What is the There’s Still Nothing Like Australia campaign?
There’s Still Nothing like Australia is Tourism Australia’s new international recovery campaign,
supported with $25 million allocated to it through the Australian Government’s National Bushfire
Recovery Fund. The campaign aims to re-stimulate demand in the short term and gradually rebuild
Australia’s international reputation.
The new campaign takes inspiration from Tourism Australia’s long-standing and successful
There’s Nothing Like Australia global campaign platform, reminding the world that There’s Still
Nothing Like Australia.

What is the There’s Nothing Like Australia campaign?
There’s Nothing like Australia (TNLA) is Tourism Australia’s current global consumer marketing
campaign platform. Originally launched in 2010, TNLA highlights some of the very best attractions
and experiences Australia has to offer. Designed to be long-lasting and flexible, the campaign has
evolved to stay relevant to Tourism Australia’s global target audience in a highly competitive and
fast-changing global tourism environment.
The new campaign will not replace TNLA. Since its launch in May 2010, Tourism Australia
has invested more than $1 billion in TNLA, boosting international arrivals by 72 per cent and
international visitor spend by 73 per cent. The tried and tested concept, has delivered impressive
results to the tourism industry over the past decade, and will be used to tell the world that
There’s Still Nothing Like Australia.

What is the National Bushfire Recovery Fund?
The Australian Prime Minister announced an AUS$76 million tourism recovery package on 19 January
2020 as part of the Australian Government’s National Bushfire Recovery Fund. Tourism Australia was
allocated AUS$61 million of this funding towards:

• A national domestic campaign in partnership with the states and territories ($20 million).
• A $25 million boost for an international recovery campaign.
• Increasing our international media hosting activities ($9.5 million).
• Increasing support through the Australian Tourism Exchange ($6.5 million).
Other initiatives under the package include a regional tourism events initiative to support regional
events and activities ($10 million) and additional funding for the international diplomatic network to
reassure our international partners that Australia is open for business ($5 million).

What countries will the campaign be in?
During 2020, the campaign will roll out across a number of Tourism Australia’s key international
markets, including the United States, the United Kingdom, Germany, France, Japan, Canada, Malaysia,
Indonesia and Singapore.

What about Philausophy and the Matesong campaign?
There’s Still Nothing Like Australia signals a move away from Tourism Australia’s Philausophy campaign
for the time being. However, the underlying themes – the appeal of the Australian character and
personality – continue to be prominent within our recovery activities.
The Matesong campaign was paused as a result of the bushfires. There are no current plans to use
any Matesong creative as part of the new campaign.

How are industry featured in the film?
Tourism Australia has chosen between two and three operators from each State and Territory to
feature in the film, with a total of 19 operators featuring in the final campaign film. The operators
were chosen in consultation with the State and Territory Tourism Organisations and reflect the
diversity of Australia’s tourism offering including food and wine, nature and wildlife, culture and
aquatic and coastal.

Operators featured in the campaign film include:
• Poachers Pantry, Canberra, Australian Capital Territory
• Capital Brewing Co., Canberra, Australian Capital Territory
• Voyages Indigenous Tourism Australia
• Airborne Solutions, Darwin, Northern Territory
• BridgeClimb Sydney, Sydney, New South Wales
• Yerrabingin Rooftop Garden, Sydney, New South Wales
• Scenic World, Blue Mountains, NSW
• Reef Magic Cruises, Great Barrier Reef, Queensland
• Get Wet Surf School, Gold Coast, Queensland
• Walkabout Cultural Adventures, Cooya Beach, Queensland
• Gemtree Wines, McClaren Vale, South Australia
• Seal Bay Conservation Park, Kangaroo Island, South Australia
• Tasmanian Walking Company, Cradle Mountain, Tasmania
• Freycinet Marine Farm, Freycinet, Tasmania
• Bonorong Wildlife Sanctuary, Hobart, Tasmania
• Great Ocean Road Resort, Great Ocean Road, Victoria
• National Gallery of Victoria, Melbourne, Victoria
• Two Feet And A Heartbeat, Perth, Western Australia
• Koomal Dreaming, Margaret River, Western Australia
How can industry get involved?
There are a number of ways for industry to engage with the There’s Still Nothing Like Australia campaign.
1. Subscribe to Tourism Australia’s weekly industry e-newsletter Essentials for updates on how to
get involved.
2. Download images for free from Tourism Australia’s image gallery.
3. Share your story, product or experience with Tourism Australia to have it be considered for the
International Media Hosting Program by sending it to internationalmedia@tourism.australia.com
or by connecting with your State or Territory Tourism Organisation.

