne
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TABLE 12: NUMBER OF ACCOMMODATION ROOMS, 2011 TO 2015
Number of rooms

Hotels
Mixed-use

2011

2012

2013

2014

2015

8,171

9,760

12,025

15,915

15,000

—

2,500

8,605

18,315

24,000

HIGHLIGHTS OF THE AUSTRALIAN TOURISM
INVESTMENT PARTNERSHIP 2015/16
HICAP Hong Kong, October 2015

For the fourth consecutive year, Tourism Australia
sponsored the Hotel Investment Conference Asia Pacific
(HICAP), held on 14–16 October 2015 in Hong Kong.
Australian Minister for Trade and Investment, the
Hon. Andrew Robb, MP, Tourism Australia Chair Anthony
South and Tourism Australia Managing Director
John O’Sullivan timed a visit to Hong Kong to coincide
with HICAP and their presence was leveraged in the
programme of activities that included:
> A Restaurant Australia–themed Australian Hotel
Investment VIP Luncheon, jointly hosted by Austrade
and Tourism Australia, targeting around 70 foreign
investors and Australian industry.
> A Northern Australian Investment Opportunities
session at the conference, presented by the
Hon. Andrew Robb, Minister for Trade and Investment
and the Hon. Peter Styles, Minister for Business,
Northern Territory.
> One-on-one investor meetings and media interviews
throughout the week.
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Testing investor appetite for regional
opportunities

Tourism Australia, Austrade and the Queensland
Government hosted a high-level Chinese investor
and media famil across key tourism destinations in
Queensland. The famil was a whole-of-government
initiative, showcasing iconic regional tourism areas.
The six-day programme featured reef and
rainforest experiences as well as visits to
Cairns, Port Douglas, the Whitsundays and the
Gold Coast. The chosen locations provided a range
of investment-ready opportunities, examples of
successful developments and the opportunity to
meet industry experts.
The Chinese companies, which have a combined
revenue of more than $50 billion, were selected
based on their track record of investment in the
sector, familiarity with Australia and registered
interest in investment in regional areas.
The famil was developed with the cooperation
of local industry, councils, business chambers and
regional tourism organisations. It demonstrated
a commitment to removing barriers to investment
and making information and insights into
Australian tourism opportunities more readily
available to prospective investors.

INDUSTRY ENGAGEMENT

Tourism Australia’s Industry Relations team continued
to provide a dedicated conduit to industry stakeholders,
ensuring our work reflected the needs of industry.
This included participation in government and
industry briefings and events to build awareness and
understanding of Tourism Australia’s strategic direction.
There were more than 550 one-on-one meetings, and
around 2,000 industry operators attended presentations
at conferences and workshops. The team also provided
updates on Tourism Australia marketing initiatives and
partnership opportunities, and kept industry updated
on Tourism Australia news, research, insights and
other useful tourism data. A series of visiting industry
and government briefings for staff and the executive
provided valuable intelligence, updates and insights
on industry businesses and activities.

HELPING THE TOURISM INDUSTRY
KEEP UP WITH TRENDS

At Tourism Australia’s second annual Destination
Australia Conference, participants heard firsthand
about the outlook for Australian tourism, how
to make the most of Australia’s growing tourism
opportunities and how to boost business. The
format of this year’s event included a second day on
Australia’s major inbound market, China. At the China
Uncovered conference experts provided insights into
the preferences of the Chinese consumer and how
tourism businesses can tap into and make the most of
prospects from the China inbound tourism market.
More than 300 tourism professionals attended
the Destination Australia Conference with 250 also
attending China Uncovered. Around 97 per cent of
delegates rated the events as ‘good to excellent’.
All attendees rated the effectiveness of Tourism
Australia as ‘good to excellent’ in marketing
Australia overseas as a tourism destination.
Tourism Australia also hosted more than
1,345 participants at industry briefings with state
and territory tourism organisations. Industry briefings
provide an overview of Tourism Australia’s marketing
initiatives, consumer insights, business events activities
and partnership opportunities. Around 95 per cent
of delegates rated the events 'good to excellent',
with 96 per cent saying they were likely to attend
future briefings.
During 2015/16, a number of Tourism Australia’s board
meetings were held outside Sydney to enable the Board
to meet and discuss issues with local industry. Meetings
were held in Canberra, Brisbane and Darwin, with the
remainder in Sydney. This approach will continue in
2016/17 with the Board’s forward programme to include
meetings in Hobart, Adelaide and Melbourne.
Destination Australia Conference,
Sydney, NSW
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Walk Into Luxury, Cape to Cape Track, Margaret River, WA
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SHOWCASING THE BEST OF AUSTRALIA

Tourism Australia continued to work with industry,
government agencies and state partners to promote
Australia’s best products and experiences through
the Best of Australia programme. This included using
market and consumer insights to identify experiences
that have high appeal and high potential to drive
immediacy for travel to Australia. The programme
identifies world-class special interest experiences that
attract travellers willing to travel beyond Australia’s
major gateways and who will spend more during
their trips.
The programme continued to promote walking, golf,
luxury accommodation and wine tourism through the
Great Walks of Australia, Great Golf Courses of Australia,
Luxury Lodges of Australia and Ultimate Winery
Experiences of Australia during 2015/16.
In May 2016, a new Best of Fishing programme was
launched to showcase Australia’s unique and varied
fishing experiences. Consumer research found fishing to
be an area of untapped tourism potential. By building
and promoting tourism experiences based around
fishing, we provide another opportunity to play to
Australia’s competitive strengths by highlighting its
world-class beauty, natural environments, spectacular
coastlines, rivers and inland waterways.

“Great Walks of Australia (GWoA) has benefited significantly from
the collaborative approach to marketing with Tourism Australia,
especially in identifying opportunities to increase distribution
networks in a challenging and complex marketplace. Tourism
Australia’s content sharing, through their social media platforms,
has also enabled GWOA to achieve a level of reach and engagement
that would be unattainable as individual operators.”
Gina Woodward,
Executive Officer, Great Walks of Australia
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Freycinet Experience Walk,
Friendly Beaches, Freycinet National Park, TAS
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performance overview
Key achievements:

Looking ahead:

> Achieved strong workforce diversity – 72 per cent
of our workforce is female, 67 per cent of our
Executive Leadership Team is female, 50 per cent
of our Board members are female, and 4.3 per cent
of staff in Sydney headquarters are Indigenous or
Torres Straits Islanders.

> Continued commitment to securing top-calibre
Indigenous talent to work at Tourism Australia
as well as use of Indigenous service providers.

> Implemented the TAway corporate values through
a staff-led approach.

> Achieved a staff engagement score of 90 per cent, up
from 84 per cent in 2015, and Employee Net Promotor
Score of +20, up from +10 in 2015.

> Initiatives that enable and promote
organisational values will be emphasized.

> Continued roll-out of improvements to systems,
technology and processes will improve efficiencies
and increase functionality and capability.

> Introduced an Executive Development programme.
> Partnered with state and territory tourism
organisations to on-board 21 Aussie Specialist
trainers as part of the Tourism Australia team.
> Held a Health and Safety Week to promote
awareness of work health and safety issues
among staff members.
> Rolled out the Adobe Marketing Cloud across
digital platforms, improving authoring, publishing
and ability to optimise digital content.
> Automated corporate support practices to improve
efficiencies around transactions and processes.
> Enhanced cross-functional working arrangements,
particularly across technology and digital marketing
teams in their work on Tourism Australia’s digital
transformation programme.
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people
STAFF STATISTICS

INDIGENOUS PARTICIPATION AND EMPLOYMENT

VALUING DIVERSITY

The plan outlines 38 action items to be delivered by
30 December 2016. At 30 June 2016, 35 items had been
completed with strong results. Highlights include:

At 30 June 2016, Tourism Australia employed 226 people
of whom 107 (47 per cent) worked overseas and
72 per cent were female (compared to the industry
average of 49 per cent). The average age of Tourism
Australia’s staff members is 39.
Women’s development and gender diversity continued
to be central to Tourism Australia’s operations. The
female-to-male ratio is 72 per cent to 28 per cent.
Sixty-seven per cent of our Executive team are women.
Tourism Australia Maggie White Students and
Graduates Programme
Our students and graduates programme gives
the opportunity to gain insights and skills in
the tourism marketing sector by working with
Tourism Australia.

The programme is named after Maggie White, one
of Australian tourism’s most passionate advocates,
who sadly passed away in June 2015. Maggie was
a much-loved member of the tourism industry
and the Tourism Australia family. She worked with
Tourism Australia and its forerunner, the Australian
Tourist Commission, for close to 25 years.

Tourism Australia’s Reconciliation Action Plan
2014–16 aims to increase demand for Indigenous
tourism experiences by improving trade and
consumer awareness of their quality and diversity.

> Developing of the Aboriginal Australia:
Our Country is waiting for you campaign across
seven key markets
> Having Indigenous Tourism operators participate
in mainstream trade and media events, including
11 Champions attending a European roadshow
and Internationale Tourismus Börse Berlin in 2016
> Making new imagery and vignettes available
on Tourism Australia’s image library
> Implementing an Indigenous module for the
Aussie Specialist Program website, which more
than 600 agents completed during 2015/16
> Recruiting Indigenous talent for Tourism Australia.
As at 30 June 2016, the percentage of Indigenous
staff in Tourism Australia’s head office in Sydney was
4.3 per cent, above the federal government target of
2.1 per cent. Tourism Australia will continue to work
towards its target by developing relationships with
agencies that specialise in Indigenous placement, as
well as with universities (particularly the University of
NSW and University of Technology Sydney) to secure
talented recruits.
Our aim is to maintain our focus on the objectives of
the plan, continue our commitment to securing topcalibre Indigenous people to work at Tourism Australia,
use Indigenous service providers for Tourism Australia
activities, and highlight Indigenous tourism products
through our promotions.
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STAFF ENGAGEMENT

Tourism Australia’s overall staff engagement score
was 90 per cent in 2016, up from 84 per cent in 2015.
All staff members said they were proud to work for
Tourism Australia – the same result as in 2015. Ratings
over 90 per cent were achieved for role clarity, job
expectations and how roles contributed to the 2020
Tourism strategy.
TABLE 13: STAFF ENGAGEMENT 2013–2016
2013

2014

2015

2016

87%

92%

84%

90%

Employee Net Promoter Score

In 2015, Tourism Australia introduced the Employee
Net Promoter Score (ENPS) for the first time in its Staff
Employee Engagement Survey. The ENPS measures
staff members’ willingness to promote Tourism
Australia as a ‘good place to work’. Organisations
with a high ENPS have strong cultures and positive
staff engagement, and are generally industry-leading
and high-performing. In 2016, our ENPS significantly
increased – doubling from +10 in 2015 to +20 in 2016.
This is a strong result in the context of the changes
implemented in 2015/16, which included changes to
the Executive Leadership team, refinements to the
organisational structure and the implementation of
new systems and processes.
THE TA WAY

In late 2015, Tourism Australia launched its new
corporate values, known as the TAway. The development
and launch of the values was a major staff-led global
initiative. Tourism Australia’s values are:
> United | we are one team

Living our values

In line with a review of its vision, mission and
purpose, Tourism Australia introduced five new
values in 2015/16. The intention was to help create
a culture that encouraged greater authenticity and
staff engagement while supporting our drive to
become more commercial in how we operate.
The Executive Leadership Team assumed
responsibility for leading each of the values and
set up taskforces that enabled staff from all offices
around the world to work together on initiatives
that allowed them to live the values. Examples of
these initiatives include:
> Values workshops across all
Tourism Australia offices
> TAway annual awards for staff members
who demonstrate our values
> Motivational speakers who support and provide
inspiration around our culture; one speaker was
from Orange Sky Laundry, a Brisbane-based notfor-profit organisation that helps the homeless
and which has similar values to Tourism Australia
> A buddy programme, designed to help
recruits integrate into the business and
reduce staff turnover
> Aussie Specialist Program training for
employees, which provided the opportunity to
qualify under the programme, enabling staff
to learn more about Australia, improve product
knowledge and heighten commercial awareness
> Value-themed months throughout the year,
such as Innovation month in July 2016, which
was supported by internal and external speakers
who shared innovation stories and trends.

> Positive | we are optimistic
> Genuine | we are authentic
> Commercial | we deliver results
> Innovative | we are creative thinkers.

ETHICS

All new staff members are given an induction on
Tourism Australia’s Code of Conduct, including our
corporate values and governance requirements. They
are required to sign a copy of the Code to declare they
accept its provisions and commit to upholding them.
The Code and other ethics policies are updated regularly
and can be accessed via the Tourism Australia intranet.
Certain ethics policies are also published on Tourism
Australia’s corporate site in the ‘About Us’ section.
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STAFF ENTERPRISE AGREEMENT

Negotiations for the renewal of the Tourism Australia
Enterprise Agreement are in progress, in line with the
government’s wage bargaining policy.
Concurrently, the Australian Tourist Commission
Award 2001 was modernised during 2015/16 and
Tourism Australia is now integrated into the broader
Australian Government Industry Award 2016.
RECOGNISING GOOD PERFORMANCE

In 2015/16, Tourism Australia continued to recognise
and reward high-performing staff members. Our
performance management system provides a robust
framework for employees to set themselves individual
goals linked to our business strategy.
This system also enables management and staff to
recognise and reward strong performance. The Above
and Beyond Award recognises individuals or teams who
demonstrate exceptional work or who work on projects
of significance for Tourism Australia. The awards are
designed to reinforce Tourism Australia’s values and
behaviours. Managers and colleagues can nominate
employees for recognition.
ATTRACTING AND RETAINING STAFF

Staff retention rates remained within industry averages
in 2015/16: 93 per cent of new staff members stayed for
at least 12 months (surpassing the 90 per cent target),
and 94 per cent stayed for at least two years (against
a target of 80 per cent). Both are improvements on the
previous year’s results. Voluntary turnover for 2015/16
was 12.5 per cent, which is on target, and lower than
in 2014/15.

WORK HEALTH AND SAFETY

Tourism Australia is committed to protecting its
key asset – its people – and strives to provide a
workplace that is safe for all workers, poses no risk
to the environment and is compliant with relevant
legislation, standards and codes of practice.
Tourism Australia also ensures that its key
employment policies, procedures and practices
comply with the requirements of Commonwealth
legislation including the Work Health and Safety
Act 2011, Disability Discrimination Act 1992, Racial
Discrimination Act 1975 and Sex Discrimination Act 1984.
Key work health and safety initiatives in
2015/16 included:
> Health and Safety Week, which incorporated
mindfulness as well as diet and stress management
> Disaster recovery plan
> Formalisation of Famil Safety Standards.
WELLBEING

Tourism Australia continued to provide a range
of initiatives to support the wellbeing of its staff.
This included annual health assessments, influenza
vaccinations and an Employee Assistance Programme.
INCIDENTS AND DISPUTES

While the number of work health and safety incidents
increased, the majority of incidents were minor in
nature. There was one serious health-related incident,
which resulted in 87 days being lost away from work.

TABLE 14: NUMBER OF WORK HEALTH AND SAFETY INCIDENTS, 2013/14 TO 2015/16
2013/14

2014/15

2015/16

Workers compensation

1

1

1

Work health and safety incidents

4

5

8
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Organisational capability
SYSTEMS, TECHNOLOGY AND PROCESSES

Tourism Australia continued to improve systems,
technology and processes during 2015/16. Our digital
transformation programme has been in place over
the past three years and has delivered significant
cost savings, improved efficiencies and increased
functionality and capabilities. The programme has
involved upgrading Tourism Australia’s corporate
and digital marketing systems.
Corporate systems

The focus of enhancements in 2015/16 was the
automation of corporate support practices to improve
efficiencies around transactions and processes, and
enabling better analysis.
The technology team also implemented an ‘agile’
development and delivery methodology that allowed
projects to be delivered in an iterative and collaborative
way. This approach was integral to improving the
International Media Hosting Programme, to work
on australia.com and to enhancing the efficiencies
and working arrangements across technology, digital
marketing and other Tourism Australia business units.

Consumer and trade platforms

A focus on improvements to consumer and trade
platforms has been to ensure Tourism Australia
can perform more efficiently and keep pace with
consumers’ changing digital behaviours.
Key to this reform during 2015/16 was the roll-out
of the Adobe Digital Marketing Cloud. This was a
significant move to ensure Tourism Australia’s digital
capability would be fully supported and adaptable
to changing consumer behaviour. The new platform
provides a vastly improved authoring and publishing
capability, including the ability to optimise digital
content. The migration to the Adobe platform allows
the marketing team to further improve the user
experience on australia.com, australia.cn and the
aussiespecialist.com and aussiespecialist.cn websites.
Cybersecurity

With more flexibility comes heightened security risk.
To mitigate this risk, Tourism Australia has invested in
increased cybersecurity measures, including undertaking
a security risk assessment. The assessment found
that Tourism Australia had robust controls in place for
dealing with cybersecurity risks, in particular those
relating to the critical infrastructure of australia.com
and the email system. The cybersecurity audit findings
are setting the foundations for Tourism Australia’s
compliance with the forthcoming Protective Security
Policy Framework – a suite of requirements concerning
the organisation’s information, physical and personnel
security. As part of this framework, government agencies
are required to review their cybersecurity risks and
implement security plans to mitigate and control the
risks. This will be a focus of activity during 2016/17.
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WORKFORCE PLANNING

Tourism Australia continued to create a culture of
high performance and to evolve its organisational
capabilities and structure to meet the changing
demands of a digital and content-driven industry.
We believe that our people are our enduring advantage
and attracting and managing staff with the required
skills is central to achieving the Tourism 2020 goal.
The organisation emphasised programmes to develop
people-management capability in 2015/16.

TRAINING AND DEVELOPMENT

Tourism Australia has partnered with the global
training organisation Development Dimensions
International (DDI) to provide bespoke training
material for staff, with a focus on leadership,
performance management and interpersonal skills.
Technical training has continued across the business
throughout 2015/16, including a refreshed induction
process and guidance about corporate governance,
risk management, work health and safety, and first
aid. Procurement training has also continued to be
implemented through webinars for the international
offices. Functional heads of departments have
continued to manage business unit-specific training
for their teams in areas such as technology, marketing,
digital strategy, social media and communications.
The Executive Leadership Team and members of the
Global Leadership Team participated in a series of
executive coaching initiatives on creating and managing
high-performing teams. This was conducted through
ECR 360 assessments as well as one-on-one coaching.

Aquatic and Coastal campaign launch,
Shanghai, China
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Environmental performance
ENERGY AND WASTE

Tourism Australia’s head office is situated in the
MidCity complex at 420 George Street in Sydney,
which has an unassisted 5 Star National Australian
Built Environment Rating System and a 5 Star Green
Star rating. All lighting in the head office is activated
by motion sensors, with a timing function set at the
lowest workable level.

Tourism Australia continued to minimise its
environmental impact in 2015/16. Key practices included:
> Default double-sided printing and copying on all
printers and photocopiers
> Sourcing the majority of office copy paper from
sustainably managed plantations
> Installing paper and waste recycling for office
supplies and consumables in workspaces and
kitchen areas
> Ensuring contract cleaners checked that recyclable
materials were not contaminated by food waste.
Tourism Australia continued to maintain energyefficient printers, and video and web-conferencing
systems at its head office. These facilities are also
used in its 13 international offices. These systems have
lowered energy consumption and helped offset carbon
emissions that would be generated by staff travel.

Hobart Harbour, TAS
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Organisational structure
FIGURE 11: TOURISM AUSTRALIA ORGANISATION STRUCTURE AT 30 JUNE 2016
Minister for Trade
and Investment
The Hon. Steven Ciobo, MP

Minister for Tourism and
International Education
The Hon. Richard Colbeck, MP

Chair
Anthony South

Deputy Chair
Brett Godfrey

Directors
Hayley Baillie | Andrew Fairley AM| Anna Guillan | Mark Stone, AM | Kate Vale | Francis Wong, OAM

AUDIT & FINANCE COMMITTEE
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Brett Godfrey
Members
Anna Guillan | Mark Stone, AM

Managing Director
John O’Sullivan

Deputy CEO
Frances-Anne Keeler
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INDUSTRY
ADVISORY PANELS

BUSINESS EVENTS
Chair
Anna Guillan

INVESTMENT
Chair
Tony South

Organisational changes
ORGANISATIONAL RESTRUCTURE

An organisation restructure was undertaken in
May 2016, following the completion of work on
Tourism Australia’s long-term strategic direction
and the streamlining of its international network.
This refined to reporting lines for the Strategy and
Research and International Operations teams. Strategy
and Research staff have been moved into the Global
Marketing and Corporate Services teams; and the
management of the Sydney-based International
Operations team has been combined, with the roles
of General Manager Asia Markets and Strategic
Global Partnership and General Manager Global
Distribution and Western Markets consolidated into
one role responsible for International Operations and
Global Distribution.

TABLE 15: SENIOR MANAGER APPOINTMENTS
AND DEPARTURES
Appointments
>	Andrew Hogg,
Regional General Manager North Asia
Departures
>	Adele Labine-Romain,
Executive General Manager Strategy and Research
>	Tim Jones, General Manager Asia Markets and
Strategic Global Partnerships

Dining, Kangaroo Island, SA
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Executive Leadership
Team profiles

Managing Director
John O’Sullivan
As Managing Director of
the nation’s global tourism
marketing agency, John is
responsible for driving Tourism
Australia’s strategies to increase
demand for Australia’s tourism
experiences and help to grow the
sector to more than $115 billion
annually by the end of the decade
as part of the Tourism 2020 plan.
John O’Sullivan joined Tourism
Australia in March 2014 and was
previously Chief Operating Officer
of Fox Sports. John has also held
executive positions with Events
Queensland (Chief Executive)
and Football Federation Australia
(Chief Commercial Officer),
as well as with the Sydney
2000 Olympic and Paralympic
organising committees. John has
over 20 years’ experience in sports
marketing, event management
and media across Australia, the
UK and the Middle East.
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International

Global Marketing

Tourism Australia’s International
Division is responsible for
global marketing operations,
distribution development,
industry events, global
partnerships and Business
Events Australia. It works in
partnership with the Australian
tourism industry to grow the
inbound market. Tourism
Australia’s international hubs
undertake consumer marketing
and industry development
in 17 international markets.
Business Events Australia focuses
on marketing and trade events in
nine international markets.

Global Marketing is responsible
for creating and developing
Tourism Australia's brand
assets for global campaigns. It
manages the roll-out of Tourism
Australia’s marketing strategy,
ensuring that Australia’s tourism
marketing efforts continue to
cut through in the competitive
international marketplace.

Frances-Anne Keeler,
Deputy Chief Executive Officer

Frances-Anne Keeler is the
Deputy Chief Executive Officer
for Tourism Australia, having
joined in July 2008. Before
that she was Regional Director
Europe for VisitBritain, the UK’s
national tourist board, where she
was responsible for marketing
and operations in 18 countries.
She has more than 20 years’
experience in destination
marketing and has managed
teams around the world.

Lisa Ronson,
Chief Marketing Officer

Lisa Ronson joined Tourism
Australia in February 2015.
She has 16 years’ experience
in marketing across a diverse
range of brands and industries.
Prior to joining Tourism Australia,
Lisa was General Manager, Brand
and Advertising for Westpac
Banking Corporation. She has
also held roles with Carlton
& United Breweries (Senior
Marketing Manager), Visa
International (Marketing Director
for Australia and New Zealand),
Telstra (Head of Marketing
Services) and David Jones
(General Manager, Marketing).

Corporate Affairs,
Government and Industry

Corporate Services

Karen Halbert,
Executive General Manager

Mark Craig,
Executive General Manager

The Corporate Affairs,
Government and Industry
team is Tourism Australia’s
main liaison with government,
Australian news media and the
tourism industry.

Corporate Services is responsible
for maintaining and improving
robust corporate governance
through information technology,
finance, administration, human
resources, legal advice and board
secretariat duties.

Karen Halbert has extensive
experience in corporate affairs,
with a strong background in
government and media relations.
She joined Tourism Australia
in January 2013. Prior to that,
Karen worked as Principal
Advisor, Media Relations for
Rio Tinto and also held senior
positions at Macquarie Group
and AstraZeneca. Karen has also
worked for a federal MP.

Mark Craig joined Tourism
Australia in June 2011. Previously
Mark was Chief Financial Officer
at the NSW Human Services
Department. He has also held
senior executive roles with
EnergyAustralia, Scottish Water
and Ernst & Young.

ANNUAL REPORT 2015/2016 | 75

5.0 corporate governance

IN THIS SECTION

05

corporate
governance

12 Apostles, Great Ocean Road, VIC

76 | TOURISM AUSTRALIA

Performance overview
Enabling legislation and
responsible minister
Governance framework
and practice
Board activities and committees
Board profiles

77
78
79
81
85

performance overview
Key achievements:

> External audits found no material issues or
compliance breaches and no significant
non-compliance issues.
> Commissioned comprehensive internal audits
by Ernst & Young across various organisational
units that informed a programme of continuous
improvement in our operations.
> Continued to operate under a robust governance
framework, ensuring Tourism Australia’s day-to-day
operations are accountable, transparent and efficient.
> Rehearsed a crisis simulation, building management
capability in the event of a crisis impacting
our organisation.

Looking ahead:

Tourism Australia will continue to enforce the
highest standards of accountability through:
> Delivering on the Minister’s Statement
of Expectations and the policies of the
Australian Government
> Adhering 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)
> Implementing the Australian Government
Public Management Reform Agenda principles to
ensure Tourism Australia’s financial management,
accountability and audit obligations are met
> Developing and implementing a risk management
framework that addresses strategic, operational and
project risk.
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Enabling legislation
and responsible minister
Tourism Australia’s governance arrangements
are prescribed by the TA Act and the PGPA Act.
The TA Act is Tourism Australia’s enabling legislation
and describes the organisation’s specific objectives,
functions and powers.
The PGPA Act sets out governance and accountability
requirements for Commonwealth entities, with
an emphasis on planning, performance and
risk management.
As a portfolio agency, Tourism Australia must also
consider and implement Ministerial Directions and
Statements of Expectations issued from time to time
by the Minister for Trade, Tourism and Investment,
the Hon. Steven Ciobo, MP.

The Hon. Steven Ciobo, Minister for Trade, Tourism and
Investment at the Australian Tourism Exchange, Gold Coast, 2016

Parliament House,
Canberra, ACT
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PARLIAMENTARY ACCOUNTABILITY

Tourism Australia is accountable to the Australian
Parliament through the Senate Estimates process,
Senate Orders, and the tabling of its annual report and
PGPA Act compliance report. In 2015/16, Tourism Australia
participated in the Senate Standing Committees on
Foreign Affairs, Defence and Trade Supplementary
Budget Estimates hearings in October 2015; as well as
the Additional Budget Estimates hearing in February
2016, and the Budget Estimates hearing in May 2016.

governance framework
and practices
Tourism Australia is committed to implementing best
practice in corporate governance, and to ensuring that
accountability, integrity, transparency and efficiency are
reflected in its day-to-day operations. Tourism Australia
places a strong emphasis on the importance of these
values by ensuring that:
> We focus on project planning and the performance
of key projects and monitor contracts in line with
best practice
> We communicate openly with the Australian
Government, the Minister for Trade, Tourism and
Investment and the applicable regulatory bodies
> We put in place sound risk-management policies
and procedures, including rolling programmes of
risk assessment and risk planning.

Tourism Australia assesses the effectiveness and risk
exposure of its governance framework through annual
corporate and operational planning processes, quarterly
business evaluations and an annual internal audit
programme. Tourism Australia also undertakes:
> Systematic scrutiny of operations through internal
and external audits, and checking of internal controls
set out in organisational policies and procedures
> Regular reviews of key governance documents
such as the Board’s and the Audit and Finance
Committee’s charters, the Delegations Instruments
and Instructions, and the Code of Conduct
> Regular training in corporate governance for staff in
Australia and overseas
> Standard internal and external compliance reporting.

Tourism Australia’s governance framework ensures
business operations comply with local and foreign
legislation and enables strong commercial performance.

FIGURE 12: TOURISM AUSTRALIA'S GOVERNANCE FRAMEWORK

Tourism Australia Act 2004

Public Governance, Performance
and Accountability Act 2013

Minister for Trade, Tourism
and Investment

Tourism Australia Board

Audit and Finance
Committee

Tourism Australia
Managing Director

Tourism Australia
Executive Leadership Team
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RISK MANAGEMENT

Tourism Australia updated its Risk Management
Policy in June 2016 to ensure it remains contemporary
and useful. This policy drives all risk management
activities and establishes appetites and boundaries
for risk-taking at all levels of the organisation. Tourism
Australia maintains a detailed risk register and tracks
its risks at quarterly intervals throughout the year.
AUDIT AND EXTERNAL SCRUTINY

In 2015/16, Ernst & Young carried out Tourism Australia’s
internal audit function to provide independent, objective
assurance and advice. This year’s internal audit plan was
developed in line with Tourism Australia’s strategic risks
and focused on key areas of operation, including agency
management, crisis management, strategic risk, China
operations, transactions and disaster recovery.
Tourism Australia’s external audit function is performed
by the Australian National Audit Office, and this report
is included in the financial statements.
No material audit issues or compliance breaches were
noted during the year.
FRAUD CONTROL

Chairman’s statement on fraud control

“I am satisfied that Tourism Australia has in place
appropriate fraud prevention, detection, investigation,
reporting and data collection procedures and processes,
in line with its fraud risk assessment and fraud control
plan. I am also satisfied that these arrangements meet
the specific needs of Tourism Australia, and that all
reasonable measures to minimise the incidence of
fraud, as well as investigate and recover the proceeds
of fraud, have been taken. There were no reported
fraud incidents during 2015/16.”
Anthony South
Chairman
FREEDOM OF INFORMATION

Tourism Australia is required to comply with the
Freedom of Information Act 1982 (Cth). Tourism Australia
received one Freedom of Information request
during 2015/16 and has published this information
on its corporate site, tourism.australia.com, in line
with the Australian Government’s Information
Publication Scheme.
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JUDICIAL DECISIONS AND REPORTS

No judicial or tribunal decisions were made in 2015/16 in
respect of Tourism Australia. No parliamentary reports
were published in respect of Tourism Australia in 2015/16.
COMPLIANCE

Tourism Australia adhered to all provisions and
requirements of the Public Governance, Performance
and Accountability Act 2013; and the PGPA Rules.
There were no issues of non-compliance.
PROCUREMENT INITIATIVES TO SUPPORT
SMALL BUSINESS

Tourism Australia supports small business participation
in the Australian Government procurement market.
Statistics on the participation of small and mediumsized enterprises are available on the Department
of Finance’s website: finance.gov.au/procurement/
statistics-on-commonwealth-purchasing-contracts/.
Tourism Australia’s procurement practices support
small and medium-sized enterprises by:
> Using electronic systems and processes to facilitate
on-time payment, including the use of payment cards
> Communicating in clear, simple language and
presenting information in an accessible format
> Providing standard 30-day payment terms for
all suppliers.
These practices are consistent with paragraph 5.4 of
the Commonwealth Procurement Rules.
CONSULTANCIES AND CONTRACTS

Tourism Australia undertook two consultancies in
2015/16. These consultancies were completed within
the year.
All major contracts undertaken in 2015/16 included
a requirement for contractors to allow access to their
premises by the Australian National Audit Office.
Tourism Australia’s 2015/16 procurement plan and
information on all contracts over $400,000 were
published on the AustTender website at tenders.gov.au.

Board activities
and committees
TOURISM AUSTRALIA BOARD

Tourism Australia is governed by a nine-person Board of
Directors, which had three female members in 2015/16.
As prescribed in Part 3 of the TA Act, the Board’s main
responsibilities are to ensure the proper and efficient
performance of Tourism Australia’s functions and to
determine Tourism Australia’s policies.
Areas of focus for the Board in 2015/16 included Tourism
Australia’s long-term strategic direction and market
framework, streamlining our international network,
initiatives in digital marketing and the continued
implementation of digital capability across the
organisation. The Board also focused on providing strong
advocacy for one-voice activities with state and territory
tourism organisations and governments across Australia.
Board members Brett Godfrey and Anna Guillan
respectively chaired the International and Business
Events Industry Advisory Panels. These panels provide
Tourism Australia with insights that help develop
its marketing activities. In 2015/16, Tourism Australia
introduced a new advisory panel – the Investment
Advisory Panel – which was chaired by Anthony South.
The Board is accountable for ensuring that Tourism
Australia’s governance framework is able to fulfil its
statutory mandate, and that the organisation acts in
line with the general policies, guidelines and directions
of the Australian Government.

Canberra, ACT
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Under the Board Charter, the Board’s
responsibilities include:

> Setting Tourism Australia’s strategic direction,
including approving strategies and targets and
establishing policies
> Monitoring Tourism Australia’s business
> Communicating with the Minister for Trade,
Tourism and Investment
> Complying with general government policy as
directed by the Minister for Trade, Tourism and
Investment and according to Tourism Australia’s
statutory obligations
> Determining, upholding and promoting Tourism
Australia’s corporate values and Code of Conduct
> Ensuring that Tourism Australia performs its
functions and exercises its powers in a manner
consistent with, and designed to give effect to, the
current Corporate Plan and Annual Operational Plan
> Selecting and monitoring the performance of
the Managing Director
> Reviewing the performance of executive management
> Ensuring Tourism Australia’s corporate governance
is sound, including its risk management, legal
compliance, strategic direction and structure.

In addition to these responsibilities, the Board must
balance Tourism Australia’s competing demands,
remain independent from executive management,
and consider the particular interests of stakeholders
and the wider public.
Tourism Australia holds directors’ and officers’
liability insurance to the amount of $100 million
with Comcover, the Australian Government’s general
insurance fund.
The Board meets regularly. During 2015/16 seven board
meetings were held – one in Canberra, one in Brisbane,
one in Darwin and the remainder in Sydney. Industry
events were held to coincide with board meetings in
Canberra, Brisbane and Darwin, enabling the Board to
meet and discuss Tourism Australia’s activities with
the state and territory tourism boards as well as key
tourism operators and government colleagues.
A summary of attendance by directors at board
meetings is provided in table 16.

TABLE 16: BOARD MEETING ATTENDANCE BY DIRECTORS IN 2015/16
Board member

Position

Anthony South

Chair

7

Brett Godfrey

Deputy Chair

5

John O'Sullivan

Managing Director

7

Hayley Baillie*

Director

5

Andrew Fairley, AM

Director

5

Anna Guillan

Director

7

Mark Stone, AM

Director

7

Kate Vale*

Director

6

Francis Wong, OAM*

Director

6

*appointed in November 2015

82 | TOURISM AUSTRALIA

Meetings attended

AUDIT AND FINANCE COMMITTEE

Under the PGPA Act, Tourism Australia is required to
have an Audit and Finance Committee. The Committee
provides independent assurance and assistance to the
Board on Tourism Australia’s risk, performance, internal
control and financial reporting responsibilities. The
Committee is also responsible for advising the Board
on Tourism Australia’s legislative compliance, and on
internal and external audit programmes.
During 2015/16, four Audit and Finance Committee
meetings were held. The Audit and Finance Committee
has three members – Brett Godfrey, Mark Stone and
Anna Guillan. A summary of attendance is provided
table 17.

TABLE 17: AUDIT AND FINANCE COMMITTEE
ATTENDANCE BY DIRECTORS IN 2015/16
Meetings
attended

Committee member

Position

Brett Godfrey*

Chairman

2

Mark Stone

Director

4

Anna Guillan

Director

4

*appointed Chair in September 2015

Yarra River, Melbourne, VIC
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Brisbane, QLD
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Board profiles

Anthony South
Chair

Brett Godfrey
Deputy Chair

Hayley Baillie
Director

Anthony (Tony) South was
appointed Chair of Tourism
Australia in September 2015.
He is a chartered accountant
with a long career in accounting,
management, property brokerage
and consulting, mostly in
the tourism, hospitality and
leisure sectors. He is a former
director of Campus Living Funds
Management Limited and
currently on the Board of CAMS
Limited (the Confederation of
Australian Motor Sport), and
the Advisory Board of Quest
Apartment Hotels Group. Tony
joined Tourism Australia’s Board
in July 2014 after relocating
from Singapore.

Brett Godfrey is a leading
aviation industry figure who was
the founding Chief Executive
Officer of Virgin Blue. He has
a strong financial background
and has won a number of
awards including the Centenary
Medal 2003 for services to the
Queensland tourism industry,
the Outstanding Chartered
Accountant in Business Award
2003 and CEO of the Year in
2004 for the Customer Service
Institute Awards. He is a director
of publicly listed Canadian
airline Westjet and of Auckland
International Airport. His strong
corporate leadership provides
valuable guidance to the Board.
Brett joined the Tourism Australia
Board on 1 July 2010 and stepped
down on 30 June 2016.

Hayley Baillie co-founded Baillie
Lodges in 2003 with a vision to
develop a premium boutique
portfolio of contemporary
Australian luxury lodge
experiences. To date, Baillie
Lodges has developed three
luxury lodges in standout
locations of unique natural
significance: Southern Ocean
Lodge on Kangaroo Island,
Longitude 131 at Uluru Kata
Tjuta and Capella Lodge on Lord
Howe Island. All three properties
appeal to the discerning global
traveller and are recognised as
setting new benchmarks for
experiential travel. In 2013, Hayley
joined the Tourism Australia Food
and Wine advisory board, which
was instrumental in driving the
current Restaurant Australia
marketing campaign. Hayley is
proud to be a founding patron of
the Australian Red Cross Society
of Women Leaders. Hayley was
appointed to Tourism Australia's
Board in November 2015 and
remains a director.
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Anna Guillan
Director

Andrew Fairley, AM
Director

Mark Stone, AM
Director

With a respected career in
tourism sales and marketing,
Anna Guillan is the Australia and
New Zealand Regional Director of
Sales and Marketing for Kerzner
International, a global operator
of luxury resorts. A Southern
Cross University alumnus of the
year (2010), and with an MBA in
Tourism and Hotel Management,
Anna served as Vice Chair of the
Australian Tourism Export Council
and was acknowledged with its
Outstanding Contribution to
Industry Award in 2013. Anna
currently serves on the board of
Tourism and Events Queensland,
and is also a Non-Executive
Director of CareFlight, and a
co-founder and director of cancer
support group The NELUNE
Foundation. Anna joined Tourism
Australia's board in July 2014 and
remains a director.

Andrew Fairley has a
distinguished association with
ecotourism, conservation, parks
and resort management over
many years and significant
international tourism experience.
In addition to his Board position
with Tourism Australia, Andrew
is Chair of Parks Victoria and
Chair of Equipsuper, an industry
super fund that manages
$7.5 billion in assets for the
energy and water sector. He is
regarded as one of Australia's
leading superannuation lawyers
and practises as a solicitor with
Hall & Wilcox. He is a former
Director of Turtle Island Fiji and
of Small Luxury Hotels of the
World. He has been awarded a
number of prestigious tourism
sector accolades including
the 2006 Australian Travel
Innovators Award from Travel +
Leisure magazine. He has a
long involvement with the
philanthropic sector, and is
Chair of the Luke Batty
Foundation and the Sir Andrew
Fairley Foundation. Andrew joined
Tourism Australia’s Board in
July 2014 and remains a Director.

Mark Stone is the Chief Executive
of the Victorian Chamber
of Commerce and Industry.
Mark has a wealth of natural
resource, tourism investment
and infrastructure experience.
Together with previous senior
positions in four natural resource
management agencies, and roles
in many Victorian regional and
metropolitan locations, he is
highly suited to a position on the
Board. Mark joined the Tourism
Australia Board on 1 July 2010 and
stepped down on 30 June 2016.
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Kate Vale
Director

Francis Wong, OAM
Director

Kate Vale has had a distinguished
career in the technology and
digital industries, with almost
two decades of experience across
major digital brands, including
her current position as Managing
Director of Spotify Australia and
New Zealand. Formerly, Kate was
Head of YouTube Australia and
New Zealand, as well as the first
in-region employee for Google as
the Head of Sales and Operations
Australia and New Zealand. She
has strong business expertise,
having co-founded and directed
Loopster Media in 2010. Kate is
currently a Director of Tourism
Tasmania, and a former Council
Member of Make-A-Wish
Australia. She holds a Bachelor
of Business from Monash
University. Kate was appointed
to Tourism Australia’s Board in
November 2015 and remains
a director.

Francis Wong, OAM, is the
Managing Director of Encounter
Australia. He has been a
champion of Asian – Australian
tourism engagement for more
than 30 years and has held a
number of industry leadership
roles including Chair of the
Australian Tourism Export
Council’s (ATEC) Asian Advisory
Panel. In 2014, he received ATEC’s
inaugural Captain Trevor Haworth
Award for the Most Outstanding
Contribution by an Individual to
Tourism. On Australia Day 2014,
he received the Order of Australia
for his services to business
and community and was also
awarded South Australia’s Most
Outstanding Contribution by
an Individual to Tourism. Francis
sits on a number of industry and
not-for-profit boards including
his role as Chair of the Council
for International Trade and
Commerce SA. Francis was
appointed to Tourism Australia’s
board in November 2015 and
remains a director.

TOURISM AUSTRALIA
BOARD 2016/17
Bob East,
Director*

Andrea Staines,
Director*
*Appointed May 2016
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financial
performance overview
FINANCIAL RESULTS 2015/16

Our net financial result at 30 June 2016 of $143.9 million
is within 0.1 per cent of budget for the year. Overall gross
revenue exceeded budget by $1.1 million, and a similar
increase in expenditure resulted in net expenditure in
line with budget.
The fall in value of the Australian dollar from the
previous financial year (equal to between 3 per cent
and 8 per cent in the UK, the USA, South East Asia
and China) resulted in an overall foreign exchange
loss for the year of $6.8 million compared to budget
parameter rates. This caused a $6.8 million increase to
net expenditure in the statutory accounts.
Revenue

Tourism Australia’s direct revenue rose 3 per cent
to $38.8 million (2014/15: $37.6 million), including
$14.0 million (2014/15: $13.5 million) from the Australian
Government's Asian Marketing Fund. The other major
components included cooperative advertising revenue
of $11.3 million, industry contributions of $10.3 million,
sub-lease income of $1.1 million and bank interest of
$1 million.

> $1.3 million (2014/15: $0.7m) of separation and
redundancy costs
> $1 million from the foreign exchange impact
on remuneration for overseas staff due to the
weaker dollar.
Excluding these items, the increase in remuneration
costs is 3.5 per cent, which reflects the focus on
minimising wage growth in an environment of
3 per cent average rises in Australia (as negotiated
in our Enterprise Bargaining Agreement) and generally
higher wage rises in eastern countries.
Balance sheet

Financial assets

Net assets increased $0.5 million to $20.0 million,
primarily due to the asset revaluation performed
at 30 June 2016.
The cash balance at year end was $10 million. The
decrease of $4 million from 2014/15 was driven by a
higher than usual capital expenditure of $9.2 million,
offset by depreciation of $4.9 million.

This revenue was supplemented by indirect partnership
contributions of $57 million from state and territory
tourism organisations, airline partners and other
industry participants, which are not reflected in the
statutory accounts.

Trade and other receivables were $3.1 million higher
than in 2014/15, driven by the Department of Finance
receivable of $3.3 million relating to the return of
foreign exchange losses, which will be received in the
second quarter of 2016/17 at the Mid Year Economic
and Fiscal Outlook.

Expenditure

Fixed assets

Overall expenditure increased 8 per cent to
$189.7 million (2014/15: $176 million). This is due to the
fall in the value of the Australian dollar against budget
parameter rates, which accounts for $6.8 million of this
increase; and foreign exchange losses of $6.7 million
that were incurred in 2014/15 but included in this
year’s figures. Advertising costs of $92.9 million are
the largest contributor to this increase in expenditure.
Additionally, promotion and publicity expenditure is
up 10 per cent year on year to $28.9 million, reflecting
increased promotional activity for the Aquatic and
Coastal campaign globally.
Remuneration costs of $33.5 million (2014/15:
$29.9 million) are 12 per cent higher owing to:
> $1 million (2014/15: nil) for 22 Aussie Specialist
trainers, which is reimbursed by state and
territory tourism organisations

Capital expenditure was $9.2 million, consisting
primarily of the Aquatic and Coastal campaign
assets ($3.5 million), the Aussie Specialist Program
websites ($3.1 million), and the australia.com and
australia.cn websites and infrastructure ($2.4 million).
Total fixed assets at 30 June 2016 were $16.4 million
(2015: $12.9 million).
Liabilities

Total liabilities increased $1.4 million to $19.4 million,
driven by a rise of $1 million in unearned income for
revenue received in advance for two major events
(India Travel Mission and Corroboree Asia) scheduled
for the first quarter of 2016/17.
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STATEMENT OF COMPREHENSIVE INCOME
for the year ended 30 June 2016

Notes

2016
$’000

2015
$’000

Employee benefits

2A

33,500

29,924

Depreciation and amortisation

2C

Write-down and impairment of assets

2D

NET COST OF SERVICES
EXPENSES
Suppliers

Finance costs

2B

Other expenses
Total expenses

144,549

134,964

20

10

4,870

934

4,460

11

5,818

6,625

189,691

175,993

12,099

LESS: OWN-SOURCE INCOME
Own-source revenue

Rendering of services

3A

11,314

Contributions revenue

3C

10,310

Interest

Rental income

Other revenue

3B

3D
3E

Total own-source revenue
Gains

Foreign exchange
Other gains

3F

Total gains

1,023

1,109

1,299
7,931

1,044

15,047

15,277

38,802

37,649

3,539

2,623

3,607

2,632

68

10

Total own-source income

42,409

40,281

Net cost of services

147,282

135,712

147,362

138,865

Revenue from Government

Surplus attributable to the Australian Government

3G

80

3,153

OTHER COMPREHENSIVE INCOME

Items not subject to subsequent reclassification to net cost of services
Total comprehensive loss attributable to the Australian Government

Changes in asset revaluation surplus

467

467

26

Total comprehensive income

547

3,179

The above statement should be read in conjunction with the accompanying notes.
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26

STATEMENT OF FINANCIAL POSITION
as at 30 June 2016

Notes

2016
$’000

2015
$’000

Cash and cash equivalents

4A

9,960

13,929

Investments

4C

ASSETS
Financial assets

Trade and other receivables

4B

Total financial assets
Non-financial assets
Land and buildings

Infrastructure, plant and equipment

Intangibles

Other non-financial assets
Total non-financial assets

9,014
—

—

18,974

19,883

5A

3,356

5C

12,471

5B

5D

Total assets

5,954

3,675

567

1,040

4,116

4,793

8,176

20,510

17,685

39,484

37,568

LIABILITIES
Payables

Suppliers

Other payables

6A

6B

Total payables
Provisions

Employee provisions
Other provisions
Total provisions
Total liabilities
Net assets
EQUITY

Contributed equity
Reserves

7A

7B

7,113

6,544

7,347

6,808

14,460

13,352

4,214

3,948

4,975

4,714

19,435

18,066

20,049

19,502

761

1,543

2,457

766

1,543

1,990

Retained surplus

16,049

15,969

Total equity

20,049

19,502

The above statement should be read in conjunction with the accompanying notes.
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STATEMENT OF CHANGES IN EQUITY
for the year ended 30 June 2016

Retained earnings

Asset revaluation
surplus

2016
$’000

2015
$’000

Surplus for the period

80

3,153

—

467

26

Total comprehensive income

80

3,153

Closing balance as at 30 June

16,049

15,969

Opening balance
Comprehensive income
Other comprehensive income
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15,969

—

12,816

2016
$’000

Contributed
equity/capital

Total equity

2015
$’000

2016
$’000

2015
$’000

—

—

—

—

467

467

26

—

2,457

1,990

1,543

1,990

—

1,964

1,543

—

2016
$’000

2015
$’000

80

3,153

—

547

3,179

1,543

20,049

19,502

1,543

19,502

16,323

26

CASH FLOW STATEMENT
as at 30 June 2016

Notes

2016
$’000

2015
$’000

Receipts from Government

4A

144,018

138,865

Interest

4C

OPERATING ACTIVITIES
Cash received

Rendering of services

4B

Net GST received
Total cash received
Cash used

Employees

1,023

1,286
3,344

186,199

181,421

(151,441)

Total cash used

(184,543)
8

37,926

3,095

(33,102)

Suppliers

Net cash from operating activities

38,063

1,656

(29,502)

(145,073)
(174,575)

6,845

INVESTING ACTIVITIES
Cash used

Purchase of property, plant and equipment

(211)

Purchase of intangibles

(762)

(8,953)

(4,779)

Total cash used

(9,165)

(5,541)

Net cash used by investing activities

(9,165)

(5,541)

Net (decrease)/increase in cash held

(7,509)

Cash and cash equivalents at the beginning of the reporting period

13,929

Effect of exchange rate movements on cash and cash equivalents

Cash and cash equivalents at the end of the reporting period

4A

3,539

9,960

1,304
10,002
2,623

13,929

The above statement should be read in conjunction with the accompanying notes.
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Note 1: OVERVIEW
1.1 Objectives of Tourism Australia

Tourism Australia’s mission is to market Australia
to be the most desirable and memorable destination
on Earth.
Tourism Australia is a not-for-profit Australian
Government corporate entity. Its objective is to promote
tourism to and within Australia, and its revenue is
sourced primarily from government and industry.
Tourism Australia’s activities to promote Australia as an
international tourist destination are primarily carried
out overseas, so the majority of expenditure is incurred
through Tourism Australia’s international offices.
Tourism Australia’s statutory objectives are to:
• Influence people to travel to Australia, including
for events
• Influence people travelling to Australia to also travel
throughout Australia
• Influence Australians to travel throughout Australia,
including for events
• Help foster a sustainable tourism industry
in Australia
• Help increase the economic benefits to Australia
from tourism.
While the Tourism Australia Act (2004) (Cth) outlines
Tourism Australia’s domestic functions, Tourism
Australia is not currently engaged in domestic tourism
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.
The Outcome for Tourism Australia is to grow demand
and foster a competitive and sustainable Australian
tourism industry through partnership marketing that
targets global consumers in key markets.
1.2 Basis of preparation of the financial statements

The financial statements are general purpose financial
statements and are required by section 42 of the
Public Governance, Performance and Accountability Act
2013 (Cth).
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The financial statements and notes have been prepared
in accordance with:
• The Financial Reporting Rule (FRR) for reporting
periods ending on or after 1 July 2015, and
• Australian Accounting Standards and Interpretations
issued by the Australian Accounting Standards Board
(AASB) that apply for the reporting period.
The financial statements have been prepared on an
accrual basis and in accordance with historical cost
convention, except for certain assets and liabilities at
fair value. Except where stated, no allowance is made
for the effect of changing prices on the results or the
financial position.
The financial statements are presented in Australian
dollars, and values are rounded to the nearest thousand
dollars unless otherwise specified.
• Unless an alternative treatment is specifically
required by an accounting standard or the FRR,
assets and liabilities are recognised in the Statement
of Financial Position when, and only when, it is
probable that future economic benefits will flow to
the entity or a future sacrifice of economic benefits
will be required and the amounts of the assets or
liabilities can be reliably measured. However, assets
and liabilities arising under executory contracts are
not recognised unless required by an accounting
standard. Liabilities and assets that are unrecognised
are reported in the schedule of commitments or the
contingencies note.
• Unless alternative treatment is specifically required
by an accounting standard, income and expenses
are recognised in the Statement of Comprehensive
Income when and only when the flow, consumption
or loss of economic benefits has occurred and can be
reliably measured.

1.3 Significant accounting judgements and estimates

No accounting assumptions or estimates have been identified that have a significant risk of causing a material
adjustment to the carrying amounts of assets and liabilities within the next reporting period.
1.4 New Australian Accounting Standards

Adoption of new Australian Accounting Standards requirements
Tourism Australia has elected to adopt AASB2015-7 early, which relieves not-for-profit public sector entities from
making certain specified disclosures about the fair value measurement of assets measured at fair value and
categorised within Level 3 of the fair-value hierarchy.
All other standards that were issued before the sign-off date and are applicable to the current reporting period did
not have a material effect and are not expected to have a future material effect on the entity’s financial statements.
Future Australian Accounting Standard requirements
Accounting Standard

Summary of changes

AASB 15 Revenue
from Contracts
with Customers

AASB 15 establishes principles for reporting 1 January 2017
information about the nature, amount,
timing and uncertainty of revenue and
cash flows arising from an entity’s contracts
with customers, with revenue recognised as
‘performance obligations’ are satisfied; and
will apply to contracts of not for-profit (NFP)
entities that are exchange transactions.

Effective date

AASB 1004 Contributions will continue to
apply to non-exchange transactions until
the income for the NFP project is completed.
AASB 16 Leases

The classification of leases as either
finance leases or operating leases is
eliminated for lessees. Leases will be
recognised in the Statement of Financial
Position by capitalising the present value
of the minimum lease payments and
showing a ‘right-of-use’ asset, while future
lease payments will be recognised as
financial liabilities. This is similar to the
current treatment for finance leases under
International Accounting Standard (IAS) 17,
with some variations.

1 January 2019

Possible impact
Depending on the nature
of the transaction, the
new Standard may have a
significant impact on the
timing of the recognition of
revenue. Final outcome will
need to be considered once
the related income for the
NFP project is completed.

The nature of the expense
recognised in the profit or
loss statement will change.
It will be recognised as
depreciation on the
‘right-of-use’ asset and
an interest charge on the
lease liability, rather than
being shown as rent or as
leasing costs. The interest
charge will be calculated
using the effective interest
method, which will result
in a gradual reduction of
interest expense over the
lease term.
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Note 1: OVERVIEW (continued)
1.5 Revenue

Revenue from rendering of services is recognised by
reference to the stage of completion of contracts at
the reporting date. The revenue is recognised when:
• The amount of revenue, stage of completion
and transaction costs incurred can be reliably
measured, and
• The probable economic benefits associated with
the transaction will flow to Tourism Australia.
The stage of completion of contracts at the reporting
date is determined by reference to the proportion that
costs incurred to date bear to the estimated total costs
of the transaction.
Receivables for services, which have 30-day terms,
are recognised at the nominal amounts due less any
impairment allowance account. The collectability of
debts is reviewed at the end of the reporting period.
Allowances are made when the collectability of the
debt is no longer probable.
Interest revenue is recognised using the effective
interest method as set out in AASB 139 Financial
Instruments: Recognition and Measurement.

Resources received free of charge
Resources received free of charge are recognised as
revenue when, and only when, a fair value can be
reliably determined and the services would have been
purchased if they had not been donated. Use of those
resources is recognised as an expense. Resources
received free of charge are recorded as either revenue
or gains depending on their nature.

Revenue from Government
Funding received or receivable from non-corporate
Commonwealth entities (appropriated to the noncorporate Commonwealth entity as a corporate
Commonwealth entity payment item for payment to
this entity) is recognised as revenue from Government
by the corporate Commonwealth entity unless the
funding is in the nature of an equity injection or a loan.
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1.6 Employee benefits

Liabilities for short-term employee benefits
(as defined in AASB 119 Employee Benefits) and
termination benefits expected within 12 months of
the end of the reporting period are measured at their
nominal amounts. The nominal amount is calculated
with regard to the rates expected to be paid on
settlement of the liability.
Other long-term employee benefits are measured as
the net total of the present value of the defined benefit
obligation at the end of the reporting period, minus
the fair value at the end of the reporting period of plan
assets (if any) out of which the obligations are to be
settled directly.
Leave
The liability for employee benefits includes provisions
for annual leave and long service leave. No provision
has been made for sick leave as all sick leave is nonvesting and the average sick leave taken in future years
by employees of the entity is estimated to be less than
the annual entitlement for sick leave.

The leave liabilities are calculated on the basis of
employees’ remuneration, at the estimated salary
rates that will be applied at the time the leave is taken,
including Tourism Australia’s employer superannuation
contribution rates to the extent that the leave is likely
to be taken during service rather than paid out on
termination.
Long service leave has been determined using the
shorthand method. The estimate of the present value
of the liability takes into account attrition rates and pay
increases through inflation.
Separation and redundancy
Provision is made for separation and redundancy
benefit payments. Tourism Australia recognises
provisions for terminations when it has developed
a detailed formal plan for the terminations and has
informed those employees that it will carry out the
terminations. Tourism Australia’s separation and
redundancy costs are included in Note 2A.

Superannuation
In Australia, staff of Tourism Australia are members of
the Australian Government Employee Superannuation
Trust (AGEST), Commonwealth Superannuation Scheme
(CSS), the Public Sector Superannuation Scheme (PSS),
the PSS accumulation plan (PSSap) or a plan of their
own choice.
The CSS and PSS are defined benefit schemes for
the Australian Government. The PSSap is a defined
contribution scheme.
The liability for defined benefits is recognised in the
financial statements of the Australian Government and
is settled by the Australian Government in due course.
This liability is reported in the Department of Finance’s
administered schedules and notes.
Tourism Australia makes employer contributions
to the employees’ superannuation schemes at rates
determined by an actuary to be sufficient to meet the
current cost to the Government. Tourism Australia
accounts for the contributions as if they were
contributions to defined contribution plans.
The contribution rate for Tourism Australia as
a Group 2 Authority was 9.5 per cent for AGEST
(2014/15: 9.5 per cent), 18.9 per cent for CSS
(2014/15: 18.4 percent), 12.9 per cent for PSS
(2014/15: 12.9 per cent), 15.4 per cent for PSSap
(2014/15: 15.4 per cent) and between 9.25 per cent
and 15.4 per cent of salaries in 2015/16 for those in
other funds.
In addition, Tourism Australia remitted employer
productivity superannuation contributions to
ComSuper for employees in defined benefits schemes
only. The contribution rate was variable and banded
according to earnings, and was between 2 per cent
and 3 per cent of salaries in 2015/16.

In Hong Kong, in accordance with local regulations,
Tourism Australia provided superannuation for its
locally engaged staff with HSBC Life (International) Ltd.
Tourism Australia matched employees’ contributions up
to a maximum of 5 per cent of gross salary in 2015/16.

In Singapore, Tourism Australia provided
superannuation for its locally engaged staff with
the Central Provident Fund at a regulated rate of
15.5 per cent (capped at monthly ceiling of SGD$4,500)
until August 2011. From September 2011 to December
2015 the contribution rate was 17 per cent (capped
at monthly ceiling of SGD5,000). From January 2016
to 30 June 2016 the contribution rate was 17 per cent
(capped at monthly ceiling of SGD6,000).
In South Korea, Tourism Australia provided
superannuation for its locally engaged staff with
National Pension Service funds. The contribution rate
was 4.5 per cent of salaries in 2015/16 (4.5 per cent in
2014/15) with a cap of KRW4.21 million a year.
In China, Tourism Australia provided superannuation
for its locally engaged staff with the local official
agency FESCO. The monthly contribution rate in
2015/16 for resident staff was between 37 per cent
and 44 per cent of index salary per staff member
(set annually by the local government) and ranged
from CNY3,022 to CNY15,108 (CNY2,100 to CNY6,600
in 2014/15).

In Japan, Tourism Australia provided superannuation
for its locally engaged staff with Japan’s Pension
Service. The contribution rate was 8.91 per cent of
salaries in 2015/16 (8.84 per cent in 2014/15), with
a cap of JPY620,000 per annum.

In the USA, Tourism Australia provided an optional
employee retirement benefit for its locally engaged
staff with Mutual of America. Tourism Australia
matched employees’ contributions up to a maximum
of 3 per cent of gross salary in 2015/16, with an annual
cap of US$11,500 for employees under 50 years of age
and US$14,000 for employees aged 50 or older. These
limits apply to employee contributions on a calendar
year basis.

In the UK, Tourism Australia provided a group personal
pension scheme for its locally engaged staff with
Standard Life Assurance Co. The contribution rate was
10 per cent of salaries in 2015/16 (10 per cent in 2014/15).

In India, Tourism Australia provided superannuation
for its locally engaged staff with Provident Fund. The
contribution rate was 13 per cent of base pay, and the
associated administration fees have varied between
1.13 per cent and 1.39 per cent since 2009.

In Malaysia, Tourism Australia provided superannuation
for its locally engaged staff with Provident Fund. The
contribution rate was 12 per cent.
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Note 1: OVERVIEW (continued)
In Germany, Tourism Australia contributed an
inclusive social amount to the statutory insurance
government fund for its locally engaged staff. The
level of contribution made by Tourism Australia is
set by the German government and in most cases is
approximately 1:1.

In New Zealand, Tourism Australia provides the
opportunity for all staff to join the New Zealand
Government superannuation scheme Kiwisaver.
The scheme is not mandatory for locally engaged
staff but Tourism Australia currently contributes
4 per cent to the scheme. Staff can contribute between
the equivalent amount of 2 per cent, 4 per cent or
8 per cent depending on the employee’s preference.
1.7 Leases

An operating lease is a lease where the lessor
effectively retains substantially all such risks
and benefits. Operating leases are expensed on
a straight-line basis that is representative of the
pattern of benefits from the leased assets.
1.8 Cash

Cash is recognised at its nominal amount. Cash and
cash equivalents include:
a) Cash on hand
b) Demand deposits in bank accounts with an original
maturity of 3 months or less that are readily
convertible to known amounts of cash and subject
to insignificant risk of changes in value.
1.9 Financial assets

Tourism Australia classifies its financial assets as loans
and receivables.
Effective interest method
The effective interest method is a way of calculating
the amortised cost of a financial asset and allocating
interest income over the relevant period. The effective
interest rate is the rate that exactly discounts
estimated future cash receipts through the expected
life of the financial asset or, where appropriate, a
shorter period.
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Loans and receivables
Trade receivables, loans and other receivables that have
fixed or determinable payments that are not quoted in
an active market are classified as loans and receivables.
These are measured at amortised cost using the
effective interest method less impairment. Interest is
recognised using the effective interest rate.

Impairment of financial assets
Financial assets are assessed for impairment at the end
of each reporting period. If there is objective evidence
that an impairment loss has been incurred for loans
and receivables held at amortised cost, the amount
of the loss is measured as the difference between
the asset’s carrying amount and the present value of
estimated future cash flows, discounted at the asset’s
original effective interest rate. The carrying amount
is reduced by way of an allowance account. The loss is
recognised in the Statement of Comprehensive Income.
1.10 Financial liabilities

Financial liabilities are classified as either financial
liabilities at fair value through profit or loss or as other
financial liabilities. Financial liabilities are recognised
and derecognised on ‘trade date’.
Other financial liabilities
Other financial liabilities are initially measured at fair
value, net of transaction costs. These liabilities are
subsequently measured at amortised cost using the
effective interest method, with the interest expense
recognised on an effective yield basis.

The effective interest method is a method of
calculating the amortised cost of a financial liability
and of allocating interest expense over the relevant
period. The effective interest rate is the rate that exactly
discounts estimated future cash payments across
the expected life of the financial liability or, where
appropriate, a shorter period.
Supplier and other payables
Supplier and other payables are recognised at cost.
Liabilities are recognised to the extent that the goods
or services have been received (and irrespective of
having been invoiced).

1.11 Contingent liabilities and contingent assets

Contingent liabilities and contingent assets are not
recognised in the Statement of Financial Position but
are reported in the relevant schedules and notes. They
may arise from uncertainty about the existence of a
liability or asset, or represent an existing liability or
asset in respect of which settlement is not probable
or for which the amount cannot be reliably measured.
Contingent liabilities are recognised when the
possibility of settlement is greater than remote, and
contingent assets are disclosed when settlement is
probable but not virtually certain.
1.12 Acquisition of assets

Assets are recorded at cost on acquisition except as
stated below. The cost of acquisition includes the fair
value of assets transferred in exchange, and liabilities
undertaken. Financial assets are initially measured
at their fair value plus transaction costs where
appropriate.
Assets acquired at no cost or for nominal consideration
are initially recognised as assets and income at their
fair value at the date of acquisition, unless acquired
as a consequence of restructuring of administrative
arrangements. In the latter case, assets are initially
recognised as contributions by owners at the amounts
at which they were recognised in the transferor’s
accounts immediately before the restructuring.
1.13 Property, plant and equipment

Asset recognition threshold
Purchases of property, plant and equipment are
recognised initially at cost in the Statement of Financial
Position, except for purchases costing less than $5,000,
which are expensed in the year of acquisition (other
than where they form part of a group of similar items
which are significant in total).

Revaluations
Following initial recognition at cost, property, plant
and equipment is carried at fair value less subsequent
accumulated depreciation and accumulated
impairment losses. Valuations are conducted with
sufficient frequency to ensure that the carrying
amounts of assets do not differ materially from the
assets’ fair values at the reporting date. The regularity
of independent valuations depends upon the volatility
of movements in market values for the relevant assets.
Revaluation adjustments are made on a class basis.
Any revaluation increment is credited to equity under
the heading of Asset Revaluation Reserve, except
to the extent that it reverses a previous revaluation
decrement of the same asset class that was previously
recognised in the surplus or deficit. Revaluation
decrements for a class of assets are recognised directly
in the surplus or deficit except to the extent that they
reverse a previous revaluation increment for that class.
Any accumulated depreciation as at the revaluation
date is eliminated against the gross carrying
amount of the asset and the asset is restated to the
revalued amount.
A revaluation of leasehold improvements and make
good was performed by B&A Valuers, an independent
valuation and asset advisory firm. The revaluation
was performed at 30 June 2016 and assessed by the
depreciated replacement cost approach. As this method
of valuation uses unobservable input for assessment,
these revaluations have been assigned Level 3 input in
the asset register.

The initial cost of an asset includes an estimate
of the cost of dismantling and removing the item,
and restoring the site on which it is located. This is
particularly relevant to ‘make good’ provisions in
property leases taken up by Tourism Australia where
there is an obligation to restore the property to its
original condition. These costs are included in the value
of Tourism Australia’s leasehold improvements, with a
recognised corresponding provision for the ‘make good’.
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Note 1: OVERVIEW (continued)
1.13 Property, plant and equipment (continued)

1.14 Intangibles

Depreciation rates (useful lives), residual values and
methods are reviewed at each reporting date and
necessary adjustments are recognised in the current or
the current and future reporting periods as appropriate.

Software is amortised on a straight-line basis over
its anticipated useful life. The useful life of Tourism
Australia’s software assets is estimated at between
two and five years. All software assets are assessed for
indications of impairment as at 30 June.

Depreciation
Depreciable property, plant and equipment assets are
written off to their estimated residual values over their
estimated useful lives to Tourism Australia, in all cases
using the straight-line method of depreciation.

Depreciation rates applying to each class of depreciable
asset are based on the following useful lives:
Leasehold improvements
Infrastructure

2016

Lease term
3 to 10 years

2015

Lease term
3 to 10 years

Impairment
All assets are assessed for indicators of impairment at
30 June. Where indications of impairment are evident,
the asset’s recoverable amount is estimated and an
impairment adjustment made if the asset’s recoverable
amount is less than its carrying amount.
The recoverable amount of an asset is the higher of
its fair value less costs of disposal and its value in use.
Value in use is the present value of the future cash
flows expected to be derived from the asset. Where the
future economic benefit of an asset is not primarily
dependent on the asset’s ability to generate future
cash flows and the asset would be replaced if the entity
were deprived of the asset, its value in use is taken to
be its depreciated replacement cost.

Derecognition
An item of property, plant and equipment is
derecognised on its disposal or when no further
economic benefits are expected from its use or disposal.
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Tourism Australia’s intangibles comprise internally
developed software for internal use, campaign
production and trade marks. These assets are carried at
cost less accumulated amortisation and accumulated
impairment losses.

Campaign production is amortised on a straight-line
basis over three years and is assessed for indications
of impairment as at 30 June.
Trade marks are amortised on a straight-line basis
over their anticipated useful life. The useful life of a
trade mark is estimated at 10 years. All trade marks are
assessed for indications of impairment as at 30 June.
1.15 Taxation

Tourism Australia is exempt from all forms of taxation
in Australia except for fringe benefits tax (FBT) and the
goods and services tax (GST).
Revenues, expenses and assets are recognised net of
GST except:
• Where the amount of GST incurred is not recoverable
from the Australian Taxation Office, and
• For receivables and payables.
Tourism Australia is exempt from all foreign taxation
laws except for any consumption taxes.
1.16 Events after the reporting period

There was no subsequent event that had the potential
to significantly affect the ongoing structure and
financial activities of the entity.

Note 2: expenses
Expenses
Note 2A: Employee benefits
Wages and salaries
Superannuation

Defined benefit plans

Defined contribution plans

Leave and other entitlements
Separation and redundancies

Other employee benefits expense
Total employee benefits

2016
$’000

2015
$’000

25,391

23,460

534

2,539

498

2,151

2,748

2,456

1,001

676

33,500

29,924

92,908

89,500

1,286

683

Note 2B: Suppliers

Goods and services supplied or rendered
Advertising

Promotion and publicity

Films, publications and distribution

Information systems and telecommunications

28,858
2,162

26,114

1,539

7,929

6,686

138,702

129,523

Minimum lease payments

5,678

5,401

Total other supplier expenses

5,847

5,440

144,549

134,964

Research, service fees and travel

Total goods and services supplied or rendered

6,844

5,684

Other supplier expenses
Operating lease rentals

Workers compensation premiums

Total supplier expenses
Operating lease commitments
One year or less

168

4,887

39

4,634

One to five years

15,229

14,300

Total operating lease commitments

22,245

23,688

More than five years

2,128

4,754
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Note 2: expenses (continued)
Expenses

2016
$’000

2015
$’000

807

815

807

815

Note 2C: Depreciation and amortisation
Depreciation

Infrastructure, plant and equipment
Total depreciation
Amortisation
Intangibles
Computer software

Campaign production
Trade marks
Make good

1,704

1,098

2,205

2,468

136

61

18

18

Total amortisation

4,064

3,645

Total depreciation and amortisation

4,870

4,460

151

—

51

11

934

11

Note 2D: Write-down and impairment of assets
Asset write-down and impairments from:

Impairment of infrastructure, plant and equipment
Impairment of intangible assets

Loss on disposal of infrastructure, plant and equipment
Total write-down and impairment of assets
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733

—

Note 3: Own-source income
OWN-SOURCE REVENUE

2016
$’000

2015
$’000

Note 3A: Rendering of services

Rendering of services in connection with
External parties

11,314

12,099

Total rendering of services

11,314

12,099

Note 3B: Interest
Deposits

1,023

1,299

Total interest

1,023

1,299

Note 3C: Contributions revenue
Industry contributions*

10,310

7,931

Total contributions revenue

10,310

7,931

Note 3D: Rental income
Operating lease

Office sub-tenancies
Total rental income
Note 3E: Other revenue
Other revenue

Related – payments from other government bodies

1,109

1,044

1,109

1,044

1,047

1,777

14,000

13,500

15,047

15,277

Non-speculative

3,539

2,623

Total foreign exchange gains

3,539

2,623

Appropriation Act 1

137,290

129,872

Revenue from Government

144,018

138,865

Total revenue from Government

147,362

138,865

Total other revenue
GAINS

Note 3F: Foreign exchange

Note 3G: Revenue from Government 1
Appropriation Act 3 2

Foreign exchange supplementation receivable

6,728

3,344

8,993
—

*	Industry contributions reflect the actual value of industry support for Tourism Australia's activities from direct revenue. In addition to direct
revenues from the industry, joint marketing programmes were undertaken. Through these programmes the industry supplements funds
provided by Tourism Australia for product development, visiting journalists and tactical marketing programmes. Due to the nature of the
programmes, these funds do not form part of the reported level of industry contributions for Tourism Australia, but are in addition to it.
1 Tourism Australia received $69,686 (2015: $42,263) under the Paid Parental Leave Scheme.
2 Appropriation Act 3 comprises the return of prior year foreign exchange losses of $6.728 million.
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Note 4: Financial assets

Note 4A: Cash and cash equivalents
Australian dollars
Canadian dollars
Chinese yuan
Euro

British pounds

Hong Kong dollars
Japanese yen
Korean won

Malaysia ringgit

New Zealand dollars

Singapore dollars

2016
$’000

2015
$’000

7,135

8,682

26

650

79

81

601

1,213

52

97

660

121
61

313

207

645
83

246
104

235

134

189

398

1,600

Cash at bank or on deposit

9,956

13,925

Total cash and cash equivalents

9,960

13,929

Services receivables

4,081

4,432

Deposits and advances

1,096

990

18

26

9,022

5,963

Indian rupee

Unites States dollars

Taiwan dollars

Cash on hand

Note 4B: Trade and other receivables
GST receivable from the Australian Taxation Office
Other Government bodies
Other interest

Total trade and other receivables (gross)
Less impairment allowance account
Services receivables

Total trade and other receivables (net)
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98
70

4

484

3,344

(8)
9,014

29
71
4

515
—

(9)
5,954

		
		
Receivables are aged as follows
Not overdue
Overdue by:

Less than 30 days

31 to 60 days

61 to 90 days

More than 90 days

Total receivables (gross)

2016
$’000

2015
$’000

4,538

4,003

3,477

1,572

—

4

1,000

8

383

1

9,022

5,963

30 to 60 days

—

(4)

More than 90 days

(8)

(1)

The impairment allowance account is aged as follows
Overdue by:

61 to 90 days

Total impairment allowance account

—

(4)

(8)

(9)

Opening balance

(9)

(21)

Closing balance

(8)

(9)

Reconciliation of the impairment allowance account
Services

Amounts reversed
Receivables expected to be recovered in:
No more than 12 months

Total trade and other receivables (net)
Note 4C: Investments

1

12

9,014

5,954

9,014

5,954

Shares in other company – unlisted (at cost)

—
—

(400)

Total investments

—

—

—

—

—

—

Less: Provision for diminution in value

Investments expected to be recovered in:
More than 12 months

Total investments

400

Tourism Australia disposed of its 11.9 per cent interest in Australian Tourism Data Warehouse Pty Limited (ATDW) on 28 July 2015.
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Note 5: Non-financial assets
2016
$’000

2015
$’000

Note 5A: Land and buildings
Leasehold improvements
Work in progress
Fair value

Accumulated depreciation

Total leasehold improvements
Leasehold improvements make good
Fair value

Accumulated depreciation

Total leasehold improvements make good
Total land and buildings

58

11,486

—

11,184

(8,528)

(7,938)

3,016

3,245

694

711

(354)

(281)

340

430

3,356

3,675

Leasehold improvements and make good were subject to revaluation. The carrying amount of $3 million was included in the valuation figures above.
No indicators of impairment were found for land and buildings. No land or buildings are expected to be sold or disposed of within the next 12 months.

Leasehold improvement commitments
One year or less

One to five years

More than five years
Total leasehold commitments

2016
$’000

2015
$’000

310

252

—

—

—

—

310

252

Fair value

1,229

2,038

Accumulated depreciation

(720)

(1,259)

509

963

Note 5B: Infrastructure, plant and equipment
Computer and office equipment
Work in progress

Total computer and office equipment
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—

184

Computer and office equipment commitments
One year or less

One to five years

More than five years
Total computer and office equipment commitments
Furniture and fittings
Fair value

2016
$’000

2015
$’000

23

1,303

—

—

—
23

239

—

1,303

265

Accumulated depreciation

(181)

(188)

Total furniture and fittings

58

77

567

1,040

Total infrastructure, plant and equipment

Infrastructure, plant and equipment were assessed for signs of impairment. Assets with a carrying value of $151,000 were identified as impaired due
to technological obsolescence. The carrying values of these assets were reduced to nil. No infrastructure, plant or equipment is expected to be sold or
disposed of within the next 12 months.

2016
$’000

2015
$’000

5,330

6,796

(2,909)

(2,745)

7,187

4,051

2,289

281

—

—

Note 5C: Intangibles
Software at cost
In use

Work in progress

Accumulated amortisation
Total software
Software commitments
One year or less

One to five years

More than five years
Total software commitments
Campaign production at cost
Work in progress
In use

Accumulated amortisation
Impairment losses

Total campaign production

4,766

—

2,289

—

20,543

—

—

281

1,444

16,633

(15,487)

(14,154)

5,056

3,923

—

—
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Note 5: Non-financial assets (continued)
2016
$’000

2015
$’000

At cost

292

180

Accumulated amortisation

(65)

(47)

Total trademarks

228

203

Total intangibles

12,471

8,176

Note 5C: Intangibles (continued)
Trademarks

In progress

—

69

Intangible assets were assessed for signs of impairment. Assets with a carrying value of $733,000 were identified as impaired due to technological
obsolescence. The carrying values of these assets were reduced to nil. No intangibles are expected to be sold or disposed of within the next 12 months.

2016
$’000

2015
$’000

3,009

3,502

4,116

4,793

No more than 12 months

3,193

3,686

Total other non-financial assets

4,116

4,793

Note 5D: Other non-financial assets
Prepayments

Lease incentive
Total other non-financial assets
Total other non-financial assets expected to be recovered in:
More than 12 months

No indicators of impairment were found for other non-financial assets.
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1,107

922

1,291

1,107

Leasehold
improvements
$’000

Plant and
equipment
$’000

Total
$’000

11,895

2,487

14,383

Note 5E: Reconciliation of the opening and closing
balances of property, plant and equipment (2015/16)
As at 1 July 2015

Gross book value

Accumulated depreciation and impairment

Total as at 1 July 2015
Additions

by purchase

Revaluation on leasehold improvements
Revaluation on make good
Depreciation expense
Disposals

Impairment recognised in other comprehensive income
Reversal of depreciation lease incentive

Total as at 30 June 2016
Total as at 30 June 2016 represented by
Gross book value

Accumulated depreciation and impairment
Total as at 30 June 2016

(8,220)

(1,447)

(9,667)

3,675

1,040

4,715

125

87

463

211

—

463

(504)

(439)

(943)

(82)

(69)

(151)

46

—

(368)

—

(51)
—

46

(51)

(368)

3,356

567

3,923

12,238

1,467

13,706

3,356

567

3,923

(8,882)

(900)

(9,782)
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Note 5: Non-financial assets (continued)
Leasehold
improvements
$’000

Plant and
equipment
$’000

Total
$’000

Note 5E: Reconciliation of the opening
and closing balances of property, plant
and equipment (2014/15)
As at 1 July 2014

Gross book value

(8,339)

(1,361)

2,335

14,907

4,233

974

5,207

227

535

762

Depreciation expense

(357)

(458)

(815)

Reversal of depreciation lease incentive

(367)

—

(367)

Accumulated depreciation and impairment

Total as at 1 July 2014
Additions

By purchase

Amortisation expense
Disposals

Total as at 30 June 2015
Total as at 30 June 2015 represented by
Gross book value

Accumulated depreciation and impairment
Total as at 30 June 2015
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12,572

(61)
—

3,675

11,895

—

(11)

1,040

2,487

(9,700)

(61)
(11)

4,715

14,383

(8,220)

(1,447)

(9,667)

3,675

1,040

4,715

The following tables provide an analysis of assets and liabilities that are measured at fair value. The different levels
of the fair value hierarchy are defined as:
• Level 1: Quoted prices (unadjusted) in active markets for identical assets or liabilities that the entity can access
at measurement date.
• Level 2: Inputs other than quoted prices included within Level 1 that are observable for the asset or liability,
either directly or indirectly.
• Level 3: Unobservable inputs for the asset or liability.
Note 5G: Fair value measurements

Fair value measurements at the end of the reporting period by hierarchy for assets and liabilities in 2016
Fair value measurements at the end of the reporting period using
Fair value
$’000

Level 1 inputs
$’000

Level 2 inputs
$’000

Level 3 inputs
$’000

11,544

—

—

11,544

1,229

—

—

1,229

Total non-financial assets

13,706

—

—

13,706

Total fair value measurements of assets
in the Statement of Financial Position

13,706

—

—

13,706

Non-financial assets

Leasehold improvements
Leasehold improvements

Leasehold improvements make good

Infrastructure, plant and equipment
Computer and office equipment
Furniture and fittings

694

239

—

—

—

—

694

239

No transfers between levels have occurred in 2015/16.
The highest and best use of all non-current assets are the same as their current use. No change in valuation technique occurred during the period.
A reconciliation of movements in non-financial assets has been included in note 5.
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Note 6: Payables
2016
$’000

2015
$’000

Trade creditors and accruals

7,113

6,544

Total supplier payables

7,113

6,544

External parties

7,113

6,544

Total supplier payables

7,113

6,544

1,459

1,261

2,600

1,613

Note 6A: Suppliers

Supplier payables expected to be settled within 12 months

Settlement is usually made within 30 days.

Note 6B: Other payables
Salaries and wages
Superannuation

Prepayment received/unearned income

Lease incentive

Other liabilities
Total other payables
Total other payables expected to be settled in:
No more than 12 months

More than 12 months
Total other payables
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—

67

3,256

3,809

7,347

6,808

4,652

3,518

32

59

2,695

3,290

7,347

6,808

Note 7: Provisions
2016
$’000

2015
$’000

Leave

4,214

3,948

Total employee provisions

4,214

3,948

2,479

2,426

4,214

3,948

Provision for restoration obligations

761

766

Total other provisions

761

766

Note 7A: Employee provisions

Employee provisions expected to be settled in:
No more than 12 months
More than 12 months

Total employee provisions
Note 7B: Other provisions

Other provisions expected to be settled in:
No more than 12 months
More than 12 months

Total other provisions
Provision for restoration

Carrying amount as at 1 July

Amounts adjusted for revaluation

Amounts reversed for expired leases

Unwinding of discount or change in discount rate

Closing balance as at 30 June

1,735

133

1,522

68

628

698

761

766

766

792

(68)

(10)

43

20

761

(26)
10

766

In 2015/16, Tourism Australia had eight (2014/15: seven) agreements for the leasing of premises that have provisions requiring Tourism Australia to
restore the premises to their original condition at the conclusion of the lease. Tourism Australia has made a provision to reflect the present value of
these obligations.
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Note 8: Cash flow reconciliation
2016
$’000

2015
$’000

9,960

13,929

—

—

Reconciliation of cash and cash equivalents as per

Statement of Financial Position to Cash Flow Statement
Cash and cash equivalents as per
Cash Flow Statement

Statement of Financial Position
Difference
Reconciliation of net cost of services to net cash from operating activities
Net cost of services

Add revenue from Government

Adjustments for non-cash items
Depreciation/amortisation
Finance cost

Bad debts

Write-down of non-financial assets
Other gains

Net foreign exchange gain

Unwinding of leasehold incentive liability
Revaluation of restoration provision
Reversal of restoration provision
Changes in assets/liabilities

(Increase)/decrease in net receivables

(Increase)/decrease in prepayments

Increase/(decrease) in employee provisions

Increase/(decrease) in supplier payables
Increase/(decrease) in other payables
Net cash from operating activities
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9,960

(147,282)

13,929

(135,712)

147,362

138,865

4,870

4,460

20

(1)

934

(68)

(3,539)
368
—
—
(3,060)

(10)
(12)
11

(10)

(2,623)
—

26
10

1,575

678

(1,697)

569

2,287

1,656

6,845

267
539

451

(775)

Note 9: Contingent Liabilities and Assets
Tourism Australia has no contingent liabilities or assets, quantifiable, unquantifiable or significant remote
contingencies (2014/15: nil).

Note 10: Related party disclosures
No director has entered into any transaction with Tourism Australia during the year ended 30 June 2016
(2014/15: $nil).

Note 11: Senior executive remuneration
2016
$’000

2015
$’000

8,055,568

7,420,349

8,474,420

7,747,349

772,637

650,898

772,637

650,898

127,324

139,164

Note 11A: Senior executive remuneration expenses for the reporting period
Short-term employee benefits
Salary

Performance bonus

Total short-term employee benefits
Post-employment benefits
Superannuation

Total post-employment benefits
Other long-term employee benefits
Long-service leave

Other long-term benefits

418,852

327,000

637,869

555,878

Total other long-term employee benefits

765,193

695,041

Termination benefits

741,236

—

10,753,486

9,093,288

Total senior executive remuneration expenses

Note 11A is prepared on an accrual basis.
The total senior management personnel included in Note 11A is 34 (2014/15:32). This includes three who commenced in 2015/16 and four who
departed during the financial year.
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Note 11: Senior executive remuneration (continued)
2016
$’000

2015
$’000

439,725

474,562

439,725

474,562

41,774

44,417

Total post-employment benefits

41,774

44,417

Total non-executive director fees

481,499

518,979

Note 11B: Non-executive director fees for the reporting period
Short-term employee benefits
Director fees

Total short-term employee benefits
Post-employment benefits
Superannuation

The total number of non-executive directors of Tourism Australia included in Note 11B is eight (2014/15:8).
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Note 12: Remuneration of auditors
Note 12: Remuneration of auditors

2016
$’000

2015
$’000

for the reporting period

113

111

Total auditor remuneration

113

111

Fair value of the services received for auditing the financial statements

No other services were provided by the Auditor-General during the reporting period.
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Note 13: Financial instruments
2016
$’000

2015
$’000

9,960

13,929

18,491

19,368

Note 13A: Categories of financial instruments
Financial assets

Loans and receivables

Cash at bank and cash equivalents

Trade and other receivables

Carrying amount of financial assets

8,531

5,439

Financial liabilities
At amortised cost

Trade creditors and other payables

14,460

13,352

14,460

13,352

Interest revenue (refer to Note 3B)

1,023

1,299

Net gain from cash and cash equivalents

1,023

1,299

Net gain from financial assets

1,023

1,299

Carrying amount of financial liabilities
Note 13B: Net income and expense from financial assets
Cash and cash equivalents

The total interest income from financial assets not at fair value through profit and loss in the year ended 30 June 2016 was $1,023,000
(2014/15: $1,299,000).

2016
$’000

2015
$’000

3,539

2,623

Net gain financial liabilities – at amortised cost

3,539

2,623

Net gain from financial liabilities

3,539

2,623

Note 13C: Net income and expense from financial liabilities
Financial liabilities – at amortised cost
Exchange gains (refer to Note 3F)
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Notes

Carrying		
amount
Fair value
2016
2016
$’000
$’000

Carrying
amount
2015
$’000

Fair value
2015
$’000

Note 13D: Fair values of
financial instruments
Financial assets

Cash at bank

4A

Receivables for services

4B

Deposits at call

7,278

7,278

7,347

2,682

2,682
8,531

5,439

5,439

Total financial assets		

18,491

18,491

19,368

19,368

Financial liabilities (recognised)
Trade creditors

Other payables

6A

8,531

7,113

6,582

7,347

4A

7,113

6,544

6,582

6,544

6B

7,347

7,347

6,808

6,808

Total financial liabilities		

14,460

14,460

13,352

13,352

Note 13E: Credit risk exposures

Tourism Australia is exposed to minimal credit risk as the majority of loans and receivables are cash at bank and
on deposits and trade receivables for services. The maximum exposure to credit risk is the risk that arises from the
potential default of a debtor. This amount is equal to the total amount of trade receivables (2015/16: $9,014,000
and 2014/15: $5,955,000). Tourism Australia has assessed the risk of the default on payment and has allocated
$8,000 in 2015/16 (2015: $9,000) to an impairment allowance account. Tourism Australia managed its credit risk
by undertaking background and credit checks before entering into debtor relationships.
Tourism Australia has established policies and procedures for the collection of debts.
Tourism Australia holds no collateral to mitigate against credit risk.

Credit quality of financial instruments not past due or individually determined as impaired
Not past due
nor impaired
2016
$’000

Not past due
nor impaired
2015
$’000

Cash and cash equivalents

9,960

13,929

3,488

4,484

1,960

Total

14,014

17,417

4,484

1,960

Receivables for services

4,054

Past due
or impaired
2016
$’000
—

Past due
or impaired
2015
$’000
—
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Note 13: Financial instruments (continued)
Ageing of financial assets that are past due but not impaired for 2016
0 to 30
days
$’000

31 to 60
days
$’000

61 to 90
days
$’000

90+
days
$’000

Total
$’000

Receivables for services

3,477

1,000

—

8

4,484

Total

3,477

1,000

—

8

4,484

61 to 90
days
$’000

90+
days
$’000

Total
$’000

Ageing of financial assets that are past due but not impaired for 2015
0 to 30
days
$’000

31 to 60
days
$’000

Receivables for services

1,572

383

4

1

1,960

Total

1,572

383

4

1

1,960

Note 13F: Liquidity risk

Tourism Australia’s financial liabilities are supplier payables. The exposure to liquidity risk is based on the notion
that Tourism Australia will encounter difficulty in meeting its obligations associated with financial liabilities. This
is highly unlikely due to Government funding and internal policies and procedures put in place to ensure there are
appropriate resources to meet financial obligations. Tourism Australia had no derivative financial liabilities in either
2015/16 or 2014/15.
Maturities for non-derivative financial liabilities 2015/16
On
demand
$’000

Within
1 year
$’000

>5
years
$’000

—

—

Trade creditors

—
—

(4,652)

(2,695)

Total

—

(11,764)

(2,695)

Within
1 year
$’000

1 to 5
years
$’000

>5
years
$’000

—

—

Other payables

(7,113)

1 to 5
years
$’000

Total
$’000
(7,113)

—

(7,347)

—

(14,460)

Maturities for non-derivative financial liabilities 2015
On
demand
$’000
Trade creditors

—

(6,544)
(3,518)

(3,290)

Total

—

(10,062)

(3,290)

Other payables

—

Total
$’000
(6,544)

—

(6,808)

—

(13,352)

Tourism Australia receives funding from the Australian Government. The organisation manages its budgeted funds to ensure it has adequate funds
to meet payments as they fall due. Tourism Australia has policies in place to ensure timely payments are made when due and has no past experience
of default.
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Note 13G: Market risk

Tourism Australia holds basic financial instruments that do not expose it to major market risks. Due to the basic
nature of Tourism Australia’s financial instruments, no sensitivity analysis has been performed as it is deemed
that there would be no material impact to the financial statements. Tourism Australia accounts for its financial
instruments (cash and cash equivalents) in accordance with AASB 139 Financial Instruments: Recognition and
Measurement and reports these instruments under AASB 7 Financial Instruments: Disclosures.
Foreign exchange
Tourism Australia maintains foreign bank accounts that facilitate local transactions, and at balance date
reported an Australian dollar equivalent cash balance of $2.8 million (2014/15: $5.2 million). Assets and liabilities
denominated in foreign currency are converted to Australian dollar equivalents at the exchange rate prevailing
on balance date. Realised and unrealised gains and losses on foreign currency are taken to profit and loss.

Tourism Australia expends a significant amount of revenue from Government in foreign currencies and uses budget
parameter rates to measure its performance against budgets. In 2015/16, the movement of the Australian dollar
against foreign currencies resulted in an estimated loss of $3.3 million (2014/15: loss of $5.9 million). This movement
also contributed to a decrease in the overall cash balance.
The principal exchange rates affecting the foreign exchange loss are the Chinese yuan, the US dollar, the
British pound, the Euro and the Japanese yen.

Interest rate
Tourism Australia maintains operating and investment bank accounts to manage cash. The operating bank
accounts are non-interest bearing and investment accounts are designated in liquid and short-term interest-bearing
deposits. All cash deposits are held in operating accounts at balance date (2015/16: $9.9 million; 2014/15: $13.9 million).
The average interest rates during the year for the interest-bearing accounts were between 1.75 per cent and
2.0 per cent.

Note 13H: Financial assets reconciliation

Total financial assets as per Statement of Financial Position
Less: Non-financial instrument components

GST receivable from the Australian Taxation Office

Total financial assets as per financial instruments note

2016
$’000

2015
$’000

18,974

19,883

484

515

18,491

19,368
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Note 14: Reporting of outcomes
		
2016
$’000

Outcome 1
2015
$’000

Note 14A: Net cost of outcome delivery
Departmental
Expenses

(189,691)

(175,993)

Total expenses

(189,691)

(175,993)

Own-source income
Advertising

11,314

12,099

1,023

1,299

Industry contribution

10,310

Gains

3,607

Other revenue

15,047

Total

42,409

40,281

Net cost of outcome delivery

(147,283)

(135,712)

Interest

Rental income

Net costs include intra-government costs that are eliminated in calculating the actual budget outcome.
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1,109

7,931

2,632

1,044

15,277

Note 15: Budgetary reports and
explanations of major variances
The following tables provide a comparison of the original budget as presented in the 2015/16 Portfolio Budget
Statements (PBS) to the 2015/16 final outcome in accordance with Australian Accounting Standards for the entity.
The budget is not audited.
Note 15A: Departmental budgetary reports

Statement of Comprehensive Income for not-for-profit reporting entities
for the year ended 30 June 2016
Actual
		
2016
$’000

Budget estimate
Original
Variance
2016
2016
$’000
$’000

NET COST OF SERVICES
Expenses

Employee benefits
Suppliers

Depreciation and amortisation
Finance costs

Write-down and impairment of assets

Other expenses
Total expenses

33,500

30,473

144,549

129,958

20

33

4,870

934

4,500

—

3,027

14,591
370

(13)

934

5,818

4,200

1,618

189,691

169,164

20,527

—

11,314

—

1,109

Own-source income

Own-source revenue

Rendering of services

11,314

Rental income

1,109

Interest

Other revenue
Total own-source revenue
Gains

Foreign exchange gains

Other gains
Total gains

1,023

1,300

25,356

30,574

(5,218)

38,802

31,874

6,928

3,539

—

3,539

3,607

—

3,607

68

—

(277)

68

Total own-source income

42,409

31,874

10,535

Net cost of services

147,282

137,290

9,992

Revenue from Government

147,362

137,290

10,072

80

—

80

Surplus before income tax on continuing operations
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Note 15: Budgetary reports and
explanations of major variances (continued)
Actual
		
2016
$’000

Budget estimate
Original
Variance
2016
2016
$’000
$’000

OTHER COMPREHENSIVE INCOME

Items not subject to subsequent reclassification
to net cost of services

Changes in asset revaluation surplus

467

—

467

547

—

548

Total comprehensive income attributable
to the Australian Government

Statement of financial position for not-for-profit reporting entities
for the year ended 30 June 2016
Actual
		
2016
$’000

Budget estimate
Original
Variance
2016
2016
$’000
$’000

ASSETS

Financial assets

Cash and cash equivalents

9,960

20,017

(10,057)

18,974

27,546

(8,572)

Land and buildings

3,356

4,233

(877)

Intangibles

12,471

7,281

5,190

Trade and other receivables

Total financial assets
Non-financial assets

Property, plant and equipment
Other non-financial assets

9,014

567

7,529

674

1,485

(107)

4,116

3,095

Total non-financial assets

20,510

15,283

5,227

Total assets

39,484

42,829

(3,345)
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1,021

Actual
		
2016
$’000

Budget estimate
Original
Variance
2016
2016
$’000
$’000

LIABILITIES
Payables

Suppliers

Other payables
Total payables
Provisions

Employee provisions

Other provisions
Total provisions
Total liabilities
Net assets

7,347

7,113

6,227

5,519

1,594

14,460

11,746

2,714

4,214

4,853

(639)

4,976

5,645

(669)

761

792

1,120

(31)

19,435

17,391

2,044

20,049

25,438

(5,389)

EQUITY

Parent entity interest

Contributed equity
Reserves

Retained surplus/(accumulated deficit)
Total equity

1,543

2,457

1,543

1,964

—

493

16,049

21,931

(5,882)

20,049

25,438

(5,389)
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Note 15: Budgetary reports and
explanations of major variances (continued)
		
Actual
		
2016
$’000

Retained earnings
Budget estimate
Original
Variance
2016
2016
$’000
$’000

Statement of changes in equity for not-for-profit
reporting entities
for the year ended 30 June 2016
Opening balance

Balance carried forward from previous period

15,969

21,931

(5,962)

15,969

21,931

(5,962)

Surplus for the period

80

—

80

Total comprehensive income

80

—

80

—

—

—

Adjusted opening balance
Comprehensive income

Transactions with owners
Contributions by owners

Return of foreign exchange

Total transactions with owners

—

—

Closing balance as at 30 June

16,049

21,931

(5,882)

Closing balance attributable to Australian Government

16,049

21,931

(5,882)
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—

Actual
		
2016
$’000

Budget estimate
Original
Variance
2016
2016
$’000
$’000

Cash flow statement for not-for-profit reporting entities
for the year ended 30 June 2016
OPERATING ACTIVITIES
Cash received

Receipts from Government

Rendering of services
Interest

Net GST received

Total cash received
Cash used

Employees

144,018

137,290

1,023

1,300

38,063
3,095

(277)

—

3,095

170,357

15,842

33,102

30,473

151,441

Total cash used
Net cash from operating activities

6,728

6,296

186,199

Suppliers
Other

31,767

2,629

131,151

20,290

184,543

165,857

18,686

1,656

4,500

(2,844)

211

4,500

(4,289)

9,165

4,500

4,665

(9,165)

(4,500)

(4,665)

—

4,233

(4,233)

INVESTING ACTIVITIES
Cash used

Purchase of property, plant and equipment
Purchase of intangibles

Total cash used
Net cash used by investing activities

8,953

—

8,953
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Note 15: Budgetary reports and
explanations of major variances (continued)
Actual
		
2016
$’000

Budget estimate
Original
Variance
2016
2016
$’000
$’000

FINANCING ACTIVITIES
Cash received
Other

—

—

—

—

—

—

—

—

—

Total cash used

—

—

—

Net cash from financing activities

—

—

—

Total cash received
Cash used
Other

Net decrease in cash held

(7,509)

Cash and cash equivalents at the beginning
of the reporting period
Effect of exchange rate movements on cash and
cash equivalents at the beginning of the reporting period
Cash and cash equivalents at the end of the
reporting period
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—

(7,509)

13,929

20,017

(6,088)

3,539

—

9,960

20,017

3,539
(10,057)

Note 15B: Departmental major budget variances for 2016
Explanations of major variances

Affected line items (and statement)

Employee benefits of $33,500k are $3,027k greater than budget, driven by
foreign exchange losses on benefits for overseas employees and unbudgeted
separation and redundancy costs.

Employee benefits (Statement
of Comprehensive Income)

Supplier expenses of $144,549k are $14,591k greater than budget. Tourism
Australia’s focus on engaging with partners to supplement outcome delivery
has resulted in higher than budgeted revenue, which in turn has been spent
with suppliers. A weaker Australian dollar has also contributed to higher
overseas costs.

Suppliers (Statement of
Comprehensive Income)

Interest income of $1,023k is $277k lower than budget, driven by lower interest Interest (Statement of
rates in Australia and reduced bank balances due to foreign exchange losses. Comprehensive Income)
Total own-source revenue
Total own-source revenue of $38,802k is $6,928k higher than budget, driven
by additional cooperative advertising revenue and contributions from industry (Statement of Comprehensive
Income)
partners and state tourism organisations. This is due to a concerted effort
by Tourism Australia to focus on engaging with partners to supplement
outcome delivery.
Foreign exchange gains of $3,539k represent foreign exchange purchases
where Tourism Australia finance staff secured a higher rate than the monthly
rate of exchange, thereby partly offsetting the negative impacts of foreign
exchange movements for the Government.

Foreign exchange gains (Statement
of Comprehensive Income)

Revenue from Government of $147,362k is $9,992k higher than budget
due to the reimbursement of foreign exchange losses incurred in 2015
and 2016 under the Australian Government Foreign Exchange Risk
Management Guidelines.

Revenue from Government
(Statement of Comprehensive
Income)

Cash and cash equivalents of $9,960k are $10,057k lower than budget due
to $4,665k higher than budgeted investment in non-financial assets and
a $6,088k lower than budgeted opening balance.

Cash and cash equivalents
(Statement of Financial Position)

Total non-financial assets of $20,510k are $5,227 higher than budget, driven
by capital expenditure of $9,165k consisting primarily of Aquatic and Coastal
campaign assets, Aussie Specialist Program websites and Australia.com.

Total non-financial assets
(Statement of Financial Position)

Total payables increased by $2,714k to $14,460k. This is largely driven by an
increase of $1m in revenue received in advance for events taking place in
Q1 FY17.

Total Payables (Statement
of Financial Position)

Retained earnings closing balance is $5,882k lower than budget, driven by
a lower than budgeted opening balance.

Closing balance attributable to
Australian Government (Statement
of Changes in Equity)

Cash and cash equivalents of $9,960k are $10,057k lower than budget due
to $4,665k higher than budgeted investment in non-financial assets and
a $6,088k lower than budgeted opening balance.

Cash and cash equivalents at
the end of the reporting period
(Cash Flow Statement)
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Annual Performance
Statement for 2015/16
INTRODUCTORY STATEMENT

I, Anthony South, as the accountable authority
for Tourism Australia (TA), present the 2015/16
annual performance statements for TA, as required
under paragraph 39(1)(a) of the Public Governance,
Performance and Accountability Act 2013 (PGPA Act).
In my opinion, this annual performance statement
is based on properly maintained records, accurately
reflects the performance of the entity and complies
with subsection 39(2) of the PGPA Act.

RESULTS

Programme 1: Grow demand | Tourism Australia will
build Australia’s reputation and profile as an exciting
and desirable leisure and business events destination,
driving demand, growth in visitor numbers and
increased visitor expenditure.
CRITERION SOURCE

Portfolio Budget Statements 2015/16 (p 179),
Tourism Australia Corporate Plan 2015–19 (p 11).

ENTITY PURPOSE

To grow demand and foster a competitive and
sustainable Australian tourism industry through
partnership marketing to targeted global consumers
(Outcome 1).
PERFORMANCE CRITERION AND RESULTS
Key performance indicator

Actual 2014/15

Goal 2015/16 c

Actual 2015/16 d

VISITOR SPEND 1
1

Total spend from international visitors

$31.08 billion

$34.97 billion
up 10.9%

$36.58 billion
up 17.7%

2

Total spend from visitors from TA key markets

$25.14 billion

$27.59 billion
up 10.0%

$29.88 billion
up 20.4%

3

Leisure visitor spend from TA key markets a

$12.51 billion

$13.79 billion
up 12.2%

$15.0 billion
up 20.0%

4

Business events spend from TA markets b

$1.97 billion

$2.15 billion
up 10.2%

$1.99 billion
up 1.0%

64%

>67%

72%

27.7 million

29.1 million
up 5%

31.3 million
up 12.8%

MARKETING EFFECTIVENESS 2

a.
b.
c.
d.

5

TA marketing campaign recall by target customers

6

Total unique visitors to TA-owned websites

Excluding New Zealand (TA did not invest leisure marketing funds in NZ in 2015/16)
Business events focused markets include China, New Zealand, the UK, the USA
Percentage change represents percentage growth targets set for 2015/16 annual operational planning
Percentage change is against actual in 2014/15

1 Visitor spend actual 2014/15 and goal 2015/16 is at December 2014; Visitor spend actual 2015/16 is at December 2015.
2 Marketing effectiveness actual 2014/15 is at June 2014; goal 2015/16 is at June 2015; actual 2015/16 is at June 2016.
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ANALYSIS OF PERFORMANCE AGAINST CRITERIA

Tourism Australia performed well against its goal
to grow demand, with visitor spend goals 1 – 3
significantly exceeding target. The increase against
goals was influenced by:
> Consistently strong performance from China (arrivals
up 23 per cent, visitor spending up 38 per cent) and
India (arrivals up 8 per cent, spending up 19 per cent),
with both markets exceeding forecasts 1
> Solid spending growth from traditional markets of
the USA (up 22 per cent) and the UK (up 10 per cent) 1
> Continued growth in direct aviation capacity from
key source markets (for example, new services from
China, Hong Kong and Japan), providing increased
options for travel to Australia
> A depreciating Australian dollar, increasing available
funds for international travellers while in Australia.
Business Events spend from selected Tourism Australia
markets was down 1.4 per cent compared to goal. The
closure of the Sydney Convention and Exhibition Centre
during 2015 for renovation impacted the availability
of large meeting spaces in Sydney and subsequent
visitation for business events. The centre is due to
re-open in November 2016.
Marketing effectiveness measures exceeded target.
The strong recall of campaigns, using Tourism Australia’s
Campaign Activity Evaluation research, shows
Tourism Australia’s marketing messaging remains
effective among target consumers. Findings are used
to inform and refine marketing campaign execution,
including using the best mix of media channels that
will most effectively reach target consumers.

Visitation to Tourism Australia-owned websites
performed well, with an increase in the number of
unique visitors, testament to the improvements to sites
over the past year. In 2015, Tourism Australia launched
an upgraded version of australia.com, which focused
on the use of the latest digital web tools to deliver
relevant and personalised online content to target
consumers. This included continual enhancements
using real-time online behavioural data.
Programme 2: Industry development | Tourism Australia
will continue to work in partnership with industry
and government stakeholders to promote growth
and development of the Australian tourism industry.
CRITERION SOURCE

Portfolio Budget Statements 2015/16 (p 181)|
Tourism Australia Corporate Plan 2015–19 (p 11).
ANALYSIS OF PERFORMANCE AGAINST CRITERIA

Stakeholder satisfaction exceeded goals in 2015/16,
which reflected Tourism Australia’s emphasis on
delivering commercial value to its stakeholders and
partners and a culture of continual improvement.
The source for this measure is stakeholder surveying
undertaken at key Tourism Australia events.
As a partnership marketing organisation,
Tourism Australia continued to work with businesses,
and state and territory tourism organisations to align
all marketing initiatives of Australia as a destination.
We also worked with industry players like airlines,
distributors and online travel agencies to develop
and build capacity to improve the selling of Australian
tourism experiences to target consumers.

PERFORMANCE CRITERION AND RESULTS
Key performance indicator

Actual 2014/15

Goal 2015/16

Actual 2015/16

STAKEHOLDER SATISFACTION
1

Stakeholders indicate TA adds value to their
business (excellent, very good or good value)

86%

>80%

92%

2

Event attendees indicate satisfaction with
TA’s key events (excellent, very good or good value)

88%

>90%

98%

1 Tourism Research Australia, International Visitor Survey; data is year on year at 31 March 2016.
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Cradle Mountain sunrise,
Cradle Mountain-Lake St Clair National Park, TAS
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ANALYSIS OF PERFORMANCE AGAINST PURPOSE

As evidenced by the strong results against key
performance indicators during 2015/16, Tourism
Australia is performing well against its purpose
to increase demand and foster a competitive and
sustainable Australian tourism industry through
partnership marketing to targeted global consumers.
As a result, the industry is on track to achieve the
Tourism 2020 goal of more than $115 billion in overnight
visitor spend by the year 2020. Recent forecasts 1
estimate overnight visitor spend will be $127 billion
by the year 2020.

Highlights during 2015/16 that contributed to these
results included:
> There’s nothing like Australia (TNLA): Delivery of
a new iteration of the TNLA campaign that focused
on Australia’s aquatic and coastal experiences,
as well as continued marketing of food and wine
experiences. The TNLA campaigns have been seen
by consumers in more than 130 countries.
> Digital marketing innovation and social media:
Continued invention and investment to take
advantage of emerging digital technology to
engage with target consumers and convert their
intention to the booking of a trip to Australia.
> Partnerships: Ongoing commitment to a partnership
approach. In 2015/16, Tourism Australia worked with
more than 200 tourism industry and other partners,
which contributed $81 million in indirect and direct
revenue. This enabled Tourism Australia to extend
the reach of campaigns through bought media
and partners’ own marketing channels. Partners
also provided an important link for consumers to
booking channels.
> Distribution: Launch of a new Aussie Specialist
Platform as well as delivery and participation
in trade events, both in Australia and overseas,
enabling the Australian tourism industry to
do business.
> Industry engagement: Continued delivery of
a programme of activities to keep the Australian
tourism industry up to date on the latest tourism
news, research, insights and marketing tools
(industry briefings, newsletters, Destination Australia
conference). These activities build awareness and
understanding of Tourism Australia’s strategic
marketing initiatives and allow the industry to tap
into opportunities to boost business and deliver
quality tourism experiences to international travellers.

1

Tourism Research Australia, Tourism Forecasts 2016
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History
1967

The Australian Tourist Commission Act receives Royal Assent on 23 May 1967 and $1.52 million in Australian
Government funding to encourage visitors to Australia. Joint promotional activities result in an additional
$445,000 being generated from industry.
Australia welcomes 222,000 visitors in the calendar year, with New Zealanders accounting for around
one-third of arrivals ahead of visitors from North America, the UK, Europe and Asia.

1970

The Australian Tourist Commission (ATC) Visiting Journalist Program begins. The programme generates
publicity about Australia’s tourism offerings to audiences around the world.

1971

The International Visitor Survey (IVS) is introduced. It is still in place, providing valuable information on
international visitor travel patterns in Australia, including length of stay, destinations visited and spending.

1983

The ATC’s appropriation doubles to $19.5 million. Actor Paul Hogan works with the ATC and advertising
agency Mojo to create advertisements that portray Australia as a friendly, accessible country that is
‘only a day away’. Visitor numbers from the USA increase 23 per cent as a result.

1984

Australian tourism enters a period of significant growth. International visitor numbers exceed 1 million
for the first time. Tourism products and infrastructure become more sophisticated and varied.

1987

The ATC significantly restructures, including relocating its head office from Melbourne to Sydney.

1988

Australia hosts World Expo 88 and experiences a third successive year of 25 per cent growth in
international visitor numbers in its bicentennial year.

1989

An eight-month domestic pilot strike devastates Australia’s tourism industry. The ATC receives an
additional $18.5 million to re-energise the sector following the strike.

1991

Australian tourism recovers, with 2.4 million international travellers visiting Australia and spending
$7.9 billion, making tourism Australia’s top export earner. The number of ATC staff members grows to 130.

1999

The ATC receives an additional $50 million over four years to capitalise on the Sydney 2000 Olympic
Games. It also begins marketing activity to promote the country as a destination for business events.

2000

The Sydney 2000 Olympic Games are held in September. Australia welcomes a record 4.9 million visitors.

2001

The September 11 attacks affect global consumer confidence in air travel and have a negative impact on
the post-Olympics growth in tourism.

2003

The Australian Government releases the Tourism White Paper, which proposes structural changes to
establish Tourism Australia by bringing together the functions of the ATC, See Australia, the Bureau of
Tourism Research and the Tourism Forecasting Council.
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2004

The Australia. A different light campaign launches in May as the first truly global campaign for
the organisation.
Inbound tourism to Australia recovers and visitor arrivals exceed 5 million for the first time.
Tourism Australia opens for business at a new head office in Sydney’s Sussex Street.

2009

The Jackson Report, Informing the National Long-Term Tourism Strategy, is released in July and outlines
the importance of addressing supply-side issues and the need for industry goals. The National Long Term
Tourism Strategy (NLTTS) is released in December.

2010

Tourism Australia works with governments and industry to develop the 2020 Tourism Industry Potential,
providing a long-term goal for improving Australian tourism’s competitiveness.
The There’s nothing like Australia campaign launches in Australia and around the world.
US television personality Oprah Winfrey kicks off her final season with an ‘ultimate adventure’ in
Australia. The show is screened to more than 40 million viewers in 145 countries.

2011

The Australian Government releases Tourism 2020, integrating the NLTTS with the growth aspirations of
the 2020 Tourism Industry Potential initiative.
Tourism Australia releases its China 2020 Strategic Plan.
State and territory tourism organisations adopt Tourism 2020 strategies for their long-term plans.

2012

The next evolution of There’s nothing like Australia is launched in China, with a greater focus on
high-quality product and experiences to create a ‘halo’ effect for industry.
Tourism Australia releases its India 2020 Strategic Plan.
Tourism Australia’s Facebook page becomes the number one destination page in the world.
Australia welcomes more than 6 million international visitors in one year, for the first time.

2014

Restaurant Australia is launched, promoting Australia’s unique food and wine offering across the world
and generating more than $1.36 billion in media reach and promotional events in 15 countries.
Chinese President Xi Jinping’s visit to Australia attracts more than 120 million views on social media.

2015

Australia welcomes its seven millionth visitor.
Aboriginal Australia: Our Country is waiting for you is launched in partnership with Austrade.
The new Aussie Specialist Program is rolled out across the globe in partnership with state and territory
tourism organisations. The partnership is the most significant one-voice initiative undertaken with
government partners to date.
David Attenborough's Great Barrier Reef documentary TV series, supported by Tourism Australia, is viewed
by more than 30 million people in the UK.

2016

The Aquatic and Coastal campaign is launched in New York.
Actor Chris Hemsworth is announced as Tourism Australia’s global ambassador for the campaign.
Australia is named as host of the World’s 50 Best Restaurants Awards – the Oscars of food and wine –
which will be hosted in Melbourne in 2017.
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Glossary
App: An application, often as downloaded by a user
to a mobile device
Appropriation: An authorisation by Parliament to
spend moneys from the Consolidated Revenue Fund
for a particular purpose.
Approved destination status: A bilateral arrangement
between the Chinese government and a destination
country, allowing Chinese tourists to undertake group
leisure travel to that country.
Asia Marketing Fund: A fund announced in May 2012,
that aims to generate greater visitation and economic
returns from Asia, Australia’s fastest growing
tourism region.
Assets: Future economic benefits controlled by an entity
as a result of past transactions or other past events.
Corporate governance: The process by which agencies
are directed and controlled. Corporate governance
is generally understood to encompass authority,
accountability, stewardship, leadership, direction
and control.
Depreciation: A method of allocating the cost of a
tangible asset over its useful life. Businesses depreciate
long-term assets for both tax and accounting purposes.
Enterprise agreement: Details Tourism Australia’s
employment conditions. An enterprise agreement is
approved by the Workplace Authority.
Equivalent advertising value (EAV): EAV is calculated by
measuring the column inches (in the case of print) or
seconds (in the case of broadcast media) and multiplying
these figures by the respective medium’s advertising
rates (per inch or per second). The resulting number is
what it would have cost to place an advertisement of
that size in that medium.
Estimates: An agency’s expected revenues, expenses,
assets, liabilities and cash flows. They are prepared for
each output in the agency’s budget in consultation
with the Department of Finance and Deregulation.
Expenses: The full costs of an activity, the total value
of all the resources consumed in producing goods
and services, or the loss of future economic benefits
in the form of asset reductions or increases in an
entity’s liabilities.

Inbound tour operator: A tour operator that
arranges tours in their home country for people
coming from overseas.
Outcomes: The Australian Government’s objectives
for an agency or portfolio. Outcomes are desired
results, impacts or consequences for the Australian
community as influenced by the actions of the
Australian Government. The outcomes are assessments
of the end results or impacts actually achieved.
Out-of-home (OOH) advertising: Advertising that is
focused on marketing to consumers when they are
in public places, in transit, waiting or in commercial
locations (such as in a retail venue). OOH advertising
formats fall into four main categories: billboards, street
furniture, transit, and alternative.
Portfolio Additional Estimates: Changes in funding
requirements that occur after the Australian
Government Budget is presented. These changes to
funding require the House of Representatives and the
Senate to consider the additional estimates.
Portfolio Budget Statements: Budget papers that
inform senators and members of Parliament of the
proposed allocation of resources to government
outcomes by agencies within the portfolio.
Programme: An activity or group of activities that
delivers benefits or services. Programmes are the
primary vehicles for government agencies to achieve
the intended results of their outcomes statement.
Reconciliation Action Plan: A plan that outlines efforts
to develop strong and productive relationships with
Indigenous peoples and provide a better future for
Indigenous children.
Revenue: The total value of resources earned or
received to cover the production of goods and services.
Distribution: The link between the providers of tourism
services and consumers.
Unique visitors: A count of how many different people
look at a website. For example, if a user leaves and comes
back to the site five times during the measurement
period, that person is counted as one unique visitor, but
their activities in that period would count as five ‘user
sessions’ or ‘visits’.
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Abbreviations and acronyms
AASB

Australian Accounting Standards Board

ADS

Approved Destination Status

AGEST

Australian Government Employee Superannuation Trust

AMF

Asia Marketing Fund

ASP

Aussie Specialist Program

ATC

Australian Tourist Commission

ATDW

Australian Tourism Data Warehouse

ATE

Australian Tourism Exchange

AWA

Australian Workplace Agreement

BEA

Business Events Australia

CIBTM

China Incentive, Business Travel and Meetings Exhibition

CSS

Commonwealth Superannuation Scheme

FFR

Financial Reporting Rule

HICAP

Hotel Investment Conference Asia Pacific

IMHP

International Media Hosting Programme

ITB

Internationale Tourismus Börse

ITCP

Indigenous Tourism Champions Programme

IVS

International Visitor Survey

KPI

Key performance indicator

MoU

Memorandum of Understanding

NABERS

National Australian Built Environment Rating System

NAIDOC

National Aborigines and Islanders Day Observance Committee

NLTTS

National Long-Term Tourism Strategy

PAES

Portfolio Additional Estimates Statements

PAICE

Pacific Asia Incentives and Conference Expo

PBS

Portfolio Budget Statements

PGPA Act

Public Governance Performance and Accountability Act 2013

PSS

Public Sector Superannuation Scheme

PSSap

PSS accumulation plan

TA Act

Tourism Australia Act 2004

TRA

Tourism Research Australia

UNWTO

United Nations World Tourism Organization
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Alphabetical index
A

abbreviations and acronyms, 142

Aboriginal Australia: Our Country is
waiting for you (film), 36, 47, 66
Aboriginal people, see Indigenous

people
Above and Beyond Award, 68
accommodation, 7, 13, 59–60
accountability, 78
Adobe Digital Marketing Cloud, 33, 69
Air Canada, 45
All Nippon Airways (ANA), 39
Annual Performance Statement,

134–137

Aquatic and Coastal campaign, 17,

29–31, 38, 43, 49, 56

arrivals
building demand, 17
growth in numbers, 11, 12, 27–36
overview, 22–23
spend, see spending by visitors
Asia Marketing Fund, 19, 89
Asian visitors, 12–13
assets
contingent, 119
financial, 89, 108–109
fixed, 89
non-financial, 110–115
Atlantic Productions, 49
Attenborough, Sir David, 17, 49
audit
internal and external, 78, 80
report, 91–92
Audit and Finance Committee, 83
Aussie Specialist Program, 17, 36, 56,

66

Austrade, 13, 36, 59, 60
Australia Week in China (AWIC), 14, 56
australia.cn, 33
australia.com, 33, 47, 135
Australian Tourist Commission Award
2001, 68
Australian Tourism Exchange (ATE),

17, 57, 58

Australian Tourism Investment
Partnership, 60

automation, 69
aviation
growth, 7, 59
outlook, 13
awards, 24–25

B

Baillie, Hayley, 85
‘balanced portfolio’ approach, 14
BCA Bank (Indonesia), 42
beaches, see Aquatic and Coastal
campaign
Best of Australia programme, 30,

36, 63

Best of Fishing programme, 30, 63
Best Partner Programmes, 53
Board
activities, 81–82
appointments, 14
Audit and Finance Committee, 83
meeting attendance, 82
meeting outside Sydney, 61
profiles, 85–87
responsibilities, 82
Brazilian visitors, 46
budget, 19, 89
budgetary reports, 127–133
Business Events Australia, 50–53

C

campaigns, 37–53

Aboriginal Australia: Our Country
is waiting for you campaign, 36,
47, 66
Americas, 31, 45–46
Aquatic and Coastal campaign, 17,
29, 30–31, 43, 49, 56
digital, 35
Europe, 47–49
food and wine, 32
North Asia, 37–40
Restaurant Australia, 17, 32, 43, 49
Southeast Asia, 41–44
There’s nothing like Australia, 12, 17,
28, 31, 37, 137
There’s nothing like Australia for
Business Events, 50

Canadian visitors, 45
capital expenditure, 89
cash flow
reconciliation, 118
statement, 97
Chairman
profile, 85
report, 14
statement on fraud control, 80
China
bilateral agreement, 13
industry development, 56
training and development
programme, 53
visitors from, 14, 37, 135
China Uncovered conference, 61
‘City Explorer’ campaign, 38
Clara magazine, 42
coastal experiences, 12, 17, 29–31, 43
Code of Conduct, 67
compliance, 80
Condé Nast Traveller, 31
conference delegate behaviour
research, 50
conferences, 61
consumer research, 29
contacts, 146–147
contingent liabilities and assets, 119
core capability strategies, 8
corporate governance, 76–87
see also Board framework, 79
performance overview, 77
corporate systems, 69
corporate values, 5, 67
Craig, Mark, 75
cybersecurity, 69

D

David Attenborough’s Great Barrier
Reef documentary series, 49
demand growth, 18, 27–36, 134–137
Dertour, 47
Destination Australia Conference, 61
Development Dimensions
International, 70
digital transformation programme,
33, 69
Directors, see Board
Disability Discrimination Act 1992, 68
disaster recovery plan, 68
disputes, industrial, 68
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diversity, 66
dollar value, 12, 14, 89, 125, 135
domestic tourism, 5
Dreamtime, 52
Dynasty Travel, 44

E

economic importance of tourism, 2
economic outlook, 12
educational visits, 51
Employee Net Promoter Score (ENPS), 67
enabling legislation, 78
energy efficiency, 71
Enterprise Agreement, 68
environmental performance, 71
equity, statement of changes in, 96
ethics, 67
Etihad Airways, 48, 49
Europe, visitors from, 47–49
Executive Leadership Team (ELT),
67, 74–75
executive reports, 14–17
executive training initiative, 70
Expedia, 35
expenditure
Tourism Australia’s, 89, 105–106
tourists’, see spending by visitors
expenses, see expenditure
external audit, 80, 91–92
external scrutiny, 80

F

Facebook, 34, 48
Fairley, Andrew, 86
Famil Safety Standards, 68
film Aboriginal Australia: Our Country
is waiting for you, 36, 47, 66
financial instruments, 122–125
financial position, 95
financials, 88–133
assets, 89, 108–109
cash flow, 97, 118
expenditure, 89, 105–106
performance overview, 89
revenue, 19, 89, 94, 107
statements, 90–133
fishing experiences, 63
fixed assets, 89
focus, 8
food, 17, 32, 41, 44, 49
fraud control, 80
freedom of information, 80
French visitors, 47, 48
functions of Tourism Australia, 5

G

Garuda Indonesia, 42
gender diversity, 66
German visitors, 47, 48
Giga Selfie promotion, 39
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Global Leadership Team
executive coaching initiatives, 70
Globo network (Brazil), 46
glossary, 141
goal of Tourism Australia, 5
Godfrey, Brett, 85
Gold Coast Tourism, 34, 58
GoPro Athlete Summit, 34
governance, see corporate governance
government outcome, 6
Great Barrier Reef, 49
Great Golf Courses of Australia, 63
Great Walks of Australia, 63
Greater China Showcase, 51

H

Halbert, Karen, 75
Health and Safety Week, 68
Hemsworth, Chris, 17, 30, 31
highlights, 2
history of Tourism Australia, 139–140
Hong Kong visitors, 38
hotel development, 13, 59
Hotel Investment Conference Asia
Pacific (HICAP), 60

I

income, 19, 89, 94, 107
Indian visitors, 41, 135
Indigenous people
staff, 66
tourism operators, 66
Indigenous Tourism Champions
Program, 36, 47
Indonesia
industry development, 56
visitors from, 42
industry briefings, 61
industry development, 6, 18, 54–63
Industry Relations team, 61
Instagram, 34
insurance, 82
internal audit, 80
Internationale Tourismus Börse
Berlin, 47
investment, 13, 59, 60
Italian visitors, 47, 48

J

Japanese visitors, 14, 39
judicial decisions and reports, 80

K

Keeler, Frances-Anne, 74
key events, 20–21
key performance indicators (KPIs),
6, 18, 134–137
Korean Air partnership, 40

L

legislation
enabling, 5, 78

letter of transmittal, 1
liabilities, 89, 119
liability insurance, 82
Luxury Lodges of Australia, 63

M

mafengwo.cn, 37
(Maggie White) Students and
Graduates Programme, 66
Magical Australia campaign, 45
Malaysia Airlines, 43
Malaysian visitors, 43
management, 64–75
see also corporate governance
environmental performance, 71
organisational capability, 69–70
organisational structure, 72–73
performance overview, 65
staff, see staff
Managing Director
profile, 74
report, 17
Mangan, Luke, 31
marketing
awards, 24–25
business events, 50–53
campaigns, see campaigns
industry development, 54–63
key initiatives, 28–36
overview, 5, 17
partnerships, see partnerships
performance overview, 18–19, 27
target markets, 9
whole-of-government approach, 36
measuring success, 6
Minister, 78
mission of Tourism Australia, 5
My Aussie Adventure campaign, 48

N

Nation Brands Index 2015, 12
Naver Post promotion, 40
New Year’s Eve, 34
New Zealand showcase, 53
Noma Australia, 32
non-financial assets, 110–115
North America roadshow, 53
North Asia region created, 14
‘Not a Tourist’ trips, 37

O

‘one voice’ approach, 17, 36
operating environment, 11–13
operational support strategies, 8
organisational capability, 69–70
organisational structure
chart, 72
restructure, 73

O’Sullivan, John, see Managing Director
outcome, government, 6
outcomes reporting, 126
overview
performance, see performance
overview of Tourism Australia, 5–6,
10–25

P

parliamentary accountability, 78
partnerships
Americas, 45–46
Europe, 47–49
government, 36
industry, 35, 54–63, 137
North Asia, 37–40
Southeast Asia, 41–44
payables, 116
performance, 26–63
annual statement, 134–137
overview, see performance
overview strategy, 7
summary, 18–19
performance overview
corporate governance, 77
demand growth, 27
financial, 89
industry development, 54
management, 65
procurement
initiatives, 80
training, 70
Protective Security
Policy Framework, 69
provisions, 117
Public Governance, Performance and
Accountability Act 2013 (PGPA Act),
5, 78, 80, 83 134

R

Racial Discrimination Act 1975, 68
Reconciliation Action Plan, 66
Redzepi, René, 17, 32
related party disclosures, 119
remuneration costs
auditors, 121
overview, 89
senior executive, 119–120
Restaurant Australia campaign,
17, 32, 43, 49
restructure, 73
revenue, 19, 89, 94, 107
risk management, 80
Ronson, Lisa, 74

S

security, 69
selfie promotion, 39
sellers, 56, 57

senior executive remuneration,
119–120
senior manager appointments and
departures, 73
Sex Discrimination Act 1984, 68
Singapore Airlines, 43, 53
Singaporean visitors, 44
small business participation, 80
social media, 34
South, Anthony, see Chairman
South Australian Tourism Commission
(SATC), 37
South Korean visitors, 40
spending by visitors
growth, 7, 12, 14, 18, 27–36, 134–135
overview, 22–23
STA Travel, 48
staff
awards, 68
disputes, 68
diversity, 66
engagement, 67
Executive Leadership Team
profiles, 74–75
Indigenous, 66
retention, 68
senior manager appointments
and departures, 73
training and development, 70
wellbeing, 68
work health and safety, 68
workforce planning, 70
staff enterprise agreement, 68
Statement by Officers, 93
Statement of Changes in Equity, 96
Statement of Comprehensive
Income, 94
Statement of Financial Position, 95
Stone, Curtis, 31
Stone, Mark, 86
strategy, 5, 7–9, 14
Strategy and Research team, 73

Totalmente Demais
(television campaign), 46
Tourism and Events Queensland,
45, 46 58
Tourism Australia Act 2004 (TA Act),
5, 78
Tourism Investment Monitor, 13, 59
Tourism Research Australia, 13, 59
Tourism 2020 strategy, 5, 7–9
trade development programme, 51
trade events, 57–58
training and development
sellers, 56
staff, 70
Twitter, 34, 41

U

UK visitors, 12, 49
Ultimate Winery Experiences
of Australia, 63
USA
industry development, 56
visitors from, 12, 45

V

Vale, Kate, 87
values of Tourism Australia, 5, 67
Virgin Australia, 45
virtual reality, 17, 31, 33, 38
Visa, 37
visitor arrivals, see arrivals

W

Walkabout Brazil Roadshow, 46
waste management, 71
website, 33, 47, 135
Weibo, 34
wine, 17, 32, 44
women, 66
Wong, Francis, 87
work health and safety, 68
Work Health and Safety Act 2011, 68
workforce, see staff

T

target markets, 9
Taste of Australia, 49
TAway, 5, 67
technical training, 70
technology, 17, 69
television campaigns
Americas, 46
Europe, 48
North Asia, 39, 40
Southeast Asia, 41, 42
There’s nothing like Australia
campaign, 12, 17, 28, 31, 37, 137
There’s nothing like Australia for
Business Events campaign, 50
360° video, 17, 30, 33
Time Inc. Affluent Media Group, 45
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contacts
AUSTRALIA
Sydney

JAPAN

Level 29, 420 George Street
Sydney NSW 2000
T: +61 2 9360 1111
F: +61 2 9331 6469

12F Marunouchi Trust Tower North
1-8-1 Marunouchi, Chiyoda-ku
Tokyo 100-0005
T: +81 3 5218 2560
F: +81 3 5218 2577

CHINA

SOUTH KOREA

Room 5205, Level 52
1717 West Nanjing Road
Wheelock Square Jingan District
Shanghai 200040
T: +86 21 6010 3988
F: +86 21 6010 3989

20th Floor Youngpoong Building
41 Cheonggyecheon-ro Jongno-gu
Seoul 03188
T: +82 2 399 6506
F: +82 2 399 6507

GERMANY

Neue Mainzer Strasse 22
D 60311 Frankfurt/Main
T: +49 69 2740 0622
F: +49 69 2740 0640

Suite 12–1, Faber Imperial Court
Jalan Sultan Ismail 50250
Kuala Lumpur
T: +60 3 2786 7999
F: +60 3 2070 4302

HONG KONG

NEW ZEALAND

Room 1225, Unit 1201 – 1205
12th Floor, China Resources Building
No. 26 Harbour Road
Wanchai
T: +852 2531 3838
F: +852 2802 8211
INDIA

Office 97, 9th Floor
3rd North Avenue, Maker Maxity
Bandra Kurla Complex, Bandra (East)
Mumbai 400021
T: +91 22 6628 0200
F: +91 22 6743 9765
INDONESIA

Offices of PT Wego Travel Indonesia
Sampoerna Strategic Square, Sth Tower
30th Floor, Jl. Jend. Sudirman Kav. 45-46
Jakarta 12930
T: +62 21 299 30814
F: +62 811 119 7779
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MALAYSIA

Level 3, 125 The Strand
Parnell, Auckland 1001
T: +64 9 337 0448
F: +64 9 915 2881
SINGAPORE

101 Thomson Road
United Square #08–03
Singapore 307591
T: +65 6255 4555
F: +65 6253 8431
UNITED KINGDOM

6th Floor, Australia Centre
Melbourne Place/Strand
London WC2B 4LG
T: +44 20 7438 4600
F: +44 20 7240 6690
USA

Suite 3150, 2029 Century Park East
Los Angeles, California 90067
T: +1 310 695 3200
F: +1 310 695 3201

Email
ask.us@tourism.australia.com

CONTACT OFFICER

australia.com
australia.cn
aussiespecialist.com
tourism.australia.com

Karen Halbert
Executive General Manager Corporate Affairs,
Government and Industry

facebook.com/seeAustralia
google.com/+australia
instagram.com/Australia
weibo.com/seeaustralia
twitter.com/australia
twitter.com/tourismAus
twitter.com/meetinaustralia

For more information about this report, please contact:

Tourism Australia
GPO Box 2721
Sydney NSW 1006
Australia
T: +61 2 9360 1111
This report can be accessed online at
tourism.australia.com
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2015/16 Portfolio Budget Statements
Tourism Australia Corporate Plan 2015–19
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Corporate Services
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most desirable and memorable
destination on Earth
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