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Know your markets,
select your target
segments
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The China 2020 Strategy

Australia has experienced faster international arrivals and expenditure growth from
China than from any other market. A record 542,000 Chinese visited Australia during
2011, almost 20 per cent growth on 2010%. Not only are Chinese visiting in record
numbers, they are also spending at record levels. Current overnight expenditure from
China is up 15 per cent, to more than A$3.8 billion, making it our most valuable export
market2 By 2020, Chinese visitors have the potential to bring in excess of AS7 billion
and AS9 billion each year into the Australian economy, more than doubling their

Key research findings

+ Australia is a ‘must visit’ holiday
destination

- Australia exceeds expectations, which
is great for positive word-of-mouth and
potential return visits
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Tenure

" Household demographics
Population movement
Health
Background & beliefs

® Occupation

@ Industry

@ Employment status

@ Qualifications

) Socio-economic status
Cars and transport
Product and media

© Directorships
Shareholdings
Bad debt
Credit behaviour

Property Characteristics

Housing age
Second residencies
Amenities

Tenure

Building

. Council tax band
* Property value
Property sales

@ Accessibility

© Rurality
Urbanisation
Islands



Taking a Gap Year?

New Zealand is the
ultimate stamp in
your passport.

Getinspired,
get planning and
GO ALL THE WAY

Beach Trip to Piha

Tourism New Zealand

Three weeks. Two islands.
One bus.

Tourism New Zealand

Tim and Nikki's New
Zealand escape
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Tourism NZ: targeting youth markets

Good times in New Zealand

Tourism New Zealand

Joyce from The Netherlands
explores New Zealand

Tourism New Zealand

Ditte and Tobias in New
Zealand

Skydiving and adventure in
New Zealand
Tourism New

e 2 = 1
Meg & Dave - The real New
Zealand
Tourism New Zealand

In' New Zealand...and loving
it!
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Andrea does NZ on foot

Tourism New Zealand

Denmark to New Zealand!
Tourism New Zealand

Go all the way on

E Facebook

g Like

Go all the way lulia
are in Quees! (
it!) Check out their bl

Go all the Way to New
Zealand

Go all the way Check out Kate
Rew raving about her NZ
adventures!

Different strokes — wild

swimming in New Zealand
| Travel | The Guardian



EQ toolkit download #REHRTAE
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The Experience Quotient
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Nine market segments based on social values, derived from research in ten
major markets across the world, including China

Virtued
Travebors

Free Spirks

®uk: http://en-corporate.canada.travel/resources-
industry/toolkits/eg-teaser
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Exhibit 58: Size of EQ Types EQ Type Number of Travellers

FEim58: AIEHERE Gentle Explorers 6,746,000

Free Spirits 4 497 000

Authentic Experlencers 3,588,000

TUMERE A g Cultural Explorers 2 598,000

ey 22 B i 2 Cuitural History Buffs 1,799,000

N History _ rual o No Hassle Travellers 1,349,000

NP Ngo| | Tqvellers :‘_’ BEREH o onal History Explorers 675,000
uvanators

: oo Virtual Travellers 675,000

No Hassla Reluvenators 449,000

1ravellers
Cruhizural B3
History Buffs
8%

Gartie Want to expenence the culbure and natual srvironmeant

of the places they visit as authentically as possible.

Explorors

30% =EE

Lok for fun and exciterment in their travel expanences
and want o sea and do evenything.

Secl constant opportunities to mmersa theamsshres i
the antine expanencs of the culture, peopls and sattimgs
of the places they visit.

Basa: Long-haul pleazure travelars [m=1 505).



Exhibit 30: Size of EQ Types EQ Type NMumber of Travellers

Authentic Experlencers 3,980 000

Cuitural Explorers 2 983,000

Virtual Travellers 2 937 000

EMTEH Free Spirits 1,939,000
eSS L Group Tourlsts 1,790,000
Mo Hassls Rejuvenators 1,641,000

EEEEA B T’“’;‘;ﬁm Gentle Explorers 597,000
455 Mo Hassle Travellers 447 000

Group
Tourists

12%

Sacl self-fulfilmeant through expenencing authentic
culurevhistory and ving the legitimata ifestyles of kocals.

Virtual
Travallars Want to immarse themseles in the cultura,
15% history and nature of a destination, and willing to
rough it if ecessany.

Soeck escapa from their dely responsibilites and lean
towvard group travel 50 they can shars their expenances
with others.

Basa: Long-haul plassure travelers (n=1_524).



et dcdan oy EQ ype Number of Trav allers

b [ _l_h‘j% Group Tourists! 1,807,000

Virtual Traveliers 1,051,000

Soclal Samplers §18,000

Free Spirts 746,000

Personal History Explorers 831,000

BZEER Gentle Explorers 517,000

TG 30 @SCEpe 300 "N ENED NSTEOME, 28 wol
D PUMUS Tl MObiies and Share el axperoroes N a
SR and RLPOnive GWVEOITTEITL

Lve Tor Tl and See savananion through O pioraon
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Tablets alone will surpass PC sales in 2 to 3 years
Ztealeaf

© 2012 IBM Corporation



Global Subscriptions (MM)

KPCB

7,000

6,000

5,000

4,000

3,000
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Global Smartphone vs. Mobile Phone Subscriptions, Q4:11
éﬁ%ﬁ%?ﬂﬂ%ﬁiﬂﬁﬁpﬁﬂ 6‘18 Mobile Phone

Subscriptions

953MM

Smartphone
Subscriptions

Smartphone Mobile Phone

Source: Mobile phone subscriptions per Informa (as of Q4:11), Smartphone subscriptions estimate based on Morgan Stanley Research's
estimated smariphone user as % of total mobile user at the end of 2011 (16%).

Note: While there are 1B global 3G subscribers as of Q4:11, not all of them were smartphone users. One user may have multiple mobile
subscriptions, therefore actual user #s may ba lower than subscriber #s.
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New ways of communicating with the visitor:
 [Information

* Interpretation
* Sales
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NEWSLETTER

DIGI-GUIDE

Ll

DIGI-GUIDE IN EDINBURGH
The Walks

Our walks have been designed to give you maximum efficiency and user-friendliness as possible along your way.

There are 12 different walks, what gives you the opportunity to discover Edinburgh under its various aspects :

-

The Best of Edinburgh :

‘capture the citie's top destinations”

Edinburgh Old town :

"Explore the original Edinburgh’

Edinburgh New town :

‘Explore the Edinburgh Extension'

Best of Edinburgh's shops :

‘Discover High Street & boutique shops'

Galleries of Edinburgh :
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Go social, go interactive




Social network users in China to reach 488 million in 2015

F E 20155t~ TR 8 A A Beki A 2 4.8842
B Social network users 488
—@— %Change

24%
20%

13% 9%
2009 2010 201 2012 2013 2014 2015

Note: internet users who use social networks via any device at least once per month

feam



HA3! Go social | _

Cisco Social Media Strategy
Participation is the Currency of the New Economy

RBALA T AL AR SRS

< Branded SM channels
(Twitter, YouTube, Facebook,
Linkedin, etc.)

< Publish content

< Integrate across channels

RSS feeds)
< Promote campaigns & events

< Monitor conversations
< |dentify influencers

< Engage in discussion
< Invite to comment

< Measure
conversation
impact

< Track sentiment

Meaningful
Conversations
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most popular
tourism
destination

page on

g Awh e

Facebook
now, with more

\ | than 4m fans
Australia worldwide.

4,005,007 likes * 413,865 taking about this

Regional Webske
The official Facebook page for those who love holidays n
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Australa. Post your best Aussie snaps to our wall to give

us permission to share. [more info] ,2"_., G
About Photos Discover team
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i FRIENDS ACTIVITY

Karon Fitzgerald tagged a status at Bayvew

I'VE BEEN HERE!

UPDATE YOLR INFORMATION FOR THIS
DESTINATION NOW

(LICK RERE

SACTIVITY HERE

Karen Fitzgerald tagoed 14 photos at Hadon Valoy

Raceway

W -
Mo

Karen Flitzgerald visited Char Rastaurant

Tourism
Australia -

Global NTO leader
In use of social
media

In 2012 Tourism
Australia also
launched ‘world’s
first’ Facebook

app.
Allows fravellers to

tap into their
network of friends
for inspiration and
ideas about
enjoying Australia



AUSTRALIA% ABOUT EXPLORE  PLAN

Facts about Australia  Thingstosee & do  Make it happen

As part of the next phase of their global marketing campaign ‘There's
nothing like Australia’, Tourism Australia has created (in October 2012) a
new tablet application that is free to download.



VISITORS BLOG INDUSTRY (BUSINESS) M MY CAPE TOWN
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CAPE TOWN
TOURISM

ATTRACTIONS SEE&DO WINE&DINE ACCOMMODATION TOURS EVENTS MAPS&INFO  GALLERY SPECIALS BEYOND CT

“IRI TSR K 22010 P

MY CAPE TOWN PHOTO COMPETITION 2010 FINALISTS

Below are the top 20 photos entered into the My Cape Town Competition. Read our blog about the winning photo.

|2

N

Muizenberg

Table Mountain in Spring View this photo

View this photo

Table After Sunset Kalk Bay pier.
View this photo View this photo

Penguins on Boulder Beach

Jazz Band atthe Waterfront

aoing surfing sunset 30 july 2010

View this photo

View this photo

View this photo View this ohoto



http://www.visitoslo.com/en/games/holmenkollen-ski-jump/

Game 1, 2006-09: played >130 m times; Game 2, 2010: heading = 100@&0&?%(’
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The best job in the world

_”f“&%mﬁ%mmﬁkm %8075 M

Caretaker of Hamilton Island, Queenslanc
Salary: RMB 800 000 p.a.

ST HHEB000753k T8 (490005385 1) 5

More than $80m (£49m) of equivalent media
advertising space
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User Generated Content (UGC)

il ATET = 5:11 PM 3 -
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) H 5600ﬁ EI(J T/ﬁ IEIJ B Find places travelers trust
(2011247 H )
° 750073%iﬂ21‘/[{\; Hotels >
o 21FM1E=, 30TMHEZF Restaurants >
Things to do >
TripAdvisor Flights >
. ggrlnz;/isitors per month (July Siitta e Bviiacy i

* 75 million reviews

Q
- 21 languages, 30 countries

IPhone app tegm '
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Thank you for your attention!

XA 750

Dr Roger Carter
RogerCarter@team-tourism.com
+44 7932 739 453

RFEHE (P572): +86 186 0290 7367

- R (KK - +86 288 658 6069

team


http://www.team-tourism.com/
http://www.team-tourism.com/
http://www.team-tourism.com/

L =44 = Evaluate the channels

Print, Television, Radio, Brochure, retail stores,

Magazines, Cinema, Word of mouth,
Outgdoor, Banners, SOmMpaNY waiIsie, Facebook, Twitter,

Microsite, community, 2
Direct mail, SEM/Paid y Digg, Youtube, Flickr,

Facebook Fanpage,
Search, in-store media Mobile apps e&'g blogs, forums

Vi Ve *
4444 T T T TR T T

Source: With inspiration from MEC, Starbucks and Forrester




European Travel Commission

NewMedia Trend\Watch iitikis 0y 52 =

visiteurope.com

Home Latest News World Overview Regional Overview Markets By Country Graphs & Statistics Miscellany Text size: a A

A service for tourism Resources
professionals from the
European Travel - How To Use This Website
Commission Events Diary

Lists

Reports-Research-Studies

White Papers

How do tourists across the

internet when making their travel

We monitor the latest trends.

search... m

Introducing the ETC New Media Trend Watch

The internet has revolutionised the way in which consumers make their travel decisions. Web-based marketing campaigns
have become an increasingly important means of promoting destinations and tourism services. Social networking websites
provide forums for tourists to discuss the places they have visited. More and more people are booking online.

Upcoming Events

No current events.
New Media Trend Watch has been created to help keep European tourism marketing professionals fully up to date on trends
in internet usage by tourism consumers across the world. As well as the latest tourism and travel news stories on online
marketing and ecommerce, it offers research reports and white papers, a free newsletter and a unique graph service for Most Popular
comparing country data. And all this is entirely free of charge, courtesy of the European Travel Commission.

Europe
e Cnline Travel Market
Graphs & Statistics Newsflash World Lisage Patteins i
% of people online in Asian-Pacific * Travel tops online spending in Asia Pacific. Bemuagraphics
countries in 2009 > . ’ P . -
Peogle onine in towrism markets (W's) Essential social media "listening tools”.
wn » p .
10% of Twitter users generate more than 90% of the \ )
o g : 'g ; o X Subscribe
content, while the ratio is 10/30 on other typical online
i social network.
7 own
o * Bing and its travel section off to a promising start.
“n * Top 20 best practices for DMC websites.




DESTINATION |
WEBWATCH  &riitidia s mise team’ | O

About Weh YWatch Services Providers & Pariners Case Histories Publications Contact Us Client Login

OUR SERVICES Home

s Website Audit Making sure that destination web sites work well need not be left to chance. The difference between success and failure
- . can generally be attributed to measurable criteria and the objective of Destination Web Watch is to help destination

» Strategic Website Evaluation management organisations evaluate and benchmark the quality and effectiveness of their websites against best practice.

> Unline User Survey Destination YWeb Watch is the world's only official destination website evaluation and benchmarking scheme. The scheme

» Newsletter Audit is endorsed by the World Tourism Organization (UNWTO) and based on global research and best practice criteria. The

s UaborstoreTesting complementary evaluation methodologies enable a greater understanding of how well a website works and why.

Methods include an initial non-sector specific Website Audit, an in depth Strategic Website Evaluation, Online User
Surveys, a Newsletter Audit and Laboratory Testing.

Vebsite Audit Online User Survey Newsletter Audit Laboratory Testing
The initial non-sector specific  In depth Strategic Website Learn more about the visitors  Email Newsletter Audit, Laboratory Testing is a
Website Audit, including a Evaluation includes the to your site. Online surveys developed to assist DMOs in  thorough assessment of
full accessibility (VWA Website Audit and a further offer a fast, low cost method making correct and effective decision-making processes
evaluation and search engine  in-depth Strategic Evaluation.  of asking detailed questions use of the electranic of consumers when

performance assessment. » » of specific target groups. » newsletter. » navigating your site. »



Handbook on E-marketing CRIFEEFEHEFM

for Tourism Destinations

B RRIEITH
’ » TTH2013FEH] B H ik

J Second edition due In
early summer 2013
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