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Key Findings
There is no one agreed definition of ‘tourism distribution’ across both industry participants
and government bodies. Some viewed the term ‘distribution’ to be the interaction of
customers with travel agents and other traditional intermediary, or third party channels. In
this context, communicating directly with customer was thought of as ‘marketing’ activity.
The other view was that distribution encompasses any action or channel that connects
customers with tourist products, be it through direct communication or through third
parties.
While the general idea of linking a customer through to a travel and tourism product is a
consistent theme across both these views, we have adopted the broader all-encompassing
definition, as this better aligns with changes in how consumers are purchasing travel
products, and how industry has responded to these changes.
In this study we are seeking to:


understand the relevance of different tourism distribution approaches now and in the
future across Australia’s key holiday markets.



review the current structure and activities of Tourism Australia and state tourism
organisations (STOs).

While specific data across sources is fragmented and hence clouds the view of the future, the
key findings of our initial review, consumer survey and stakeholder interviews are:


There is a clear trend towards a greater role of online sources for identifying Australia
as a holiday destination, and then planning, booking and subsequently sharing holiday
experiences. Indeed, the identification of Australia as a destination, and the planning
of a holiday, increasingly is undertaken online.



Despite this clear trend, the current level of use of these digital distribution channels
differs significantly across the customer purchase cycle (i.e. the process that a
customer goes through in buying a product: dreaming; planning; booking; destination;
and sharing) by market (see Exhibit 1 — a detailed market analysis is available in
Appendix D).



–

digital disintermediation is often driven by the presence of online travel agents
(OTAs) and airlines, particularly low cost carriers (LCCs), offering direct airline
and other product bookings from a particular market.

–

digital booking is less prevalent in emerging markets where the online
penetration, infrastructure and trust that underpin this digital behaviour lag.

–

stated and observed customer behaviours suggest a slower process of
adjustment to use online methods for booking long-haul travel to Australia.
Conversely, ‘game changing’ technological advancement that allows greater
customisation and simplification of booking long-haul travel may significantly
accelerate this process.

Hence, despite this trend towards increased digital engagement, traditional
distribution channels (e.g. retail outlets) remain important. Indeed:
–

in mature markets, the levels of internet use for planning and booking appear to
have reached a plateau.
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–

while 46% of total holiday travellers to Australia are booking some aspect of
their trip online prior to arrival, retail outlets and the associated distribution
infrastructure play a role in converting the other 54%.1 Stakeholder consultation
suggests that this level is as high as 90% in emerging markets and for key
purchases such as airfares and tours. Survey results from ATE 2012 reinforce
these findings, with industry expecting only minor changes to this over the next
3 to 5 years.

–

some companies that experienced rapid growth with a 100% online presence
and booking system, are now actively expanding into traditional wholesale and
retail channels as their next avenue to market growth.

Discussions with stakeholders point to some key themes which will shape the
subsequent distribution strategy, including:
–

general consensus that Australia should go to market under one banner, that
return on investment could be enhanced through greater cooperation, and that
there is lack of clarity around roles and responsibilities which is leading to
duplication. However, while government agencies at all levels and industry
perceived a duplication of resources and expressed frustration at this, their
current role was not perceived as contributing to this duplication. Rather, their
role was viewed to fit naturally into the customer purchase cycle to fill a
perceived gap left by another layer of government.

–

friction in the relationship between Tourism Australia and various State
Tourism Organisations (STOs). From a state perspective this stemmed from
what we perceived as a ‘coercive’ attitude adopted by Tourism Australia and the
lack of greater control over their product’s message and content when used
internationally. From Tourism Australia’s perspective, this friction stemmed
from a perceived duplication of aspects of their role by states, leading to
inefficient use of resources and undermining of the strength that can be
associated with going to market under a single banner.

–

current spend by Tourism Australia and STOs matches their perceived primary
role in the customer purchase cycle. Tourism Australia’s spend is heavily
focused on communicating directly with the customer, or communicating with
the customer in partnership with industry (trade co-op). STO spend has a
heavier focus on communicating with customers in partnership with industry
and industry engagement through trade development, events and missions.

1 Tourism Research Australia, International Visitor Survey (IVS), March 2012.
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Marketing budget data (2011-12, excluding ATE and ‘other
marketing’)
100%

9%

7%

Events & missions (trade-related)

90%

17%

80%

19%

70%

11%

Trade development (training, f amils)

60%
49%

50%
40%

Trade co-op (brand advertising,
campaigns, events etc)

61%

PR, IMHP & Media famils

30%
20%

20%
10%

7%

Consumer marketing (events,
promotions and advertising)

0%
TA

All STOs

Source: Tourism Australia and STOs. Note, data for two STOs has been excluded from this
aggregate analysis due to inconsistency in the data submitted. This exclusion is not deemed to
significantly change or alter the findings contained within the analysis.



The Australian Tourism Exchange (ATE) remains a valued mechanism by which
Australian product can connect with overseas channels. However, there is a need to
reduce the cost of the investment, both for Tourism Australia and participants, while
seeking to maintain the value generated from the ATE. In this regard, Tourism
Australia should explore options including:
–

reducing the length of the ATE (a change adopted for 2013)

–

merging the East and West exhibitions (a change adopted for 2013)

–

opening the ATE to consumers on the last day (acknowledging that this may be
of limited value to the host jurisdiction)

–

contracting out more of the planning and operations of the ATE, acknowledging
the need for Tourism Australia to still ‘control’ the ATE

–

doing away with the expectation that the ATE must necessarily rotate around
Australia.



The Aussie Specialist Program (ASP) is seen by many industry participants as a
valuable mechanism to attract tourists, although somewhat resource intensive for
STOs to maintain. That said, we are concerned that there are limited metrics to
measure the volume of sales generated by individual ASP members, and hence the
potential to target and reward ASP members to increase sales is limited.



The Australian federation creates some difficulty in the role that each level of
government plays in international tourism. Applying the rule of subsidiarity (that the
power to implement a policy should reside with the lowest tier of government where it
is practically possible), we suggest:
–

the Commonwealth should be principally responsible for the development and
maintenance of Australia’s brand image (i.e. the dreaming phase)

–

the development of domestic industry-wide initiatives with obvious spillover
impacts resides with the Commonwealth, with the states playing a supporting
role
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–

the development and/or support of local specific tourism products should be
devolved to the lowest capable level of government.

–

the stimulation of demand for specific tourist destinations within Australia is
ultimately the responsibility of STOs and RTOs, but should be done consistently
with the broader national tourism strategy. In this respect, Tourism Australia
should have carriage for leading a more coordinated national distribution
strategy, taking a proactive role facilitating STO, RTO and industry activities.

Tourism Australia
PwC

iv

Exhibit 1 – Use of internet and online channels by market
Dreaming
Online

Planning
Offline

Internet

Travel
agent

Friends &
relatives

Destination

Booking
Guide
books

Any part
of trip
online

Airfare
online

Accommo
dation
online

Did not use Internet
in Australia

Used Internet
in Australia

Sharing
Would not
share using
social media

Would share
using social
media

China

Japan

South
Korea

Singapore

India

United
Kingdom

Germany

United
States

Indonesia

Brazil

Source: TNS and PwC analysis from Tourism Research Australia, International Visitor Survey (IVS), March 2012.
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Introduction

1.1

Scope of this project

In 2009, the Long-Term Tourism Strategy Steering Committee set out a number of
recommendations for the Australian tourism industry. It found, amongst other things, that
‘the Australian tourism industry needs to become more digitally savvy’.2
Following the Jackson Report, the National Long Term-Tourism Strategy was launched by
the Minister in December 2009 and the 2020 Tourism Industry Potential statement was
released by Tourism Australia (TA) in December 2010. This was then further refined in
December 2011 with the release of Tourism 2020. Tourism 2020 sets the long term
aspirations for the Australian tourism industry. TA in collaboration with the Department of
Resources, Energy and Tourism, State and Territory governments and industry are
cooperating to address barriers to growth and improve the industry’s productive capacity.
Each government has developed their own response to the Tourism 2020 policy. For
example, Tourism Australia has:


developed a long term strategy



launched a China 2020 strategy and an India 2020 strategy



started work in a new area of investment attraction with Austrade



strengthened their role in aviation (working closely with STOs, airports and airlines)



completed internal work on resource allocation by markets aligned with 2020
aspirations, defining the key customer segment in markets and focused strategy and
implementation in digital marketing.

In recognition to the changing way that a tourism product is discussed and sold in the
market, TA, in conjunction with the State and Territory governments has sought to
undertake research to better understand and react to the changing face of travel and tourism
distribution.
PwC, in conjunction with TNS, have been engaged by TA to assist with this task. The aim of
this project is to review the changes occurring in travel and tourism distribution for
consumers in Australia’s key international markets.
The project is broken up into two key stages:
1.

an initial situational analysis that incorporates customer, government and industry
views on the current situation relating to travel and tourism distribution. This sets out
the broad trends influencing distribution in the international market and the role that
each participant has in distribution.

2.

development of options and a strategy for the way forward for TA and the tourism
industry for distribution.

This report addresses the outcomes of the first stage.

2

Commonwealth of Australia (2009), The Jackson Report On behalf of the Steering Committee Informing the National LongTerm Tourism Strategy, p.25
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1.2

Overview of methodology

The methodology for the initial situational analysis involved two components: primary and
secondary research into consumer trends by market; and stakeholder consultation with
industry and government.

1.2.1

Consumer research

PwC, in conjunction with TNS, undertook a literature review to better understand consumer
trends in dreaming, planning and booking tourism products.
The literature review was supplemented by an omnibus survey of Tourism Australia’s key
markets — United Kingdom (UK), United States (US), China, Japan, Korea, Singapore and
India. The aim of this survey was to gain a better understanding of future booking trends and
customers’ unmet needs. Survey participants were asked to recall how they planned and
booked their long haul trip five years ago, compared to how they planned and booked their
long haul trip within the last 12 months. This information was combined with research from
the International Visitor Survey (IVS) and work completed by BDA Marketing Planning
(BDA) to understand trends.

1.2.2 Government and industry consultation
The customer research was also complemented by stakeholder consultation with:


Tourism Australia and each of the State and Territory governments



Tourism Industry Councils



industry stakeholders including airlines, hotels, wholesalers, travel agents and tourism
product providers.

A list of stakeholders consulted and submissions received is contained in Appendix C.
All stakeholders were asked a series of questions to understand their perspectives of what is
happening with distribution now and what is likely to happen in the next three to five years.
The questions generally addressed:


the changes happening in consumer behaviour that are impacting on travel
distribution



how the distribution channels have responded and likely future changes and shifts



which destinations are working best with travel distribution and what they are doing



what Tourism Australia and the states and territories are doing well, and where they
could improve

The targeted consultations were supplemented by an open submission process where all
stakeholders were invited to respond to the above questions.

1.2.3 Situational analysis and strategy document
The consumer research and government and industry consultation have been brought
together in this report to present an analysis of the current situation.
This report will help inform the development of a travel distribution strategy for the
Australian Government and the tourism industry more broadly.
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2 Understanding tourism
distribution
2.1

Defining tourism distribution

There is no one agreed definition of ‘tourism distribution’ across both industry participants
and government bodies. While the general idea of linking a customer through to a travel and
tourism product is a consistent theme, the scope of ‘distribution’ differs across stakeholders.
Some stakeholders understand the term ‘distribution’ to be the interaction of customers with
travel agents and other traditional intermediaries, or third party channels. These
stakeholders see communicating directly with the customer as marketing, separate to the
distribution process. This definition appears to be based on the traditional structure of the
tourism industry, where the chain of intermediaries was the focus of distribution channels
with the end point, the retail outlet or tour operator, being the primary touch point for
customers.
For this review, distribution is defined more broadly to align with how a customer purchases
tourism products. In this context, tourism distribution is seen as the link that brings the
customer together with the products, be it through direct communication of products or
indirect communication through third parties. This definition aligns with changes in how
consumers are purchasing travel products and how industry has responded to this.

2.2

The changing nature of tourism
distribution

Before the internet, travel and tourism distribution networks were not clear or visible to the
customer. Most transactions occurred through a travel agent or similar intermediary and
most of the activity occurred behind the scenes through custom-built technology systems. In
the past, customers had limited ability to access tourism products directly. Instead, they
made their bookings through a ‘chain’ of intermediaries where each participant has a defined
role and operated in a structured environment. At each stage of the chain, intermediaries
were paid a fee for their service in the form of a commission, reflecting their value-add to the
product. This traditional distribution chain is shown in Figure 1.
Figure 1 Traditional travel and tourism distribution chain

Product

Wholesaler

ITO

Retailer

Customer

Today, consumers have the ability to connect directly with travel and tourism products
through the use of the internet and social media. This means they are no longer reliant on
intermediaries to facilitate a transaction. While the traditional chain is still relevant in
tourism distribution, the internet has made this chain more open, allowing industry
participants and the customer to interact more directly. This is demonstrated in Figure 2.
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Figure 2 The 'new' travel distribution chain
Traditional
bookings
Product

Wholesaler

ITO

Retailer

Internet
bookings

Customer

In this new distribution model, the travel agent is no longer the primary connection point for
the customer. With access to the internet, customers now have more options available when
planning and booking travel. This means the traditional distribution chain is now
supplemented, complemented and in some cases replaced by digital distribution networks
focused around the internet, rather than the chain of intermediaries. Given this opening up
of the market, ‘distribution’ must be considered from a broader view point to include all
factors that influence the customer in their travel and tourism experience.

2.3

The customer purchase cycle

A customer’s experience when purchasing travel and tourism products or services can be
considered in terms of a purchase cycle framework, which is the process that a customer goes
through when buying a product. There are five distinct phases to a customer purchase cycle,
each comprising specific consumer behavioural patterns and influenced by differing forms of
communication. These five phases are described in Figure 3.
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Planning

Booking

Destination

Capture the imagination
Inspire , Ignite inte re st
Cre ate desire

Make it tangible and
achie vable
Communicate value

Make it e asy
Make it on the ir own

Incre ase spe nd in marke t
Encourage re turn visits
Inspire the ne xt journe y

Focus

FOCUS: on the e motion,
how this holiday will make
the consume r feel, look –
what is the be ne fit to the m

FOCUS: on the tactical,
how can we de monstrate
value against our
compe titors

FOCUS: on tactical, how
is value de monstrate d,
whe re are the savings, how
have you got the be st de al?

FOCUS: Tactical – how is
value de monstrated in
marke t
Emotional – how to
maintain the holiday
fe eling

Move s from thinking
about holidays ge ne rally
to active ly conside ring
whe re to go

Colle cting information,
see king
Re commendation,
building itine rarie s

Physical proce ss

On holiday!

Pote ntial trave lle rs are
ope n to a broad range of
information, including
expe rie nces, deals and
offe rs. Howe ver, the
focus of this stage is
we ighing up pote ntial
de stination, with this
phase e nding whe n a
pe rson de cides whe re to
visit.

Trave lle rs have de cided
to come to Australia and
are active and in-marke t
– the y are consuming
adve rtising, talking to
frie nds, surfing the we b
– looking for e le me nts
to cre ate the be st
holiday for the m.

Flights are usually
booke d first, while
accommodations and
activitie s fall into place
late r as othe r good de als
arise .

The de stination stage is
the he art of the journe y
cycle . Howe ve r,
decisions are still be ing
made around alte ring
itine rarie s, booking
accommodation and
activities or making last
minute local trave l
arrange me nts.

• Airline s, Hote ls,
Aggre gator we bsite s
• STO, NTO, RTO
we bsite s
• Tactical
adve rtise ments
• Trave l age nts

• Airline s, Hote ls,
Aggre gator we bsite s
• Trade partne rs
• Trave l age nts

Channels

Decision

Goal

Dreaming

Action

Figure 3 The customer purchase cycle

•
•
•
•
•
•

Positive PR
Product place ment
Social me dia
TV, ne wspape r article s
EDMs
Trave l agents

Sharing

2.4

Re living the e xpe rie nce
and influe ncing othe rs

The booking stage is a
great opportunity for
upselling and upgrade s.

• Accommodation
provide rs
• EDMs
• VICs
• Trave l age nts

Traditionally a post destination activity for long-haul trave l.
Howe ve r, social me dia and use r generated content allows for
sharing across all stage s of the purchase cycle .

Focusing on the customer

Traditionally, the way tourism distribution has been analysed and discussed is in
consideration of the structure of the tourism industry and the participants that make up each
channel of the distribution chain. This is an industry-focused perspective, with the consumer
being a passive recipient at the end of the cycle. This traditional way of thinking about
tourism distribution is shown above in Figure 1. Figures 1 and 2 demonstrate the changing
nature of tourism distribution.
This industry-centric view does not directly correspond with the experience of travel
customers. Given that changes and trends occurring in tourism are being driven by consumer
preferences, the industry needs to respond and adapt with customers in mind. To reflect this,
the distribution chains discussed above in Figures 1 and 2 have been reorientated around the
five phases in the customer purchase cycle, rather than industry structures or participants.
These reorientated distribution chains are shown below in Figures 4 and 5.
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2.4.1 The changing nature of tourism distribution from a
customer’s perspective
The customer purchase cycle is still fundamentally the same. However, the way in which the
customer is influenced and informed at each phase of the cycle has evolved over time.
Traditionally, the key touch points for customers were traditional media sources, and retail
outlets supported by a defined supply chain and word of mouth. Within this construct, the
roles and responsibilities of industry players at each phase were easy to define, and greater
control was held over the types of products presented to customers. This type of purchase
cycle is shown in Figure 4.
Figure 4 Traditional customer purchase cycle

Source

Touch
point

Dreaming

Media

Planning

Retail

Word of
mouth

Retail

Booking

Destination

Post holiday sharing

Retail

Product

Word of
mouth

Government

Wholesale

Friends and
family

Wholesale

Wholesale

Mature
industry

ITO

Guide books

ITO

ITO

Product

Product

Product

Product

Friends and
family

With the spread of digitalisation, the sources that inform and influence this cycle have
changed. Physical mediums such as direct media, brochures and retail travel agents are no
longer the only mechanism to access information and book travel to Australia. Customers
now have access to new online channels such as websites, search functionality, online travel
agents, travel review websites and social media. Figure 5 sets out the touch points and
sources that support current consumer preferences and use of technology. There are a
number of key points to note:


there is an increased number of customer touch points stemming from the addition of
online and social media sources



there has been a significant increase in the number of sources that can provide
information through these touch points



these additional sources have facilitated disintermediation of the distribution supply



industry players are required to have an increased presence at multiple stages of the
purchase cycle. This is both an offensive reaction – i.e. a way to grow sales – and a
defensive ploy to protect market share as competitors move into this space. This increase
is most visible in the Dreaming, Planning and Booking phases and has led to a blurring
of roles and responsibilities, and a need to be better aligned with the touch points and
types of information customers want at each of these stages.
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Figure 5 New purchase cycle

Source

Govt

All
Customers

Govt

Wholesale

Govt

Wholesale

Mature
industry

All Industry

Retail

ITO

Retail

ITO

Govt

ITO

Product

ITO

Product

Product

Review sites

Social
media

Online

Online

Social
media
All
Customers

Post holiday
sharing

All
customers

All Industry

All Industry

Govt

Govt

Govt

Govt

Retail

Product

Destination

Retail

Online

Booking

Retail

Social
media

Online

Planning

Retail

Social
media

Online

Traditional
media

Touch point

Dreaming

Wholesale

Product

Product
Retail

Search

Customers

Search

Social Media

All Industry

Social Media

ITO

ITO

ITO
Product
Product
Search

Social Media

Product
Govt
Search

Social Media

The shift to this new cycle has resulted in greater fragmentation of travel and tourism
distribution, with less structure and control over the customer purchase cycle. This has
created clutter and confusion, which has caused the traditional lines of government and
industry responsibility and influence to become blurred.
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3 Broad trends
There are five key trends influencing the current notion of tourism distribution and how it
may evolve. These are the changing nature of arrivals to Australia, the growth in internet use,
the growth of low cost carriers, trust as the key, and the desire for increased customisation
and control of travel.

3.1

The changing nature of arrivals to
Australia

Australia’s key international holiday visitor markets have changed over the last five years,
with stronger growth in Asian visitors than in visitors from traditional developed markets.
The implications of this on the distribution of Australian tourism products include:


an increasing number of markets that need to be accounted for in any future strategies



a more diverse range of customer that needs to be understood and communicated with.

For the year ending March 2007, 69% of international visitors to Australia were from the
traditional markets of New Zealand, the US, Canada, Europe and Japan. Five years on, these
markets represent only 59% of international holiday visitors to Australia. Conversely, visitors
from emerging Asian markets comprised only 26% of all international holiday visitors to
Australia for the year ended March 2007. This figure is 36% for the year ending March 2012.
Figure 6 shows the five year compound annual growth rate (CAGR) of holiday visitor arrivals
versus the five year CAGR of average total holiday visitor spend (as measured by the
International Visitor Survey). The top right quadrant indicates an increasing number of
holiday visitor arrivals and an increasing average spend per holiday visitor arrival. This
quadrant contains strong growth markets for Australia, all of which are from the Asian
region.
Figure 6 also shows that traditional markets have stagnated, both in terms of holiday visitor
arrivals to, and average spend per holiday visitor. This is demonstrated most predominantly
by the UK and the USA, each exhibiting below average growth in both aspects.
The top left and bottom right quadrants represent potential opportunities for Australia. In
the top left for example, holidaymakers from both Taiwan, Indonesia and Korea have
increased their average spend in Australia by 11%, 7% and 4% respectively over the five year
period, although the overall number of holiday visitor arrivals from these countries has
fallen. On a ‘per holiday traveller’ basis, these are the countries that are becoming more
profitable for Australia. Conversely, Australia has experienced the opposite trend from
countries in the bottom right quadrant of the graph. For instance, holiday visitor arrivals
from Malaysia have grown over the last five years by 11%, but the average spend per holiday
visitor has fallen 3%.
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Figure 6 Change in international holiday visitor arrivals to Australia and
nominal inbound expenditure per holiday visitor by country of origin
(YE March 2007 - YE March 2012)
CAGR of nominal average total expenditure per holiday visitor
in Australia (YE Mar 2007 - YE Mar 2012)

12%
Taiwan

10%
8%

Indonesia

6%
Japan

4%

Korea
Hong Kong
India

2%

China

Singapore

0%

NZ
Germany

-2%
UK

-4%
-6%
-20%

Malaysia

USA

-15%

-10%

-5%

0%

5%

10%

15%

20%

CAGR of holiday purpose arrivals to Australia (YE Mar 2007 - YE Mar 2012)
Source: Tourism Research Australia, International Visitor Survey (IVS), March 2012.
Note: Origin is set at 1.68%, 1.57% the average 5 year CAGR for each axis. This demonstrates the change for specific
international markets relative to average growth. Spend includes both domestic and prepaid expenditure.

3.2

Growth in internet use

Undisputedly, there has been recent growth in travel distribution via the internet.
One factor driving this is the growth in internet penetration throughout the world. According
to World Bank Statistics, in 2005, there were fewer than 16 internet users per 100 people
globally. 3 This figure almost doubled to 30 internet users per 100 people in 2010,
corresponding to a CAGR of 14 per cent. Over this same period the CAGR in international
holiday visitors to Australia using the internet to plan their trip online was 18%.
The trend line in Figure 7 shows that there is a positive relationship between a country’s level
of internet use and the proportion of online bookings made by holiday visitors to Australia
from that country. The spread of the data indicates that while internet penetration is one
factor that influences online travel bookings, it is likely that there are other factors at play
including cultural and social norms, familiarity with the Australian markets, and the types of
customers from these markets visiting Australia. These factors are discussed in further detail
in Chapter 3 and Appendix D.

3 World Bank Development Indicators, Internet uses (per 100 people), 2011.
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Figure 7 Percentage of internet users by country versus percentage of
international holiday arrivals to Australia that booked online prior to
trip (2010)
Percentage of international holiday arrivals to
Australia that book online prior to trip (2010)

80%

70%

Malaysia
France

NZ

Singapore

60%

50%

HK

Thailand

UK

USA

Netherlands
Germany

40%

Japan

Italy

Brazil

Indonesia
30%

Korea
20%

India
China

10%

0%
0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Percentage of internet users by country (2010)
Source: World Bank 2011, Tourism Research Australia, IVS, March 2012.

A key driving force behind the growth of the internet has been the convenience it affords.
Customers, unprepared to wait, are free to plan and book travel at times which suit them.
This may include breaking the planning process up into multiple smaller blocks, sourcing
options from a wide array of sources or getting an indication of costs without having to
engage in personal discussions with a travel agent or tour operator.
It is also interesting to consider how different markets are likely to be accessing the internet
and how this influences their consumption of information about Australian products. In
developed markets, internet access began with a personal computer (PC) but has now
evolved to encompass access through mobile devices. In developing markets, consumers
have, broadly speaking, ‘skipped’ the PC technology phase. Instead, they have embraced the
relative cost effectiveness and ease of mobile access.
Finally, age is also an important factor in explaining internet use. While 46% of all visitors to
Australia (excluding NZ visitors) used the internet to book some aspect of their trip online
prior to arriving, Figure 8 indicates that there is significant variance by age. Younger cohorts
are most comfortable booking aspects of their trip to Australia online (56% of holiday visitors
aged 25-29 booked online), with the use of internet for booking purposes broadly falling as
the age of the traveller increases (24% of travellers aged 70 and over booked online). This
trend reflects the level of familiarity that people have in interacting with this type of
technology, with the levels of use for holiday booking and planning expected to increase as
age groups who have grown up surrounded by the internet emerge as active travel customers.
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Figure 8 Percentage of holiday visitors to Australia who booked an item of
their trip online, by age group (all international markets excluding
NZ)

100%

% booking an item of trip online

90%
80%
70%
60%
50%
40%
30%
20%
10%
0%
20 to 24

25 to 29

30 to 34

35 to 39

40 to 44

45 to 49

50 to 54

55 to 59

60 to 64

65 to 69

70 and over

Age group

Source: Tourism Research Australia, IVS, March 2012.
Note: The age group 15 - 19 has been excluded as it may capture people travelling with family who have not played a
role in the booking of their trip.

3.3

Trust is key

With the upsurge in information sources available about a destination, particularly with
growth in the amount and depth of online information, travellers are looking to sources they
can trust. Websites such as TripAdvisor and information from social media is becoming
increasingly influential, but when it comes to booking, many international holiday visitors to
Australia are still visiting a travel agent. For the year ending March 2012, over 78% of these
visitors (excluding New Zealand arrivals) used the internet to plan their trip, while only 46%
booked at least one item of their trip online and 32% booked their international airfare
online.4 Trust is one reason behind this trend.
Interestingly, this trust element manifests in different ways across the customer purchase
cycle and across different markets. In the Dreaming and Planning phases, word of mouth has
always been a trusted information source. However, the proliferation of social media sites
and user generated content has extended the reach of this beyond friends and family. Today,
people are more likely to trust multiple online peer reviews of a product or destination where
there is no commercial interest attached, than communication undertaken directly by the
product promoters. From a distribution perspective, this raises the challenge of how to
influence the person who then influences others.
While the trust element may be driving consumers away from channels where there are
commercial interests attached during the dreaming and planning phases, it is also still a key
driver behind the reliance on travel agents in the booking phase of the purchase cycle. While
the customer may now know as much, if not more, about their desired destinations,
itineraries and costs of their planned trip when they begin a discussion with a travel agent,
the use of this service to act as a sounding board, validate plans, seek ‘industry insider’
information, or get answers to questions is still valuable. Furthermore, for long haul travel
the one-on-one interaction is perceived important for purchases of this magnitude and helps
to provide assurance and security around complex trips or unforseen events (one example

4

Holiday visitors from New Zealand have been excluded from this analysis as due to their proximity to and knowledge of Australia,
their travel booking patterns are likely to be more closely aligned to Australian domestic travellers.
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given is the desire to be able to call someone when indefinitely stuck in an airport due to a
volcanic ash cloud).
This trust in the booking phase takes on added importance in markets where there are
differing cultural and demographic elements, limited knowledge about Australia, language
barriers, complex itineraries and significant costs involved. These factors are discussed in
more detail in Chapter 4 and Appendix D. From a conversion standpoint it is also important
to note that despite the customer entering a discussion as an ‘internet expert’, the agent can
still play a major role in further shaping plans, up-selling or pushing an alternate destination
that may share similar characteristics.

3.4

The growth of Low Cost Carriers

Recent growth in the low cost carrier (LCC) market has been a key driver of direct – and in
many cases online direct – flight bookings with airlines. The emergence of these LCCs has
significantly changed the market for travel booking and has a number of implications for
considering future distribution strategies:


LCCs ease customers into the mentality of independently booking airfares online. The
transparency of costing, and the subsequent savings passed onto consumers by avoiding
intermediaries has increased the price consciousness of consumers and introduced the
ability to easily compare the offerings of different carriers. While LCCs have had the
greatest traction for simple, short-haul trips, industry participants report a clear trends
that the entry of LCCs into certain markets sets in train a pattern of buying behaviour
(especially amongst certain markets, such as young independent travellers) that
eventually flows through to more complex, long-haul bookings.



LCCs open up travel to new markets. The experience of domestic carriers, and emerging
experience with international carriers, is that LCCs have not been a substitution of
potential customers away from full service carriers. Rather, the offering of LCCs has
enticed a different market segment, seeking different experiences and with differing
product expectations to travel.

Figure 9 shows the market share of LCCs flying within the Asia-Pacific and those flying
internationally to and from Australia between 2007 and 2012.5 Market share has grown from
10% (Australia international) and 12% (within Asia-Pacific) in 2007 to 18% and 19%
respectively in 2011. With the opening of a number of new LCCs in Asia in 2012 to date, the
LCC market share within Asia Pacific has further grown to 25% this year. Comparing the
CAGRs of LCC market share and international holiday arrivals to Australia between 2006
and 2011 it can be seen that the percentage of total international holiday visitors to Australia
booking their airfare online has grown at a similar rate as LCC market share growth to and
from Australia. The percentage of Asian holiday visitors to Australia booking airfares online
has grown at an even higher rate over this time period, although off a lower base.

5

Note: Flights between Asian destinations and Australian destinations are included in the data set ‘within Asia-Pacific’
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LCC market share - percentage of total seats

Figure 9 LCC Market share 2006 - 2012 versus percentage online airfare
booking 2007-2011
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Source: CAPA Centre for Aviation 2012. Tourism Research Australia, IVS, March 2012.

3.5

Increased desire for customisation and
control of travel

The culmination of online and LCC trends has been to meet the customer desire; providing
more opportunities for planning, providing more simplicity in booking, and increasing
transparency. Interestingly, different market segments have reacted to these trends in
different ways. One reaction has been the growth of free and independent travel (FIT).
With a greater number and greater depth of information sources about destinations available
and easily accessible to travellers, the desire to customise and control more aspects of a
holiday has increased. A plethora of websites provide today’s traveller with the ability to
easily search and compare prices, features, and traveller reviews of accommodation,
restaurants and tour options throughout the world. As the depth and reliability of online
information is continually improving, travellers are trusting themselves to make decisions
about where to go and what to do, and demand for packaged tours with set components has
declined.
Figure 10 shows the proportion of international holiday visitors to Australia booking
packaged tours, versus the proportion of international FIT holiday visitors for the period
2004 to 2011. In 2004 packaged tours represented almost half of the total market, while in
2011 its market share had fallen to 28%. Conversely FIT has grown from just over half of the
market in 2004, to 72% in 2011.
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Percentage of international holiday visitors
to Australia

Figure 10 Percentage of international holiday visitors to Australia travelling on
a package tour 2004-2011
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Source: Tourism Research Australia, IVS, March 2012.

Other market segments have reacted differently to the new distribution environment and for
unique reasons. For example, the time poor luxury customer, seeking to avoid the increasing
volume and noise in the online space, will look to personalised service that tailors the best
products around their needs. Cautious budget conscious travellers will also still seek out
packages that provide the comfort of a trusted provider, a single point of contact, and a
perceived saving. At the other end of the spectrum, backpackers have embraced online
channels not for the wealth of information but simply because this is where it can be done
cheapest. Figure 11 shows the responses of these various markets and how their needs
oscillate between the desire for information, simplicity, transparency and trust. Distribution
strategies focused on customer needs and the purchase cycle, need to be flexible enough to
accommodate these differences, especially as the differences are not directly correlated with
yield and have the potential to change rapidly in response to new technology or emergence of
new source markets.
Figure 11 Customer needs: Do-it-yourself versus Done-for-me
Do-it-yourself

Done-for-me
Luxury customer

“I want to get into
in the destination –
this helps me tailor
what I want to my
needs”

“I want to the best
experience and
need an expert to
tailor it to my
needs”

Yield
($/pd)

“Save money and
have flexibility by
doing it myself”

“A package makes
it simpler and
cheaper”

Backpacker

Source: TNS 2012
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4 Understanding the
customer
4.1

How the purchase cycle is changing

The following section traces changes for all holiday visitors to Australia, excluding NZ6.
Appendix D contains an abridged version of this section for each of the key markets,
comparing and identifying characteristics of their customer purchase cycle to the average of
all markets excluding New Zealand.
The true use or penetration of one channel versus another within markets is clouded by a
range of data sources, all of which seek to answer parts of the question. However, from a high
level synthesis of these sources it is possible to get an understanding of different attributes of
the customer mindset and how they influence the purchase cycle. These are discussed below.
Table 1

Customer attributes and how they influence the purchase cycle

Mindset

Source

Description

Aspirational

BDA
Marketing
Planning
(BDA), 2012

The questions focus on how out of region customers would prefer to plan and book
a trip to Australia. There was no requirement that respondents had travelled, or were
planning to travel to Australia and that there are no constraints on their choice (they
can pick as many or few elements as they like from the list). As such, we can see
this approach as representing the aspiration customers hold about planning and
booking their travel to come to Australia.
Findings from this study showed a very high prevalence of online activity as well as
a preference to use multiple online and offline channels to plan and book their
hypothetical trip
These findings could therefore be taken to represent the upper limit of unconstrained
demand for the channels tested. While levels of use are high across digital channels
it sets a mark to aim for.

Planning

TNS
Omnibus,
2012

The Omni questions are based on a nationally representative sample and asked
participants how they planned and booked their most recent long haul (out of region)
trip and a similar trip a few years prior to that. Responses were constrained which
forced participants to rationalise and select those most relevant.
Findings from these studies also showed lower levels of online use and the use of
fewer channels.
Interestingly, the survey also included a section around unmet needs, which shows
strong demand for further online services and content based channels. These
findings support the BDA work and suggest that there is a group of potential long
haul travellers that really sees the planning process as an experience in its own
right.

Reporting

International
Visitors
Survey,
2002-12

The IVS data represents the recall of the planning process undertaken once the trip
has been completed. The recall of behaviour after some time tends to de-emphasise
the larger and more 'conscious' elements of the process. On a trip to Australia for
most people, the airline ticket is the largest single ticket item. We know that it is also
a significant milestone in the planning of the trip, both in searching for prices and in
booking it. So, the booking process for the airline portion of the ticket is likely to be
easily recalled on the journey home (especially as the interview is done in an airport
environment relative to smaller items or the more passive elements like word of
mouth or content sharing). As such, the reported use of internet as a booking form is
likely to be quite reliable.
Similarly, internet research is one of the more time consuming elements of the
process and one that is widely used across categories. Google research and TNS
Digital Life both show that travel is one of the most searched categories online – so
again the recall there would ensure this remained strong.

6 Holiday visitors from New Zealand have been excluded from this analysis as due to their proximity to and knowledge of Australia,
their travel booking patterns are likely to be more closely aligned to Australian domestic travellers.
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Mindset

Source

Description
At the same time the word of mouth element is not going to be so salient in that
environment. Word of mouth globally is probably one of the most used sources in
planning and we have a lot of research to prove that. We know that word of mouth
increasingly oscillates between online and offline word of mouth – and that this is
both category specific and content driven. Work TNS has done on word of mouth
also shows that our own recommendations are more salient to us than what other
people recommend to us. At the same time, much of the influence is either passive
or very distant from the triggers. This logic is supported by the very low ratings for
word of mouth as an influence to the planning stage of the trip.
Overall, the IVS shows that while the use of the internet for planning and booking
has been increasing over time, the reported use of the internet for booking is, in
most cases, lower to significantly lower than the BDA or TNS survey would suggest.
This level of current booking corresponds quite closely to the level of booking
reported during stakeholder consultations by established airlines and overseas tour
operators.

Key points consistent to all of these sources include:


there is a trend towards a portfolio approach for planning and booking travel. The rise
of the internet as a channel has not led to a direct substitution away from traditional
channels, although it has led to a decline in their use. Instead, customers are currently
using a wider range of sources to make the most informed choices.



the use of the internet across all phases of the purchase cycle is growing, with
customers indicating a desire for further growth in certain stages.



the role of agents and tour operators is still absolutely crucial, as this part of the
industry is still responsible for the bulk of ‘conversion’. The importance of this channel
of distribution is greatest in markets where familiarity with Australia is lowest, or
complexity of the trip (due to Government visa requirements or the nature of the
flight) is greatest.

It should also be noted that a significant volume of current research on distribution focuses
on better understanding the online and social media space. While this attention in the
research may be justified given the high, and growing, use of these sources in the planning of
holidays or during the holiday, it does not necessarily correspond to the lower percentages of
conversions or bookings currently coming through these channels.
Figure 12 traces the historic shift and current penetration of online and social media
channels across all five stages of the purchase cycle. The key findings associated with this are
then discussed in their respective sections below. For all subsequent IVS data and analysis
presented in this report on ‘visitors to Australia’, New Zealand arrivals have been excluded
from the data as their purchasing patterns better align to those of domestic travellers.
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Figure 12 Percentage of visitors using the internet and social media
(all international markets excluding NZ)
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Source: Tourism Research Australia, IVS, March 2012.
Note: Use of internet on holiday and social media to share have only been introduced into the IVS in 2012, implying
these results are based on one quarter of survey data. Subsequent data collection may alter the final annual figure,
however these early findings were deemed appropriate as giving an indication of the broad use of these channels.
Sample filtered by Holiday visitors, excluding New Zealand.

4.1.1

Dreaming

The understanding and subsequent measurement of sources and channels that influence this
stage is challenging, given that many of the cues or factors that do influence a perception or
decision are not perceived by the customer.
Perceptions may be influenced through a range of passive channels including the media,
advertising and digital content that customers are exposed to on a daily basis. The recent
emergence of electronic direct marketing (EDM) has had a major influence in this space
through the continual reminder of opportunities, and its role as a catalyst for travel through
the introduction of special offers. The way in which people are influenced also differs
significantly by market, with certain cultures and societies relying more heavily on word of
mouth.
Understanding this phase requires a broader investigation into the consumption and
influence of all information sources across markets, which is not the emphasis of this report.

4.1.2 Planning
The internet’s greatest role is in the planning phase. Figure 12 shows that in 2002, 33%, of
holiday visitors indicated they had used the internet before coming to Australia to get
information on their trip. By 2012 this has risen to 78%. The strongest period of growth
occurred between 2003 and 2006, with a significant slowing of this growth since 2010.
Within this phase, the internet can be used for a number of different purposes. Figure 13
shows the use for varying purposes, starting from ‘to help decide whether or not to visit
Australia’ on the left, through to sourcing information on activities in Australia.
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Figure 13 Proportional use of internet during Planning phase (all international
markets excluding NZ)
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Source: Tourism Research Australia, IVS, March 2012.

There is a low reported use of the internet as the key trigger to make the decision whether or
not to come to Australia, with 11% of all arrivals (ex. NZ) using it for this purpose. However,
this figure does not capture the ongoing influence that the internet and social media sources
have in influencing people’s decisions or thought processes in the lead up to having to make
this decision. Key differences across markets include:


markets that are culturally different and geographically remote – less familiar with
Australia – such as Brazil (20%), South Korea (18%), Germany (13%) and Japan (13%)
are all using the internet more to shape their specific decision on whether to come to
Australia



traditional markets such as NZ and the UK use the internet far less for this purpose
(2% and 7% respectively).

After this initial step, all countries show a significant spike in the use of internet during the
general planning phase, and then mixed use to search for activities, accommodation options
and travel within Australia. Some interesting nuances between markets include:


those countries more likely to use the internet to find a travel agent are then less likely
to use the internet to look for accommodation and airfares, such as China and Korea.
Markets displaying these characteristics are likely to be the ones where cultural
differences and geographic proximity make Australia a less familiar destination, or
industry structures promote the use of retail channels



conversely, those markets who show low propensity to use the internet to find a travel
agent show a higher propensity to use the internet to research independent travel and
booking options, such as Singapore, UK and the USA.

4.1.3 Booking
Figure 12 indicates that 46% of visitors to Australia used the internet to book an aspect of
their holiday prior to arrival. This is a significant proportion and has grown rapidly since
2002 when the number was only 8%. However, like use of the internet for planning
purposes, growth in online booking, particularly international airfare booking, has slowed
since 2010.
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Figure 14 Proportion of customers booking online prior to arrival (all
international markets excluding NZ)
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Source: Tourism Research Australia, IVS, March 2012.

Figure 14 indicates that approximately 32% of visitors to Australia booked international
airfares online. This figure is broadly comparable with information provided by premium
airlines when examining their split of bookings between online and offline.
Airlines have played an important role in not only responding to changing customer needs,
but shaping the way in which they can plan and book travel. As such, their bookings by
channel can give a good indication as to trends in distribution by channel. While the trend
towards online sales demonstrates the ability of an airline to gain access to customers
through direct channels, consultation has suggested that the proportion of online sales varies
depending on the type of airline and the nature of the market it serves.
LCCs are selling 90% or more of flights direct through online channels. When first
established, many LCCs focus on direct online sales and do not make other channels
available to the customer. As a result, their online sales are high. To grow market share many
LCCs have also started bundling accommodation, car hire and activity options with the sale
of airfares. Interestingly, some established low cost carriers now see this online market as
saturated and hence, are pursuing growth through wholesale and retail channels.
Mature carriers with a premium full service offering have a much higher dependence on
traditional wholesale and retail channels. Current estimates range from about 5% to 30%
direct online bookings. In terms of future directions, these mature carriers see a potential
ceiling for the level of online booking at around 25% to 50%.7
Sitting below these broader trends are circumstances unique to each key market. However, in
all markets these internet use figures should also draw attention to the importance of offline
booking channels: if 32% visitors to Australia are booking international airfares online, 68%
are doing so through other channels. Accommodation is a higher percentage, with 75% of
visitors booking accommodation through offline channels.
The importance of these offline channels for converting the majority of sales (and in some
markets the vast majority of sales) cannot be overlooked. Stakeholders engaged in overseas

7

Note that the estimates of sales made through direct online channels for low cost and full service airlines are based on data
provided by individual airline carriers. While full manifest information was requested from carriers, these ranges are based on
the provided estimates of the proportion of sales by channel at a point in time or through stakeholder consultation.
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operations, stressed the primacy of retail and traditional channels for bookings, consistently
reporting upwards of 90% of sales still coming through these channels in certain markets.

4.1.4 Destination and Sharing
In the period January to March 2012, 64% of holiday visitors to Australia accessed the
internet while in the country, and 57% used or planned to use social media to share their trip
experiences. These metrics have only been introduced into the IVS in 2012, so subsequent
data collection may alter the final annual figures. However, these early findings do give a
broad indication about the level of use of these channels while in Australia and after
returning home.
Figure 15 shows that smart phones are the most common way that international holiday
visitors access the internet while in Australia, accounting for 25% of all internet access.
Netbooks and laptops were close behind (25%) and personal computers in accommodation
facilities (18%) were also frequently used. Internet cafes / kiosks were relatively less utilised
(14%). This indicates an importance for travel content and booking functions to be readily
available and accessible via mobile devices for use while in destination.

Device used to access the internet while in
Australia

Figure 15 Devices used to access the internet while in Australia (all
international markets excluding NZ, March quarter 2012)
Smart phone
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PC in accommodation
Internet cafe / kiosk
iPad
Ipod or iTouch
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Source: Tourism Research Australia, IVS, March 2012.

With 57% of holiday visitors to Australia from January to March 2012 using social media to
share their trip experiences, this medium has considerable influence in how Australia’s
image is portrayed to potential customers globally. In the 2012 March quarter, a limited
sample of IVS survey respondents were asked which social media sites they used during their
trip. Overall the five most popular sites were Facebook (45%), Google Plus (16%), Youtube
(9%), Twitter (6%) and TripAdvisor (4%).There was some variation among markets,
particularly for China and Korea, where country specific social media sites such as Sina
Weibo and Naver were more commonly used.

4.2

What is driving market differences?

There are a number of factors which influence how customers use of distribution channels
will differ from the broader trends discussed above. These factors are often interconnected
and play a compounding role when influencing behaviour. However, it is possible to group
these factors into two broad themes of influence:
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‘Complexity’ factors which are likely to influence customer behaviour are often
associated with risk. For example, the more risk involved in booking the trip, the more
likely that the customer wants to share that risk with a travel agent. These factors
include:



–

Language: analysis suggests that where the traveller’s first language is not
English they are more likely to seek advice from a travel agent

–

Familiarity with Australia: generated through sharing common cultural and
social ties (such as a common political structures and social values) or
traditional trade and political ties (for example with the UK and India as part of
the Commonwealth)

–

Second generation travellers: for example, one stakeholder suggested a
difference between ‘first generation’ and ‘second generation’ travellers. An adult
who travelled to Australia as a child is likely to be more familiar with the
country, and therefore has a tendency to book via the internet

–

Distance from Australia: very broadly, the further away from Australia, the
more likely that a traveller will seek advice from a travel agent in booking the
trip. Distance also relates to familiarity

–

Cost: closely related to distance from Australia, people may also be seeking out
travel agents to gain additional security and confidence for larger financial
outlays

–

Simplicity of flight: for example, a flight requiring a complex or prolonged
layover is likely to have a different purchasing pattern accompanying it than a
direct flight.

Structural and political factors which force customer behaviour include:



–

Internet penetration: Figure 7 in Section 3.2 indicates a relationship between
the proportion of people within a country using the internet and the proportion
of online travel bookings

–

Payment options: a number of countries still rely heavily upon a cash economy,
which can limit the booking channel to a retail store. Limits on credit card use,
including maximum payments can also influence the channel used to book a trip

–

Age of the target market within a country: given the relationship between age
and internet use, TA target markets in an older age bracket are likely to rely
more heavily on traditional channels than younger target markets or
populations who will gravitate towards online interaction

–

Structure and regulation of the domestic industry: for example, Japan has a
highly regulated travel distribution system with three levels of travel agencies;
one of the most vertically integrated systems in the world, with complex
licensing laws and high levels of consumer protection to abide by

–

Political requirements: complicated exit and entry visa requirements influence
the channel through which travel is booked.
It is possible to map these structural factors across the international markets being
examined in this study, to help understand how current distribution channels in
specific markets align, or facilitate customer travel desires. For ten of Australia’s
key markets, Bottom left – research has identified the customer needs, but these
needs are currently constrained by local industry structures or political
considerations. For example in India, it is known that people want to be transacting
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online, but currently there is not the payment infrastructure in place or industry
adoption to support it. Hence, influencing countries in this quadrant often requires
actually trying to influence and change the structural factors constraining consumer
behaviour


Top left – developed markets which have deep industry structures that actually
influence customer preference. For example, this is what customers are used to, it
works for them, and they are not actively seeking change. Japan is an example of
this, where the vertically integrated nature of the industry has an influence on
customer desires and preferences for planning and booking travel. Influencing
markets in this quadrant requires working with partners within the market to
facilitate small changes or ‘nudges’ to customer preference and to shift structures.



Figure 16 shows the maturity of the market (developed versus emerging) against the
ability of these structural factors to either constrain customer preference, or
support desired customer behaviours. The key points associated with each quadrant
are:



Top right – developed markets which have the structures that allow customer
desires to be met. For example, commercial operations will compete to ensure
customer needs are met. Hence, influencing this market can be achieved by directly
reaching out to consumers, with no major structural or political factors hindering
this



Bottom right – the structures and processes are evolving in these markets and
appear to be maturing into an environment where customer needs will be efficiently
met. Hence, it is currently harder to directly reach consumers in these markets
given the maturity of the industry and pervasiveness of technology, however this is
expected to change



Bottom left – research has identified the customer needs, but these needs are
currently constrained by local industry structures or political considerations. For
example in India, it is known that people want to be transacting online, but
currently there is not the payment infrastructure in place or industry adoption to
support it. Hence, influencing countries in this quadrant often requires actually
trying to influence and change the structural factors constraining consumer
behaviour



Top left – developed markets which have deep industry structures that actually
influence customer preference. For example, this is what customers are used to, it
works for them, and they are not actively seeking change. Japan is an example of
this, where the vertically integrated nature of the industry has an influence on
customer desires and preferences for planning and booking travel. Influencing
markets in this quadrant requires working with partners within the market to
facilitate small changes or ‘nudges’ to customer preference and to shift structures.
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Figure 16 Structural factors influencing distribution
Developed Market
Korea
Japan

Germany

Constraining customer preference

UK

US

Singapore

Enabling customer preferences

Type of market

China

India

Indonesia

Brazil

Emerging Market
Structural factors influencing distribution channels

4.3

Does the nature of the trip to Australia
influence a customer’s behaviour?

One hypothesis tested was that people booking their travel independently and online were
coming to Australia for shorter, less complex holidays. Analysis of IVS data suggests that
while the nature of the trip in Australia may be a factor in how it is planned and booked,
factors unique to the source market or attitudinal segmentation of customers are likely to be
as, if not more, influential.
The average number of nights spent by all holiday visitors in Australia (excluding NZ) was
29.5. Filtering by visitors who booked any aspect of their trip online prior to arrival increases
the average number of visitor nights spent in the country to 33.7. Finally, filtering by those
who booked international airfares online prior to arrival increases the average number of
visitor nights again to 37.1. This upward trend could potentially be driven by the backpacker
market who are very price conscious (hence book ahead), yet stay significantly longer than
the average visitor. However, it does not appear that propensity to book online and length of
trip are negatively correlated.
There also does not appear to be a relationship between the complexity of the trip
undertaken once in Australia and a propensity to book online. Across a range of regions
(selected to try and mirror the simplicity or complexity of a potential trip), there was no
discernable difference in visitation between the general visitor cohort and those who had
booked online.
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Figure 17 Regions visited by international visitors to Australia
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Source: Tourism Research Australia, IVS, March 2012.

The key factors influencing propensity to use online booking services do not therefore appear
to include the nature of the holiday experience within Australia. Rather, this propensity
appears to be driven more by technological, cultural and social factors within source markets.

4.4

The future of the customer purchase cycle

From the recent ATE survey data (2012) it is possible to identify trends in the proportions of
bookings that businesses receive through various channels. Broadly, industry is expecting a
decline in the proportion of bookings received through retail agents, wholesalers and
inbound tour operators. This decline is responding to an expected growth in direct to
consumer bookings and online bookings in the next 3–5 years. However, sitting below these
broad trends are market specific nuances around current and expected use of various
channels. This once again re-iterates the importance of understanding the key nuances
between markets.
Within the online space, it is also possible to identify broad trends and potential future use of
online sources. However, specifically forecasting adoption and change over time is difficult.
This is due to early adoption of technology often being slower than expected, followed by
significant growth associated with the technological innovation, before a plateauing of
growth (an ‘S-curve’). Based on experiences in other industries, underlying drivers of online
use and examining the unmet needs of customers in the space, it is possible to identify
plausible future levels of use for these sources (Figure 18). However, the time period, or the
path, to reaching this level is often unclear and can be significantly altered or adjusted by the
emergence of new technology.
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Figure 18 - Ceiling and floor strategic forecasts - percentage of visitors using the
internet
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Australia

100%

Percentage of
holiday visitors
using the internet:

90%
80%

to plan their trip
70%
60%

to book a part of their
trip

50%
40%

while in Australia

30%
20%
10%
0%
2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

Future years

to share their trip
experience via social
media

Year ending March

Source: Tourism Research Australia, IVS, March 2012.

Key points to note on the ceiling levels contained within Figure 18 include:


using the internet for planning purposes is expected to continue to grow, albeit slowly.
Familiarity and acceptance of this medium for this purpose has already been achieved,
hence this growth will be driven by the increase of internet penetration in key
emerging markets (i.e. China and India) and of internet use becoming more pervasive
across all age and socioeconomic cohorts. However, while the level of use of internet
for this purpose is looking to plateau, the method of use is changing (PC to mobile),
the type of content is changing (i.e. user generated content) and hence by extension, so
is the way customers are influenced by it.



use of the internet for booking is possibly the area that will experience the largest
growth, although the time period over which this will occur is unknown. This growth is
expected given the experience witnessed in short haul markets with the increased
familiarisation of booking independently online, the impact that LCC entry into
markets can make, and the existence of the unmet or aspirational desires of customers
who are comfortable with using the internet for similar purposes in other industries.
These factors suggest that while there are nuances that make it unlikely that online
booking will become the only source of bookings for long haul travellers to Australia
(these nuances and barriers are discussed in section 4.2), there is potential for it to
become a very important booking channel for business. However, it was the view of
stakeholders that reaching this potential required further technological innovation
(dynamic packaging, further aggregation of platforms, etc.) as current platforms do
not support it.



unknown potential for social media. All stakeholders identified social media as a key
trend that now plays a very important role in the purchase cycle. However, there was a
general level of uncertainty as to where the social media boom would lead and how it
would ultimately influence business and distribution models. One view was that it
swings the attention away from communicating directly with the customer, to how to
influence the person that influences the customer. This is an interesting sentiment as
it mirrors the reported historical intention of the Aussie Specialist Program, albeit
through entirely different channels. Another view conveyed was that while stated use
of social media is high, it is the level of engagement and how this can influence a
purchase that is key, rather than the number of people who may have an account.
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Drawing these observations together, it can be concluded that while there is a clear trend
towards online and digitisation of the industry, this is being incorporated into the customer’s
portfolio of choices for planning, booking and sharing their travel to Australia, rather than at
the direct expense of other channels. Traditional channels remain responsible for the
majority of bookings to Australia, with the importance of this role expected to continue into
the near future unless there is a major jump in online bookings. This major jump would
most likely be associated with major technological innovation. Furthermore, these traditional
channels are reinventing their offering to ensure they remain relevant, both complementing
and filling gaps that emerge as the use of online channels has increased.

4.5

Case Study: Digital change in the
automotive sector

There are parallels between the nature of the purchase and the impact of change in the digital
landscape in the automotive sector for the tourism industry.
Key potential lessons for the tourism industry include:
1) one digital size does not fit all target markets: technical capacity and local behaviours
demand tailored approaches. Content generated by brands remains an important
source for consumers, even as the ability of those consumers to direct conversations
around brands via social media grows
2) the same tools that let consumers direct conversations give brands innovative means
of joining the conversation. This can work to the brand’s advantage
3) digital creates opportunities to improve and tailor experiences for different types of
customers. In the automotive sector, online research and product experience delivers
better value and experiences for customers. For tourism, this provides opportunities
to offer customised virtual itinerary experiences to aid travellers’ decision processes
4) for high investment items, the need to trial the product means that offline will
continue to play a strong role for some time to come. A parallel in the travel sector
might be the continued use of a travel agent at the later stages of the path to
purchase, particularly in long haul or emerging markets.
5) the role of personal interface at the point of sale continues to remain a very
important opportunity for dealers to shape or change perceptions and up-sell
products.

4.5.1 Global variation
One trend affecting all industries (including automotive and travel), is that there is no ‘one
size fits all’ opportunity. Across 60 markets, there is enormous variation both in internet
penetration (whether PC or mobile) and in digital market growth potential – or how digital is
adopted and employed. There really isn’t such a thing as a unified global strategy: in some
markets – with lots of people online who happily adopt digital – a marketing strategy heavily
oriented to digital will work well in reaching prospects. Some markets have such low internet
penetration that traditional in-person touchpoints are the only effective way to connect with
potential buyers (even among affluent ‘big ticket item’ purchasers). And then there are the
markets with a relatively small but highly active and engaged online population, where both
the on- and offline audiences need to be taken care of, not to mention markets that have
leapfrogged the PC era and gone straight to mobile.
And the flip side is the virtual elimination of borders: Chevrolet’s release in the 1970s of the
Nova in Latin America was largely a joke amongst automotive nerds; imagine such a
marketing misstep today coupled with the instantaneity of digital sharing.
In travel as in automotive, a digital strategy needs to account for both adoption and
behaviour. A real world example is Ford’s launch of the Fiesta in the US via a blogger
outreach programme. Despite automotive bloggers in the Middle East clamouring for a local
version, Ford’s assessment was that the number and reach of available bloggers in the region
was insufficient to support the programme’s objectives. Ford continues to monitor the
Middle East automotive blogosphere for possible future launches.
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4.5.2 Living the product
In 2002, Mercedes Benz USA unleashed the online vehicle configurator, which signalled a
shift toward self-directed exploration by new car shoppers. It was a compelling alternative to
collecting brochures from dealerships, consulting magazines and newspapers, and talking
with a few trustworthy people. The configurator – shown in TNS’ work in the automotive
category to have a strong influence on the purchase decision – is now widely adopted and a
powerful tool to keep a consumer considering a brand through phases that parallel
Discovering, Dreaming and Planning.

4.5.3 Experiential content
Digital reach into other channels has given auto makers additional means to let consumers
experience their brands. The continuing adoption and improvement of mobile devices has
given auto marketers the ability to provide links to rich content – video, mobile sites or
games – where formerly, only flat media like print was available. Gaming is a growing digital
activity that affords auto makers the opportunity to showcase their vehicles, whether in a
multi-brand environment like Gran Turismo 5 (notably for the introduction of Nissan’s GTR,
as well as the realistic presentation of all cars in the game), or in a game dedicated to a model
launch, such as Volkswagen often does to drive awareness and engagement.
A lesson for the travel industry is to think about the various means that can bring a
destination’s offer alive, whether it be embedding links to rich content in offline media, or to
embed the promise of the destination into media that consumers can interact with.

4.5.4 Moving interaction online
The auto industry has also taken steps to connect with potential buyers during the functional
phases of choosing a vehicle that follow the investigation and dreaming steps.
Digital connections that let consumers book a test drive, estimate a trade-in value, engage
consumers in live chats, facilitate car comparisons, and support communities help to
negotiate the digital to in-person transition by enabling and simplifying the car buyer’s
journey. For example, being able to book a test drive (via a link) in the midst of evaluating
configurator options, means that consumers have one less barrier to getting in front of a sales
person and into the car – where first-hand experience can convert consideration into
purchase.
In travel, the implication is that removing barriers to commitment is a key way to maximise
the potential of digital content. For example, being able to connect via live chat to a
destination expert from a branded Web site could bring the potential trip alive, build
confidence in the decision and reassure any concerns. Most importantly – it puts the
potential traveller in contact with a person who can help them commit to the trip.

4.5.5 Social and the shift of control
Brand web sites remain a critical source for new car buyers: in no other category do branded
sites see as much purchase process traffic. And as in travel, official sources exist as one of a
growing portfolio of information sources.
A recent study in the Chinese automotive sector – looking at online behavioural data – offers
a single market view of the roles of different online channels.
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Figure 19 Influence-Performance-Matrix of one specific or an overall purchase
stage for any desired target group
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Importance, performance, and frequency of car shoppers’ sources in China
Here we see that in China, blogs and forums (TP10) – though visited relatively infrequently –
have great influence and are a well performing touchpoint. Greatest visitation is to
manufacturer web sites (TP9), but they have only average influence and below-average
performance ratings. And social (TP8), despite having high influence is rated rather poorly in
terms of performance.
While brand sites are a key resource, this is also the category most talked about online by
buyers – with 30% of buyers globally writing comments about their experience. These people
are in turn discoverable by the two thirds of shoppers who conduct research for their
purchase online. Indeed, the top sources after branded sites are sites with sources of third
party opinion, such as expert and consumer reviews.
The facilitation of opinion sharing extends beyond dedicated review sites. 84% of internet
users globally use some form of social network, of those 47% talk about brands, and 33%
“friend” brands. Here the global variation issue appears again, with greater social brand
rejection in developed markets, and reasons for participating in a brands’ community
ranging from the expressive (feeling for a brand) to the functional (seeking advice or benefit).
Indeed, ‘what’s in it for me’ is the greatest enticement to join a brand’s community – and
thus extend a brand’s reach.
The idea that a brand is what consumers say it is becomes increasingly relevant for auto
makers. It is therefore paramount for the brand experiences of consumers to match the
promise. The same holds true in travel: consumers who feel let down have great potential
power to impact brand image. The lesson is therefore to establish first where to listen for
social discussions of your destination, and then to evaluate to what degree it is necessary to
engage.

4.5.6 Leveraging social to create brand awareness and
engagement
While social tools can give consumers the power to impact a brand’s image, the same tools
offer opportunities to build brand awareness and engagement.
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What this has meant is a need for experimentation and learning to come up with ways to
keep a brand’s best foot forward. For example, Skoda found that 62% of social Belgians
would join a community for a chance to win a prize, and on average each has 205 friends. So
a promotion offered 2 Euros per new ‘like’ discount off the price of the new car, attracted
1,400 ‘likes’ in two days and reached up to 287,000 people.
In another example, Ford aligned with rally driver Ken Block in August 2011 to create the
‘Gymkhana’ videos. This made sense, in that 62% of internet users globally watch videos
online at least once a week – and in short order the video amassed over 15 million views on
YouTube.
Beyond promotion of the brand in social, general engagement socially has meant that brands
need to look at earned media carefully, and figure out how to participate in ways that make
sense for the business and for the brand. As a case in point, Ford’s head of social media Scott
Monty highlights the need to listen where your customers (and potential) customers are, and
to figure out how to interact with them.
The use of rich content is highly relevant to tourism. For example, Tourism Thailand’s video
on You Tube has attracted more than 500,000 hits, and figures prominently in search (as
does Tourism Australia’s new advertisement). This supports TA’s investment in this type of
approach.

4.5.7 Challenges ahead
The changing digital landscape has meant that the automotive sector has had to adapt to new
ways of connecting with consumers in numerous ways:


Offering their own digital content to suit Dreaming and Choosing stages of the
journey, and building bridges to personal interaction in latter stages



Managing the increasing influence of third party opinion providers



Listening (and responding) to consumer-led discussion of their products in social
media



Reaching out for awareness and consideration with brand-led social media efforts



Adapting digital strategies and the digital/mobile/offline mix to suit various markets

For the travel industry, then, the main lesson is to recognise that as digital poses challenges,
it also provides opportunities for those seeking to understand how their customers are
making decisions, and then responding with offers and channels that help move the
customer from consideration to commitment.
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5 Distribution strategies
by industry participant
This chapter draws together the findings of the stakeholder consultations, highlighting
consistent themes and messages and reflecting on the perceived roles of all industry
participants in tourism distribution.

5.1

Consistent stakeholder messages

The discussions with stakeholders were characterised by a number of consistent themes.
These ranged from a general consensus around the overarching goal of distribution,
challenges faced in reaching this goal, through to the steps that could be taken to overcome
these challenges. While all stakeholders consulted had differing points of view around the
underlying details, the presence of this higher level consensus is important. Key points of
general consensus included:


the need for Australia to go into international markets under one banner



that better cooperation between all levels of government and industry would lead to
better outcomes for all



that there is a current lack of definition around roles and responsibilities in
distribution, leading to frustration about the perceived duplication of resources and
concerns around sending mixed messages to market.

A consistent theme that complements these points of general consensus was that while
government agencies at all levels and industry perceived a duplication of resources and
expressed frustration at this, their current role was not perceived as contributing to this
duplication. Rather, their role fit naturally into the customer purchase cycle to fill a perceived
gap left by another layer of government.
The best example of this was in relation to the current operations of some STOs in overseas
markets. This was cited by many parties as a potential duplication of TA’s role, that confused
the ‘Australia’ message and image. However, the STOs do not perceive this as duplication,
rather as a logical step in helping to ensure that once a customer has decided to come to
Australia, this desire is converted into visitation for that state. The same logic was also cited
by RTOs as a contributing factor for their presence and operations in overseas markets,
implying that once someone decides to come to Australia or their state, they need greater
control of the message about their product, to ensure this is converted into visitation to their
region.
Various industry players also used similar logic as the driver behind establishing overseas
operations. These industry players sought to directly engage and influence their target
markets, as they felt relying on government did not give them enough control over their
product and message. However, it must be noted that such decisions were also taken through
a commercial lens, where return on this overseas investment was measurable.
Underpinning this consistent theme is the implication that each participant seeks to
maximise their returns by having the greatest control over how their product is
communicated to customer and industry in international markets. Relying upon other
parties was felt to diminish this control.
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5.2

Perceived roles of industry participants

5.2.1 Industry: Product providers
The advent of the internet and social media has given product providers the opportunity to
interact with customers at all stages of the purchase cycle. This is a significant change for
industry, as their ability to access customers directly was previously limited to reliance on the
traditional industry structure to get their product out to the market. Product providers can
now provide information and booking services online direct to the customer.

Perceived role
Industry sees a clear delineation in the role of government in distribution starting in the
Dreaming and Planning phases and ending at the Booking phase (i.e. the start of the
commercial transaction). Given a functioning competitive market and the commercial nature
of booking there is no role for government intervention beyond this point. However, the post
holiday Sharing phase was identified as an area where TA, and indeed all industry
participants, had a responsibility.
However, there was a degree of concern expressed by industry over the current role of
government and how this influenced their commercial operations. This included concern
over:


the ability to convert intention to travel to Australia into an actual booking. It was
expressed that government’s interaction with industry to help ensure this conversion
was as important, if not more important, than creating the intention in the first place



the ability to effectively respond to changing consumer preferences and market
conditions being hindered or slowed by multiple layers of government



the resources required to operate these levels of government, the industry resources
required to engage with each layer, combined with a perceived overlap of
responsibilities was felt to divert resources away from market development and
advertising



the level of influence that government organisations, through their suggested
itineraries, could have on changes in demand for their regions and products. Given
this, some participants from industry saw these government bodies as potential
competitors in overseas markets, responding by enhancing their own resources in
these markets to ensure ongoing exposure for their regions or products.

Frustration was also expressed when overseas campaigns spoke very narrowly to a target
market or did not necessary align with the image of Australia that the company had found
successful within this market. A number of industry players expressed a feeling that the
image being portrayed of Australia in target markets was Australia centric. This means
Australia may be presenting an image of what it aspires to be, rather than speaking to the
motivations and desirable perceptions of target markets in these countries. The frustration
around this did not primarily stem from any commercial implications, although it is assumed
that this was a consideration, but rather the inability to influence, share insights or help
shape the campaign within these markets.
The consistent theme running through these concerns and frustrations was that:


in certain circumstances, government processes and actions were resulting in industry
not being able to efficiently connect customers with their products and convert these
to sales



There were few avenues and little opportunity to assist in distribution in key markets
where industry felt their insight could add value and maximise the outcomes for all
parties.
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5.2.2 Industry: Intermediaries
Intermediaries comprise of all organisations in between a customer and a product.
Intermediaries include travel agents (retail and online), inbound tour operators, and
wholesalers. However, from a customer point of view, no distinction is made between
different types of intermediaries. Customers tend only to be aware of the direct link they have
with travel agents or tour operators.
One of the major changes for intermediaries has been the establishment and growth of online
travel agents. The digitalisation of the industry has seen the advent of the online travel agent.
Initially online travel agents focused on flights and accommodation, with limited ability for
customers to book customised packages and complex travel online. However, online travel
agents are starting to respond to customer demand for these products and are developing
more functionality in their sites to allow customers to develop customised packages and book
them online.
While existing travel agents have moved into this online space, and new competitors have
entered the market and continued to grow, retail travel agents continue to play an important
role in the distribution of tourism products. However, their role varies depending on the
market and type of consumer. Generally, there appears to be some consolidation of retail
travel agents, and certainly greater competition through the advent of online travel agents.
In developed markets retail agents are focusing more on their value proposition to
customers, being:


expertise and information that is difficult to find independently (i.e. hiring
experienced staff and greater focus on training)



convenience and ease (still the only way to package several products up into one
transaction without a large investment of time and effort by the customer)



security and support if something goes wrong (customers may not be confident in
their ability to ‘get it right’ doing it themselves, and customers are reacting to events
such as the Ash cloud and considering the safety blanket of an agent).

In less developed markets retail travel agents play an important role in assistance with the
provision of government requirements (eg. visa entry requirements) and allow a variety of
payment mechanisms.

Perceived role
Retail travel agents still have the ability to play a role in all aspects of the purchase cycle, but
the focus of travel agents in the distribution chain is moving more towards a booking
mechanism, and away from Dreaming and Planning. IVS data discussed in Chapter 4, and
industry consultations indicated that it is becoming more prevalent for customers to use
other information sources in the Dreaming and Planning stages, including extensive research
before they even visit a retail travel agent.
While many stakeholders have suggested that the existence of online travel agents has
‘reduced’ the travel distribution chain, they also provide more options for both product
providers to distribute their products, and for consumers to purchase their products.
Stakeholders generally agreed that there would always be a role for intermediaries in
distributing tourism products. However, the extent of this role would vary by market and
segment. Stakeholders suggested generally that intermediaries’ role would become more
niche and move towards specialist advice and consulting services.
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5.2.3 Industry associations
All States have an industry association specifically related to the tourism industry.8 There are
also other related industry associations, such as the Australian Hotels Association, that
exclusively cover hotels and accommodation.
The Tourism Industry Councils (TICs) in each state broadly saw their role to be about
improving the ‘capacity and capability’ of industry, including:


provision of training, such as customer relationship management and information
about online channels, to small tourism product providers



organising networking events to bring tourism product providers together



provision of accreditation systems to encourage quality tourism products (such as
TQUAL)



advocacy and advice on industry matters.

Industry associations saw that they had a key role to play in educating the industry about the
rise of digitalism and the impact that it had on the distribution of their products. A number
of TICs were providing training on the set up of websites, the management of social media
and diversification of distribution channels.
This role however, is also being played by some STOs through the provision of training and
direct assistance to help industry market, sell, and react to posts on their products, leading to
some duplication. It was also questioned whether TICs and STOs had a role to play in
provision of this advice and assistance. For example, is the provision of advice by
government sources crowding out investment by businesses seeking their own advice and
consultancies?

5.3

Regional tourism organisations

Regional Tourism Organisations (RTOs) operate within a State or Territory, but concentrate
on a particular region within that jurisdiction. There are different levels of RTOs and they
operate differently within each jurisdiction. Figure 20 shows the RTOs in each jurisdiction.

8

Note that neither Northern Territory nor the ACT have a dedicated industry council.
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Figure 20Regional Tourism Organisations
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RTOs operate independently, each having their own skill-based Boards and staff. At the
regional level their role includes: tourism marketing, leadership and development, and the
coordination of industry, local government, and community destination marketing.9 They
therefore play a role in various parts of the purchase cycle, however it is primarily for the
domestic market.
For the most part, RTOs tend to concentrate on the domestic market with limited consumer
advertising, and direct trade relationships. However, some RTOs do operate in the overseas
market including coordination of trade missions. This caused concern from some
stakeholders who viewed this role to be more appropriate for Tourism Australia, or the STOs.
Some stakeholders suggested that the RTOs acting in the international sphere created
confusion for overseas trade and wasted limited resources.
Stakeholders generally agreed that the RTO’s role was to focus on working with industry and
government to support the region in growing domestic tourism. For this reason it was
thought that they should work with their State or Territory government, but have little
interaction with TA. Some stakeholders suggested that RTOs are afforded more of TA’s time
and resources than should be the case.
In the case of ATE, one stakeholder suggested that the inclusion of RTOs created confusion,
with one set of branding for the STO and another for each RTO. The lack of coordination
between STOs and RTOs was also raised by another stakeholder who recommended that
STOs and RTOs should combine business planning sessions to ensure coordination and
avoid duplication.
Other stakeholders noted the important role that RTOs play in coordinating and ensuring
information is available for Visitor Information Centres.

9

Australian Government (2011), National Online Strategy for Tourism, p.25
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5.3.1 State Tourism Organisations
Perceived role
There was general agreement amongst STOs about their role and the perceived role of TA in
the customer purchase cycle. STOs see TA’s role as promoting Australia – i.e. the Dreaming
phase. Once a person has decided to come to Australia, STOs see their role as maximising the
likelihood that the person will spend time visiting their state. Based on this logic, STOs do
not see themselves playing in the Dreaming phase. They see their role to be in the Planning
phase and in ensuring that a customer’s decision to visit Australia is converted into arrivals
and expenditure within their state.
All STOs see a core part of their role within this space to be the provision of information to
customers planning their trip, ranging from information on specific attractions, experiences
and regions, through to providing sample itineraries for regions, activities or time periods.
However, the way STOs go about communicating with customers in international markets
about their offerings differs, primarily due to the different sizes of the STOs.
Smaller STOs, realising their budget constraints and limited ability to influence the
international market, placed greater importance on the role that TA plays and expressed the
desire to ‘leverage’ their brand off this role. While these smaller STOs still allocate a
proportion of their budget to overseas marketing and representation, it was recognised that
the return from this overseas investment is maximised through cooperation with TA.
This relationship also has the ability to cause tension. This arises when TA, in its push to
market Australia, is not in the STO’s eyes portraying the state’s key strengths or targeting its
key markets. This may stem from not using the best footage of the state, requiring funding
contributions which are not felt to provide value-for-money, or not aligning with the STO’s
current marketing push or events calendar. In response to this, STOs may use what little
overseas marketing budgets they have to try and address this perceived misrepresentation of
their state’s core strengths.
STOs of larger states also acknowledged that their return from overseas investment is
maximised through coordination and cooperation with TA. However, given their budgetary
positions, if they perceive TA is not portraying the state’s strengths or talking to its key
markets, they have the overseas resources to rectify this through overseas marketing and
trade initiatives.

Implication of the current role played by STOs
Stakeholder views varied on the respective roles of TA and the STOs. One perspective was
that any activity by STOs in overseas markets is a simple duplication of marketing spend that
lacks coordination, leads to fatigue of the Australian product, and creates confusion around
the core Australian brand.10
The other perspective is that it is logical and expected that STOs, where possible, will
promote their brand in international markets. This is a prisoner’s dilemma type scenario,
whereby the return on investment to all STOs and TA is maximised when there is
coordination and a clear delineation of roles – i.e. all STOs forgo any marketing and
distribution activity that could create confusion around the Australian brand. Under this
scenario, the benefits stemming from the coordinated approach (realised through greater
clarity in message and economies of scale savings on overseas market spend and budget
allocation), outweigh the costs. All parties involved will be collectively better off.

10 One example given was the need for industry representatives to attend multiple overseas missions, events and training seminars,
rather than one coordinated push where resources could be pooled to maximise outcomes. Another example was an overseas
journalist who had been offered ten independent invites to visit Australia throughout the year (including a number of different
government bodies) even though they only had one opportunity to write about Australia.
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However, in this scenario, if STO A feels that in marketing Australia, TA is not promoting its
strengths, target markets or key messages, then it has an incentive to undertake its own
activities in order to maximise return on investment. Once STO A decides to do this, there
will be pressure (industry pressure, political pressure and pressure to protect market share)
on other STOs to follow suit. Under this scenario all parties are collectively worse off.

Clarity around roles vs. increased coordination of efforts
The example painted above uses a simplified theoretical construct that can be useful in
explaining the thought process and rationale behind STOs’ overseas investment in marketing
and trade representation. The example does not however speak to the motives of the parties
involved. The stakeholder consultation indicated that, for the most part, STO actions in this
space were not an attempt at gamesmanship, seeking to better other STOs, or encroach on
TA’s role in promoting Australia.
Rather, it was a simple lack of ability to control and coordinate their messages to their target
international markets, than the product of any competitive tension between the states or TA,
that led to their perceived need for international marketing and trade representation. This
lack of ability to coordinate was a strong and consistent theme that ran through all
government and industry consultation.
Stakeholder consensus and political reality indicate that large STOs are going to continue
their presence in overseas markets, although current pressures on state budgets were cited as
a reason for a rationalisation or cutback in the scale of this presence. What was sought
however were consistent, predictable and flexible ways for STOs to better coordinate their
messages and content under an ‘Australian’ banner, when going into overseas markets. A
number of reasons where cited as to why this coordination is not occurring in an efficient
manner:


planning cycles are too short when tied to the annual budgetary process. Two to three
year rolling cycles are required to allow for coordination of government activity and
industry involvement



planning cycles and messages are often altered at short notice, undermining attempts
to coordinate



ad hoc opportunities and events resulted in deviation from planning cycles and created
perceived duplication.

5.3.2 Tourism Australia
Industry consensus was that TAs role was primarily within the Dreaming phase, promoting
Australia. Subsequent to this agreement, most discussion focused on what TA’s role
encompassed beyond this phase, specifically in converting this desire to visit Australia into
actual bookings. With facilitating the Dreaming then Planning of a trip to Australia, comes
the associated responsibility of making booking as easy as possible, so as to convert
intentions into tangible benefits to industry and wider society.
However, acting on this responsibility has the potential to cause conflict given that booking a
holiday is a commercial transaction in which the responsibility lies with industry. Hence the
challenge for TA, and to a lesser extend the states, is how to facilitate and shepherd
customers seamlessly to the Booking phase, without encroaching upon industry’s role.
Past activities TA has undertaken to facilitate conversion include the Australian Tourism
Exchange and the Aussie Specialist Program. Both try to provide mechanisms that help to
ensure that a customer’s decision to come to Australia is converted into a booking.

5.4

Australian Tourism Exchange

The Australian Tourism Exchange (ATE) is the largest tourism trade show in the Southern
Hemisphere. It is focused on providing a forum for Australian tourism businesses to
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showcase their products and establish business links with the people and organisations that
take Australian tourism to the international market place. Tourism Australia coordinates the
annual ATE in partnership with each State and Territory Tourism Office. ATE is held in a
different state or territory of Australia each year. The event is divided into two separate
geographic modules (East and West) and follows a formal appointment schedule structure.
In relation to the ATE, the consistent theme across stakeholder consultations was that ATE is
a highly valued and necessary event, but the format of the event needs to be reformed. There
was a general sense and feeling that ‘the current format has run its course’.

5.4.1 The value of ATE
In consultation with stakeholders, the most commonly cited benefit of ATE was relationship
building and maintenance. ATE provides the opportunity for attendees to meet face to face
with their international contacts and build on existing relationships. One of the highly valued
attributes that stakeholders felt should be upheld and further developed was the involvement
of new and innovative products at the event. Not only does ATE allow overseas operators to
identify these new offerings, but it is a chance for Australia to promote new ideas and
increase awareness of products and experiences that may be less established. The
international exposure of Australian tourism products is seen as a major advantage of ATE.
Traditionally, ATE has been used as a contracting forum. While this still occurs, stakeholders
indicated that the focus of the event for the Western markets has moved away from
establishing contractual arrangements and more towards developing and maintaining
industry relationships. It was thought that Eastern markets were still using the event as a
contracting forum, but not to the same extent that Western markets had historically.
The event also provides opportunities for representatives of the international travel trade to
experience Australia first-hand, and ensures they are equipped and inspired to send visitors
to Australia. Ideally the attendees at ATE will essentially become advocates for Australia in
the international market.
As well as providing value to its participants and the Australian tourism industry, ATE fills a
coordination role. Industry participants in Australia are very fragmented and may not have
sufficient resources to pull together one large event such as this. In addition, having one
event for the whole of Australia prevents the need to have separate events for each state and
territory. Having said this, STOs do still run their own smaller versions of ATE for industry
that cannot attend ATE.

5.4.2 Opportunities for reform
While the value of ATE is highly regarded, there were some common issues raised during
consultation:


the event is very expensive for both participants and STOs



the event goes for too long, with participants struggling to spend five days away from
their business



the location of the event caused some concern in 2012, and may have impacted on
attendance.

In considering these issues, stakeholders were forthcoming with a series of reforms that
could be considered as opportunities to improve ATE. These considerations have come direct
from stakeholders and many of them were common themes throughout the consultation
process. The considerations for reform are outlined briefly below:


the length of the event could be shorter in terms of the days that people need to
commit, and the East and West modules could be merged to create a ‘shorter more
condensed’ event (as has been announced for the ATE 2013)
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the location of ATE could be focused only on the East Coast rather than hosting it in a
different state or territory every year



the frequency of the event could be re-assessed, with some stakeholders suggesting
there is an opportunity to hold ATE every year, but others indicating that a bi-annual
event would be better



the types of participants that are invited to attend ATE could be re-assessed to ensure
the event targets the right groups. Common themes from stakeholders were the
possible expansion of the scope of attendees, and not wanting to see the same people
every year



greater flexibility was a concept with mixed reviews. Several stakeholders identified
the need for increased flexibility in terms of less structured appointments, and greater
ability to attend only those sections from which they gain value. Conversely, others
thought the formal structure worked well, with one stakeholder suggesting it created a
business focused environment



the management of the event could be contracted out to an events management
company, while Tourism Australia keeps oversight and control. This would need to be
assessed to identify whether it would prove more cost effective and efficient



the possibility of including a customer fair at the conclusion of the event was
identified, but would need to be assessed further to identify whether this would be
valuable and worthwhile to participants.

5.5

Aussie Specialist Program

The Aussie Specialist Program (ASP) is an online training program offered to international
travel agents to give them the knowledge they need to sell and promote Australia through
their agency. Stakeholder feedback on ASP has been mixed, but a common theme coming
through consultations was that the program is resource and cost intensive. This is partly
driven by the fact that ongoing development of the content is needed to ensure the program
is up to date, and the quality is consistent over time.
Responses from industry have been positive, with many agents suggesting it is valuable, and
government organisations feeling that is has been successful. There is a consistent story
across the industry that travel agents and other intermediaries are still important for the
distribution of Australian tourism. Therefore, most stakeholders felt it was still important to
maintain the knowledge and awareness of travel agents in Australia’s international markets.
Based on information provided by government stakeholders, the program appears to work
better when it is more targeted and focused only on travel agents that are willing to invest
significant time and energy into the program. For example, some stakeholders mentioned
there may need to be an ongoing requirement to complete training modules to remain an
Aussie Specialist, and metrics could be placed around the program to target agents that bring
the most value to Australia.
There may also be an opportunity to make customers more aware of the Aussie Specialist
Program, to encourage the use of knowledgeable agents who are more likely to facilitate a
trip to Australia.
While most stakeholders responded positively to the program, there were some stakeholders
that felt it should not continue. The return on investment was often questioned, due to the
high cost, but actual return on investment is difficult to measure given there are no metrics
around the program. Some stakeholders also questioned the fundamental need for the
program, suggesting that content rich information can now be provided through websites
rather than training modules and agents would have an incentive to seek this information if
they want to sell tourism to Australia. Some well established travel agents also felt that they
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were able to generate their own training and did not feel it was the government’s role to step
into this market.
In general, the effectiveness and relevance of the program also depends of the market. ASP is
potentially less relevant where travel agents play a smaller role, or where knowledge of
Australia is already high. This is the case in New Zealand, where ASP has actually been
removed because it was no longer valued by agents. In this market, agents felt they already
knew enough about Australia without the program. In a market such as the UK however,
where travel agents still play a major role, the program is well respected and valued. Another
market segment to consider is emerging markets. In countries such as China, feedback has
been very positive, and it appears to be a good mechanism to encourage Chinese travel
agents to focus on Australia.
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6 The role of government
in tourism distribution
6.1

The justification for government
involvement

Australian state and territory governments provide significant support to the Australian
tourism industry. The reasons why government provide distribution assistance to the
tourism industry are varied, but two primary justifications stand out:


The first is the correction of the adverse effects resulting from the failure of ‘private’
markets to function efficiently. Three market failures are most relevant to tourism:
–

The most commonly cited market failure is the existence of positive and
negative external effects (externalities or spillover effects). The failure of private
parties to take into account external effects means that their decisions do not
necessarily fully reflect the true cost (or benefit) to society of their actions. As
individual tourism organisations do not capture the full benefit of their
marketing, there may be an underproduction of destination marketing without
government involvement.

–

Public goods are goods or services that would either: not be produced by the free
market (i.e. pure public goods); or would be impractical for private markets to
provide (i.e. quasi-public goods). All public goods exhibit two particular
characteristics:
◦

non-rivalry — this means that the consumption of the product by one
person does not affect the ability of others to consume the product

◦

non-excludability — this means that it is not possible to provide the
product to one person without the benefits of the product being available
to others. With quasi-public goods, excludability is possible but
prohibitively excessive.

In general, public goods must therefore be provided collectively in some form,
either through direct government provision (e.g. national defence) or through
compulsory membership schemes (as is done in a number of agricultural
sectors)
–



Another market failure may be ‘information asymmetry’ whereby the lack (or
unequal distribution) of information about products distorts the market, since
buyers are not able to undertake the optimal choice according to their own
utility.

The second is the promotion of economic development. Promoting economic
development is seen as a means of improving employment opportunities (i.e. reducing
unemployment), and so increasing living standards. While there is also little dispute
about the appropriateness of this underlying objective, the challenge is determining
the most appropriate means of pursuing this objective (i.e. particularly the role that
assistance to industry in its various forms should play).

Tourism distribution (and its various elements) embodies each of these justifications for
government action.
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Tourism promotion can be performed privately; there are examples of private tourism
companies that have significant promotion budgets. However, most such companies promote
the company (e.g. an airline or hotel brand) rather than a destination, and it is difficult to
suggest that any Australian companies have significant international advertising campaigns
specific to a destination (i.e. as compared to, say, Disneyland).
As the success of the majority of tourism business are tied to the popularity of the destination
in which they are located, rather than needing to advertise their own business at a national or
international level, they benefit most from destination promotion.
Private provision of destination promotion suffers from being a public good. It is in the
interests of most tourism businesses to try to attract international visitors, yet each
individually has little incentive to spend money on national promotion activities; this is a
public good with the inherent incentive to free ride on the provision of promotion by other
businesses.
As a result of these characteristics, there is a common understanding that overseas
marketing (i.e. coordinated destination promotion) has a clear need for government
involvement:


‘certain types of government assistance are often considered to be particularly
worthwhile. Export assistance, market development, assistance with R&D or training,
are all deemed to be more ‘positive’ forms of assistance, because they are seen as
improving industry competitiveness.’11



‘there is a prima facie case for government involvement in tourism markets, a case
which is strongest in relation to issues of coordination such as tourism marketing’.12



‘public intervention is justified by the nature of public goods and the market failure
they create. In fact, if marketing and promotion are left to the private sector, the risk is
of undersupply, due to the free-rider problem’.13

Hence, there is little dispute about the appropriate role for government in attempting to
overcome the adverse effects of market failures. Here debate is about the scope of such
government action, given the ability, in practice, of governments to identify significant
failures and intervene in a cost-effective manner.
Similarly, there is also little dispute that there are gains to be obtained increasing the
attractiveness of Australia to overseas tourists.14 Again the question is the extent to which
governments can undertake such investment; what is the most appropriate means,
particularly within a federal system where specific assistance is often provided by one state
or local government seeking to attract investment at the expense of other states or local
governments within Australia?

11 Industry Commission 1996, State, Territory and Local Government Assistance to Industry, Report No.55, AGPS, Canberra,
p.30.
12 Access Economics 2010, Perth Hotel Economic Impact Study: Final Report, Tourism Western Australia, p.35.
13 As cited by Giacomo Grossi and Alberto Scappini 2010, National Tourism Policy - Analytical Framework for the Evaluation of
Efficiency and Effectiveness: the Case of Italy, Università della Svizzera Italiana, p.22
14 For example, confirming a number of other studies, Kulendran and Divisekera found that Tourism Australia marketing
expenditure has a positive effect on international tourism demand. Indeed, the overall average performance of the TA marketing
strategy estimated dollar return per dollar invested in international tourism marketing is 8:1. See Nada Kulendran and Sarath
Divisekera 2006, Australian Tourism Marketing Expenditure Elasticity Estimates, Sustainable Tourism CRC, p.v.
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6.2

The scope and allocation of roles across
governments

As noted in section 6.1, the challenge is not so much justifying a role for government in
tourism distribution, but instead in understanding:


where the boundaries of such support should be, and relatedly



the roles of different governments.

The concept of subsidiarity has often been used to provide some guidance as to the
appropriate tier of government responsible for any particular function. The principle of
subsidiarity is that the power to implement policy should reside with the lowest tier of
government where practically possible.
However, the question is one of assessing what ‘practically possible’ could mean.
Where government intervention targets market failures that are national (or crossing state
and territory borders), then such assistance should be provided at the national level. This is
most likely to be undertaken by the Commonwealth, or undertaken in a coordinated fashion,
led by the Commonwealth).
The brand awareness of Australia has public good characteristics that justify the
Commonwealth managing its development and maintenance.
The real challenge is that in the distribution space a number of activities are duplicated by TA
and STOs and RTOs. That is, in many instances TA, STOs and RTOs undertake duplicate
functions in competition with one another (e.g. leading trade delegations to particular
markets to meet travel agents or ITOs, attending trade and consumer shows, etc).
We have heard differing views as to the efficacy of this duplication:


some stakeholders viewed the duplication as an inefficient use of resources, and
potentially damaging if sending mixed messages about Australia



other stakeholders expressed the view that this duplication is an appropriate use of
resources as it is necessary to move overseas consumers from thinking broadly about
Australia, to thinking about specific destinations within Australia.

The Productivity Commission noted that state tourism assistance has been variously shaped
by several broad factors including:


a general link to state strategic plans



innovation strategies



identification of priority industries



regional development objectives



business location incentives and support for events.15

15 Productivity Commission 2011, Trade & Assistance Review 2009-10, Annual Report Series, Productivity Commission, Canberra,
May
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Additionally, a number of STO and RTO representatives specifically noted that the real
politic of tourism means that, even if not necessarily efficient, there will always be demand
for some duplication of effort because:


there is political and industry pressure



there is a ‘prisoner’s dilemma’.16 That is, while it makes sense for State A and all states
to stop doing certain activities (i.e. the savings exceed the forgone benefits), if State A
stops the activities and other states continue, then State A will lose visitor market
share. Hence, all states will continue the activities and will be collectively worse off.

In the Industry Commission’s seminal study of state industry assistance it noted that:
Most governments recognise the costs of jurisdictional rivalry when it involves
selective assistance to firms. But they find it difficult to withdraw from what they see
as a prisoners’ dilemma because of the perceived costs of withdrawal, both economic
and political. There is also recognition that any substantial reform will require
concerted collective action by all States.17
The appropriate role for a government is dependent on the presence or absence of crossborder spillover effects created by that tier of government when carrying out a certain
function. This functionalist view of subsidiarity recognises that where a function of
government carried out by a state (e.g. overseas tourism distribution) does not generate
cross-border spillover effects, that function should reside with the state or territory.
We are of the view that while there may be some inefficiency in the way that there is a
duplication of effort, this is a natural consequence of competitive behaviours, and is not
appropriately categorised as a spillover.
Australia is not alone in trying to balance the needs of different governments in the tourism
space:
Switzerland being a federal state, tends to organise things along federal lines. Tourism
policy is thus not the preserve of any single political entity. The federal, cantonal and
local authorities each look after their own problems in accordance with the principle of
subsidiarity. Tourism policy is not therefore determined at a single level. However, due
to ever greater internationalisation, the federal government and its institutions play an
increasingly important role in the area of strategic management of Switzerland’s
tourism policy.18
Applying this subsidiarity principal, we are of the view that:


the development and maintenance of Australia’s brand image (i.e. stimulating demand
for tourists to even think about coming to Australia) is something that resides with the
Commonwealth.



the development of domestic industry-wide initiatives with obvious spillover impacts
(e.g. training and workforce planning) should reside with the Commonwealth, with the
states playing a supporting role (even if execution is on a jurisdiction by jurisdiction
basis)

16 Giacomo Grossi and Alberto Scappini 2010, National Tourism Policy - Analytical Framework for the Evaluation of Efficiency
and Effectiveness: the Case of Italy, Università della Svizzera Italiana, p.21.
17 Industry Commission 1996, State, Territory and Local Government Assistance to Industry, Report No.55, AGPS, Canberra,
p.xxxiii.
18

Organisation for Economic Co-operation and Development 2000, Swiss Tourism Policy - A Synthesis, OECD, Paris, p.8.
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the development of local specific tourism products should be devolved to the lowest
capable level of government
the stimulation of demand for specific tourist destinations within Australia is
ultimately the responsibility of STOs and RTOs, but should be done consistently with
the broader national tourism strategy. In this respect, Tourism Australia should have
carriage for leading a more coordinated national distribution strategy, and taking a
proactive role facilitating STO, RTO and industry activities. Specific issues to support
these broad observations are addressed in Chapter 5.

6.3

Evidence that identifies the current
allocation of roles

Current spend by Tourism Australia and STOs matches their own perceived primary role in
the customer purchase cycle. Tourism Australia’s spend is heavily focused on communicating
directly with the customer, or communicating with the customer in partnership with industry
(trade co-op). This aligns with the concept highlighted in 6.2 that Tourism Australia is
expected to develop and maintain Australia’s brand image, meaning a need for direct
consumer marketing.
STOs have a more balanced spend pattern, with some focus on direct consumer marketing,
but a heavier focus on industry activities such as communicating with customers in
partnership with industry, and industry engagement through trade development, events and
missions. This industry focus aligns with the expectation that STOs would focus on tourism
products and specific destinations, which means working more closely with product
providers and other industry participants. It is also aligned with their role in supporting
planning and driving conversion. The fact that a reasonable proportion of their spend goes
towards direct consumer marketing also demonstrates the potential ‘duplication’ referred to
in section 6.2.
The overall separation of funds between consumer focused activity and trade related activity
can be seen in Figure 21. Note that trade co-ops should be seen as a combination of
consumer and trade related activity.

Figure 21 Marketing budget data (2011-12, excluding ATE and ‘other marketing’)
100%
Events & missions (trade-related)

90%
80%

Trade development (training, f amils)

70%
60%

Trade co-op (brand advertising,
campaigns, events etc)

50%
40%

PR, IMHP & Media famils

30%
20%

Consumer marketing (events,
promotions and advertising)

10%
0%
TA

All STOs

Source: Tourism Australia and STOs. Note, data for two STOs have been excluded from this aggregate analysis due
to inconsistency in the data submitted. This exclusion is not deemed to significantly change or alter the findings
contained within the analysis.

As a whole this graph demonstrates that STOs have a stronger focus on trade compared to
Tourism Australia, which focuses more on consumer marketing. The activities undertaken by
each state and territory do vary however, with some STOs having a stronger trade focus than
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others. Figure 22 shows that while each state and territory differs in their proportional spend
on trade related activity, all STOs consistently spend a lower proportion on consumer direct
marketing activities than Tourism Australia.
Figure 22 Marketing budget data by State/Territory (2011-12, excluding ATE and
‘other marketing’)
100%

Events & missions (trade-related)

90%
Trade development (training, f amils)

80%
70%
60%

Trade co-op (brand advertising,
campaigns, events etc)

50%

PR, IMHP & Media f amils

40%
30%

Consumer marketing (events, promotions
and advertising)

20%

Trade

10%

Consumer direct

0%
TA

All STOs

Individual states and territories

Source: Tourism Australia and STOs. Note, data for one STO has been excluded from this analysis due to
inconsistency in the data submitted. This exclusion is not deemed to significantly change or alter the findings
contained within the analysis.

While STOs have a stronger focus on trade than Tourism Australia, activities that are solely
trade related (ie trade development and events and missions) only account for up to 30% of
overall marketing spend by states/territories. Another interesting point to note is that some
states/territories spend nothing or a very small percentage on ‘consumer marketing (events,
promotions and advertising), where as two STOs spent almost 20%. Similarly, one
state/territory has no reported expenditure on events and missions, focusing more on trade
development and trade co-op.
Since 2008-09, the proportion of funds spent on trade co-op has increased for both Tourism
Australia and the STOs; the increase coming from a slight reduction in consumer direct, as
seen in Figure 23. This shift from consumer direct to trade co-op suggests a growing
engagement between government and industry in marketing spend, and in engagement with
customers.
Figure 23 Marketing budget data (2008-09, excluding ATE and ‘other
marketing’)
100%
Events & missions (trade-related)

90%
80%

Trade development (training, f amils)

70%
60%

Trade co-op (brand advertising,
campaigns, events etc)

50%
40%

PR, IMHP & Media f amils

30%
20%

Consumer marketing (events,
promotions and advertising)

10%
0%
TA

All STOs

Source: Tourism Australia and STOs. Note: data for three STOs has been excluded from this analysis due to either
inconsistency in the data submitted or a lack of historical data available.
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Appendix A Abbreviations
ASP

Aussie Specialist Program

ATE

Australian Tourism Exchange

BDA

BDA Marketing Planning

CAGR

compound annual growth rate

EDM

electronic direct marketing

FIT

free and independent travel

GDS

Global Distribution System

IVS

International Visitor Survey

LCC

low cost carrier

OTA

online travel agent

NZ

New Zealand

PwC

PricewaterhouseCoopers

RTO

regional tourism operator

STO

state tourism operator

TA

Tourism Australia

TNS

TNS

UK

United Kingdom

UNWTO

United Nations World Tourism Organisation
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Sources

Appendix B Sources
Access Economics 2010, Perth Hotel Economic Impact Study: Final Report, Tourism
Western Australia
Australian Government 2011, National Online Strategy for Tourism
BDA 2012, Marketing Planning, Desired Planning and Booking to Australia, 2012
Commonwealth of Australian 2009, The Jackson Report On behalf of the Steering
Committee Informing the National Long-Term Tourism Strategy
Giacomo Grossi and Alberto Scappini 2010, National Tourism Policy - Analytical
Framework for the Evaluation of Efficiency and Effectiveness: the Case of Italy, Università
della Svizzera Italiana
Industry Commission 1996, State, Territory and Local Government Assistance to Industry,
Report No.55, AGPS, Canberra
Nada Kulendran and Sarath Divisekera 2006, Australian Tourism Marketing Expenditure
Elasticity Estimates, Sustainable Tourism CRC
Nielsen 2011, Outbound Travel Report
Organisation for Economic Co-operation and Development 2000, Swiss Tourism Policy - A
Synthesis, OECD, Paris
Productivity Commission 2011, Trade & Assistance Review 2009-10, Annual Report Series,
Productivity Commission, Canberra, May
TNS, Digital Life, 2012
Tourism Research Australia, International Visitors Survey, 2002 – 2012.
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Stakeholder consultations

Appendix C Stakeholder
consultations
Table 2 Companies who participated in telephone consultation
Industry telephone consultations
Accor

Kangaroo Tours

Air Asia X

Kuoni

Anthology

Luxury Lodges of Australia

AOT Group/Summer Holidays

MakeMyTrip

Asia Voyages

Mappamondo

ATDW

Mode Tour

ATS Pacific

Panarama Tours

ATS Pacific

Parker Travel Collection

Australian Tour Specialists

Quicksilver Connections Ltd

Australie Tours

Restaurant and Caterers

Canadian Tourism Commission

SeaLink

China UnionPay South Pacific

Shanghai Railway Int'l Travel Service Co.

Cox & Kings Ltd

Singapore Airlines

Crown

Southern World (North America)

DERTOUR

Sovereign Hill

Down Under Answers

STA Group

Dwidaya Travel

Sunway Travels

Expedia.com

Sydney Showboat

Explorer Fernreisen

Toureast Group of Companies

Finesse South Pacific (Italy/Spain)

Tourism and Transport Forum (TTF)

Gold Coast Tourism

Tourism NZ

Google

Trailfinders

Gullivers Travel Associates (Hong Kong) Limited

TTNQ

GZL

Tuniu.com

Hamilton Island

V-Tour Zhejiang

Hana Tour

Virgin Australia

Jetset Travelworld Group

Web N Travel

Jetstar

Wotif.com

Jetstar Japan

Table 3 Companies who provided a written submission
Written submissions
CHIARIVA by Vivamondo (Italy)

Hertz Australia Pty Ltd

Cividin (Italy)

Individual’s submission

Emporium Hotel (Qld)

JCM Destination
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Stakeholder consultations

Written submissions
Flight Centre

JTB Australia

GD Nanhu International Travel Service Co. Ltd.
(Australian, New Zealand, Canada and USA
Region) (China)

Port Arthur Historic Site Management Authority

H.I.S

Tuniu (China)

Hayman

YHA Australia

Table 4 Consultations with industry councils
Industry Councils
Tourism Council WA

Queensland Tourism Industry Council

Tourism Industry Council NSW

AHA WA

Tourism Industry Council Tasmania

Australian Federation of Travel Agents

South Australian Tourism Industry Council

Australian Tourism Export Council

Table 5 Consultations with Tourism Australia and STOs
Tourism Australia and STOs
Destination NSW

Tourism Queensland

South Australia Tourism Commission

Tourism Tasmania

Tourism ACT

Tourism Victoria

Tourism NT

Tourism WA

Tourism Australia (including regional offices)
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Customer markets

Appendix D Customer
markets
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Use of internet and online channels by market
Dreaming
Online

Planning
Offline

Internet

Travel
agent

Friends &
relatives

Destination

Booking
Guide
books

Any part
of trip
online

Airfare
online

Accommo
dation
online

Did not use Internet
in Australia

Used Internet
in Australia

Sharing
Would not
share using
social media

Would share
using social
media

China

Japan

South
Korea

Singapore

India

United
Kingdom

Germany

United
States

Indonesia

Brazil
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A1 – China
Summary
The Chinese market can be characterised by the following:


A strong consumer desire to plan and book online which translates into high use of
online sources for planning but lower than average use of online sources for actual
booking. This difference between the consumer desire and actions in the booking
process stems from structural and political factors influencing the Chinese travel
industry, such as a tightly controlled market and lack of online payment systems.



The use of conventional offline travel agents is declining, with the internet the most
common source of information in the planning phase, and of growing importance in
the booking phase (although it is growing from a low base).



Consumers heavily engage in online sources for information on travel destinations,
with traditional information sources such as travel books, guides and brochures
playing a less significant role.



Consumers are still hesitant to book online, with 86% of holiday visitors to Australia in
the year ending March 2012 not booking any element of their trip online. (Compared
to 54% as an overall average from Australia’s long haul markets).



Social media sites such as Sina Weibo are commonly used by Chinese consumers as a
means of sharing their travel experiences.

Figure 24 traces the penetration of online and social media channels across all five stages of

the purchase cycle for Chinese holiday visitors to Australia.

Figure 24 Percentage of visitors using the internet and social media (China)
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Source: Tourism Research Australia, IVS, March 2012.

Dreaming and planning
TNS’s Digital Life is a global study into customer’s attitudes and behaviours online. It is
based on conversations with over 72,000 people in 60 countries and provides insights to all
industries that seek to communicate with their customers through digital channels. Hence,
the Digital Life used within this report is not tourism specific, but speaks to the behaviour
and attitudes of potential customers in target markets. Insights from Digital Life China 2011,
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show that China is a market driven by the need for expression and engagement. Hence,
connecting with Chinese consumers during the dreaming and planning stages of their trip
through networks of influence is important.
Table 6 shows the average number of touch points accessed by a Chinese consumer during a

product purchasing decision. A touch point is essentially any source of information, hence
four online touch points refers to four online sources being consulted during a stage in the
purchase cycle. The table shows that:


Chinese consumers use more online touch points than offline touch points across
purchase stages. Online advocacy is strong in China, in fact the strongest globally19



brand generated touch points (ie official product sources) are used more than
consumer generated touch points (ie review sites and consumer generated content).
However the gap between the two narrows as the consumer moves from the ‘becoming
aware’ phase to the ‘choose product’ phase. Brand advocacy represents a huge
opportunity, but also one with a lot of competition.

Table 6

Touch points accessed by Chinese Consumers across the purchasing decision

Average number of
touch points

Purchase Stage 1
‘Become Aware’

Purchase Stage 2
‘Choose product’

Purchase Stage 3
‘Decide where to buy’

Online

4.0

3.5

3.0

Offline

1.7

1.5

1.4

Consumer generated

2.4

2.2

1.9

Brand generated

3.3

2.8

2.5

Key sources

Word of mouth, consumer views on microblogs, consumer reviews

Source: TNS 2011, Digital Life China.

Table 7 shows the proportion of Chinese consumers who would use, or have used various

information sources when planning long haul holiday travel or holiday travel to Australia.
The table presents three data sources and a comparison to the average across all countries.
The table shows that Chinese consumers use the internet as a research tool for travel more
than any other medium but also use conventional travel agents more than average globally.

19 TNS 2011, Digital Life China.
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Table 7

Information sources used for travel planning in China compared to average of
all countries (2012)

Information Source
General internet*
Travel advice websites
Friends or relatives who
have been to Australia
Gov Tourism Site
Guide Books
Travel booking website
Travel Agent
Brochures
Airline
Online social networking
Friends or relatives who
live in Australia

BDA

Omni Current

IVS (YE March 2012)

China
74%
66%
50%

All Countries
78%
54%
51%

China
84%
49%
53%

All Countries
76%
43%
44%

China
64%

All Countries#
78%

14%

14%

55%
48%
53%
47%
29%
28%
43%
24%

50%
46%
41%
38%
36%
29%
26%
25%

37%
40%
34%
44%
37%
31%
37%

35%
36%
34%
31%
39%
24%
31%

0%
9%

1%
21%

33%

20%

0%

1%

10%

20%

Source: BDA Marketing Planning, 2012; TNS Omnibus 2012; IVS 2012.
*Due to the need to reconcile three different sources, general internet refers to the net number of people using the
internet as a channel for planning (IVS and Omni) and those that performed a ‘general internet search’ (BDA).
# IVS comparison data includes all of Australia’s international holiday visitor markets excluding NZ

Figure 25 shows how the use of selected information sources has changed over time for
Chinese holiday visitors to Australia. The figure shows:


the internet has become increasingly more significant for Chinese holiday visitors to
Australia since 2010. Since 2011 it has been used more than traditional sources of
travel information, such as brochures and travel agents



since 2010, reliance on travel agents has decreased. For the year ended March 2010,
52% of Chinese holiday visitors to Australia used a travel agent to plan their trip. This
decreased to 33% for year ended March 2012.

PercentageofholidayvisitorstoAustralia
usinginformationsourcetoplantrip

Figure 25 Percentage of Chinese holiday visitors to Australia using selected information
sources to plan their trip (YE March 2008 – YE March 2012)
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Source: Tourism Research Australia, IVS, March 2012 (Q72, 73).

Figure 26 shows how Chinese holiday visitors to Australia in the year ending March 2012 used

the internet during the planning phase of their trip, compared to the average of all
international markets excluding New Zealand.
The figure shows that Chinese holiday visitors to Australia:


have a higher propensity to use the internet to find out more about Australia once they
have decided to visit, than for any other purpose. 73% used the internet for this
reason, compared to the market average of 56%
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use the internet more than the market average in order to source a travel agent (23%
and 12% respectively)



use the internet at a lower rate than the market average when sourcing information
about accommodation (22% compared to 44%), transport options and when
organising visas (15% compared to 33%).

These findings tie in with the broader observation that countries that have a higher
propensity to use the internet to find a travel agent have a lower propensity to then use it for
finding information about activities, accommodation or transport.
Figure 26 Proportional use of internet from the dreaming to the booking stage (Chinese
holiday visitors to Australia YE March 2012)
PercentageofinternationalholidayvisitorstoAustraliausingthe
internet(YEM
arch2012)

80%

Average for all markets excluding NZ
(YE March 2012)
Ch ina
60%

40%

20%

0%
To help decide
whether or not to
visit Australia

To find out more
To help plan your
about Australia
Australian trip
after you decided to
itinerary
visit

To find a travel
agent for Australia

To find out about
events or activities
within Australia

Use o f In tern et by p urpose

To look for airfares
or air schedules: for travel to
Australia

To look for airfares
or air schedules: for travel within
Australia

To help plan other
transport options
within Australia
(e.g., car rental,
public transport,
etc.)

To find out about To organise VISA's
accommodation in
and travel
Australia
insurance relating
to this trip to
Australia

Source: Tourism Research Australia, IVS, March 2012

Booking
Table 8 shows the proportion of Chinese consumers who would use or have used various
booking channels when purchasing long haul travel or travel to Australia. The table presents
three data sources and a comparison to the average across all countries
The table shows that:


Chinese consumers show a strong desire to book through online channels. However,
reported behaviour indicates this desire or intention is not carried through, with
Chinese visitors more likely to a book through offline travel agents. All offline booking
channels are generally used in higher proportions relative to the market averages



the differences between the three data sources indicates that while there is a high level
of aspiration and intention to book online, the actual level of online booking by visitors
to Australia is very low. This gap between consumer desire and actual behaviour
reflects the current market structures and government requirements in China, as well
as cultural factors.
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Table 8
Proportional use of booking channels: China compared to average of all
countries (2012)
Booking channel to
Australia

BDA
China

Omni Current

All countries

Net online

IVS (YE March 2012)

China

All countries

China

All countries

70%

62%

14%

46%

Travel agent (offline)

63%

47%

35%

28%

Travel agent
(online)

39%

37%

13%

17%

Directly through airline
(online)

29%

34%

29%

31%

11%*

32%*

Accommodation provider
(online)

20%

29%

29%

23%

8%#

25%#

Other booking website

29%

27%

19%

16%

Tour operator (online)

27%

22%

20%

18%

Tour operator (offline)

30%

21%

15%

17%

Directly through airline
(offline)

26%

18%

21%

17%

Other online source

14%

17%

7%

8%

Accommodation provider
(offline)

17%

14%

26%

18%

4%

5%

Other offline source

Source: BDA Marketing Planning, 2012; TNS Omni
*Due to data limitations, these percentages refer to the percentage of holiday visitors who booked their international
airfare online (not necessarily directly through an airline)
#Due to data limitations, these percentages refer to the percentage of holiday visitors who booked their
accommodation online (not necessarily direct through an accommodation provider)

More detailed information derived from Tourism Australia’s Consumer Demand Project,
Deep Dive Survey, conducted by BDA, demonstrates this trend across different elements of a
customer’s trip. For all elements of their trip, the majority of customers that booked through
a travel agent did so in person rather than online, by email or by telephone. The tendency to
book in person versus online was less distinct when considering those customers that booked
directly with the operator (ie an airline).
While less customers book directly with providers (as shown in Table 8), for those that do so,
the use of online channels versus in person is more mixed. For hire cars, other transport,
tours, events attended and other attractions booked direct, the most popular booking
mechanism was in person. However, when booking ‘flights from home’ and accommodation
directly with operators, about 45 per cent of customers did so online or by email, where as 31
to 39 per cent booked in person.
In relation to visas, the Deep Dive Survey found that the majority (63 per cent) of customers
in China apply for their visa through a travel agent. While this is high, it also suggests that
37 per cent were able to apply independently.
Figure 27 shows the proportion of holiday visitors from China who booked selected trip
elements online from year ending March 2008 to year ending March 2012. The figure shows
that total online booking has grown since 2009, and the most common elements booked
online by holiday visitors to Australia are international airfares and accommodation.
Interestingly, there has not been the same level of growth in booking online as there has been
in using the internet for research purposes.
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Figure 27 Proportion of international holiday visitors to Australia booking elements of
their trip online prior to arrival (China)
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Source: IVS 2012.

The channels used by consumers to book certain elements of their trip will be impacted by
when and where the booking occurs. For example, customers may be open to using different
channels in their home country before the trip as opposed to booking in destination. Figure
28 shows the proportion of customers that book prior to arrival versus on arrival, for a series
of different elements of a trip. The key take-outs are:


a large majority of customers book ‘flights back home’ and visas prior to arrival



internal flights and accommodation also tend to be booked prior to arrival



other transport, tours and other attractions tend to be booked on arrival.

Figure 28 Proportion of customers that book elements of their trip before arriving at the
destination versus on arrival at the destination
Prior to arrival
Flights back home

Hire car, caravan or campavan

23

Other transport (ie coach, train etc)

23

Visa

41

16
22

48
22

71

27
9

52

30

Other attractions

37
50

32

Events attended

22
40

50

Tours

5

26

53

Accomodation

Component not booked

25

70

Internal f lights/f lights to other dest.

On arrival

26

52
21

8

Source: BDA Marketing Planning, Consumer Demand Project, Findings from all markets, August 2012.

Destination
Anecdotal evidence for China suggests a low level of engagement with distribution channels
whilst in destination due to high levels of pre-destination research and pre-bookings, as well
as the organised nature of much travel. In the March quarter of 2012, 33%of Chinese holiday
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visitors to Australia accessed the internet while in destination. Figure 29 shows which
devices were the most commonly used by Chinese holiday visitors. It shows that:


internet use by Chinese holiday visitors was split relatively evenly between smart
phones (30%) and netbooks / laptops (29%). The use of iPads was also relatively high
(15%) compared to the market average (9%)



fewer Chinese holiday visitors use internet cafes / kiosks to access the internet in
Australia (2%) than the market average (14%).

This pattern is typical of a population who have ‘skipped’ PC engagement and access online
content through mobile devices. It also indicates that while levels of engagement with
traditional distribution channels may be low, there is a possibility to reach these consumers
through their use of mobile devices in destination.

Deviceusedtoaccesstheinternetwhilein
Australia

Figure 29 Devices used to access the internet while in Australia (China compared to all
international markets excluding NZ, March quarter 2012)
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Other
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Source: IVS 2012.

Sharing
50% of Chinese holiday visitors to Australia used or planned to use social media to share
their trip experiences. This compared to the market average of 5%In China, the use of social
media is driven by the youth who actively embrace social media as a medium of selfexpression. Instant-messaging, sharing links and the consumption and generation of content
on micro-blogs are predominant activities engaged in by the Chinese market.20
Facebook and Google Plus were the most commonly used social media sites for all holiday
visitors to Australia. However, for Chinese visitors, the most commonly used are Sina Weibo
(28%) and QQ / QZone (24%), with Google Plus third (20%) and Facebook only 6%
(compared to the market average of 45%).

20 TNS 2012, Local Report 2012 – China.
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A2 – Japan
Summary
The Japanese market can be characterised by the following:


A highly regulated travel distribution system with three levels of travel agencies; one of
the most vertically integrated systems in the world, with complex licensing laws and
high levels of consumer protection in place.21



The use of conventional offline travel agents is declining, with the internet the most
common source of information in the planning phase. Since year ending March 2008
there has been steady growth in the use of the internet for planning (4 year CAGR =
5% per annum) and stronger growth in the use of the internet for booking (4 year
CAGR = 18% per annum).22



A low level of internet use while in destination (38% compared to the market average
of 64%), indicating a high level of pre-planning and pre-booking before arrival, and a
heavier reliance on guide books than other markets. Of those who did use the internet
while in Australia, smart phones (39%) were the most common means for doing so.



Lower than average use of social media to share trip experiences (45% compared to the
market average of 57%). Social media is less pervasive within Japan.23

Figure 30 traces the penetration of online and social media channels across all five stages of
the purchase cycle for Japanese holiday visitors to Australia.
Figure 30 Percentage of visitors using the internet and social media (Japan)
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Source: IVS 2012.

21 TNS 2011, Digital life Japan.
22 IVS 2012.
23 TNS 2011, Digital Life Japan.
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Dreaming and planning
Insights from TNS’ Digital Life Japan 2011, show that Japan is a market heavily skewed
towards functional use of the internet: emailing and transacting are important, and this is
even heavier among Tourism Australia’s target audience. This indicates that a strong website
and clear signposting to transaction and electronic direct marketing (EDM) are critical to
conversion in this market.
Table 9 shows the average number of touch points accessed by a Japanese consumer during a

product purchasing decision. The table shows that:


Japanese consumers use more online touch points than offline touch points across
purchase stages, and brand generated touch points are used more than consumer
generated touch points



the amount of touch points used decreases along the stages of the purchase decision,
with fewer touch points used at the ‘decide where to buy’ stage.

Table 9

Touch points accessed by Japanese Consumers across the purchasing
decision

Average number of
touch points

Purchase Stage 1
‘Become Aware’

Purchase Stage 2
‘Choose product’

Purchase Stage 3
‘Decide where to buy’

Online

2.5

2.1

1.4

Offline

1.4

0.7

0.4

Consumer generated

1.6

1.3

0.6

Brand generated

2.3

1.5

1.2

Key sources
Source: TNS 2011, Digital Life Japan.

Price comparison sites, consumer review, brand website

Table 10 shows the proportion of Japanese consumers who would use, or have used various

information sources when planning long haul holiday travel or holiday travel to Australia.
The table presents three data sources and a comparison to the average across all countries
The table shows that Japanese consumers use the internet as a planning tool, but the level of
use is comparable to other markets. However, conventional travel agents are still heavily
relied upon compared to other markets. Guide books are used by a disproportionately large
section of the market to inform travel planning, with both BDA and IVS reporting higher
than average use of this source.
Table 10

Information sources used for travel planning in Japan compared to average of
all countries (2012)

Information Source

BDA

Omni Current

Japan

All Countries

General internet

73%

Travel advice websites

33%

Friends or relatives who
have been to Australia

Japan

IVS (YE March 2012)
All

Japan

All Countries

78%

76%

78%

78%

54%

43%

24%

51%

44%

6%

14%

Gov Tourism Site

41%

50%

35%

0%

1%

Guide Books

58%

46%

36%

51%

21%

Travel booking website

37%

41%

34%

Travel Agent

45%

38%

31%

18%

20%

Brochures

39%

36%

39%

Airline

22%

29%

24%

1%

1%

Online social networking

13%

26%

31%
9%

20%

Friends or relatives who
25%
7%
live in Australia
Source: BDA Marketing Planning, 2012; TNS Omnibus 2012; IVS 2012.
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Figure 31 shows how the use of selected information sources has changed over time for
Japanese holiday visitors to Australia. The figure shows:


From the year ending March 2008 to the year ending March 2012, the use of the
internet increased by 5% per annum (CAGR). Despite a heavy reliance upon offline
travel agents, this reliance is slowly decreasing with the use of travel agents falling by
11 % per annum (CAGR).



Travel books and guides are important in the planning stage used by 51% of Japanese
holiday visitors to Australia in the year ending March 2012, the second most
commonly used information source. This compares to the market average of only 21%.

Percentage of holiday visitors to Australia
using information source to plan trip

Figure 31

Percentage of Japanese holiday visitors to Australia using selected
information sources to plan their trip (YE March 2008 – YE March 2012)

85%
80%
75%

Travel Agent

70%
65%
60%

Internet

55%
50%
45%

Travel book or guide

40%
35%
30%

Friend or relative who
has visited Australia

25%
20%
15%

Previous visit(s)

10%
5%
0%
2008

2009

2010

2011

2012

Year ending March

Source: IVS 2012, Q.72, 73, p.16

Figure 32 shows how Japanese holiday visitors to Australia in the year ending March 2012
used the internet to help inform the planning phase of their trip, compared to the average of
all international markets, excluding New Zealand.
The figure shows that Japanese holiday visitors to Australia:


have a higher propensity to use the internet to find out more about Australia once they
have decided to visit than for any other purpose. 73% used the internet for this reason,
compared to the market average of 56%



use the internet at a lower rate than the market average when sourcing information
about accommodation (33% compared to 44%) and transport options.
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Figure 32 Proportional use of internet from the dreaming to the booking stage
(Japanese holiday visitors to Australia YE March 2012)
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Booking
Table 11 shows the proportion of Japanese consumers who would use, or have used, various
booking channels when purchasing long haul travel or travel to Australia. The table presents
three data sources and a comparison to the average across all countries.
The table shows that:


Japanese consumers are less likely than average to want to use online sources to
directly book airline or accommodation.

Table 11

Proportional use of booking channels: Japan compared to average of all
countries (2012)

Booking channel to
Australia

BDA

Omni Current

All countries

All countries

Japan

All countries

Travel agent (offline)

50%

47%

62%
28%

42%

46%

Travel agent
(online)

42%

37%

17%

Directly through airline
(online)

18%

34%

31%

24%

32%

Accommodation provider
(online)

15%

29%

23%

17%

25%

Other booking website
Tour operator (online)

21%

27%

16%

30%

22%

18%

Tour operator (offline)

25%

21%

17%

Directly through airline
(offline)

8%

18%

17%

Other online source

9%

17%

8%

Accommodation provider
(offline)

4%

14%

18%

Other offline source

2%

5%

Net online

Japan

IVS (YE March 2012)

Japan

Source: BDA Marketing Planning, 2012; TNS Omni
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More detailed information derived from Tourism Australia’s Consumer Demand Project,
Deep Dive Survey, conducted by BDA, provides some insights behind this trend. When
looking at the booking mechanism for different elements of a customer’s trip, it appears that
the low level of online direct bookings may be driven by a preference for travel agents rather
than direct bookings more generally. For all elements of a trip, Japanese customers are more
likely to book through a travel agent compared to going direct to the operator. This is
particularly evident for the major elements of a trip (ie flights, accommodation and tours),
where between 64 to 75 per cent book through a travel agent. For the smaller proportion of
customers that do book direct, online bookings are actually quite common, with 65 to 82 per
cent of flights and accommodation being booked online. It therefore appears that the trend
away from online direct is driven by a general preference for intermediaries, rather than
direct bookings.
In relation to visas, the deep dive survey found there was approximately an even split
between those customers who applied for a visa through a travel agent (41 per cent) and
those who applied independently (42 per cent).
Figure 33 shows how the use of selected information sources has changed over time for
Japanese holiday visitors to Australia. The figure shows:


a strong increase in booking online overall. From the year ending March 2008 to the
year ending March 2012, total online bookings increased from 22% to 42% a CAGR of
18 % per annum



the growth in online bookings over this period was driven strongly by online bookings
of international airfares (CAGR of 37%), as well as positive growth in booking
accommodation, organised tours and domestic travel within Australia online



That despite this growth, Japanese customers are using internet booking sources at a
lower rate than the market average.

Figure 33 Proportion of international holiday visitors to Australia booking elements of
their trip online prior to arrival (Japan)
Percentageofinternational holidayarrivalstoAustralia
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Source: IVS 2012.

The channels used by consumers to book certain elements of their trip will be impacted by
when and where the booking occurs. For example, customers may be open to using different
channels in their home country before the trip as opposed to booking in destination. Figure
34 shows the proportion of customers that book prior to arrival versus on arrival, for a series
of different elements of a trip. The key take-outs are:


for those who booked flights (including internal flights), accommodation, and visas, an
overwhelming majority did so prior to arrival
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there is no clear tendency for customers to book certain elements of their trip on
arrival



hire cars, caravans and campervans are not a popular items for Japanese travellers,
with a large majority not booking this element.

Figure 34 Proportion of customers that book elements of their trip before arriving at
the destination versus on arrival at the destination
Prior to arrival
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19

Other attractions
45

Visa

47

56

26

53

2

Source: BDA Marketing Planning, Consumer Demand Project, Findings from all markets, August 2012.

Destination
In the March quarter of 2012, 38% of Japanese holiday visitors to Australia accessed the
internet while in destination. This is significantly lower than the market average of 64%.
Figure 35 shows which devices were the most commonly used by Japanese holiday visitors
while in Australia. It shows that smart phone usage for this market is very high at 39% of all
those accessing the internet in destination (above the market average of 25%). Personal
netbooks / laptops are the second most used device at almost half this amount (21%). These
figures indicate the importance of travel content and booking functions being readily
available and accessible via mobile devices for use while travelling.

Device used to access the internet while
in Australia

Figure 35 Devices used to access the internet while in Australia (Japan compared to all
international markets excluding NZ, March quarter 2012)
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Source: IVS 2012.

Sharing
45% of Japanese holiday visitors to Australia used or planned to use social media to share
their trip experiences. This compared to the market average of 56%. Unlike other mature
markets, social media networks are not pervasive within Japan, and therefore such avenues
are not as commonly employed within this phase of the purchase cycle.24
Facebook (45%) and Google Plus (16%) were the most commonly used social media sites for
all holiday visitors to Australia. For Japanese holiday visitors, Facebook was also the most
common (64%), while Twitter came in second at 22% (compared to the market average of
6%). Youtube was used by 16% of sharers (compared to the market average of 9%), and Mixi,
a Japanese specific site was also used by 16%. Google Plus was used by only 8% of sharers
(compared to the market average of 45%).

24 TNS 2011, Digital Life Japan.
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A3 – South Korea
Summary
The South Korean market can be characterised by the following:


Consumers heavily engage in online sources for information on travel destinations,
with traditional information sources such as travel agents, and word of mouth playing
a less significant role.



Over the last four years, there has been higher growth in booking online (22% per
annum CAGR) than there has been in using the internet for research purposes (10%
per annum CAGR) over the same period. 84% of South Korean holiday visitors
currently use the internet to plan their trip to Australia (market average = 78%), while
38% use it to book (market average = 46%). Hence, we see a closing of the gap
between using the internet for planning and booking purposes.



A lower level of internet use while in destination (51% compared to the market average
of 64%). Of those who did use the internet while in Australia, smart phones and
netbooks / laptops were the most common means for doing so.



South Korea has a large proportion of online users and the use of social media to write
about brands online is common.25 56% of South Koreans used or plan to use social
media to share trip experiences online.26

Figure 36 traces the penetration of online and social media channels across all five stages of
the purchase cycle for South Korean holiday visitors to Australia.
Figure 36 Percentage of visitors using the internet and social media (South Korea)
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Source: IVS 2012.

Dreaming and planning
Insights from TNS’ Digital Life Korea 2011, show that South Korea has a larger proportion of
online users writing about products and brands online than any other country in the Digital
Life study, and is a varied market with many different needs. Current Tourism Australia

25 TNS 2011, Digital Life South Korea.
26 IVS 2012.
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target sectors are overrepresented by influencers.27 Social media, sharing and blogging are all
influential ways to engage.
Table 12 shows the average number of touch points accessed by a South Korean consumer

during a product purchasing decision. The table shows that:


South Korean consumers use significantly more online touch points than offline touch
points across purchase stages



brand generated touch points are used more than consumer generated touch points
during stage 1 of the purchase cycle, but after that the trend is reversed and consumer
generated touch points are more prevalent. 65% of online users write comments
online; 85% read comments – the highest of any country globally.28

Table 12

Touch points accessed by South Korean Consumers across the purchasing
decision

Average number of
touch points

Purchase Stage 1
‘Become Aware’

Purchase Stage 2
‘Choose product’

Purchase Stage 3
‘Decide where to buy’

Online

4.6

4

3.6

Offline

1.9

1.5

1.3

Consumer generated

3.1

2.9

2.5

Brand generated

3.4

2.6

2.4

Key sources
Source: TNS 2011, Digital Life Korea.

Consumer review sites, expert review sites, price comparison

Table 13 shows the proportion of South Korean consumers who would use, or have used

various information sources when planning long haul holiday travel or holiday travel to
Australia. The table presents three data sources and a comparison to the average across all
countries.
The table shows that South Korean consumers use the internet as a research tool for travel
more than any other medium and use paper sources such as brochures and guide books less
than average.
Table 13

Information sources used for travel planning in South Korea compared to
average of all countries (2012)

Information Source

BDA
South
Korea
73%
37%

All Countries

Omni Current
South
All Countries
Korea
76%
43%

General internet
78%
Travel advice websites
54%
Friends or relatives who
41%
51%
have been to Australia
Gov Tourism Site
42%
50%
Guide Books
41%
46%
Travel booking website
25%
41%
Travel Agent
38%
38%
Brochures
11%
36%
Airline
16%
29%
Online social networking
26%
26%
Friends or relatives who
19%
25%
live in Australia
Source: BDA Marketing Planning, 2012; TNS Omnibus 2012; IVS 2012.

IVS (YE March 2012)
South
All Countries
Korea
84%
78%

44%

14%

14%

35%
36%
34%
31%
39%
24%
31%

0%
20%

1%
21%

18%

20%

1%

1%

12%

20%

27 Influencers are defined as those people for whom the internet is an integral part of their life. They are young and

love mobile internet. They generally go online everywhere, all the time. They blog and are passionate about social
networking. They also engage in online shopping, even on their mobile. (Refer to TNS, Digital lifestyles, available
at: http://tnsdigitallife.com/segments)
28 TNS 2011, Digital Life Korea.
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Figure 37 shows how the use of selected information sources has changed over time for South
Korean holiday visitors to Australia. The figure shows:


From the year ending March 2008 to the year ending March 2012, the use of the
internet increased by 6% per annum (CAGR), while the use of travel agents fell by 17%
per annum (CAGR) with an even sharper drop in the last two years. Travel agents are
now only used by 18% of the market to plan their holiday to Australia, while the
internet is being used by 84%



The use of travel books and guides grew over the period by 10% per annum (CAGR),
and are currently the second most common planning source, used by 20% of the
market to plan their trip. There was a corresponding drop in word of mouth over the
same period, which fell at 11% per annum (CAGR).

Percentage of holidayvisitors to Australia
using information source to plan trip

Figure 37 Percentage of South Korean holiday visitors to Australia using selected
information sources to plan their trip (YE March 2008 – YE March 2012)
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Previous visit(s)
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Year ending March

Source: IVS 2012, Q.72,73, p.16

Figure 38 shows how South Korean holiday visitors to Australia in the year ending March
2012 used the internet to help inform the planning phase of their trip, compared to the
average of all international markets excluding New Zealand.
The figure shows that South Korean holiday visitors to Australia:


use the internet at around the same proportion as the market average to find out more
about Australia -this is also the most common reason for which they use the internet
(62% of the market)



use the internet at a lower rate than the market average when sourcing information
about events and activities in Australia (17% compared to 38%), accommodation (29%
compared to 44%), transport options (between 6% and 14% lower), and when
organising visas (15% compared to 33%).
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Figure 38 Proportional use of internet from the dreaming to the booking stage (South
Korean holiday visitors to Australia YE March 2012)
Percentageof international holidayvisitorsto Australiausingthe
internet (YEMarch2012)
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Booking
Table 14 shows the proportion of South Korean consumers who would use, or have used,

various booking channels when purchasing long haul travel or travel to Australia. The table
presents three data sources and a comparison to the average across all countries. The table
shows that:


South Korean consumers appear slightly more likely to want to use online travel
agents but show less propensity to have booked accommodation or airfares directly
online. This corresponds to the findings show in Figure 38 above.



In general, the South Korean market books through online sources less than average
globally, although their use of online travel agents and tour operators appears to be
higher than average.

Tourism Australia
PwC

74

Customer markets

Table 14

Proportional use of booking channels: South Korea compared to average of all
countries (2012)

Booking channel to
Australia

BDA

Omni Current

IVS (YE March 2012)

South
Korea

All countries

All countries

South
Korea

All countries

Travel agent (offline)

42%

47%

62%
28%

38%

45%

Travel agent
(online)

47%

37%

17%

Directly through airline
(online)

25%

34%

31%

29%

32%

Accommodation provider
(online)

22%

29%

23%

18%

25%

Other booking website
Tour operator (online)

21%

27%

16%

26%

22%

18%

Tour operator (offline)

21%

21%

17%

Directly through airline
(offline)

14%

18%

17%

Other online source

South
Korea

Net online

14%

17%

8%

Accommodation provider
(offline)

7%

14%

18%

Other offline source

3%

5%

Source: BDA Marketing Planning, 2012; TNS Omni

Figure 39 shows the proportion of holiday visitors from South Korea who booked selected
trip elements online from year ending March 2008 to year ending March 2012. The figure
shows that total online booking has grown over this period by 22% per annum (CAGR), and
the most common elements booked online by holiday visitors to Australia are international
airfares and organised tours.
Interestingly, there has been much higher growth in booking online (22% per annum CAGR)
as there has been in using the internet for research purposes (10% per annum CAGR) over
the same period. Although growth in bookings has been from a much lower base, this could
potentially be due to the market becoming more comfortable with online booking processes.
Figure 39 Proportion of international holiday visitors to Australia booking elements of
their trip online prior to arrival (South Korea)
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Destination
In the March quarter of 2012, 51% of South Korean holiday visitors to Australia accessed the
internet while in destination (compared to the average of 64%). Figure 40 shows which
devices were the most commonly used by South Korean holiday visitors. It shows that:


Internet use by South Korean holiday visitors was most common via smart phones
(33%) with netbooks / laptops coming in second (28%)



fewer South Korean holiday visitors use internet cafes / kiosks (10% compared to the
market average of 14%) and PCs in accommodation (11% compared to the market
average of 18%) to access the internet in Australia.

Similar to the case of China, this pattern is typical of a population who have ‘skipped’ PC
engagement and access online content through mobile devices.

Device used to access the internet while
in Australia

Figure 40 Devices used to access the internet while in Australia (South Korea compared
to all international markets excluding NZ, March quarter 2012)
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Source: IVS 2012.

Sharing
56% of South Korean holiday visitors to Australia used or planned to use social media to
share their trip experiences. This was equivalent to the market average. The South Korean
market is heavily vested in social media. South Korea has a larger proportion of online users
writing about brands online than any other country in TNS’ Digital Life study. Product
reviews have a major impact in this market, with consumers trusting the comments of those
they know, and of total strangers. 29
Facebook (45%) and Google Plus (16%) were the most commonly used social media sites for
all holiday visitors to Australia. For South Korean holiday visitors, Facebook was also the
most common (41%), while Naver, a Korean specific site came in second at 28%, and Google
Plus third at 19%. Youtube was used by 11% of sharers (compared to the market average of
9%), and Cyworld, another Korean specific site was also used by 11%.

29 TNS 2011, Digital Life South Korea.

Tourism Australia
PwC

76

Customer markets

A4 – Singapore
Summary
The Singaporean market can be characterised by the following:


A high level of online travel planning (81% compared to the market average of 78%)
and booking (60% compared to the market average of 46%). However, growth in the
use of the internet as an information source and for booking purposes has plateaued in
this market over the last two years with online planning growing by only 1% per
annum (CAGR) over this period, and online booking falling by 1% per annum
(CAGR).30 This suggest a potential ceiling has been reached based on current
technology and LCC / airline market structures, with current customer desires
sufficiently met by the market. Hence, future growth is likely to be driven by either
further change by LCC and airline access or a step change in online booking
technology (i.e dynamic itineraries or more aggregated platforms).



The online booking pattern for this market is the reverse of other Asian markets such
as China, Japan and South Korea. The most common reason for this market to use the
internet is to plan their Australian itinerary, followed closely by looking for
accommodation, air schedules, and events and activities within Australia. This
suggests relatively independent travellers who have simple, direct air access to
Australian destinations.



The use of the internet in destination is also higher than average (68% compared to
64%) and smart phones are the most common means of access.



Singapore has a high level of social media usage, and consumer generated online
content has a high level of influence. 56% shared or plan to share their trip experience
via social media (compared to the average of 58%).

Figure 41 traces the penetration of online and social media channels across all five stages of
the purchase cycle for Singaporean holiday visitors to Australia.
Figure 41 Percentage of visitors using the internet and social media (Singapore)
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30 IVS 2012.
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Dreaming and planning
Insights from TNS’ Digital Life Singapore 2011, show that Singaporeans are comfortable
with digital sources, and are looking for rich content and the ability to express themselves
and engage. However, Tourism Australia’s current target audience is more functional. This
indicates that a focus on websites, transaction and facts is important.
Table 15 shows the average number of (different types of) touch points accessed by a

Singaporean consumer during a product purchasing decision. The table shows that:


Singaporean consumers use significantly more online touch points than offline touch
points across purchase stages



brand generated touch points are used more than consumer generated touch points
across the purchase decision. However, digital consumer generated content such as
that from TripAdvisor are key channels within the research and planning stage of
travel. 31

Table 15

Touch points accessed by Singaporean consumers across the purchasing
decision

Average number of
touch points

Purchase Stage 1
‘Become Aware’

Purchase Stage 2
‘Choose product’

Purchase Stage 3
‘Decide where to buy’

Online

4.4

3.8

2.9

Offline

2.2

1.6

1.6

Consumer generated

2.3

2

1.6

Brand generated

4.3

3.4

2.9

Key sources
Source: TNS 2011, Digital Life Singapore.

Expert review, brand website, social media

Table 16 shows the proportion of Singaporean consumers who would use, or have used

various information sources when planning long haul holiday travel or holiday travel to
Australia. The table presents three data sources and a comparison to the average across all
countries.
The table shows that Singaporean consumers use the internet as a research tool for travel
more than any other medium, and appear to want to use travel advice and travel booking
websites more than the global average. There is also a lower than average desire, or
subsequent use, of travel agents.

31 TNS 2011, Digital Life Singapore.
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Table 16 Information sources used for travel planning in Singapore compared to average
of all countries (2012)
Information Source

BDA

Omni Current

IVS (YE March 2012)

Singapore

All Countries

Singapore

All Countries

Singapore

All Countries

General internet

76%

78%

86%

76%

81%

78%

Travel advice websites

69%

54%

56%

43%

Friends or relatives who
have been to Australia

59%

51%

52%

44%

12%

14%

Gov Tourism Site

51%

50%

49%

35%

2%

1%

Guide Books

44%

46%

47%

36%

7%

21%

Travel booking website

45%

41%

42%

34%

Travel Agent

30%

38%

35%

31%

14%

20%

Brochures

42%

36%

53%

39%

Airline

28%

29%

29%

24%

1%

1%

Online social networking

28%

26%

40%

31%

Friends or relatives who
live in Australia

29%

25%

20%

20%

Source: BDA Marketing Planning, 2012; TNS Omnibus 2012; IVS 2012.

Figure 42 shows how the use of selected information sources has changed over time for
Singaporean holiday visitors to Australia. The figure shows:


the internet has grown over the four year time period by 5% per annum (CAGR), and is
now used by 81% of the market to plan their trip (compared to the market average of
78%). Historically high level of internet use appears to have reached a plateau, with
other markets now catching up to these usage levels



over the same period, there has been a decline in the use of traditional information
sources such as travel agents (17% per annum CAGR), and travel books and guides
(14% per annum CAGR).

Percentage of holiday visitors to Australia
using information source to plan trip

Figure 42 Percentage of Singaporean holiday visitors to Australia using selected
information sources to plan their trip (YE March 2008 – YE March 2012)
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Figure 43 shows how Singaporean holiday visitors to Australia in the year ending March
2012 used the internet to help inform on the planning phases of their trip, compared to the
average of all international markets excluding New Zealand.
The figure shows that Singaporean holiday visitors to Australia:
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have the reverse pattern of internet usage during this phase when compared to other
Asian markets such as China, Japan and South Korea. The most common reason for
this market to use the internet is to plan their Australian itinerary, followed closely by
looking for accommodation, air schedules, and events and activities within Australia.
This indicates an independent travel mindset, as opposed to Chinese, Japanese and
South Korean customers who use the internet more to search for a travel agent and
less for finding out about events, accommodation and transport in Australia



use the internet less than average to find out more about Australia once they have
decided to visit – again exhibiting the opposite trend to other Asian markets.

This pattern is likely to be driven by the fact that many Singaporeans are repeat or second
generation travellers to Australia. Additionally, with the increase in LCCs on this route,
Australia is becoming more of a medium haul destination rather than long haul for
Singaporeans.
Figure 43 Proportional use of internet from the dreaming to the booking stage
(Singaporean holiday visitors to Australia YE March 2012)
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Booking
Table 17 shows the proportion of Singaporean consumers who would use, or have used,

various booking channels when purchasing long haul travel or travel to Australia. The table
presents three data sources and a comparison to the average across all countries. The table
shows that:


Singaporeans are more likely to want to, and follow through with booking online for
long haul travel to Australia



when booking online, Singaporeans are more likely to want to, and follow through
with booking directly through airlines and accommodation providers than through
online travel agents or tour operators.
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Table 17

Proportional use of booking channels: Singapore compared to average of all
countries (2012)

Booking channel to
Australia

BDA
Singapore

Omni Current

All countries

Singapore

Net online

IVS (YE March 2012)

All countries

71%

62%

Singapore

All countries

60%

45%

Travel agent (offline)

39%

47%

31%

28%

Travel agent
(online)

34%

37%

18%

17%

Directly through airline
(online)

48%

34%

42%

31%

48%

32%

Accommodation provider
(online)

41%

29%

30%

23%

39%

25%

Other booking website

34%

27%

19%

16%

Tour operator (online)

20%

22%

18%

18%

Tour operator (offline)

20%

21%

20%

17%

Directly through airline
(offline)

18%

18%

17%

17%

Other online source

23%

17%

6%

8%

Accommodation provider
(offline)

14%

14%

18%

18%

3%

5%

Other offline source

Source: BDA Marketing Planning, 2012; TNS Omni

Figure 44 shows the proportion of holiday visitors from Singapore who booked selected trip
elements online from year ending March 2008 to year ending March 2012. The figure shows
that total online booking grew over the first two years by 20% per annum (CAGR). Between
March 2010 and March 2012, overall online booking has actually fallen by 1% per annum
(CAGR). The current online booking rate is 60%, which is well above the market average of
46%.
This plateauing of online booking growth in Singapore, a market where online penetration is
extensive, potentially indicates that in order for online booking levels to increase further, a
technological advance in online / mobile booking methods will need to occur.
Figure 44 Proportion of international holiday visitors to Australia booking elements of
their trip online prior to arrival (Singapore)
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Destination
This market has one of the highest smart phone penetration rates in the world. Combined
with the high levels of social media and network usage and the influence of consumer
generated online content in destination, internet usage is shifting to mobile platforms.32
In the March quarter of 2012, 68% of Singaporean holiday visitors to Australia accessed the
internet while in destination. Figure 45 shows which devices were the most commonly used
by Singaporean holiday visitors. It shows that smart phone usage for this market is very high
at 41% of all those accessing the internet in destination (above the market average of 25%).
Personal netbooks / laptops are the second most used device at 29%. These figures indicate
the importance of travel content and booking functions being readily available and accessible
via mobile devices for use while travelling.

Device used to access the internet while
in Australia

Figure 45 Devices used to access the internet while in Australia (Singapore compared to
all international markets excluding NZ, March quarter 2012)
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Sharing
54% of Singaporean holiday visitors to Australia used or planned to use social media to share
their trip experiences. This was slightly lower than the market average of 56%. Singapore has
a high level of social media usage and consumer generated online content has a high level of
influence.33
Facebook (45%) and Google Plus (16%) were the most commonly used social media sites for
all holiday visitors to Australia. For Singapore holiday visitors, Facebook was also the most
common (53%), while YouTube came in second at 19% (compared to the market average of
9%) and Twitter third at 17% (compared to the market average of 6%). Google Plus was used
by 16% of sharers, and TripAdvisor was also used by a relatively high 16% of sharers
(compared to the market average of 4%).

32 TNS 2011, Digital Life Singapore.
33 TNS 2011, Digital Life Singapore.
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A5 – India
Summary
The Indian market can be characterised by the following:


The internet is the most common source of information in the planning phase, but
online booking is still at relatively low levels (26% compared to the market average of
46%). This is primarily due to market structures within India and the lack of
infrastructure to support online transactions.



Online booking is growing (10% per annum CAGR over the last 4 years), and this
appears to be driven by online purchase of international airfares.



50% of Indian holiday visitors to Australia accessed the internet while in destination in
the 2012 March quarter, and 41% of these visitors did so via a netbook or laptop
(compared to 26% by smart phone).



There is still little information on the patterns of social media use in India.



Current market structure in India implies that consumers’ desires are not currently
met.

Figure 46 traces the penetration of online and social media channels across all five stages of
the purchase cycle for Indian holiday visitors to Australia.
Figure 46 Percentage of visitors using the internet and social media (India)
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Dreaming and planning
Insights from TNS’ Digital Life India 2011, show that India is a developing and functional
digital market, and traditional media still plays the most crucial role to connect with
consumers. However, those online are using a large amount of digital touch points in their
path to purchase. They are looking to move beyond straightforward transactions, but need
guidance on where to do so. Enrichment, knowledge and insight are all important for this
market.
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Table 18 shows the average number of (different types of) touch points accessed by an Indian

consumer during a product purchasing decision. The table shows that:


Indian consumers use significantly more online touch points than offline touch points
across purchase stages. As the market develops, online channels will look to increase
at a rapid rate compared to current mature markets. There are high levels of research
across all categories including travel. The higher the purchase cost, the more research
is done, particularly online34



brand generated touch points are used significantly more than consumer generated
touch points across the purchase decision. Social networks are most effective in
reaching young consumers.35

Table 18

Touch points accessed by Indian consumers across the purchasing decision

Average number of
touch points

Purchase Stage 1
‘Become Aware’

Purchase Stage 2
‘Choose product’

Purchase Stage 3
‘Decide where to buy’

Online

4.5

3.7

3.6

Offline

1.9

1.7

1.8

Consumer generated

1.9

2.2

1.5

Brand generated

4.5

3.9

3.9

Key sources
Source: TNS 2011, Digital Life India.

Word of mouth, TV advertisements, retail

Table 19 shows the proportion of Indian consumers who would use, or have used, various

information sources when planning long haul holiday travel or holiday travel to Australia.
The table presents three data sources and a comparison to the average across all countries.
The table shows that Indian consumers use the internet as a research tool for travel more
than any other medium but also that word of mouth from friends and relatives living in
Australia is also highly influential.
Table 19

Information sources used for travel planning in India compared to average of
all countries (2012)

Information Source

BDA

Omni Current

IVS (YE March 2012)

India

All Countries

India

All Countries

India

All Countries#

General internet*

68%

78%

83%

76%

64%

78%

Travel advice websites

52%

54%

49%

43%

Friends or relatives who
have been to Australia

51%

51%

44%

12%

14%

Gov Tourism Site

53%

50%

46%

35%

1%

1%

Guide Books

35%

46%

43%

36%

6%

21%

Travel booking website

54%

41%

43%

34%

Travel Agent

31%

38%

39%

31%

21%

20%

Brochures

27%

36%

45%

39%

Airline

34%

29%

33%

24%

1%

1%

31%

20%

Online social networking

46%

26%
37%
44%
Friends or relatives who
25%
36%
live in Australia
Source: BDA Marketing Planning, 2012; TNS Omnibus 2012; IVS 2012.

31%

Figure 47 shows how the use of selected information sources has changed over time for
Indian holiday visitors to Australia. The figure shows:

34 TNS 2011, Digital Life India.
35 TNS 2011, Digital Life India.
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the internet has become increasingly more significant for Indian holiday visitors to
Australia over the last four years (use of this source has increased from 55% to 70%),
and the significance of travel agents has declined (from 34% to 27%).

Percentage of holiday visitorsto Australia
using information source to plan trip

Figure 47 Percentage of Indian holiday visitors to Australia using selected information
sources to plan their trip (YE March 2008 – YE March 2012)
75%
70%

Travel Agent

65%
60%
55%

Internet

50%
45%
40%

Travel book or guide

35%
30%
25%

Friend or relative who has
visited Australia

20%
15%

Previous visit(s)

10%
5%
0%
2008

2009

2010

2011

2012

Year ending March

Source: IVS 2012, Q.72, 73, p.16

Figure 48 shows how Indian holiday visitors to Australia in the year ending March 2012 used
the internet to help inform on the planning phases of their trip, compared to the average of
all international markets excluding New Zealand.
The figure shows that Indian holiday visitors to Australia:


exhibit a similar pattern to the market average at the first stages of the planning cycle,
such as help with itinerary, travel agents and events and activities



have a higher propensity to use the internet to find out more about Australia once they
have decided to visit than for any other purpose. 73% used the internet for this reason,
compared to the market average of 56%



have a lower propensity to use the internet than the market average when sourcing
information about accommodation (32% compared to 44%), transport options and
when organising visas (20% compared to 33%).
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Figure 48 Proportional use of internet from the dreaming to the booking stage (Indian
holiday visitors to Australia YE March 2012)

Percentage of international holiday visitors to Australia using the
internet (YE March 2012)

80%

Average for all markets excluding NZ
(YE March 2012)
India
60%

40%

20%

0%
To help decide
To find out more To help plan your
whether or not to
about Australia
Australian trip
visit Australia
after you decided to
itinerary
visit

To find a travel
To find out about To look for airfares To look for airfares To help plan other
agent for Australia events or activities or air schedules: - or air schedules: - transport options
within Australia
for travel to
for travel within
within Australia
Australia
Australia
(e.g., car rental,
public transport,
Use of Internet by purpose
etc.)

To find out about To organise VISA's
accommodation in
and travel
Australia
insurance relating
to this trip to
Australia

Source: IVS 2012, Q74 p.16

Booking
Table 20 shows the proportion of Indian consumers who would use, or have used, various
booking channels when purchasing long haul travel or travel to Australia. The table presents
three data sources and a comparison to the average across all countries. The table shows
that:


online bookings in India are not yet as common as in other markets, with 74% of all
bookings made by Indian holiday visitors to Australia in the year ending March 2012,
going through offline channels. While overall online bookings are low, there is no
strong tendency for Indian consumers to book through a conventional travel agent or
tour operator rather than an online one.

Table 20

Proportional use of booking channels: India compared to average of all
countries (2012)

Booking channel to
Australia

BDA

Omni Current

India

All countries

Travel agent (offline)

43%

47%

Travel agent
(online)

40%

Directly through airline
(online)
Accommodation provider
(online)

IVS (YE March 2012)

India

All countries

India

All countries

70%

62%

26%

45%

33%

28%

37%

24%

17%

36%

34%

33%

31%

21%

32%

32%

29%

23%

23%

16%

25%

Other booking website

27%

27%

19%

16%

Tour operator (online)

29%

22%

26%

18%

Tour operator (offline)

37%

21%

28%

17%

Directly through airline
(offline)

27%

18%

26%

17%

Other online source

16%

17%

11%

8%

Accommodation provider
(offline)

23%

14%

25%

18%

5%

5%

Net online

Other offline source

Source: BDA Marketing Planning, 2012; TNS Omni
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More detailed information derived from Tourism Australia’s Consumer Demand Project,
Deep Dive Survey, conducted by BDA, provides some additional insights. While a low level of
online bookings would suggest a strong tendency towards booking in person, when separated
by each element of a customer’s trip, the results are mixed. For those who booked ‘flights
from home’ through a travel agent, 54 per cent booked through an online travel agent
compared to 41 per cent in person. For ‘flights back home’, there was an even split between
online and offline travel agent bookings. For all other elements of a trip, travel agent
bookings more commonly occurred in person. While this supports the tendency to book in
person, there is no strong and consistent preference across all elements of a trip.
A similar story can be told for bookings made direct with operators. In booking flights and
accommodation, online bookings are more common. However, for all other elements of a
trip, in person is more common.
In relation to visas, the Deep Dive Survey found there was a tendency for customers to apply
through a travel agent rather than applying independently. However, the difference was
fairly slight, with 55 per cent applying through a travel agent and 43% applying
independently.
Figure 49 shows the proportion of holiday visitors from India who booked selected trip
elements online from year ending March 2008 to year ending March 2012. The figure shows
that total online booking has grown over the four year period by 10% per annum (CAGR).
This has been driven mainly by growth in online booking of international airfares, exhibiting
18% per annum CAGR over the period.
Figure 49 Proportion of international holiday visitors to Australia booking elements of
their trip online prior to arrival (India)

Percentageofinternational holiday arrivalstoAustralia

30%

Total

25%

20%

International Airfare

15%

Domestic Airfare and
bus/train travel

10%

Organised tour
5%

Accommodation
0%
2008

2009

2010

2011

2012

Year Ending March

Source: IVS 2012.

The channels used by consumers to book certain elements of their trip will be impacted by
when and where the booking occurs. For example, customers may be open to using different
channels in their home country before the trip, as opposed to booking in destination. Figure
50 shows the proportion of customers that book prior to arrival versus on arrival, for a series
of different elements of a trip. The key take-outs are:


a large majority of customers booked ‘flights back home’, accommodation, and visas,
prior to arrival



ancillary elements of a customer’s trip, such as ‘other transport’ and ‘other attractions’
tend to be booked on arrival.
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Figure 50 Proportion of customers that book elements of their trip before arriving at
the destination versus on arrival at the destination
Prior to arrival

On arrival

Component not booked

16

Flights back home 79

5
36

51

Internal f lights/f lights to other dest.
Hire car, caravan or campavan

48

32

Other transport (ie coach, train etc)

14

55

28

Accomodation

57

Tours

33
42

Events attended

16
11
18

40
33

25

42
25

Other attractions

22

53

67

Visa

20

10

23

Source: BDA Marketing Planning, Consumer Demand Project, Findings from all markets, August 2012.

Destination
Anecdotal evidence for India suggests a high level of bookings through direct product while
in destination, especially for the FIT market. In the March quarter of 2012, 50% of Indian
holiday visitors to Australia accessed the internet while in destination. Figure 51 shows which
devices were the most commonly used by Indian holiday visitors. It shows that:


the use of notebooks / laptops was the most common means of accessing the internet
in destination at 41% (compared to the average of 25%), with smart phones coming in
second at 26% (compared to the average of 25%).

Device used to access the internet while
in Australia

Figure 51 Devices used to access the internet while in Australia (India compared to all
international markets excluding NZ, March quarter 2012)
Smart phone
Netbook / Laptop
PC in accommodation
Internet cafe / kiosk

India
iPad

All markets
excluding NZ

Ipod or iTouch
Tablet PC
Other
0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

Proportional use of device
Source: IVS 2012.

Sharing
The data for March quarter 2012 indicated that 75% of Indian holiday visitors to Australia
used or planned to use social media to share their trip experiences. This was higher than the
market average of 56%. This was based on a relatively small sample size of around 700
people, so it likely that more data is required before meaningful assessment can be made.
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Anecdotal evidence for India shows that word of mouth has a high level of influence in the
post-destination phase.
Facebook (45%) and Google Plus (16%) were the most commonly used social media sites for
all holiday visitors to Australia. For Indian holiday visitors, Facebook was the only social
media website used for sharing.
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A6 – United Kingdom
Summary
The British market can be characterised by the following:


The internet is the predominant source used for planning, including higher than
average use for looking for accommodation and airfare options in Australia.



Consumers are booking online more than average (57% of holiday visitors to Australia
booked an element of their trip online in the year ending March 2012 compared to the
market average of 46%). However, bookings through traditional travel agents still
remain high.



This market exhibited high levels of in destination internet usage (80% compared to
the market average of 64%).



61% of British holiday visitors to Australia used or planned to use social media to share
their trip experiences. This was higher than the market average of 56%. This market is
heavily involved in social media and networking, with consumer generated content
being a key channel in the UK.36

Figure 52 traces the penetration of online and social media channels across all five stages of
the purchase cycle for British holiday visitors to Australia.
Figure 52 Percentage of visitors using the internet and social media (UK)

Percentage of total international holiday arrivals to
Australia

90%

Percentage of
holiday visitors
using the internet:

80%

70%

to help decide
whether or not to
visit Australia

60%

to plan their trip

50%

40%

to book a part of
their trip

30%

20%

while in Australia
10%

0%
2002

2003

2004

2005

2006

2007

Year ending March

2008

2009

2010

2011

2012

to share their trip
experience via
social media

Source: IVS 2012.

Dreaming and planning
Insights from TNS’ Digital Life UK 2011 show that like other mature markets, the UK is
polarised in its use of digital with many consumers using it for functional reasons and an
over-representation of influencers. Tourism Australia’s target audience is firmly in the
functional space: traditional online channels will engage this audience and they will be happy
to transact online (including increasingly for long haul travel).

36 TNS 2011, Digital Life UK
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Table 21 shows the average number of (different types of) touch points accessed by a British

consumer during a product purchasing decision. The table shows that:


British consumers use fewer touch points all together than consumers in Asian
markets such as China, South Korea, Japan, and India, with online touch points used
more than offline. Online touch points are influential in the path to purchase with 92%
of British consumers visiting websites for product related research37



brand generated touch points are used more than consumer generated touch points
across the purchase decision although the gap is narrow at the ‘choose product’ stage.

Table 21 Touch points accessed by British consumers across the purchasing decision
Average number of
touch points

Purchase Stage 1
‘Become Aware’

Purchase Stage 2
‘Choose product’

Purchase Stage 3
‘Decide where to buy’

Online

2.6

1.8

1.6

Offline

1.1

0.8

0.7

Consumer generated

1.4

1.2

0.8

Brand generated

2.3

1.4

1.5

Key sources

Brand website, online retailer website, expert review site

Source: TNS 2011, Digital Life UK.

Table 22 shows the proportion of British consumers who would use, or have used, various

information sources when planning long haul holiday travel or holiday travel to Australia.
The table presents three data sources and a comparison to the average across all countries.
The table shows that British consumers use the internet as a research tool for travel more
than any other medium and have relatively higher proportionate use of online sources than
traditional travel agents.
Table 22 Information sources used for travel planning in the UK compared to average of
all countries (2012)
Information Source

BDA

Omni Current

IVS (YE March 2012)

UK

All Countries

UK

All Countries

UK

All Countries#

General internet*

79%

78%

71%

76%

74%

78%

Travel advice websites

66%

54%

34%

43%

Friends or relatives who
have been to Australia

58%

51%

36%

44%

17%

14%

Gov Tourism Site

53%

50%

24%

35%

0%

1%

Guide Books

53%

46%

29%

36%

24%

21%

Travel booking website

39%

41%

25%

34%

Travel Agent

27%

38%

21%

31%

20%

20%

Brochures

41%

36%

37%

39%

Airline

20%

29%

15%

24%

1%

1%

Online social networking

11%

26%

17%

31%

Friends or relatives who
live in Australia

31%

25%

28%

20%

Source: BDA Marketing Planning, 2012; TNS Omnibus 2012; IVS 2012.

Figure 53 shows how the use of selected information sources has changed over time for
British holiday visitors to Australia. The figure shows:

37 TNS 2011, Digital Life UK.
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internet use has been relatively stable over the last four years, growing at only 2% per
annum (CAGR), while the use of travel agents has fallen.

Percentage of holiday visitors to Australia
using information source to plan trip

Figure 53 Percentage of British holiday visitors to Australia using selected information
sources to plan their trip (YE March 2008 – YE March 2012)
90%
85%
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60%
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50%
45%
40%
35%
30%
25%
20%
15%
10%
5%
0%

Travel Agent
Internet
Travel book or guide
Friend or relative who has
visited Australia
Previous visit(s)
2008

2009

2010

2011

2012

Year ending March

Source: IVS 2012, Q.72, 73, p.16

Figure 54 shows how British holiday visitors to Australia in the year ending March 2012 used
the internet to help inform on the planning phases of their trip, compared to the average of
all international markets excluding New Zealand.
The figure shows that British holiday visitors to Australia:


exhibit a similar pattern to the market average at the first stages of the planning cycle,
such as help with itinerary, travel agents and events and activities



like Singapore, exhibit the reverse pattern of internet use to Asian markets such as
China, Japan and South Korea. The most common reason for this market to use the
internet is to plan their Australian itinerary, followed closely by looking for
accommodation and air schedules.

Figure 54 Proportional use of internet from the dreaming to the booking stage (British
holiday visitors to Australia YE March 2012)

Percentage of international holiday visitors to Australia using the
internet (YE March 2012)
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To find out about To organise VISA's
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insurance relating
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Source: IVS 2012, Q74 p.16
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Booking
Table 23 shows the proportion of British consumers who would use, or have used, various

booking channels when purchasing long haul travel or travel to Australia. The table presents
three data sources and a comparison to the average across all countries. The table shows that
online booking is relatively high for the UK, but offline channels such as traditional travel
agents are still of importance.
Table 23

Proportional use of booking channels: UK compared to average of all
countries (2012)

Booking channel to
Australia

BDA
UK

Omni Current

All countries

Net online

IVS (YE March 2012)

UK

All countries

UK

All countries

55%

62%

57%

45%

Travel agent (offline)

42%

47%

24%

28%

Travel agent
(online)

37%

37%

13%

17%

Directly through airline
(online)

35%

34%

26%

31%

29%

19%

23%

Accommodation provider
(online)

33%

Other booking website

23%

27%

13%

16%

Tour operator (online)

23%

22%

17%

18%

Tour operator (offline)

16%

21%

13%

17%

Directly through airline
(offline)

14%

18%

10%

17%

Other online source

16%

17%

7%

8%

Accommodation provider
(offline)

10%

14%

12%

18%

3%

5%

Other offline source

35%
31%

32%
25%

Source: BDA Marketing Planning, 2012; TNS Omni

Figure 55 shows the proportion of holiday visitors from the UK who booked selected trip
elements online from year ending March 2008 to year ending March 2012. The figure shows
that total online booking has grown over the four year period by 7% per annum (CAGR),
driven predominantly by growth in online purchases of international airfares (10% per
annum CAGR).
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Figure 55 Proportion of international holiday visitors to Australia booking elements of
their trip online prior to arrival (UK)
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Source: IVS 2012.

Destination
Anecdotal evidence for the UK suggests high levels of booking through direct product whilst
in destination, especially for the FIT market, and due to the market’s high English literacy
rate and cultural similarities. In the March quarter of 2012, 80% of British holiday visitors to
Australia accessed the internet while in destination. Figure 56 shows which devices were the
most commonly used by British holiday visitors. It shows that:


PC in accommodation was the most predominantly used form of internet access
(23%). This may be due to a significant proportion of backpacker trips from the UK to
Australia



netbook/laptop and smart phones were also commonly used, although slightly below
market average. There was less than average use of mobile devices.

Device used to access the internet while
in Australia

Figure 56 Devices used to access the internet while in Australia (UK compared to all
international markets excluding NZ, March quarter 2012)
Smart phone
Netbook / Laptop
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Internet cafe / kiosk
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Ipod or iTouch
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Other
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Proportional use of device
Source: IVS 2012.
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Sharing
61% of British holiday visitors to Australia used or planned to use social media to share their
trip experiences. This was higher than the market average of 56%. This market is heavily
involved in social media and networking, with consumer generated content being a key
channel in the UK.38
Facebook (45%) and Google Plus (16%) were the most commonly used social media sites for
all holiday visitors to Australia. This was the same for British holiday visitors, with 75% of
sharers using Facebook and 22% Google Plus. TripAdvisor came in third at 16% (compared
to the market average of 4%), Youtube fourth at 12% (compared to the market average of 9%)
while Twitter was fifth at 7% (compared to the market average of 6%).

38 TNS 2011, Digital Life UK
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A7 – Germany
Summary
The German market can be characterised by the following:


The use of the internet for planning and booking travel to Australia is increasing German travellers are most likely to book international airfares to Australia and
accommodation online.



The predominant booking channel is through an online or an offline travel agent.



German tourists are more likely than the average to use a PC in the accommodation or
an internet café / kiosk to access the internet while in Australia, than the global
average. They are also less likely to use mobile devices when in Australia.

Figure 57 traces the penetration of online and social media channels across all five stages of
the purchase cycle for German holiday visitors to Australia. It shows that the percentage of
visitors using the internet to plan and book their trip is increasing. However, only a low
proportion of German consumers are using the internet to help decide whether or not to visit
Australia.
Figure 57 Percentage of visitors using the internet and social media (Germany)
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Dreaming and planning
Insights from TNS’ Digital Life Germany 2011 show that like other mature markets,
Germany is polarised in its use of digital with 40% of consumers using it for functional
reasons and a quarter defined as influencers. Tourism Australia’s target audience is heavily
concentrated at the functional end. This indicates that a strong website, EDM and the ability
to transact online are important
Table 24 shows the average number of touch points accessed by a German consumer during a

product purchasing decision. The table shows that:


German consumers use fewer touch points all together than consumers in Asian
markets such as China, South Korea, Japan, and India, with online touch points used
more than offline
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brand generated touch points are used more than consumer generated touch points
across the purchase decision although the gap is narrow at the ‘choose product’ stage.
31% of German internet users write about brands, yet they broadcast to an audience of
64%. Online advocacy is a large enough channel to reach a mass market, yet is
influenced by a small number of channels.39

Table 24

Touch points accessed by German consumers across the purchasing decision

Average number of
touch points

Purchase Stage 1
‘Become Aware’

Purchase Stage 2
‘Choose product’

Purchase Stage 3
‘Decide where to buy’

Online

2.4

2.2

1.8

Offline

1.3

1.1

0.8

Consumer generated

1.5

1.5

1.1

Brand generated

2.2

1.8

1.5

Key sources

Brand website, expert review site, consumer review site

Source: TNS 2011, Digital Life Germany.

Table 25 shows the proportion of German consumers who would use, or have used, various

information sources when planning long haul holiday travel or holiday travel to Australia.
The table presents three data sources and a comparison to the average across all countries.
The table shows that German consumers use the internet as a research tool for travel more
than any other medium but also use conventional travel agents more than average globally.
Table 25

Information sources used for travel planning in Germany compared to
average of all countries (2012)

Information Source

BDA

Omni Current

IVS (YE March 2012)

All Countries

Germany

All Countries#

78%

76%

87%

78%

54%

43%

53%

51%

44%

22%

14%

Gov Tourism Site

52%

50%

35%

1%

1%

Guide Books

51%

46%

36%

41%

21%

Travel booking website

44%

41%

34%

Travel Agent

47%

38%

31%

23%

20%

Brochures

40%

36%

39%

Airline

29%

29%

24%

0%

1%

Online social networking

16%

26%

31%

Friends or relatives who
live in Australia

15%

25%

17%

20%

Germany

All Countries

General internet*

81%

Travel advice websites

53%

Friends or relatives who
have been to Australia

Germany

Source: BDA Marketing Planning, 2012; TNS Omnibus 2012; IVS 2012.

Figure 58 shows how the use of selected information sources has changed over time for
German holiday visitors to Australia. The figure shows:


the internet has become increasingly more significant for German consumers,
however, over the past two years the use of the internet to plan their trip has reached a
plateau at around 87%



while travel books or guides are still used by about 40% of holiday visitors to plan their
trip to Australia, these and other traditional means have broadly decreased in recent
years.

39

TNS 2011, Digital Life Germany.
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Percentage of holiday visitors to Australia
using information source to plan trip

Figure 58 Percentage of German holiday visitors to Australia using selected information
sources to plan their trip (YE March 2008 – YE March 2012)
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Source: IVS 2012

Figure 59 shows how German holiday visitors to Australia in the year ending March 2012
used the internet to help inform the planning phase of their trip, compared to the average of
all international markets excluding New Zealand.
The figure shows that German holiday visitors to Australia:


have a higher propensity to use the internet to help plan their Australian trip itinerary,
to look for airfares to Australia and to find out about other transport options and
accommodation within Australia



are slightly below the average in looking for airfares or air schedules to Australia.

Figure 59 Proportional use of internet from the dreaming to the booking stage (German
holiday visitors to Australia YE March 2012)
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Booking
Table 26 shows the proportion of German consumers who would use, or have used, various

booking channels when purchasing long haul travel or travel to Australia. The table presents
three data sources and a comparison to the average across all countries. The table shows
that:


German consumers are most likely to want to book their travel to Australia using an
online or offline travel agent than the average of all countries



German consumers are less likely to want to book travel to Australia through tour
operators (12% of consumers use online tour operators, 6% use an offline tour
operator).

Table 26

Proportional use of booking channels: Germany compared to average of all
countries (2012)

Booking channel to
Australia

BDA
Germany

Omni Current

All countries

Net online

Germany

IVS (YE March 2012)

All countries

Germany

All countries

62%

53%

45%

Travel agent (offline)

55%

47%

28%

Travel agent
(online)

43%

37%

17%

Directly through airline
(online)

30%

34%

31%

33%

32%

Accommodation provider
(online)

29%

29%

23%

28%

25%

Other booking website

23%

27%

16%

Tour operator (online)

12%

22%

18%

Tour operator (offline)

6%

21%

17%

Directly through airline
(offline)

12%

18%

17%

Other online source

22%

17%

8%

Accommodation provider
(offline)

12%

14%

18%

6%

5%

Other offline source

Source: BDA Marketing Planning, 2012; TNS Omni

Figure 60 shows the proportion of holiday visitors from Germany who booked selected trip
elements online from year ending March 2008 to year ending March 2012. The figure shows
that total online bookings have grown since 2008, and the most common elements booked
online by holiday visitors to Australia are international airfare and accommodation.
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Figure 60 Proportion of international holiday visitors to Australia booking elements of
their trip online prior to arrival (Germany)
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Source: IVS 2012.

Destination
In the March quarter of 2012, 81% of German holiday visitors to Australia accessed the
internet while in destination. Figure 61 shows which devices were the most commonly used
by German holiday visitors. It shows that:


German visitors were more likely to rely on an internet café / kiosk or a PC in
accommodation than the average of all international markets (excluding NZ) in order
to access the internet while in Australia



smart phone, iPad, ipod or iTouch use by German travellers in Australia was lower
than the global average.

Device used to access the internet while
in Australia

Figure 61 Devices used to access the internet while in Australia (Germany compared to
all international markets excluding NZ, March quarter 2012)
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Source: IVS 2012.
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Sharing
46% of German holiday visitors to Australia used or planned to use social media to share
their trip experiences. This was lower than the market average of 56%.
Facebook (45%) and Google Plus (16%) were the most commonly used social media sites for
all holiday visitors to Australia. This was the same for German holiday visitors, with 77% of
sharers using Facebook and 41% Google Plus. Youtube came in third at 21% (compared to the
market average of 9%), and Twitter fourth at 5% (compared to the market average of 6%).
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A8 – United States
Summary
The United States (US) market can be characterised by the following:


Approximately 80% of American consumers are using the internet to plan their
holiday to Australia.



Use of the internet to book and share is broadly below or on average with the global
percentage of consumers.

Figure 62 traces the penetration of online and social media channels across all five stages of
the purchase cycle for American holiday visitors to Australia. The internet is a low influence
in determining whether American travellers will decide whether or not to travel to Australia.
The use of the internet to book or plan their trip to Australia appears to have reached a
plateau in recent years at around 40% and 80% respectively.
Figure 62 Percentage of visitors using the internet and social media (US)
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Dreaming and planning
Insights from TNS’ Digital Life USA 2011 show that the USA is a mix of functional internet
users (30%) and influencers (25%). Tourism Australia has two target audiences in this
market with very distinct needs from digital. Younger travellers are attracted through social
media and can be encouraged to develop advocacy. The older audience requires
straightforward facts and the ability to transact online.
Table 27 shows the average number of touch points accessed by an American consumer

during a product purchasing decision. The table shows that:


American consumers use fewer touch points all together than consumers in Asian
markets such as China, South Korea, Japan, and India, with online touch points used
more than offline



brand generated touch points are used more than consumer generated touch points
across the purchase decision. However, consumer generated content such as social
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media and review sites like TripAdvisor are influential in this market and feature
heavily as channels within the dreaming and planning phase of the purchase cycle.40
Table 27 Touch points accessed by US consumers across the purchasing decision
Average number of
touch points

Purchase Stage 1
‘Become Aware’

Purchase Stage 2
‘Choose product’

Purchase Stage 3
‘Decide where to buy’

Online

2.9

2.7

2.3

Offline

1.2

1.0

0.9

Consumer generated

1.5

1.5

1.2

Brand generated

2.6

2.2

2.0

Key sources

Brand website, expert review site, consumer review site

Source: TNS 2011, Digital Life USA.

Table 28 shows the proportion of American consumers who would use, or have used, various

information sources when planning long haul holiday travel or holiday travel to Australia.
The table presents three data sources and a comparison to the average across all countries.
The table shows that American consumers are less likely to want to, or use, a travel agent
than the average globally.
Table 28

Information sources used for travel planning in the USA compared to average
of all countries (2012)

Information Source

BDA

Omni Current

IVS (YE March 2012)

USA

All Countries

USA

All Countries

USA

All Countries#

General internet*

76%

78%

56%

76%

84%

78%

Travel advice websites

54%

54%

27%

43%

Friends or relatives who
have been to Australia

45%

51%

32%

44%

12%

14%

Gov Tourism Site

56%

50%

20%

35%

1%

1%

Guide Books

50%

46%

23%

36%

24%

21%

Travel booking website

48%

41%

26%

34%

Travel Agent

29%

38%

16%

31%

17%

20%

Brochures

38%

36%

24%

39%

Airline

25%

29%

14%

24%

2%

1%

Online social networking

20%

26%

17%

31%

Friends or relatives who
live in Australia

16%

25%

20%

20%

Source: BDA Marketing Planning, 2012; TNS Omnibus 2012; IVS 2012.

Figure 63 shows how the use of selected information sources has changed over time for
American holiday visitors to Australia. The figure shows:


there has been a slow decline in traditional sources of information — travel books or
guides, travel agents or friends and relatives who have visited Australia — to plan their
trips



around 84% of American holiday visitors to Australia used the internet to plan their
trip to Australia — this proportion has increased from 77% over the last four years.

40

TNS 2011, Digital Life USA.
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Percentage of holiday visitors to Australia
using information source to plan trip

Figure 63 Percentage of American holiday visitors to Australia using selected
information sources to plan their trip (YE March 2008 – YE March 2012)
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Figure 64 shows how American holiday visitors to Australia in the year ending March 2012
used the internet to help inform on the planning phase of their trip, compared to the average
of all international markets excluding New Zealand.
The figure shows that American holiday visitors to Australia:


are generally more likely than the average of all markets (except NZ) to use the
internet in dreaming, planning and booking their trip to Australia



use the internet at a slightly lower rate than the average to help decide whether or not
to visit Australia and to find a travel agent for Australia.

Figure 64 Proportional use of internet from the dreaming to the booking stage
(American holiday visitors to Australia YE March 2012)
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Booking
Table 29 shows the proportion of American consumers who would use, or have used, various

booking channels when purchasing long haul travel or travel to Australia. The table presents
three data sources and a comparison to the average across all countries. The table shows
that:


American consumers broadly follow global averages in booking channel use to
Australia



Americans tend to have a lower indicated desire to book airfares and accommodation
directly through on-line sources. However, actual reported behaviour of past trips to
Australia indicate a higher than average use of these methods. American customers are
also less likely to book through a tour operator.

Table 29

Proportional use of booking channels: USA compared to average of all
countries (2012)

Booking channel to
Australia

BDA
USA

Omni Current

All countries

Net online

USA

IVS (YE March 2012)

All countries

46%

62%

Travel agent (offline)

39%

47%

16%

28%

Travel agent
(online)

29%

37%

18%

17%

Directly through airline
(online)

33%

34%

25%

31%

Accommodation provider
(online)

28%

29%

14%

23%

Other booking website

26%

27%

9%

16%

Tour operator (online)

18%

22%

7%

18%

Tour operator (offline)

15%

21%

7%

17%

Directly through airline
(offline)

16%

18%

11%

17%

Other online source

14%

17%

8%

8%

Accommodation provider
(offline)

13%

14%

10%

18%

2%

5%

Other offline source

USA

All countries
56%

43%
34%

45%

32%
25%

Source: BDA Marketing Planning, 2012; TNS Omni

Figure 65 shows the proportion of holiday visitors from the US who booked selected trip
elements online from year ending March 2008 to year ending March 2012. The figure shows
that total online booking has grown since 2008, however, online bookings have levelled out
in recent years.
As is common with other countries, bookings online are most likely for international airfares
and for accommodation in Australia. While still a low percentage of online bookings,
Americans are more likely than average to book domestic airfares and bus/train travel and
organised tours online prior to arrival in Australia.
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Figure 65 Proportion of international holiday visitors to Australia booking elements of
their trip online prior to arrival (USA)
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Destination
In the March quarter of 2012, 75% of American holiday visitors to Australia accessed the
internet while in destination. Figure 66 shows which devices were the most commonly used
by American holiday visitors. It shows that:


Americans use a wide variety of devices to access the internet while in Australia.
Americans are most likely to use a netbook / laptop (25%) or a smart phone (22%) to
access the internet in Australia



Americans are more likely to use an ipad (13%) compared to the average for all
markets, excluding NZ (9%).

Device used to access the internet while
in Australia

Figure 66 Devices used to access the internet while in Australia (USA compared to all
international markets excluding NZ, March quarter 2012)
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Source: IVS 2012.
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Sharing
51% of American holiday visitors to Australia used or planned to use social media to share
their trip experiences. This was lower than the market average of 56%.
Facebook (45%) and Google Plus (16%) were the most commonly used social media sites for
all holiday visitors to Australia. This was the same for American holiday visitors, with 72% of
sharers using Facebook and 24% Google Plus. Twitter came in third at 7% (compared to the
market average of 6%), Youtube fourth at 4% (compared to the market average of 9%) and
TripAdvisor fourth also at 4% (equivalent to the market average).
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A9 – Indonesia
Summary
The Indonesian market can be characterised by the following:


A significant recent increase in the use of the internet and social media to plan their
trip, and a substantial increase in the use of the internet to book their trip.



However, Indonesian customers are generally less likely than the average to use the
internet for research and booking of their trip to Australia.



Booking of airfares and accommodation via the internet has increased significantly,
however, additional itinerary components, such as internal transport and tours are
less likely to be booked via the internet.



A high usage of their own mobile devices — laptops or tablet PCs — to access the
internet while in Australia.

Figure 67 traces the penetration of online and social media channels across all five stages of
the purchase cycle for Indonesian holiday visitors to Australia. It shows that:


a growing proportion of Indonesian consumers are using the internet and social media
to plan their trip (increasing from 6% in 2004 to 63% in 2012)



a slower, but increasing percentage of Indonesian consumers are using the internet to
book part of their trip

Figure 67 Percentage of visitors using the internet and social media (Indonesia)
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Dreaming and planning
Insights from TNS’ Digital Life Indonesia 2011 show that 73% of Indonesians are ‘Aspirers’ they are seeking to grow their use of digital towards networking, communicating and social
media. Providing them user friendly ways to connect and engage can assist with conversation
and conversion.
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Table 30 shows the average number of (different types of) touch points accessed by an

Indonesian consumer during a product purchasing decision. The table shows that:


Indonesian consumers use a similar level of online and offline touch points across the
path to purchase, except at the ‘choose product’ stage, where the number of online
touch points is higher than the number of offline



brand generated touch points are used significantly more than consumer generated
touch points across the purchase decision, particularly at the ‘choose product’ stage.

Table 30 Touch points accessed by Indonesian consumers across the purchasing
decision
Average number of
touch points

Purchase Stage 1
‘Become Aware’

Purchase Stage 2
‘Choose product’

Purchase Stage 3
‘Decide where to buy’

2.4

4.8

1.9

Online
Offline

2.1

2.5

1.9

Consumer generated

1.3

2.2

1.3

Brand generated

3.2

5.1

2.5

Key sources
Source: TNS 2011, Digital Life Indonesia.

Word of mouth, TV advertisement, retail

Table 31 shows the proportion of Indonesian consumers who would use, or have used, various

information sources when planning long haul holiday travel or holiday travel to Australia.
The table presents three data sources and a comparison to the average across all countries.
The table shows that Indonesian consumers are similar to an average of all countries in the
general internet use. BDA reports that they are more likely than the average to want to use
travel agents and brochures in planning travel.
Table 31

Information sources used for travel planning in Indonesia compared to
average of all countries (2012)

Information Source

BDA

Omni Current

IVS (YE March 2012)

All Countries

Indonesia

All Countries#

78%

76%

64%

78%

54%

43%

54%

51%

44%

12%

14%

Gov Tourism Site

57%

50%

35%

1%

1%

Guide Books

40%
27%

46%

36%

6%

21%

Travel booking website

41%

34%

Travel Agent

52%

38%

31%

21%

20%

Brochures

41%

36%

39%

Airline

36%

29%

24%

1%

1%

Online social networking

34%

26%

31%

Friends or relatives who
live in Australia

27%

25%

31%

20%

Indonesia

All Countries

General internet*

86%

Travel advice websites

41%

Friends or relatives who
have been to Australia

Indonesia

Source: BDA Marketing Planning, 2012; TNS Omnibus 2012; IVS 2012.

Figure 68 shows how the use of selected information sources has changed over time for
Indonesian holiday visitors to Australia. The figure shows:


The use of the internet has been increasing since 2009, and in the year ended March
2012, 64% of Indonesians used the internet to plan their holiday to Australia



however, the travel agent is still used in a substantial proportion of cases, with 21% of
travellers suggesting the use of a travel agent in planning their trip.
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Percentage of holidayvisitorsto Australia
using information source to plan trip

Figure 68 Percentage of Indonesian holiday visitors to Australia using selected
information sources to plan their trip (YE March 2008 – YE March 2012)
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Figure 69 shows how Indonesian holiday visitors to Australia in the year ending March 2012
used the internet to help inform on the planning phase of their trip, compared to the average
of all international markets excluding New Zealand.
The figure shows that Indonesian holiday visitors to Australia are:


in general, less likely than the average to use the internet in dreaming about, planning
and booking their trip



below average in the use of the internet to find out more about Australia after they’ve
decided to come, as well as to help plan their Australian itinerary, to look for airfares
to travel to Australia, to help plan other transport options within Australia and to
organise VISAs and travel insurance relating to the trip to Australia.

Figure 69 Proportional use of internet from the dreaming to the booking stage
(Indonesian holiday visitors to Australia YE March 2012)
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Booking
Table 32 shows the proportion of Indonesian consumers who would use, or have used,
various booking channels when purchasing long haul travel or travel to Australia. The table
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presents three data sources and a comparison to the average across all countries. The table
shows that:


Indonesian consumers are more likely than the average to use a travel agent (both
online and offline) to book their travel to Australia



59% of Indonesian consumers would use an offline travel agent to book travel to
Australia compared to 47% on average, according to BDW data



however, they are less likely that the average of all countries to want to book using an
online channel, and thus offline booking channels are generally used in higher
proportions relative to the market averages.

Table 32

Proportional use of booking channels: Indonesia compared to average of all
countries (2012)

Booking channel to
Australia

BDA

Omni Current

All countries

All countries

Indonesia

All countries

Travel agent (offline)

59%

47%

62%
28%

39%

45%

Travel agent
(online)

43%

37%

17%

Directly through airline
(online)

23%

34%

31%

29%

32%

Accommodation provider
(online)

23%

29%

23%

24%

25%

Other booking website
Tour operator (online)

26%

27%

16%

21%

22%

18%

Tour operator (offline)

30%

21%

17%

Directly through airline
(offline)

23%

18%

17%

Other online source

20%

17%

8%

Accommodation provider
(offline)

20%

14%

18%

Other offline source

10%

5%

Net online

Indonesia

IVS (YE March 2012)

Indonesia

Source: BDA Marketing Planning, 2012; TNS Omni

More detailed information derived from Tourism Australia’s Consumer Demand Project,
Deep Dive Survey, conducted by BDA, demonstrates the higher use of travel agents. Booking
through a travel agent was more popular than booking directly with an operator for all
elements of a customer’s trip. In addition, for those that did book through a travel agent,
booking in person was slightly more common for all elements of the trip compared to
booking online or by email.
In relation to visas, the Deep Dive Survey found there was a tendency for customers to apply
through a travel agent rather than applying independently. However, the difference was
fairly slight, with 56 per cent applying through a travel agent and 42%applying
independently.
Figure 70 shows the proportion of holiday visitors from Indonesia who booked selected trip
elements online from year ending March 2008 to year ending March 2012. The figure shows
that total online booking has almost doubled over this period, and the most common
elements booked online by holiday visitors to Australia are international airfares and
accommodation.
Use of the internet to book supplementary trip requirements such as internal transport and
tours is still low.
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Figure 70 Proportion of international holiday visitors to Australia booking elements of
their trip online prior to arrival (Indonesia)
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The channels used by consumers to book certain elements of their trip will be impacted by
when and where the booking occurs. For example, customers may be open to using different
channels in their home country before the trip, as opposed to booking in destination. Figure
71 shows the proportion of customers that book prior to arrival versus on arrival, for a series
of different elements of a trip. The key take-outs are that:


a large majority of customers book ‘flights back home’ and visas prior to arrival



accommodation and tours are also commonly booked prior to arrival



a large majority of ‘other transport’ is booked on arrival.

Figure 71 Proportion of customers that book elements of their trip before arriving at the
destination versus on arrival at the destination
Prior to arrival
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Visa 70

32

33
44
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12
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35
59

19
53

28
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19
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25
39

24

38
25

28

47
12

18

Source: BDA Marketing Planning, Consumer Demand Project, Findings from all markets, August 2012.
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Destination
In the March quarter of 2012, 61% of Indonesian holiday visitors to Australia accessed the
internet while in destination. Figure 72 shows which devices were the most commonly used
by Indonesian holiday visitors. It shows that:


Indonesian travellers are more likely to have their own device to access the internet in
Australia- they are less likely than the average to use a PC in accommodation or an
internet café / kiosk



around 30% of Indonesian consumers use a smart phone or a netbook/laptop while in
Australia.

Device used to access the internet while
in Australia

Figure 72 Devices used to access the internet while in Australia (Indonesia compared to
all international markets excluding NZ, March quarter 2012)
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Source: IVS 2012.

Sharing
58% of Indonesian holiday visitors to Australia used or planned to use social media to share
their trip experiences. This was slightly higher than the market average of 56%. Anecdotal
evidence shows increasing levels of social media / networking channels used by Indonesians
for sharing experiences.
Facebook (45%) and Google Plus (16%) were the most commonly used social media sites for
all holiday visitors to Australia. For Indonesian holiday visitors, Facebook was also the most
commonly used (53%), with Blackberry messenger coming in second at 33%. Youtube came
in third at 26% (compared to the market average of 9%), Twitter fourth at 25% (compared to
the market average of 6%), Google Plus fifth at 19%, and TripAdvisor sixth at 9% (compared
to the market average of 4%).
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A10 – Brazil
Summary
The Brazilian market can be characterised by the following:


Significant proportion of consumers using the internet to plan travel to Australia
(91%).



A higher than average use of the internet to book airfares and accommodation than
other travellers to Australia.



A general trend away from traditional means (retail travel agents, travel books and
guides and friends and relatives) for information while planning their trip to Australia.



The use of conventional offline travel agents is declining, with the internet the most
common source of information in the planning phase, and of growing importance in
the booking phase (although it is growing from a low base).



High use of portable devices within Australia.

Figure 73 traces the penetration of online and social media channels across all five stages of
the purchase cycle for Brazilian holiday visitors to Australia.
Figure 73 Percentage of visitors using the internet and social media (Brazil)
Percentage of
holiday visitors
using the internet:

Percentage of total international holiday arrivals to
Australia
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to book a part of
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20%

while in Australia

0%
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2012

to share their trip
experience via
social media

Year ending March

Source: IVS 2012.

Dreaming and planning
Insights from TNS’ Digital Life Brazil 2011 show that a third of Brazilians are ‘Aspirers’ they are looking to grow their engagement with the internet in terms of knowledge, insight
and use of social media. With 23% as influencers, advocacy and social media are likely to play
a growing role going forward.
Table 33 shows the average number of (different types of) touch points accessed by a Brazilian

consumer during a product purchasing decision. The table shows that:
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Brazilian consumers use a higher level of online than offline touch points across the
path to purchase, with the overall number of touch points used more than for
traditional markets such as the UK and the USA, but less than Asian markets such as
China, India, and South Korea.



brand generated touch points are used more than twice as much as consumer
generated touch points across the purchase decision. Digitally, brand generated media
is still the most influential channel online. Social media is increasingly being crowded
by brands to the point of becoming invasive.41

Table 33 Touch points accessed by Brazilian consumers across the purchasing decision
Average number of
touch points

Purchase Stage 1
‘Become Aware’

Purchase Stage 2
‘Choose product’

Purchase Stage 3
‘Decide where to buy’

Online

3.4

3

2.6

Offline

1.7

1.7

1.6

Consumer generated

1.6

1.5

1.4

Brand generated

3.5

3.2

2.8

Key sources

TV advertisement, brand website, word of mouth

Source: TNS 2011, Digital Life Brazil.

Table 34 shows the proportion of Brazilian consumers who would use, or have used, various

information sources when planning long haul holiday travel or holiday travel to Australia.
The table presents three data sources where possible, and a comparison to the average across
all countries.
The table shows that Brazilian consumers use the internet when planning for travel, which is
more than the average globally. Use of travel agents, guide books and advice from friends
and relatives who have been to Australia is broadly in line with global trends.
Table 34

Information sources used for travel planning in Brazil compared to average of
all countries (2012)

Information Source

BDA
Brazil

Omni Current

All Countries

Brazil

IVS (YE March 2012)

All Countries

Brazil

All Countries#

91%

78%

14%

14%

General internet*

78%

76%

Travel advice websites

54%

43%

Friends or relatives who
have been to Australia

51%

44%

Gov Tourism Site

50%

35%

Guide Books

46%

36%

Travel booking website

41%

34%

Travel Agent

38%

31%

Brochures

36%

39%

Airline

29%

24%

Online social networking

26%

31%

Friends or relatives who
live in Australia

25%

1%
20%

21%

17%

20%
1%

33%

20%

Source: BDA Marketing Planning, 2012; TNS Omnibus 2012; IVS 2012.

Figure 74 shows how the use of selected information sources has changed over time for
Brazilian holiday visitors to Australia. The figure shows that:

41 TNS 2011, Digital Life Brazil.
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internet use in planning a trip appears to have decreased between 2008 and 2010,
rising again to 2012. Data for Brazil is from a small sample size, so caution should be
employed in interpretation of this result



while there has been a general overall trend away from the use of travel agents in
planning a trip over the past five years, in 2011 there was a spike in the use of travel
agents



In 2012 there continues to be use of more traditional means of planning with around
10% to 20% of travellers using travel books or guides, travel agents or a friend or
relative who has visited Australia as a source of information.

Figure 74 Percentage of Brazilian holiday visitors to Australia using selected
information sources to plan their trip (YE March 2008 – YE March 2012)
Percentage of holiday visitors to Australia
using information source to plan trip
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0%
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Year ending March

Source: IVS 2012.

Figure 75 shows how Brazilian holiday visitors to Australia in the year ending March 2012
used the internet to help inform the planning phase of their trip, compared to the average of
all international markets excluding New Zealand.
The figure shows that Brazilian holiday visitors to Australia:


broadly reflect the same proportion of visitors on average using the internet from the
dreaming to the booking stage



are marginally above the average from all markets (excluding NZ) in using the internet
to decide whether or not to visit Australia, to look for airfares or air schedules for
travel to Australia and to organise VISAs and travel insurance relating to this trip to
Australia.
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Figure 75 Proportional use of internet from the dreaming to the booking stage
(Brazilian holiday visitors to Australia YE March 2012)
Percentageofinternational holidayvisitorsto Australiausingthe
internet (YEMarch2012)
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Source: IVS 2012, Q74 p.16

Booking
Table 35 shows the proportion of Brazilian consumers who would use, or have used, various

booking channels when purchasing long haul travel or travel to Australia. The table presents
three data sources and a comparison to the average across all countries. The table shows
that:


Brazilian consumers overall use of the internet to book is higher than the average of all
countries — 52% of Brazilians book online compared to 45% of all countries



42% of Brazilians book their travel online directly through an airline compared to 32%
of the average of all countries



39% of Brazilians book using an online accommodation providers, compared to the all
country average of 25%.

Tourism Australia
PwC

117

Customer markets

Table 35

Proportional use of booking channels: Brazil compared to average of all
countries (2012)

Booking channel to
Australia

BDA
Brazil

Omni Current

All countries

Brazil

IVS (YE March 2012)

All countries

Net online

62%

Travel agent (offline)

47%

28%

Travel agent
(online)

37%

17%

Directly through airline
(online)

34%

31%

Accommodation provider
(online)

29%

23%

Other booking website

27%

16%

Tour operator (online)

22%

18%

Tour operator (offline)

21%

17%

Directly through airline
(offline)

18%

17%

Other online source

17%

8%

Accommodation provider
(offline)

14%

18%

Other offline source

Brazil

All countries

52%

42%
39%

45%

32%
25%

5%

Source: BDA Marketing Planning, 2012; TNS Omni

Figure 76 shows the proportion of holiday visitors from Brazil who booked selected trip
elements online from year ending March 2008 to year ending March 2012. The figure shows
that total online booking has grown since 2009, and the most common elements booked
online by holiday visitors to Australia are international airfares and accommodation.
In recent years there has been steady growth in booking of domestic airfares and bus/train
travel as well as organised tours online prior to their arrival in Australia.
Figure 76 Proportion of international holiday visitors to Australia booking elements of
their trip online prior to arrival (Brazil)

Percentage of international holiday arrivals to Australia

60%
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40%
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30%

Domestic Airfare and
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20%
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10%
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0%
2008
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Year Ending March

Source: IVS 2012.
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Destination
In the March quarter of 2012, 97% of Brazilian holiday visitors to Australia accessed the
internet while in destination. Figure 77 shows which devices were the most commonly used
by Brazilian holiday visitors. It shows that:


Brazilians were more likely than other international visitors to Australia to use a PC in
accommodation, and iPad, ipod or iTouch or a tablet PC to access the internet while in
Australia



fewer Brazilians use an internet café or kiosk (6%) compared to all markets excluding
NZ (14%).

Device used to access the internet while
in Australia

Figure 77 Devices used to access the internet while in Australia (Brazil compared to all
international markets excluding NZ, March quarter 2012)
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Source: IVS 2012.

Sharing
79% of Brazilian holiday visitors to Australia used or planned to use social media to share
their trip experiences. This was higher than the market average of 56%. Anecdotal evidence
shows increasing levels of social media / networking channels used by Brazilians for sharing
experiences.
Facebook (45%) and Google Plus (16%) were the most commonly used social media sites for
all holiday visitors to Australia. For Brazilian holiday visitors, Facebook was also the most
commonly used (79%), with Youtube coming in second at 30% (compared to the market
average of 9%). Google Plus came in third at 22%, and Twitter fourth at 8% (compared to the
market average of 6%).
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Disclaimer
This study has been prepared by PricewaterhouseCoopers (PwC) at the request of Tourism Australia (‘TA’) in
our capacity as advisors in accordance with the Scope and the Terms and Conditions contained in the
Consultant Agreement. between TA and PwC This document is not intended to be utilised or relied upon by any
persons, or to be used for any purpose other than that articulated in the Scope and Terms and Conditions.
Accordingly, PwC accepts no responsibility in any way whatsoever for the use of this report by any other
persons or for any other purpose.

The information, statements, statistics and commentary (together the ‘Information’) contained in this report
have been prepared by the Consultants from material provided by stakeholders and from discussions held with
stakeholders. The Consultants may in their absolute discretion, but without being under any obligation to do so,
update, amend or supplement this document.

The Consultants have based this report on information received or obtained, on the basis that such information
is accurate and, where it is represented by management as such, complete. The information contained in this
report has not been subject to an Audit. The information must not be copied, reproduced, distributed, or used,
in whole or in part, for any purpose other than detailed in our Consultant Agreement without the written
permission of TA and PwC.
© 2012 PricewaterhouseCoopers. All rights reserved.
PwC refers to the Australian member firm, and may sometimes refer to the PwC network.
Each member firm is a separate legal entity. Please see www.pwc.com/structure for further details.
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