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Tourism Australia is an Australian Government Commonwealth
corporate entity formed under the Tourism Australia Act 2004
(TA Act). It is governed by a Board of Directors that is appointed
by the Minister responsible for tourism under the Tourism
Australia Act 2004 (Cth) (TA Act) and the Public Governance,
Performance and Accountability Act 2013 (PGPA Act).
This plan outlines Tourism Australia’s strategic direction,
our objectives and goals for the period 2021/22 to 2024/25.
It has been prepared in accordance with the TA Act and PGPA Act.
Front cover: Clifton Beach, Queensland

0. INTRODUCTION

I, as the accountable authority of Tourism Australia,
present the 2021/22 Tourism Australia Corporate
Plan, which covers the periods 2021/22 to 2024/25,
as required under paragraph 35 (1)(b) of the PGPA Act
and the TA Act.

BOB EAST
Chairman
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1. MANAGING
DIRECTOR’S MESSAGE
In the past year, so much in our world has changed.
Off the back of the worst summer bushfires on record,
our industry was then confronted with the complete
shutdown of travel globally due to the coronavirus
(COVID-19) pandemic. Prior to these dual crises,
Australia’s tourism and business events sectors were
performing well, with close to 5 million international
visitors and strong growth in spend – exceeding
$115 billion in combined domestic and international
overnight visitor spend.1
The impacts of these events on our sector and
Tourism Australia’s business operations are
significant and unprecedented and underpin our
response as detailed in this 2021-25 Corporate Plan.
On a positive note, Australia’s health response
has resulted in comparatively low case numbers of
COVID-19 and the successful roll out of the vaccine is
now underway, against a backdrop of a strengthening
economy and rising consumer confidence. However,
despite this rising optimism Australia’s tourism
and business events industry continues to face
considerable challenges which we expect will
continue into 2022.
Whilst some parts of our sector are doing
well, others are struggling. Cities and tourism
destinations traditionally reliant upon international
visitation are amongst those sectors doing it tough.
And while Tourism Australia is seeking ways to
support these destinations through its marketing,
ongoing changes to travel restrictions continue to
test our recovery efforts.
Until state borders are fully and permanently open
and international visitors return, it will continue to
be extremely challenging for many in the tourism
sector. Internationally, the establishment of a Safe
Travel Zone with New Zealand as a first step towards
reopening international travel remains limited in
terms of delivering visitors in significant numbers.

While we all want to see the return of travellers
from our key international markets, we recognise
that it will be some time before overseas visitors
are travelling here at pre COVID-19 levels and that
Australian tourism’s recovery will be very much
domestic-led.
Consumer confidence amongst Australians is at
its highest level since the start of the COVID-19
pandemic. And, despite the ongoing disruption
to travel more than half of all Australians are still
considering or planning interstate travel.
Tourism Australia continues to focus on building
demand for travel, providing much-needed support
to tourism operators and communities around the
country. Our domestic Holiday Here This Year campaign
encourages Australians to take a well-deserved break
in their own backyard, while our Event Here This Year
campaign inspires corporates and event planners to
host a business event in Australia.
We know from our research that the appetite for
domestic travel is strong. Our job is to encourage
more Australians to holiday in their backyard and to
do this more often, and importantly to travel like an
international traveller by booking tours
and experiences.
This focus on domestic does not mean we have
forgotten about international. A holiday to Australia
is a longer purchase decision and the time between
making a booking and visiting can be as much as a
year, especially in our longer haul markets.
As such, we continue to focus on keeping Australia
top of mind in our key international markets and
generating long-term demand for travel to Australia
by priming our audiences with our ‘always on’
approach to ensure they book a holiday here as soon
as it is practical to do so.
With the state and territory tourism bodies, airlines

Tourism Research Australia, (December 2019),
International Visitor Survey and Domestic Visitor Survey
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and industry scaling back their international
resourcing and pausing their marketing activities
overseas, Tourism Australia’s role in international
markets is more important than ever before.
Even though our global advertising campaigns
are paused, we are staying active in all our key
international markets through content partnerships,
PR, advocacy, social, digital and trade marketing.
Continuing to maintain this visible international
presence is especially important now and will be more
so in the coming months as competitor destinations
open before us and upweight their investment in
international marketing.
As international travel resumes, every major
international destination will be poised to market
themselves – and Australia must be ready too. We
must be ready to ramp up our marketing activities
as quickly as possible, to switch focus towards
converting interest in Australia, into bookings.
We acknowledge that our approach will need to
vary by market and be flexible enough to meet
the needs of a post-COVID-19 travel environment.
We have already developed a strategic framework,
called the Green Light Project, to help identify the
best approach and optimum timing to step up reinvestment in our key international markets.
The foundations of this international recovery plan
rest upon our ability to reactivate essential aviation
capacity and global distribution, and on finding the
most appropriate type of campaign activity in a
post-pandemic world.
We will continue with our balanced portfolio
approach, prioritising those markets that reopen
soonest and where travel is considered safe. New
Zealand is one of the markets we expect to be key
to Australia’s initial international recovery, and that
will be reflected in our marketing resourcing.

While we do not know how or when our industry will
emerge from this crisis, we do know the tourism and
business events landscape will be changed. This plan
will see significant investment in our business and
our people – investment in innovative technologies,
new training, and new ways of working to ensure we
meet the requirements of our stakeholders and keep
ahead of the competition.
And, while nobody truly knows exactly what travel
to Australia will look like in the future, or to any
other country for that matter, Australia’s handling
of the pandemic undoubtedly reinforces the country’s
already strong reputation for safety. Our consumer
research already suggests that our strengths of
outdoor lifestyle, spectacular nature, clean air, and
wide-open spaces will stand us in good stead for the
future as the world starts travelling again.
These are undoubtedly tough times. The toughest
many of us have ever faced. But better times are
ahead, and it is important to keep looking forward.
It is also why it is more important than ever that we
continue to work together and support one another,
as well as our commercial, distribution and airline
partners – in Australia and in market – to ensure that
we all play a part in the recovery, which we hope to
see start in 2020/21 and gather momentum as we
rollout this plan.
On behalf of the Board, and the Tourism Australia
team, take care.

Phillipa Harrison
Managing Director and Chief Executive Officer
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2. ABOUT US

Ambition
Full recovery of Australia’s tourism industry
to 2018/19 expenditure levels by 2024/25.

Purpose
Grow demand to enable a competitive and sustainable
Australian tourism industry.

Strategic priorities and
enabling factors
We will focus our effort through seven strategic
priorities to aid the recovery of our industry - these
priority areas are provided below, with further detail
in Section 4:
1.

Drive opportunistic conversion in the short-term,
concentrating on specific audiences (long stay)
and markets (low risk travel corridors)

2.

Expedite recovery for aviation and distribution

3.

Be a unifying voice for industry

4.

Elevate and champion Indigenous tourism

5.

Drive awareness of, and capability for,
sustainable travel

— Improve brand metrics

6.

Generate long-term demand and growth

— Drive industry recovery

7.

Bolster the business events industry.

Annual goals
We have set goals in four areas, recognising that
our environment remains fragile and unpredictable.
Key performance indicators and targets for each of
these goals is provided in Section 6:
— Grow visitor expenditure

— Rebuild the business events pipeline
The following enabling factors will be important to
delivery of our strategic priorities, with further detail
in Section 4:
— Insights driven strategies and decision-making
— Engaged and supportive stakeholders
— Motivated staff
— Agile resourcing
— Tight but flexible financial management
— Robust governance.
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Target audiences and markets
We have worked closely with Boston Consulting Group on a review of prospective target audiences and markets.
This resulted in a refinement to our target audiences and our market framework in the short-term, as shown in
the table below. Further detail is provided in Section 4.

2021/22 Target Audiences
Leisure

Business Events

Domestic

• Willing travellers

Domestic

• Event planners,
corporate meeting
decision-makers

International

• Long stay, less impacted
by travel risk

International

• Incentive and
Association decisionmakers

- Working Holiday
Makers
- Visiting Friends and
Relatives
• Prospective travellers in
low risk travel corridors

Table 1: Tourism Australia’s target audiences, 2021/22

2021/22 Target Markets
Leisure

Business Events

• Domestic

• Domestic

• International short-term: markets where Australia has
agreed a low risk travel corridor

• International: New Zealand, Greater China, Sth SE
Asia, UK/Eur, North America

• International long-term: maintain presence in
New Zealand, China, Japan, India, Singapore,
Sth Korea, UK, USA, Germany, Indonesia, Malaysia,
France, Canada, Italy.
Table 2: Tourism Australia’s target markets, 2021/22
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Legislative objects and functions
Under the TA Act our objects are to:
— Influence people to travel to Australia,
including for events
— Influence people travelling to Australia to also
travel throughout Australia
— Influence Australians to travel throughout
Australia, including for events
— H
 elp foster a sustainable tourism industry
in Australia
— H
 elp increase the economic benefits to
Australia from tourism.

Under the TA Act, our functions are to:
— Increase potential travellers’ awareness of
Australia as a destination
— Increase potential domestic travellers’ awareness
of Australia as a place to travel
— Increase both international and domestic potential
travellers’ knowledge of Australia
— Increase both international and domestic
potential travellers’ desire to travel to and
throughout Australia
— C
 onduct research into, and analysis of,
international and domestic travel
— C
 ommunicate effectively with the Australian
tourism industry on matters that may affect it
— Increase awareness among Australians of the
contribution tourism makes to Australia’s
economy, society and environment
— R
 eport on trends in international and
domestic travel.
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Australian government outcome
and programs
Each year, Australian Government agencies are
required to identify their planned programs and how
these deliver on outcomes set by the government.
Tourism Australia has one government outcome:
‘To grow demand and foster a competitive and
sustainable Australian tourism industry through
partnership marketing to targeted global consumers
in key markets.’
This outcome is delivered through two programs:
— Grow demand
— Industry development.

Ovolo Hotel, Canberra, Australian Capital Territory
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3. OPERATING CONTEXT

Operating environment and
tourism outlook
Our operating environment has never been more
complex...with unprecedented impacts across the
tourism and travel industries.
Trends impacting Tourism Australia’s operating
model are outlined below. A major consideration
has been the impact of COVID-19 on tourism as well
as impacts on the global economy, consumer sentiment
and the travel and aviation sectors. These areas have
been taken into consideration when planning Tourism
Australia’s marketing activities and operations as
well as in determining our budgeting and resourcing.
We also recognise that we need to remain flexible to
ensure the best support and outcomes for Australia’s
tourism industry.

Coronavirus
The coronavirus (COVID-19) outbreak of 2020
continues to have an impact on the Australian tourism
industry. Tourism was one of the first industries hit by
COVID-19 and will almost certainly be one of the last
to completely recover. Domestic and international
travel restrictions have resulted in Australian tourism
businesses closing, significant job losses, and lost
revenue in the vicinity of $10 billion dollars each
month since international borders closed in March
2020. A number of tourism businesses continue to
face significant challenges, including managing cash
flow, labour supply and adapting to stringent social
distancing restrictions and hygiene standards.
COVID-19 is an unprecedented crisis for the tourism
industry which has been resilient in the past in
the face of natural disasters, financial downturns, and
market volatility. As a result of its impacts, Tourism
Australia has responded by pivoting our resources to
assist the industry as much as possible. This has
included ramping up domestic marketing,
recommencing leisure marketing in New Zealand and
preparing to welcome back visitors from our other key
international markets. This support is
in addition to and complements the Government’s
stimulus packages.
Since the onset of COVID-19, the Government
has committed an unprecedented $507 billion or 25.6
per cent of GDP in overall economic support including
$257 billion or 13 per cent of GDP in direct support.
This has included programs for domestic tourism and
business travel and regional tourism through $231.6
million in funding to Tourism Australia to increase
domestic activities; an additional $51 million through
the Government’s Regional Tourism Recovery
initiative; and the Government’s $50 million business
events grants program.
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We continue to assess our operations and
international settings, which includes adapting
to ongoing travel restrictions and reductions in
aviation capacity. With global travel on hold due
to COVID-19, the promotion of international travel
and tourism is challenging. Whilst our international
borders remain closed, we continue to focus on
keeping Australia top of mind in our overseas
markets, generating long-term demand for travel
to Australia and priming audiences to book an
Australian holiday as soon as is practical to do so.
We know the time for dreaming about, planning,
and booking a holiday, and then travelling can be
months and years in advance, and so it is crucial that
Australia remains front of mind until the international
borders reopen. Even though our global advertising
campaigns are paused, we are maintaining a visible
presence in all our key international markets through
PR, content partnerships, advocacy, social, digital
and trade engagement.
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Global economy
Since the World Health Organisation declared
COVID-19 a global pandemic in March 2020, countries
around the world have implemented a series of
measures to reduce the contagion. However, over
the past year, the human costs of the outbreak have
been significant with 101.6 million confirmed cases,
including 2.2 million deaths (WHO, January 2021). 2
While recent vaccine approvals have raised hopes of
a turnaround in the pandemic by late 2021, renewed
waves and new variants of the virus present concerns
for the global economic outlook. The global economy
is projected to grow 5.5 per cent in 2021 and 4.2 per
cent in 2022 (IMF, January 2021).3 However, there is
considerable uncertainty around this forecast, as the
strength of the recovery will vary significantly across
countries, influenced by the production and roll-out
of vaccination programs, management of crosscountry infection, effectiveness of policy support,
and the economic strength of each country upon
entering the COVID-19 health crisis. The projected
recovery follows a severe economic collapse in 2020
(with GDP estimated to be -3.5 per cent), the worst
global contraction in peacetime since the Great
Depression (IMF, January 2021).
Governments around the world implemented fiscal
packages and policies to protect jobs and incomes
during the pandemic, however, unemployment rates
have increased while incomes have fallen (Tourism
Economics, December 2020). These pressures are
likely to tighten further as government support is
eased, impacting discretionary spend in areas such
as leisure travel.
Services trade, including tourism, is expected to
recover slowly until the level of infections decline
and cross-border travel resumes. In short, the
travel industry will not see any substantial benefit
of the roll-out of vaccines until there is widespread
coverage. As a result, global outbound arrivals4 are
predicted to fall by -73 per cent in 2020, improving
to -41 per cent in 2021, -20 per cent in 2022,
-4 per cent in 2023, and +6 per cent in 2024
(Tourism Economics, December 2020).

Australia has managed the health and general economic
impacts of COVID-19 relatively well – COVID numbers
have been very low, vaccination programs are underway,
and consumer confidence is recovering. Overall, the
economic outlook for Australia’s economy is positive,
with GDP forecast to grow 4.4 per cent in 2021
(Deloitte Access Economics, January 2021).5
Tourism Australia will continue to monitor the economic
environment and its impact on consumer confidence,
to inform our response.

Consumer
As consumers have adjusted to the new normal,
consumer sentiment and behaviour has reflected
the uncertainty of the COVID-19 crisis.
Research into consumer sentiment and behaviour
across 13 countries6 by McKinsey (2020)7, found
considerable differences across nations, with
consumers in China, India and Indonesia consistently
reporting higher levels of optimism than in rest of
the world, while those in Europe and Japan were less
optimistic about their countries’ economic prospects
after COVID-19. Across Europe, optimism has declined
significantly, in line with the rise in confirmed cases.
In Tourism Australia’s International Sentiment
Tracker (January 2021), travel sentiment remains
down across most of our international target markets,
with increasing COVID-19 cases impacting consumer
sentiment. Perception of Australia as a safe destination
was up in most markets, except for China and India;
while longer-term consideration of Australia for a
holiday was steady for most markets, with increased
intention to visit by consumers from New Zealand,
the USA and Singapore.
In Australia, consumer and business confidence
plummeted in early 20208, but over recent months
there have been signs of recovery as Australians
report feeling increasingly safe to travel domestically,

	WHO, COVID-19 Dashboard, 30 January 2021 WHO Coronavirus Disease
(COVID-19) Dashboard | WHO Coronavirus Disease (COVID-19) Dashboard
IMF, World Economic Outlook update, January 2021
[World Economic Outlook Update, January 2021: Policy Support
and Vaccines Expected to Lift Activity (imf.org)]
4
Outbound travel is the sum of visits to all destinations
5
D
 eloitte Access Economics, January 2021, Deloitte Access Economics
Business Outlook
6
India, Indonesia, China, Brazil, Mexico, Sth Africa, USA, Italy, Spain,
UK, France, Germany, Japan
7
Consumer sentiment is diverging across countries | McKinsey
8
T ourism Australia sentiment research shows that July 2020 was the
worst month for consumer confidence and travel intention (Tourism
Australia, July 2020, Sentiment Tracker).
2

3
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and more willing to spend on discretionary items.
Uncertainty around border closures is the main
concern for consumers, particularly for planning
interstate travel (Deloitte, 2021). Tourism Australia’s
most recent sentiment research (January 2021)
found that of those consumers who are not planning
to take a domestic holiday in the next six months,
the main concern related to travel restrictions
impacting travel plans.
Domestic travel confidence amongst Australians
is currently at its highest levels since the start
of COVID-19, with more than half of all Australians
considering or planning interstate travel. Nonetheless,
booking intention and feelings of safety and security
drop sharply with reports of increased COVID-19
cases and state/territory border closures. As a result,
consumers will continue to be cautious about travel
due to health and financial concerns (Deloitte 2021).
Both booking intention and safety perception have
bounced back since the COVID-19 outbreaks in
December 2020 (Tourism Australia, 2021). Attitudes
to flying within Australia are showing signs of
recovery, with 65 per cent of Australians now feeling
safe to fly domestically (Tourism Australia, 2021).9
Vaccination programs are now underway across
the world. The Australian Government commenced its
vaccination program in February 2021. While it is too
early to forecast the impact of vaccination on tourism,
it is certainly a positive step towards keeping our state
borders open and the resumption of international
inbound travel.

 Tourism Australia, January 2021, Domestic Sentiment Tracker

9
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Destination appeal

Tourism and aviation

Australia is consistently ranked as one of the most
popular holiday destinations in the world, and yet
less than one per cent of the world’s international
tourists visit (Oxford Economics, 2019). Prior to
the global travel shutdown, Australia ranked as the
number one holiday preference for consumers in
China and New Zealand, and in the top three for
consumers from Indonesia, Singapore, Malaysia,
South Korea, Japan, India, UK and Hong Kong
(Consumer Demand Project, 2020).

Global demand for travel fell by around 73 per cent
in 2020, representing a loss of 1.1 billion visitor
arrivals (Tourism Economics, December 2020). While
recovery is set to begin in 2021, the strength of that
recovery will be heavily influenced by the production,
roll-out and success of COVID-19 vaccines. Current
assessments indicate that travel and tourism will
recover gradually, with return to growth in 2023,
led by domestic leisure travel (Oxford Economics,
December 2020).10

Devastating though it has been for the industry,
COVID-19 may provide Australian tourism with new
opportunities. For the first time, long held barriers of
time, distance and cost are now becoming strengths.
Buoyed by its effective handling of COVID-19,
consideration for Australia in our key international
markets has strengthened. Our recent research shows
that Australia’s relative isolation from the rest of the
world, coupled with our sparsely populated land and
wide-open spaces, have never been more precious
and desirable amongst aspiring travellers.

From an industry worth $152 billion to Australia in
2019, a loss of approximately $98 billion is forecast
at December 2020 (Deloitte Access Economics, 2021).
With international borders closed since March 2020,
Australia’s tourism industry is facing its biggest
ever challenge. Research undertaken by ATEC on the
impact of COVID-19 on Australia’s tourism export
industry found that around 60 per cent of tourism
businesses are running at less than half of their
staff and service levels compared with pre-COVID-19
levels. They estimate that if international borders
remain closed, only around 45 per cent of tourism
businesses will survive until September 2021 without
government support.

Australia’s associations with safety and security as
well as with world-class nature and wildlife have all
risen sharply during COVID-19, potentially providing
Australia with a competitive advantage when
international travel resumes.
While it is difficult to predict exactly what tourism
will look like in the future, we can expect that
travellers will have a greater desire to seek out less
crowded attractions and destinations, as well as
nature-based experiences. All which Australia has
in abundance.
As Tourism Australia raises the strategic priorities
of sustainability and Indigenous tourism, Australia
is also increasingly well positioned to tap into rising
consumer desire to travel better and with purpose.

20

Aviation capacity is predicted to take until
2023-24 for Australian airports and airlines
to recover to pre-COVID-19 passenger levels.
International aviation capacity into Australia
shrunk to 10 per cent of pre-COVID-19 levels when
borders closed in late March 2020 and has remained
at similar levels into the start of 2021 as continuing
border restrictions impact air travel. Domestic
aviation capacity fell to around 20 per cent of
pre-COVID-19 levels as interstate travel ground
to a halt in 2020 before recovering to 40 per cent
in January 2021.
To support the recovery of the aviation sector,
Tourism Australia will lead a Team Australia
approach to incentivise carriers (when needed)

10
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to re-establish essential aviation routes through
commercial partnerships. The aim is to accelerate
the re-establishment of airline networks to and
within Australia to recharge the economy and ensure
Australia remains competitive on the global tourism
stage. Our goal is to help re-establish international
aviation routes that existed pre-COVID-19, to recharge
the visitor economy and to ensure Australia remains
competitive on the global tourism stage.
With the closure of Australia’s borders, many
operators who had focused on international
markets have been forced to pivot into the domestic
market. While valuable, the domestic market is
not a substitute for international travel – prior to
COVID-19, international visitors were contributing
more than a third (36 per cent) of Australia’s
total tourism expenditure, with many Australian
tourism businesses and regions heavily reliant upon
international visitors. In addition to our capital
cities, the economic survival of many of Australia’s
most popular tourism regions including – Uluru,
MacDonnell Ranges, Kangaroo Island, Tropical North
Queensland, Litchfield, Kakadu, Arnhem Land, Gold
Coast, Whitsundays, Coral Coast, Alice Springs, and
Macedon Ranges – are reliant upon international
visitors. Australia’s tourism industry can only
truly recover, rebuild and grow again with the
re-opening of our international borders and return
of overseas travellers.
For now, and the immediate future, Australian tourism
will be reliant on our domestic market. However,
restrictions on movement across some state borders,
while limiting the spread of COVID-19 infections,
has had a negative impact on domestic tourism in
Australia. Overnight trips declined 41 per cent and
visitor spending declined 47 per cent in the period
January to October 2020 (Deloitte, 2021).11 Despite
these declines, the outlook is relatively positive for
2021 and beyond, with domestic tourism forecast
to exceed 2019 overnight visitor numbers by almost
30 per cent in 2022. This is a faster recovery than
that projected for the Asia Pacific and the World in
aggregate (Tourism Economics, 2021).
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Deloitte Access Economics, COVID-19 recovery for the tourism sector.
How are we tracking? January 2021
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Collaboration and cooperation
Marketing and communications channels
From a channel perspective, use of traditional channels
(such as TV, outdoor, public relations, broadcast and
radio), remain but digital, video and content will be
increasingly important to reach and influence
Australia’s target consumers as they seek authentic
experiences with brands.
Digital disruption will also continue, as new digital
products, services and businesses emerge and unsettle
the ‘way things are done’, resulting in the need for
constant re-evaluation. Flexibility in the mindset of
marketers and the operating models
of organisations will be integral to success and
to effective response to consumer needs.
Tourism Australia will continue to monitor these trends
to ensure marketing activities maximise the
opportunities offered by consumer and technology
trends and will work with the tourism industry to
connect travellers with experiences and to develop new
experiences and products that meet visitor needs.
Personalisation and the use of programmatic
advertising and media buying will also be important as
media costs continue to escalate. In 2020/21 the cost
of media is forecast to increase, with the average cost
of media across the world increasing by 4 per cent year
on year (Magna Global, February 2021).
From a creative perspective, the tourism category lacks
differentiation, with many marketing assets and
themes across competing destinations having
a very similar look and feel. To counter this, Tourism
Australia will aim to differentiate the Australian
tourism offering by promoting Australia’s people and
lifestyle through its platforms and campaigns.
We recognise that a strong recovery and coordinated
effort will be critical to success and will work
with industry, our partners and federal and state
governments to return our sector to growth.
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Collaboration across areas critical to the tourism
sector’s recovery will bolster our effort
Tourism Australia joins forces with government
agencies, commercial and industry organisations and
stakeholders to draw on resources, support and advice
to deliver on our remit.
This includes collaborating on tourism marketing,
policy, research, distribution, international marketing
and business events. From a government perspective,
we will continue to work with our agency partners to
deliver a whole of portfolio recovery program that will
be undertaken across trade, investment and tourism.
This cooperation is more important than ever before as
we develop and implement initiatives to aid industry
recovery and continue our efforts to drive demand for
Australia and build the Australian tourism destination
brand.
Providing input into tourism policy issues such as visas
and aviation will continue to be a key focus,
particularly as we work towards supporting a tourism
recovery. Tourism Australia will also work closely with
relevant government agencies regarding the reopening
of international borders, given its importance to the
recovery of the tourism industry.
We will continue to support the Australian
Government’s economic and public diplomacy agendas.
This includes working with other government agencies
such as Austrade and the Department of Foreign
Affairs and Trade, the Department of Home Affairs, and
the Department of Infrastructure, Regional
Development and Cities.

TOURISM AUSTRALIA

Capability

Workforce planning

We will continue to build our organisational
capability, the foundation for delivering on the
needs of Australia’s tourism industry, now and
into the future.

Our workforce planning aims to build
organisational capability by supporting
talent management and succession planning.
An important input to this is attracting,
developing and retaining capable staff to build
a professional, responsive and nimble workforce.

To be effective in the current uncertain environment,
we recognise the importance of solid organisational
capability that delivers on our business-as-usual
activities, and that enables us to meet the future
needs of Australia’s tourism industry. This will be
achieved by continuing to refine and streamline
the way we operate, while developing the Tourism
Australia team’s resilience and adaptability to change.

Our people capability
Tourism Australia has a workforce of around 200
staff, 40 per cent of whom work overseas. We also
have 19 Aussie Specialist trainers and 11 One Voice
staff who are employed through a cooperative
arrangement with state and territory tourism
organisations (STOs).
We value diversity, with women’s development and
gender diversity central to our operations. Our female
to male ratio is currently 70 per cent to 30 per cent.
We are also committed to the future of Indigenous
Australians and will continue to work towards the
government target of 3 per cent of our workforce in
Australia being of Aboriginal or Torres Strait Islander
heritage. We will also undertake a refresh of our
Reconciliation Action Plan, which will include practical
activities that aim to not only drive reconciliation
within our organisation, but also increase demand for
Indigenous tourism experiences by improving trade
and consumer awareness of their quality and diversity.

During COVID-19 Tourism Australia, like so many
organisations, introduced an agile workforce
strategy, with a mix of full-time, part-time and
contracted staff who worked both in our offices
and remotely. This approach not only enabled us
to manage the health and safety of the Tourism
Australia team, but to deliver quality outputs
while maintaining solid levels of engagement,
even during long periods in lock-down. Insights
from this new way of working informed a workplace
review. Recommendations from this review have
now been implemented. This includes formalization
of flexible work practices across the organisation.
Learning and development
Tourism Australia’s learning and development
initiatives aim to build the skills and
professionalism of our workforce, positioning
Tourism Australia to meet current and future needs
of Australia’s tourism industry while also providing
development pathways for continuous improvement
and innovation. We will continue to work in
partnership with a range of training organisations
to deliver these development programs.
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Our IT capability
Resilient, up-to-date, and secure systems are
the foundation for delivering Tourism Australia’s
activities, particularly as we ramp up the agility
and flexibility of our workforce. Our systems and
processes will be key enablers in maximising business
performance. This will include continuing to refine
our ERP (enterprise resource planning) platform to
improve integration of our key business processes
and reporting.
We will continue to improve business performance
through digital innovation. These improvements
will enhance the delivery of marketing and business
activities globally and build expertise, digital knowhow and productivity across our team. This will be
supported by data reporting that provides insights
into, and real time tracking of, consumer behaviour
that can be used to refine digital marketing activity.
Tourism Australia will also continue to reduce red
tape and streamline our operations, looking for
opportunities to work in a different way. We will
achieve this by using smarter digital work practices,
improving business system efficiencies, and
continuing to consolidate digital assets.
Cyber security
Cyber security will continue to be a focus. We are
committed to managing our cyber security and the
threat of cyber-attacks, with dedicated cyber security
training and regular assessments to mitigate the
risk of incidents. Relevant Australian Government
policies and guidelines will be used to ensure Tourism
Australia staff continue to innovate while being aware
and protected from potential risks.

TOURISM AUSTRALIA

Risk oversight and management
COVID-19 has had significant impacts across all that we do. We will continue to adapt and respond by managing our
risks accordingly.
Each year we undertake a strategic risk assessment and use the insights and results from this process to inform the
development of our corporate plan, operational planning and internal audit planning. Our strategic risk assessment
is undertaken using our risk appetite which spans eight perspectives that are significant to Tourism Australia’s
operations. Tourism Australia’s risk appetite and risk profile is provided at Appendix. Our key strategic risks along
with planned mitigation activities are outlined in the table below.

2021/22 Strategic risks and mitigation strategies
Extreme risks

Mitigation

Pandemic impact on travel from key markets:
Complete halt in tourism from key international
markets due to COVID-19 and border closures;
negative media in China discourages travel for
holidays and education; delayed re-opening of state
borders significantly damages all sectors of Australia’s
tourism industry; and inability to show relevance and
value leading the industry through the crisis results
in loss of industry support.

Ongoing consultation with industry and government
stakeholders; ability to shift and reallocate funding if
necessary; continuing with social and digital content
in marketing activities; working closely with industry
to provide support.

High risks

Mitigation

China: In the short to medium term, a reduction in
tourism from China due to COVID-19, and in the longer
term when borders re-open, a reduction in tourism due
to trade and geopolitical risks discouraging travel for
holidays and education, with subsequent impact on the
economic contribution of tourism to Australia, given
China has been Australia’s biggest spending market.

Marketing targeted towards independent travellers
and business events once borders reopen; ongoing
consultation with industry and government
stakeholders; ability to shift and reallocate funding
if necessary.

Australian bushfires and natural disasters:
Ineffective domestic and international tourism
campaign response to the impact of the 2020
Australian bushfire disaster on the Australian
community and tourism industry results in significant
reduction in tourism visitors and spend in Australia,
slowing the economic recovery in bushfire affected
areas, limiting the return on tourism campaigns and
subsequently impacting Tourism Australia’s
reputation as Australia’s tourism marketing body.

Additional focus on campaign funding and
Tourism Australia’s domestic tourism objectives
to bolster visitor numbers, particularly to
bushfire affected regions.

Recovery: Poorly developed and executed
three-year plan leads to irrelevance and lack
of industry/government support.

Ongoing consultation with industry and government
stakeholders; recovery plan regularly considered as part
of Board, Executive and quarterly meetings; restructure of
Executive team to create a strategy department.
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High risks

Mitigation

Marketing and partnerships activities: inability to
effectively deliver on key strategic campaigns and
projects, to maximise their commercial potential and
marketing effectiveness, and to capitalise on timing
opportunities in Covid-safe markets.

Regular reporting on campaigns and projects to ELT,
Board and Minister; project management through
assigned working groups and agencies; solid governance
through steering committee consultation.

Tourism capacity and infrastructure: The Australian
tourism industry does not have sufficient infrastructure
(e.g., aviation, cruise, accommodation, roads) to meet
the needs of travellers, particularly during peak holiday
periods.

Tourism is recognised as a priority by the Australian
government, helping to raise the profile and legitimacy
of investment in infrastructure that delivers quality
tourism experiences. Promote travel to regional areas
during peak periods.

Relevance and funding: Inability to demonstrate
continued relevance, for example, if international and
state borders remain closed and marketing Australia
as a tourism destination internationally is deemed
inappropriate.

Regular Ministerial briefings and consultation with
stakeholders; reporting of campaign performance to show
return on investment; regular communications to show
alignment with government policies.

Medium risks

Mitigation

Data accuracy: Tourism Australia is unable to make
informed investment decisions, accurately measure the
effectiveness of campaigns or visitor expenditure due to
poor quality data sources.

Ongoing consultation with Tourism Research Australia
and the Australian Bureau of Statistics; restructure of
Executive team to create a defined strategy department;
use of third-party data sources to complement the
International Visitor Survey.

Digital environment: Consumers are unable to access
information via their preferred platform due to TA’s
inability to identify customers and leverage emerging
technologies; inability to sustain and continue to deliver
relevant platforms in China and the rest of the world;
Tourism Australia’s digital capability does not meet the
needs of the organisation; Non-compliance with global
privacy laws.

Specialist agencies appointed; use of Adobe platform to
enhance capability; training and development of staff;
use of local applications where appropriate, recognising
the differences in communication channels used; delivery
of five-year Digital CX Strategy

Sustainability: Loss of social licence for Australia
as a tourism destination due to over tourism or
environmental issues.

Consultation with industry and stakeholders; focus on
high yield traveller, target investment into regional areas;
education and communication on the value of industry
and sustainability issues; creation of a dedicated
Sustainability unit within Corporate Affairs.

Workplace health and safety (WHS): Failure to maintain
a safe working environment for staff, contractors,
visiting media, delegates and event volunteers that are
not in line with expected behaviours and conduct.

Ongoing monitoring of WHS policies and supporting
framework and staff training; embedding of risk
management into event planning.
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Medium risks

Mitigation

Talent: Inability to retain, develop or direct the talent
/ capability required to support Tourism Australia’s
strategic direction and to nurture long-term talent.

Review Tourism Australia’s talent matrix annually;
talent succession plan in place; regular staff surveys,
effective use of resources to respond quickly and
effectively; implementation of COVID-19 protocols.

Governance and legislative compliance:
Current strong governance levels and legislative
compliance are not maintained.

Regular Executive, Audit and Finance Committee
and Board meetings; strong policy and delegations
framework including reporting of delegations’ breaches;
regular internal and external audit scrutiny; Audit
Findings Register regularly updated and reviewed by ELT
and Audit and Finance Committee; embedding of risk
management processes

Equitable dispersal: The diverse travel experiences
Tourism Australia promotes do not resonate with
target consumers, and they do not travel beyond
major gateways.

Our marketing and partnerships promote independent
travel and regional experiences; our events are to be held
outside of major capital cities; imagery in campaigns
promotes visitation to areas in need.

Government interdependencies: Inability to
independently influence policy settings; processes not
conducive to increasing travel to Australia, for example,
visas, bilateral agreements.

Continue to regularly consult with government
stakeholders; participation in STO forums, ASCOT meetings,
industry working groups, ongoing ministerial briefings.

Cyber security: Tourism Australia’s consumer,
trade and corporate platforms are compromised.

Ongoing monitoring of our sites and social
media accounts; strong cyber security protocols;
ongoing monitoring, advisory and staff education,
implementation of NIST Framework for cyber risk
management.
Table 3: Tourism Australia’s strategic risks and mitigation strategies 2020-21

27

Bright, Victoria

4. PLANNED PERFORMANCE
AND KEY ACTIVITIES

Strategy map 2021/22
The diagram below summarises our areas of focus in the period 2021/22, with commentary in subsequent
sections providing explanation on how Tourism Australia will deliver on these areas.

Ambition

Full recovery to FY19 EXPENDITURE LEVELS by FY2025

PurposE

GROW DEMAND to enable a competitive AND SUSTAINABLE
Australian TOURISM INDUSTRY

What is our
winning
aspiration?

Annual
goals
Areas of
focus
Where will
we play?

Improve
brand
metrics

Grow visitor
expenditure

Drive
industry
recovery

LEISURE
Audiences
•
•

•

Rebuild the Business
Events pipeline

BUSINESS EVENTS
Audiences

Willing travellers [mass market]
(Domestic)
Long stay, less impacted by travel risk [Working
holiday makers, visiting friends and relatives]
(International)
Prospective travellers in low risk travel
corridors (International)

Domestic event planners, corporate
meeting decision-makers
International incentive and
association decision makers;

Markets

Domestic and International

Markets
Australia, NZ, China, Japan, India, Singapore,
Sth Korea, UK, USA, Germany, Indonesia,
Malaysia, France, Canada, Italy

Strategic
priorities
How will we win?

• Drive opportunistic
conversion in
the short-term,

concentrating on specific
audiences (long stay) and
markets (low risk travel
corridors)

• EXPEDITE recovery
for aviation and
distribution

• Elevate and champion
indigenous Tourism
• Drive awareness of,
and capability for,
sustainable traveL
• Long-term demand
generation and
growtH

Bolster the
business events
industry

• Be a unifying voice
FOR industry

ENABLING
FACTORS

What do we need
in place to win?

Insights driven strategies and decision-making I Engaged and supportive
stakeholders | Motivated staff | Agile resourcing | Tight but flexible financial
management | Robust governance

Figure 1: Tourism Australia’s Organisation Strategy Map, 2021/22
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Agile and ready to respond
Preparing for and being ready to take advantage
of opportunities as they arise continues to drive
our efforts in these challenging times for Australian
tourism. Our aim is to remain agile and responsive, to
ensure the recovery of our industry is as speedy
as possible.
Over the past year, Tourism Australia has been at the
forefront of industry recovery and support initiatives.
The bushfire crisis of the summer of 2020
marked the beginning of a year of fits and starts.
International media attention on the bushfires
resulted in a significant drop in bookings to
Australia. In response, we quicky mobilised, with the
Holiday Here This Year campaign, launched just four
days after the Australian government announced its
$76 million rebuilding Australia tourism package.
Unfortunately, just as we were seeing some return
to growth, COVID-19 hit and was declared a global
pandemic in March 2020. Countries around the
world subsequently implemented measures to
reduce the contagion, including the closure of
borders. With travel bans in place across the globe,
we knew it was not appropriate to undertake
brand or tactical marketing activity, but we also
recognised the importance of continuing to share
content in a sensitive tone that provided informative
and inspirational escapism to inspire visitation
when consumer confidence returned. So, we swiftly
shifted gear, repackaging existing content into
inspiring and digestible formats focused on ‘holiday
dreaming’ marketing activities across our key
distribution channels. We also launched our Live from
Aus campaign, a full weekend of events across our
social media channels. Over 50 million people in 40
countries saw elements of the campaign that ran in
May 2020.

We have also refined and streamlined our planning
processes to ensure we can be agile when we come
to deploy our resources. This has included holding
budgets centrally, working proactively with our
agencies to have campaigns and creative ready to
launch at short notice, and continuing to stay close
to our airline and key distribution partners so we are
ready to deliver campaign activity together when the
time is right.
Integral to our preparations has been a robust
review and evaluation of all that we do to ensure that
our strategies and activities are right for the post
COVID-19 environment, while also ensuring that we
remain innovative and responsive to the changing
needs of the global traveller. This lens
has been applied to each of the strategies outlined in
the following pages.
Most importantly, we have endeavoured to maintain
momentum and a positive mindset both internally and
in our work with partners and industry. This spirit of
cooperation will be the foundation to success, ensuring
that once borders re-open, we are ready to ramp up our
marketing and partnership activity to drive bookings
and return Australian’s tourism and aviation industries
to growth.

Recognising we were in uncharted territory, we also
ramped up our strategy and research, to provide
a solid bank of insights to inform our marketing
activity. This included the development of our Green
Light Project, to help us to identify the best approach
and timing for re-investment in our markets; and
working with the Boston Consulting Group on a
recovery strategy to ensure best use of our resources
as opportunities arise.
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Where we will play –
our audiences and markets
Audiences
DOMESTIC
Target Australians who holiday or want a short break,
Target Australian business events decision-makers
We re-entered domestic leisure tourism marketing
in February 2020, to support the recovery efforts
surrounding the bushfire crisis of the summer of
2019/20. From a leisure marketing perspective, our
aim is to encourage Australians to travel domestically,
to enjoy tourism experiences in their own backyard;
and support communities who depend on tourism for
their livelihood to recover from the impacts of the
bushfires and COVID-19.
Given the broad range of experiences we are
promoting domestically, our target audience needs to
be nationally representative, with the messaging and
channel selection reflecting this mass and populist
appeal. Thus, our domestic leisure target customers
are all Australian holidaymakers and day-trippers.
This includes specific audiences such as the nomads,
youth, and families.
Tourism Australia will continue to undertake domestic
business events marketing in 2021/22, targeting
decision-makers in corporate meetings/incentives
as well as the association meetings and conferences
sector. Australia’s business events industry has been
significantly impacted by COVID-19, with 96 per
cent of events scheduled for 2020 either cancelled
or postponed (BECA, 2020). Tourism Australia’s aim
is to support and position the sector for recovery,
including through a new business events brand
campaign, which was launched in February 2021.
INTERNATIONAL
Target leisure travellers and business events
decision-makers in key markets
Even whilst our international border is closed, we will
target international travellers in both the leisure and
business events segments.
With an increased focus on digital marketing activity,
Tourism Australia will undertake a mass marketing
approach, targeting ‘willing travellers’ across our
international markets.

Kakadu, Northern Territory
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Activity targeting youth/working holiday makers
will continue. Youth travellers are aged 15 to 29
years; while working holiday makers are visitors
who live, work and travel in Australia under an
Australian Government Working Holiday Visa
(subclasses 417 and 462) aged 18 to 35 years.
In the post-coronavirus environment, it is
anticipated that the youth/working holiday
maker and visiting friends and relatives cohorts
will be one of the first and most willing to return
to international travel. Our research shows that
these travellers are less concerned by travel risks
and stay longer than other leisure travel segments.
Working holiday makers also play an important role
in the supply of short-term workers for the tourism,
hospitality and agriculture industries in Australia’s
cities and regional areas.
As arrangements are agreed for travel between
low-risk travel corridors, we will also target
prospective leisure travellers in these markets.
Tourism Australia’s business events customers are in
two sectors – international associations and incentive
trips. We will continue to undertake a differentiated
marketing approach for each of these sectors.

Domestic tourism is a $100 billion industry and
accounts for about two-thirds of the visitor economy,
with Australians spending more than $80 billion on
overnight trips and more than $26 billion on day trips
annually. Australia’s tourism industry supports 1 in 13
jobs across the country and is the lifeblood for many
communities, with 44 cents of every tourism dollar
spent in our regions.
INTERNATIONAL
Prime markets to return, ready for when
international borders re-open
Tourism Australia’s role in international markets is to
work with the tourism industry, government agencies
and partners to promote Australia as a compelling
tourism destination and to encourage people to visit,
and to grow spend and numbers of long-haul visitors.
We will target consumers in markets that offer the
best potential to build Australia’s tourism recovery,
remaining active in 15 countries: China, UK, USA,
Germany, Hong Kong, Japan, Malaysia, New Zealand,
Singapore, Canada, France, Italy, South Korea, India
and, Indonesia. A watching brief will also continue in
select markets (including markets that have effectively
managed COVID-19 and have solid post-COVID-19
recovery plans in place).

Markets
DOMESTIC
Promote and encourage holidaying and hosting
business events in Australia
Until international tourists return, Tourism Australia
will continue to prioritise its recovery efforts towards
stimulating domestic tourism. Consumer confidence
amongst Australians is rising and, despite the
challenges of border closures and travel restrictions,
more than half of all Australians are still considering
or planning interstate travel. A program of dedicated
domestic activity by Tourism Australia in 2021 will
continue to focus on getting visitors back into areas
that need them most, including regions directly and
indirectly affected by the bushfires. As part of this
domestic push, Tourism Australia with continue to
place a strong focus on booking experiences, to help
fill the void left by international travellers. While
domestic tourism alone cannot fill this vacuum, more
Australians travelling domestically can deliver billions
of much needed revenue to our industry.
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How we will win –
our strategic priorities
Drive opportunistic conversion in the short term,
concentrating on specific audiences (long stay)
and markets (low risk travel corridors)
Drive conversion where possible, going after Domestic
and international low risk travel corridors as they arise
Given the difficult state of the Australian tourism
industry coupled with the fluid and uncertain return of
tourism due to the impacts COVID-19 (reporting of new
strains, border closures (both domestic
and international), the uneven rollout of vaccines
around the world), Tourism Australia needs to be
opportunistic in our efforts to drive much needed
tourism expenditure.
In the past, our strategy has focused on a balanced
portfolio of high performing markets, where we
have targeted the High Value Traveller audience.
This year we will move to a more opportunistic
approach, identifying opportunities that present
immediate results, including audiences and markets
outside the 15 markets where we have operated
over the past 10 years. This will involve continual
assessment of our operating environment and the
triggers that may lead to travel corridors or changes
in border restrictions.
Recognising that international borders will not
open in the near future (although there could be
opportunities for safe travel zones), Domestic tourism
will remain a focus. Domestic tourism will be the
foundation for the industry’s recovery and support for
Australia’s tourism businesses.
We are also building a partnership with Tourism New
Zealand to coordinate marketing and demand
development for the trans-Tasman low risk travel
corridor, in preparation for return of New Zealand
travellers to Australia.
This short-term recovery focus will rely more
heavily on tactics such as partnerships and targeted
media to drive immediate results.
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Priorities in 2021/22
— D
 omestic tourism marketing campaigns,
with messaging under the umbrella, Holiday
Here This Year, for Australia. Our domestic
strategy is to encourage Australians to travel
domestically like international travellers.
A mix of mass and targeted campaigns will
be supported by partnerships that aim to
drive as much expenditure as possible whilst
international borders remain closed.
— International travel corridor markets/cohort
marketing opportunities - we will continue
with preparations for potential border
openings or cohort exemptions by developing
campaigns to ensure we can capitalise on
these opportunities at soon as they arise.
Current opportunities that we are prepared for
are the New Zealand two-way travel corridor,
Singapore, Japan, and Working Holiday Maker.
— S
 ector-specific support and campaigns
for working holiday/youth, visiting friends
and relatives.

TOURISM AUSTRALIA

Expedite recovery for aviation
and distribution
Work with distribution and aviation partners to
keep them focused on Australia and ready to convert
demand and return capacity fast
We will upweight focus on our distribution and
aviation partners to keep them engaged with
Australia, recognising that as markets reopen,
competition for visitors is likely to be aggressive.
Given the Australian Government’s solid health record
both before and during the COVID-19 pandemic, it is
likely that competitor destinations will re-open their
borders before Australia, giving them an advantage
with distributors and airlines.
We recognise that we need to maintain the interest
and momentum for travel to Australia to ensure there
are solid bookings when borders re-open. Our insights
show that the path-to-purchase lead times for booking
of long-haul travel is between six to 12 months.
We will work with our distribution and aviation
partners to ensure consumers are primed and ready
to book when international borders re-open.

Distribution
Our distribution strategy focuses on ensuring that
the target customer has the right information and
can easily access and book quality Australian tourism
products and experiences. This includes increasing the
presence of Australia in the programs of international
distributors; improving the knowledge of frontline
travel sellers and educating them on how to sell
Australia through the Aussie Specialist Program.
In 2021/22, we will continue our solid investment
in the Aussie Specialist Program, using Tourism
Australia’s relationship with frontline travel sellers
to focus on their connection with Australia. Deeper
understanding of Australia will make it easier to sell
Australia and for consumers to plan, book and buy
quality Australian tourism products and experiences
as markets recover.
The distribution landscape has changed significantly
due to COVID-19. We will take this into consideration
as we develop and implement our distribution
initiatives and recovery strategies.

A key part of our distribution development strategies
is our annual events program including the Australian
Tourism Exchange (ATE) and Corroboree events
for Asian and Western Hemisphere markets (these
events are usually held in Australia). ATE is to be a
hybrid event for 2021, with both face to face and
virtual components. Corroboree will be undertaken
in 2021/22, with virtual training replacing the event
until borders re-open.
As markets turn to recovery, Tourism Australia
will partner with key distribution partners to
undertake conversion focused campaigns to
capture new bookings.
Tourism Australia will also continue to partner with
the Australian industry to host around 13 events
offshore in key international markets, and to support
familiarisations (educational) visits to Australia
for key decision makers and frontline travel sellers.
These events will be reimagined as virtual events and
aligned to each market’s phase of recovery.

Priorities in 2021/22
— C
 onnect for Business: delivery of ATE, in
market missions and marketplaces and other
localised virtual and face to face events;
engaging with inbound tour operators and
destination marketing companies to identify
new opportunities across sectors such as
premium, youth and experiences.
— E ducation: engagement and optimisation of
the Aussie Specialist Program with the launch
of ASP 2.0 and a focus on agent recovery.
— F amils/experiencing Australia: identifying
the approach and needs of each market,
customising delivery to ensure best use of
resources.
— P
 artnerships: working with partners towards
recovery goals, including extending content
development into partner and distribution
channels; increasing ‘One Voice’ collaboration
with STO partners.
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CORPORATE PLAN 2021-2025

Aviation
Tourism Australia’s goal is to help re-establish
international aviation routes that existed preCOVID-19, through appropriate commercial
partnerships, accelerating the re-establishment of
route networks to and within Australia to recharge
the visitor economy and to ensure Australia remains
competitive on the global tourism stage.
This will involve working with Team Australia aviation
partners to retain focus on Australia, to be ready to
reinstate capacity and convert demand. Current Team
Australia partners are airlines, airports, stat and
territory governments and regulatory bodies.

Priorities in 2021/22
— International: facilitating the reestablishment of international routes that
are at risk of returning and growing capacity
ahead of demand.
— D
 omestic: influencing stakeholders to
prioritise key leisure tourism routes.
— P
 artnerships: supporting capacity recovery
through marketing opportunities and
partnership funding.
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CORPORATE PLAN 2020-2024

Be a unifying voice for industry
Provide direction, leadership and guidance to the
Australian travel industry
In these unprecedented times, we recognise the
importance of supporting industry and our partners,
while also working cooperatively to bring together our
combined strengths to shape our way forward. This will
include continuing to work closely with the Australian
Government to ensure the impacts of COVID-19
on industry are fully understood and the views of
industry are heard and fed into policy initiatives to aid
recovery. This will include continuing to work closely
with the STOs, acknowledging that each jurisdiction is
managing travel and social distancing restrictions at its
own pace. Our aim is to take a national, coordinated and
aligned approach. As we understand STO plans, time
frames and budgets, we will endeavour to best align our
respective activities.
Continued delivery of relevant and timely
communications and advice will be integral to success.
This will include keeping industry up to date with
insights and developments and undertaking regular
surveys to assess confidence levels and alignment with
Tourism Australia’s messaging and activities.
We will also stay close to and support our commercial,
distribution and airline partners - here in Australia and
in market - ensuring that we can include them in our
recovery plans, when the time is right.
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Priorities in 2021/22
— B
 eing the voice of industry internally
(e.g., providing industry guidance to
Tourism Australia teams).
— E volving our industry engagement and
communications programs, while continuing
to deliver activities that are working well
(roadshows, webinars).
— O
 ngoing industry pulse checks, with regular
check-ins, sentiment tracking and surveys.
— D
 riving forward industry policy initiatives,
being an advocate across government and
industry.
— R
 amping up industry education and guidance,
continuing to mentor and develop with ‘future
fit’ programs.
— Implementing the National Experience Content
Initiative, a program to capture imagery and
footage of tourism experiences around
Australia that operators can use in their
marketing activities. This program includes
working with the Australian Tourism Data
Warehouse to update assets across its
platform.

Elevate and champion indigenous
tourism
Facilitate a greater understanding of Indigenous
heritage and drive the uptake of Indigenous
tourism experiences
Australia’s Indigenous tourism experiences are a
significant element of Australia’s tourism offering,
providing a point of differentiation with competitor
destinations. Indigenous tourism is central to
Australia’s brand narrative, and an important
pathway towards reconciliation.
Today’s conscious traveller is increasingly looking for
a real connection to the land and sea, and a new way
of experiencing it – exactly the kind of life changing,
and immersive experience that Aboriginal and Torres
Strait Islander tourism can provide.
Through education, advocacy, and promotion,
Tourism Australia will elevate Aboriginal and Torres
Strait Islander tourism within the tourism industry
and increase awareness and uptake of Indigenous
tourism experiences by visitors.

Priorities in 2021/22
— U
 pweighting our Indigenous tourism focus,
ensuring greater presence in marketing,
distribution and partnership activities; and
greater accessibility to, and enhancement of,
the Discover Aboriginal Experiences program.
— B
 uilding the Tourism Australia team’s
knowledge, understanding and competency
in marketing Indigenous tourism.
— Increasing guidance of industry and
decision-makers, encouraging industry and
government to embrace, mentor and expand
the development of authentic and diverse
cultural experiences.
— S
 haring and reporting on Tourism Australia’s
vision through the implementation of our
third Reconciliation Action Plan.

Darwin, Northern Territory

Drive awareness of, and capability
for, sustainable travel
Advocate for Australia’s sustainable tourism offering
in a way that meets increased consumer desire and
increases industry readiness
There are significant opportunities to highlight
and encourage best practice and raise awareness
of Australian tourism’s often unheralded
sustainability credentials.
Demand for sustainable tourism practices in
Australia and across the globe continues to grow
as consumer demand for ‘conscious travel’ grows
and tourism operators recognise the benefits
of adopting these practices for their business
performance and competitiveness.
Our marketing platforms will help Australian tourism
businesses to better communicate their sustainability
success stories, and, by doing so, will help to educate
and encourage others to follow their lead. Key to this
work will be consumer research, which will provide
valuable insights into changing consumer behaviour
and preferences associated with conscious travel and
sustainable tourism.
Through advocacy, education, and proactive
promotion of sustainable tourism practices we aim
to increase the economic value of Australian tourism,
to protect and enhance our natural environment, and
to enrich the lives of Australians.
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Priorities in 2021/22
— U
 pweighting our sustainable tourism focus,
driving awareness and demand by championing
and elevating sustainability storytelling as a
core element of our narrative across our owned,
earned and paid marketing, education and
distribution channels.
— Increasing guidance for industry and decisionmakers, driving capability for sustainable
travel experiences through thought leadership,
sharing of best practice case studies, resources
and insights, and creating opportunity for
education and advocacy via Tourism Australia’s
channels.
— D
 eveloping the Tourism Australia team’s
understanding and organisational response
to sustainability, embedding consideration of
sustainability across our business practices,
processes, capacity and understanding. An
internal working group will help drive this work.
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Generate long-term demand
and growth
Ensure the Australian tourism industry remains
competitive in the future by continuing to drive
long-term demand today
Even whilst our international border is closed, we will
continue to focus on keeping Australia top of mind
in our international markets, generating long-term
demand for travel to Australia and priming audiences
to book a holiday as soon as is practical to do so.
Studies show that brands that continue to invest in
marketing during downturns reap the benefits when
conditions improve, recovering more quickly and
more strongly than their competitors. Maintaining
this visible international presence will be important
as competitor destinations open and upweight their
investment in international marketing.
From recent qualitative research conducted in our
markets, we have learnt that people long for the sense
of fulfillment that only travel can deliver. And that
now more than ever, people need a proper holiday.
Our strategy is to show the world (and Australians)
that Australia’s iconic beauty and place, combined
with our laidback approach to life and the diversity
of tourism experiences we offer, means that
‘a holiday in Australia will do you good’.
For international long-haul travellers, a holiday
to Australia is a longer length purchase decision
and the time between making a booking and
visiting can be as long as a year, especially in longer
haul markets. Even though our global advertising
campaigns are paused, we are staying active in

all our key international markets through content
partnerships, PR, advocacy, social, digital and trade
engagement. By not going dark, we will have an
advantage when it comes to ramping up our activities
again. As international travel resumes, every major
international destination will be poised to market
themselves – we must be ready too. Tourism
Australia’s intention is to ramp up its marketing
activities as quickly as possible, switching focus
towards partnership activity that will support the
essential aviation recovery and drive bookings.

Priorities in 2021/22
— Instilling richer meaning into There’s nothing
like Australia by focusing on the most desirable,
memorable, and motivating elements of our
Australian way of life in a way that is relevant
in a post COVID-19 world.
— G
 lobal relaunch campaign (Brand 3.0)
development is underway and will go live
when there is a mass reopening of Australian
borders. A refreshed creative idea, under the
There’s nothing like Australia platform, will
reflect changes in consumer perception and
demand. The single idea aims to set Australia
apart and can be nuanced by market, inviting
the world to experience why Australia is best
positioned to give them the holiday the world
needs and deserves.
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Bolster the business events industry
Drive demand to increase conversion of new events
and encourage more delegates to confirmed events

Grow demand for business events experiences
and destinations
Business Events Australia (BEA) will deliver a strategy
that aims to support industry, fast-track recovery and
continue to drive international demand to optimally
position Australia for when global travel resumes.
Internationally, BEA will continue to focus
on markets that have the greatest long-term
potential for conversion and increased expenditure
in Australia: Greater China, (incentive sector), the
UK and Europe (incentive and association sectors),
North America (incentive and association sectors),
New Zealand (incentive sector) and South-Southeast
Asia (incentive sector).
A differentiated content-marketing strategy nuanced
for association and incentive sectors will lead BEA’s
international presence and continue to drive demand
for Australia. Marketing activity will be supported by
a virtual distribution program to maintain customer
engagement and provide a platform for industry to
continue to nurture business relationships; while the
continued delivery of partnership programs will offer
greater flexibility and accessibility to industry and help
maintain Australia’s international competitiveness.
Domestically, BEA will work to support industry
through the delivery of a new domestic business
events strategy encompassing a marketing campaign
and partnership program which aim to influence
decision makers and help bolster the return of
domestic business events across Australia.
To further fast-track recovery, BEA will also deliver
a suite of recovery projects – including a new
international brand strategy; new BEA websites
(both global and China); new toolkits for industry
and planners; and an international research program
– which will help optimally position Australia and
support industry in converting business when
international travel resumes.

BridgeClimb, Sydney, New South Wales
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Priorities in 2021/22
Marketing communications
BEA’s marketing communications will have a
dual focus in 2021/22: maintaining awareness
and consideration of Australia as a business
events destination for our international
audience and encouraging the restart of
domestic business events by promoting the
quality of Australia’s business events offering
amongst domestic business events decision
makers. Across both international and domestic
activity BEA will continue to work with the
Australian industry to develop and deliver
marketing initiatives that drive demand and
promote Australia’s business events offering.
Our international content-marketing strategy
will be nuanced for incentive and association
sectors, including a multi-channel content plan
focusing on trade media platforms (print and
digital); the delivery of a social media strategy;
an expanded distribution of BEA’s self-published
incentive inspiration magazine, Australia Next;
and an always on press office strategy.
BEA’s domestic campaign will support the
recovery of Australia’s business events industry
and focus on driving demand for events to take
place in Australia. This campaign builds on
the work of the Event Here This Year campaign,
launched as part of the bushfire recovery efforts
in January 2020, and targets corporate decision
makers, national association decision makers,
exhibition and event decision makers, and event
planners. The campaign will include a brand and
content program delivered across mainstream
press, out of home and trade platforms; and will
be supported by search, social media and public
relations activity.
Distribution development and partnerships
BEA will deliver a nuanced distribution
development program that targets qualified
domestic and international business events
incentive planners, corporate end users and
association decision makers. With COVID-19
inhibiting the delivery of most face-to-face

distribution activity, BEA will deliver a
virtual program to engage customers, deliver
information and facilitate access to Australia’s
business events products, services, and
experiences.
Prior to COVID-19, BEA provided a platform
for Australian industry to engage with key
international decision-makers at face-to-face
international business events trade shows
including IMEX Frankfurt, IMEX America and
IBTM World. With international events either
cancelling or pivoting to virtual or hybrid
formats, BEA will focus on owned events such
as BEA’s Greater China Showcase, North America
Showcase and the new South-South East Asia
Showcase to provide opportunities for Australian
industry to maintain business relationships
with qualified incentive planners and corporate
decision makers.
BEA will continue to manage the Business Events
Bid Fund Program (BFP) through a dedicated
application process. The program is designed
to increase the conversion of bids for new
international business events for Australia, by
guaranteeing financial support to offset event
delivery costs at the bidding stage.
BEA will also continue to deliver the Advance
Program, designed to support Australian
industry by providing access to Tourism
Australia’s international marketing and
distribution expertise. The reviewed program
will offer greater flexibility and accessibility to
industry to support recovery efforts by growing
the number and value of business events for
Australia and delivering best practice delegate
acquisition marketing activities to increase
attendance at future international business
events held in Australia.
Additionally, as part of BEA’s domestic strategy
a new partnership program, the Business Events
Boost Program, will support industry in the
provision of marketing or distribution projects
that have the potential to influence decision
makers of existing domestic business events
and/or convert new domestic business events.
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What we need in place to win – our
enabling factors
Insights driven strategies and decision-making
Tourism Australia will provide insights, evaluation
and advice to the tourism industry and Australian
Government to aid recovery decision-making. This will
include continuing to track consumer insights across
our markets through our Consumer Demand Project,
as well as monitoring competitor activities to identify
opportunities. Insights from this research will be
used to inform our marketing strategy and execution,
to understand consumer sentiment, and to ensure
Australia is primed to re-enter international markets
when appropriate.

Engaged and supportive stakeholders
Our teams in market are staying close to and
supporting our commercial, distribution and
airline partners to ensure they are engaged and can
be integrated into our recovery plans. In addition to
maintaining these long-standing relationships, our
international teams continue to gather intelligence
on market trends, consumer sentiment and
competitor activity. These insights are important
inputs to industry recovery strategies and
competitive advantage.
Working closely with our PR team in Sydney,
our international teams are keeping Australia top
of mind with consumers by actively pitching stories
to local media which highlight examples of products
and experiences which will be available to enjoy
once inbound travel resumes.
Tourism Australia’s Aussie Specialist online training
program has boomed during the COVID-19 crisis,
with more than 80,000 agents participating in
training during 2020 (up from 32,000 in the previous
year). This increased knowledge and advocacy for
Australia will serve us well as international travel
resumes in what will be a crowded and competitive
tourism landscape.

Many of our face-to-face trade events between
international travel buyers and Australian sellers,
like the Australia Marketplace events held in in
North America, China, and Japan in 2020/21, have
continued to operate but in a virtual format ensuring
that existing business relationships are maintained.
These relationships will be imperative to rebuilding
international travel demand as soon as travel to
Australia resumes.
We will also continue to engage our key
business events stakeholders and to develop
future business opportunities given the long
lead times or business events.

Motivated staff
The right people are those with the talent, skills and
attitude we need to both serve the competitive needs
of our industry and live the TA Way. This means we
will hire, develop, promote and reward the people
who align with our values and who strive for high
performance. We will ensure each and everyone plays
a part and actively contributes to our culture, with
the recent refresh of our values providing renewed
guidance on how we will do business. A focus on a
high-performance culture will expand to ensuring
people are cared for under our health and wellbeing
initiatives addressing the COVID-19 environment.
Tourism Australia is also committed to improving the
future for Indigenous Australians delivered through
our Reconciliation Action Plan and this means we will
continue to focus on the diversity of our workforce.
To ensure we are globally competitive, both our
processes and programs will map to developments in
marketing and business and changes to the business
environment that have resulted due to COVID-19.
Implementation of specific programs on training and
development, strategic talent management, targeted
recruitment and robust performance and development
will ensure we keep pace with competitive forces.
These activities will create an internationally oriented,
diverse workforce with strong capabilities globally.
Our annual staff engagement survey will monitor staff
engagement, along with our employee net promoter
score, will provide us with valuable insight on how our
people and programs are tracking.
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Values
Our values support our vision. They are the
essence of our identity and provide the
guide to our behaviour and relationships
we have with our customers and partners.
During 2020/21 a refresh of our values was
undertaken. The values that will guide us in
2021/22 and beyond are as follows:

WE’RE OBSESSED WITH TELLING
THE AUSTRALIAN STORY
Kookaburra - Gugunyal
The Kookaburra is famous for its raucous call,
its laughter. It’s the sound of the Australian
bush and a call to experience the wonder and
fun that is the Australian story.

— We think big and without borders
— We make each other better
— We do the right thing
— We only do work that makes a difference
— W
 e’re obsessed with telling the
Australian story

WE ONLY DO WORK THAT
MAKES A DIFFERENCE
Hands - “Mana”
The hands symbolise that what we do affects
all; we can help each other, lift each other up.

WE THINK BIG AND
WITHOUT BORDERS
Whale - “Muriyira”
The whale tail represents the enormous stamina of the
whale in travelling vast distances year after year. She is
also a symbol of serenity and peace – the peace of one
who travels with a strong intent and purpose.

WE MAKE EACH OTHER BETTER
Turtle - “ Bilima”
The turtle to me represents a gentle way of
listening and considering all opinions, to be
mindful of respect and our impact on others. The
hard shell of the turtle symbolises strength – the
desire for a strong outcome for all.

WE DO THE RIGHT THING

Owl -“Doonooch”
The owl is my favourite symbol because she
is my totem. She symbolises strength, power,
and the wisdom to know what will bring the
best outcome for all.

Agile resourcing
Flexible and scalable work practices and resourcing
will enable us to deliver on our priorities in the
current unpredictable environment.
The Green Light Project, a framework we put
in place to help identify the best approach and
optimum timing to step up re-investment in our
key international markets, is already in place;
and we are also drawing upon the expertise and
insights of Boston Consulting Group (BCG) to help
focus our efforts and resources towards the most
promising opportunities.
BCG has developed a range of scenarios to inform
the development of recovery strategies that we will
update as circumstances change and opportunities
arise. We recognise that our approach will need to
vary by market and be flexible enough to meet the
needs of a post-COVID travel environment.
Internally, we have created ‘activation squads’,
bringing together the skills and expertise of
individuals from across Tourism Australia to
work together on dedicated recovery projects.
For example, our Regional General Manager UK is
leading a squad focusing on future working holiday
maker opportunities. Other squads will be formed
to look at other opportunities and challenges.

Tight but flexible financial management
A more agile and productive finance function
will be created, driving efficiency, accountability,
and capability. With the pace of change continuing
to accelerate, we will adopt a dynamic approach
to financial planning, with quarterly reforecasting
to improve our response to changing business
conditions and to reallocate resources to capitalise
on business opportunities.
We will build an integrated reporting management
system to underpin our financial information,
improving management decision making. Measuring
performance is important to our management
practices. We will measure performance by reporting
on activities against target and against our corporate
goals and to ensure our marketing investment
delivers value for money.

Mount Killiecrankie, Tasmania
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We will ensure compliance with Commonwealth
Procurement Rules and maintenance of solid
corporate governance. This will include developing
and executing long-term plans to ensure timely
supply of goods and services that are critical
to our to meeting our corporate objectives. Our
strategic procurement approach will be aligned
with overall our organisational strategy, aiming to
increase efficiency and sustainability, while being
competitive and transparent.

Robust governance
We will deliver on the Minister’s Statement of
Expectations and Australian Government policies
and adhere to statutory and legislative requirements
prescribed by the Tourism Australia Act 2004 (TA
Act) and the Public Governance, Performance and
Accountability Act 2013 (PGPA Act). We will continue
to ensure our financial management, accountability,
risk and audit obligations are met.
We are governed by a Board of Directors as well as
oversight by an Audit and Finance Committee. The
Board reports to the Australian Minister for Trade,
Tourism and Investment. Under the PGPA Act, the
Board must govern Tourism Australia in a way that
promotes the proper use and management of public
resources, promotes the achievement of our purposes
and ensures our financial sustainability.
Tourism Australia delivers robust corporate governance
across all business activities. We achieve this through:
— P
 lanning and monitoring performance of major
projects and contracts
— O
 pen communication with the Australian
Government, the Minister for Trade, Tourism and
Investment, Australian tourism industry and
regulatory bodies

— Quarterly business evaluations by the Executive
— A strong internal audit program
— A sound legal and contract management framework
— R
 egular review of key governance documents,
strategies and policies
— A
 nnual compliance and conflicts of interest
declarations and reporting
— Staff training in governance matters.
Our risk management framework addresses strategic,
operational, project and target risks. At a strategic
level, this includes annual Strategic Risk Workshops
undertaken by the Executive and discussed at Board
and Audit Committee meetings, with regular followup by the Executive.
From an operational and project perspective,
risk assessments are performed as part of planning
processes, for procurements and insurance purposes
as required under Tourism Australia policies, and for
health and safety purposes to identify and eliminate
workplace hazards. The Executive also undertakes
annual crisis management workshops where we
test Tourism Australia’s ability to respond to various
risk scenarios.
Tourism Australia takes seriously its responsibilities
under the Modern Slavery Act 2018. ‘Modern
slavery’ is an umbrella term used to describe human
trafficking, slavery and slavery-like practices, such
as forced labour and forced marriage. In March 2021,
in line with legislative requirements, we produced our
first annual Modern Slavery Statement to report on
details of our structure, operations and supply chains
and inherent risks of modern slavery practices, and
actions taken by the organisation to address any
such risks.

— A
 dherence to legislative, internal compliance,
procurement and delegation procedures
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Implementation: deliverables by program component
Tourism Australia delivers on its purpose through its Australian Government outcome and program components.

Purpose: Grow demand to enable a competitive and sustainable tourism industry
Government outcome: To grow demand and enable a competitive and sustainable Australian tourism industry by
undertaking marketing activities that target best prospect consumers in key markets.
Program component 1: Grow demand
Objective: Identify and target best prospect consumers, inspire them to travel to and around Australia, and to spend
more and disperse throughout Australia.
Target leisure customers
— Identify travellers who want to come to Australia and whose travel interests align with Australia’s destination
strengths; and domestic travellers whose travel interests can be delivered by ‘holidaying at home’.
— D
 eliver consumer research in partnership with STOs, including consumer sentiment research to ensure messaging
is relevant and timely.
— D
 eliver marketing activities to stimulate target customers through channels and programs that make the most
of Tourism Australia’s resources and consumer media consumption and travel buying behaviour. This will include
brand advertising and promotions with an emphasis on digital and online channels, broadcasts, public relations
and advocacy, media hosting, content development and social media.
— C
 ollaborate and work in partnership with government and industry to align efforts and activities that increase
Australia’s share of voice in the domestic and international marketplace and are efficient and effective.
— Evaluate campaign and project performance through a range of tracking and direct consumer response research.
Target international business events customers
— C
 ontinue to use research insights to inform marketing communications that target corporate and association
decision makers in international markets; and event planners and corporate meeting decision-makers in
Australia.
— D
 eliver activities that promote Australia as a business events destination, including trade and experiential
events, buyer and agent familiarisation visits (delivered virtually as required), direct marketing and public
relations and marketing toolkits.
— D
 rive visitation through marketing support for large scale incentive and association events through a dedicated
Business Events Bid Fund.
Drive recovery of the aviation sector:
— U
 ndertake partnership marketing efforts with airports, STOs and government agencies that promote return of
key international aviation routes to Australia, and strategic domestic routes to key regional destinations.
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Purpose: Grow demand to enable a competitive and sustainable tourism industry
Government outcome: To grow demand and foster a competitive and sustainable Australian tourism industry
through partnership marketing to targeted global consumers in key markets.
Program component 2: Industry development
Objective: An Australian tourism industry that is competitive and sustainable and delivers on the needs of the
target customer.
Develop the distribution system
— B
 uild the capacity of the tourism and business events industry to confidently sell Australia through dedicated
training initiatives.
— P
 rovide Australian destination and product content to the tourism and the business events distribution system
for their tourism marketing and sales activities and provide a consistent approach for marketing destination
Australia.
— F acilitate direct connections between tourism and business events sellers and Australian tourism product
through familiarisation visits and trade events (delivered virtually as required).
— U
 se market and consumer insights to identify special interest experiences that have high potential to drive travel
to Australia. Work with these sectors through the Signature Experiences of Australia program to bundle and
promote these experiences.
Provide platforms to do business
— M
 anage a range of trade events in Australia and overseas to promote Australia as a destination for leisure and
business events travel, including the Australian Tourism Exchange, Dreamtime, Corroboree, and industry missions
to key markets (delivered virtually as required).
Support supply-side industry goals
— Work with government stakeholders to resolve issues that are impediments to growth, including visitor visas.
— Support access to and around Australia by assisting aviation route recovery.
— Disseminate tourism research and insights and engage with industry stakeholders.
— Share market and consumer insights and trends through Tourism Australia’s and partner marketing channels.
— D
 eliver an annual conference, industry briefings and communications to build awareness and understanding of
Tourism Australia strategies and initiatives (delivered virtually as required).

Table 4: Implementation of activities by program component.
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5. RESOURCING

Budget 2021 to 2025
Tourism Australia is primarily funded through parliamentary appropriations. We operate on a financial year basis.

Tourism Australia budget 2021-2025
Program component

Grow demand
Industry development
Total resourcing

2020/21*
Forecast $m

2021/22
Budget $m

2022/23
Budget $m

2023/24
Budget $m

2024/25
Budget $m

149.3

138.9

117.2

118.1

120.2

49.7

46.4

39.1

39.4

40.1

199.0

185.3

156.3

157.5

160.3

at May 2021
Table 5: Tourism Australia 2021-25 budget by component.

*Tourism Australia's resourcing for 2020/21 was $199 million, as we were able to carry forward unspent funds from
2019/20. We had unspent funds due to the cessation of marketing activities following the outbreak of COVID-19 and
the closing of Australia's borders to international travellers.
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6. PERFORMANCE
– MEASURING EFFECTIVENESS

Rowley Shoals Marine Park, Western Australia

Measuring effectiveness
Tourism Australia tracks its effectiveness under
its two program components – ‘Grow demand’ and
‘Industry development’. Key performance indicators
and goals are provided in Table 6. Tourism Australia
also has project metrics that are used to provide
insight to our organisational performance indicators.

TOURISM AUSTRALIA

2021-25 Key performance indicators and goals
Deliverables

Grow
demand

Industry
recovery

Drive
industry
recovery

Rebuild
Business
Events
pipeline

Corporate

2021/22
Goal
(Jun 22)

$46.8b

-51%

$71.4b

+53%

$126.1b

+17%

Total domestic expenditure

$46.4b

-26%

$70.1b

+50%

$80.7b

+5%

Total international expenditure

$0.4b

-99%

$1.3b

+225%

$45.4b

+50%

International leisure expenditure

$0.2b

-99%

$0.4b

+98%

$24.8b

+49%

Business events expenditure

$0.1b

-98%

$0.1b

+81%

$3.5b

+40%

Grow visitor Total tourism expenditure
expenditure

Improve
brand
metrics

2024/25
Goal
(Jun 25)

2020/21
Est. Actual
(Jun 21)

Key performance indicators

Destination brand – awareness

39%

40%

43%

Destination brand – consideration12

34%

35%

38%

Destination brand – intention13

22%

21%

23%

Destination perception –
sustainability

n/a14

TBA15

TBA

Destination perception – Indigenous

n/a14

TBA15

TBA

Industry NPS : Tourism Australia

+40

+38

+48

Qualified Aussie Specialist Agents

27,000

30,000

40,000

Event satisfaction of participants

98%

>90%

>90%
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100

n/a

$150m

n/a

Bid Fund Program applications16

Economic impact, converted events 17 $150m
Partnerships – Advance and Boost
programs 18

112

100

35

Corporate costs as percentage of
total budget

10%

10%

10%

Employee NPS – staff recommend TA
as a good place to work

+25

+23

+30

Table 6: Tourism Australia key performance indicators and targets 2021-2025

Destination Brand consideration – percentage of out of region travellers considering travelling to Australia in the next four years.
Destination Brand intention – percentage of out of region travellers actively planning to visit Australia in the next two years.
New measure
15
Baseline data will be available in April 2021
16
	D iscussion is underway with Hon. Daniel Tehan, Minister for Trade, Tourism and Investment, regarding the continuation of funding for the Bid Fund
Program
17
This KPI relates to the economic impact of converted events from the Bid Fund Program
18
Advance program targets only are provided for the years 2022/23 to 2024/25 as the Domestic Boost program will finish up in 2021/22.
12
13
14
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Appendix:
Risk appetite, Risk profile

Risk appetite
Our strategic risk assessment is undertaken using our
Risk Appetite which spans eight perspectives that are
significant to Tourism Australia’s operations. Our risk
appetite for 2020/21 is outlined in Table 7.

Bridestow Lavender Estate, Tasmania
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Risk appetite 2021/22
Perspective

Risk appetite statement

Rating

Strategic

We will ensure that a three to five-year recovery plan is at the heart of all
that we do by aggressively pursuing strategies which will drive our short term
organisational objectives and foster future growth. These objectives are key to
recovery and competitiveness for the Australian tourism industry, and as we
seek to reinvent, build and shape innovative strategies, our appetite for risks is
moderate.

Moderate

Government

We will ensure that our relationship with Government is a priority and will act
transparently. We place a high importance on Ministerial and departmental
satisfaction and have a low tolerance for political risk-taking.

Low

Brand and
reputation

We are an innovative and adaptive agency, however as our reputation is integral
to supporting our mission to encourage tourism in Australia, we seek to actively
protect our brand through our activities and stakeholder relationships. Our
appetite for risks in this area are moderate and we will manage situations that
could have a negative impact on our brand.

Moderate

Legal and
regulatory

As a corporate Commonwealth entity with a global footprint, we will seek to
meet all legal and regulatory expectations. We have a low appetite for risks in
this category and zero tolerance for fraud, collusion or theft risks.

Low

Financial /
Operational

Our appetite for financial and operational risk is low. We will ensure that
value for money underpins our fiscal and operational decisions. Financial risks
and rewards will be assessed against both short and long term strategic and
operational priorities.

Low

Marketing
initiatives

We are committed to undertaking bold marketing initiatives intended to drive
desired commercial outcomes that are aligned with our recovery plan, strategy
and government priorities (where appropriate). We will exercise diligence in
monitoring performance against these objectives and will foster an environment
of continuous improvement. Our appetite for marketing project risk is high.

High

Work, health
and safety

We will provide a safe environment for staff and a culture that values
continuous learning, collaboration and accountability. In consideration of
COVID-19, our appetite for risks related to health and safety is low.

Low

Information/
Data

We will safeguard information and data, will be transparent, open and
collaborative with stakeholders, and operate within global privacy laws. We
have a low appetite for system failures or information / data security breaches.

Low

Table 7: Tourism Australia Risk Appetite 2020/21.
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Risk profile

— R
 eduction in the risk for data accuracy due to
implementation of increased controls, which
include the creation of Tourism Australia’s Strategy
and Research Department, which is responsible
for the management of data, the measurement of
campaign effectiveness and the use of third-party
data to compliment data sources such as Tourism
Research Australia’s International Visitor Survey.

The following changes were identified for Tourism
Australia’s 2021/22 Strategic Risk Profile:
— A
 ddition of a risk relating to outbound travel from
China to Australia, recognising that a decrease
would have a significant impact on Australian
tourism as visitors from China are our highest
spending international travellers

— R
 eduction in the risk for equitable dispersal as
recent conditions have resulted in an increase
in regional travel

— A
 ddition of a risk relating to Recovery strategies
and plans as poorly developed and executed plans
could lead to a lack of industry and government
support for tourism and Tourism Australia

— R
 eduction in the risk for talent, as the employment
market is strong and the staff engagement is high.

Strategic risk profile 2021/22
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Figure 2: Tourism Australia's strategic risk profile 2021/22.
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