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Preface from Yahoo!7 and Totaltravel 

Yahoo!7 and Totaltravel were proud to support Tourism Futures in 2010 and launch our new 

Totaltravel site at the Tourism Futures Conference in Brisbane. For those at the event we hope we 

gave you an insight into Totaltravel and how we see the future of online travel evolving.  As a leader 

in the internet here at Yahoo!7 we know that the internet has already changed the travel industry 

and that there is a lot more change on the horizon. 

 

!ǎ LΩƳ ǎǳǊŜ ǘƘƛǎ Communiqué will cover in depth, online is critical to the travel industry. People will 

ŎƻƴǘƛƴǳŜ ǘƻ ǳǎŜ ǘƘŜ ƛƴǘŜǊƴŜǘ ǘƻ ƛƴǎǇƛǊŜΣ ǇƭŀƴΣ ōƻƻƪ ŀƴŘ ǎƘŀǊŜ ǘƘŜƛǊ ǘǊŀǾŜƭ ŜȄǇŜǊƛŜƴŎŜǎΦ ²ŜΩǊŜ ǎŜŜƛƴƎ 

ŀƴ ŜȄǇƭƻǎƛƻƴ ƻŦ ƛƴǘŜǊƴŜǘ ŜƴŀōƭŜŘ ŘŜǾƛŎŜǎΣ ƛƴŎƭǳŘƛƴƎ ƳƻōƛƭŜ ŀƴŘ ¢±Ωǎ ǿƘƛŎƘ ǿƛƭƭ ƻƴƭȅ ŀŎŎŜƭŜǊŀǘŜ ǘƘŜ 

shift to digital.  

 

Travel operators must learn how to optimise their presence online which includes search engine 

optimisation strategies, social media engagement and strategies to encourage the ease of 

information retrieval and use. A competitive edge will be gained by those making it easier for people 

to get what they need, when they need it, as quickly as possible.  

 

There is a lot of noise on the Web and social referral may one day even surpass search referral as a 

process for decision-making. We know through our research that travellers want to hear from 

people they trust. When it comes to research, they want to know the opinions of locals who live in 

ǘƘŜ ŀǊŜŀ ǘƘŜȅ ŀǊŜ ƭƻƻƪƛƴƎ ǘƻ ǾƛǎƛǘΦ LǘΩǎ ŀōƻǳǘ ǘǊŀǾŜƭƭƛƴƎ ƭƛƪŜ ŀ ƭƻŎŀƭ ς knowing where the best 

restaurants are, where is the best surf break, are there any good walks or is there a band playing in 

town? 

 

²ŜΩǊŜ ŜȄŎƛǘŜŘ ǘƻ ƘŀǾŜ ƭŀǳƴŎƘŜŘ ƻǳǊ ƴŜǿ ¢ƻǘŀƭǘǊŀǾŜƭ ǎƛǘŜ ŀƴŘ ŀǊŜ ŎƻƴǘƛƴǳƛƴƎ ǘƻ ǿƻǊƪ ǿƛǘƘ ƻǳǊ 

industry partners and clients to make it the best online travel experience in the market.   

Rohan Lund 

CEO, Yahoo!7 
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ά¢ƘŜ ŎǳǊǊŜƴǘ ŜŎƻƴƻƳƛŎ 

conditions are unparalleled 

in the history of the modern 

toǳǊƛǎƳ ƛƴŘǳǎǘǊȅΦέ 

    

Foreword 

The Tourism Futures National Conference 2010 was convened to share responses to some key 

themes currently affecting the tourism industry. Global consumer trends, the role of technology, the 

sustainability of natural and cultural assets and the marketing of brand άAustraliaέ to domestic and 

international audiences were recurrent themes of the conference. Innovative leadership across all 

sections of the tourism industry, greater inter-government agency partnerships and greater 

partnerships between countries in the Asia-Pacific region were stressed as strategies to address 

challenges still facing the industry as a result of the ongoing impact of the global financial crisis, 

climate change and the decline in natural and fiscal resources. Concern for safety and security, the 

development and management of sustainable tourism, the increasing uptake of electronic and other 

technologies, the impact of regional travel behaviours, tourism policy and planning and the need to 

develop new tourism products such as experiential tourism were also high on the list of concerns. 

 

Mr Tony Charters ŜǎǘŀōƭƛǎƘŜŘ ǘƘŜ ǘƻƴŜ ƻŦ ŎƻƴŦŜǊŜƴŎŜ ƛƴ Ƙƛǎ ŎƻƴǾŜƴƻǊΩǎ 

ƳŜǎǎŀƎŜ άThe current economic conditions are unparalleled in the 

history of the modern tourism industry.έ ¢ƻǳǊƛǎƳΩǎ ŜƴƎŀƎŜƳŜƴǘ ǿƛǘƘ 

technology, from energy efficiencies to communication tools that 

embrace mobility and social networking, was seen as important to 

innovation. The importance of technology in promoting, selling, 

managing and sustaining relationships between tourism providers and 

their customers was reiterated throughout the conference. In line with this the conference has 

commissioned an additional communiqué that curŀǘŜǎ ǘƘƛǎ ȅŜŀǊΩǎ discussions of online technologies. 

By pooling cutting edge knowledge about consumer trends, technological advancements, social 

behaviours, key demographics and knowledge of government policies/projects, the Tourism Futures 

National Conference aimed to encourage excellence, communication and future planning amongst 

tourism providers, researchers, promoters and policy makers.   

This communiqué reports on issues arising from the Eighth 

National Conference on Tourism Futures, themed 'Leaders 

Driving Innovation' which took place in Brisbane at the Southbank 

Institute of Technology. Delegates from all parts of the tourism 



 

5 | Tourism Futures' National Conference 2010  
     Leaders Driving Innovation' Communiqué 
 

άƛƴ ǘƘŜ ōŀǘǘƭŜ ōŜǘǿŜŜƴ 

the real and the 

virtual, the virtual is  

ǿƛƴƴƛƴƎά 

sector were represented. Key issues have been summarised from the 2010 conference strands: 

Destination Management and Sustainability, The Competitive Edge: Innovative Products & Market 

Insights, Innovative Marketing Futures, Indigenous Tourism Futures, Tourism Outlook and Tourism 

Online Futures. The conference offered forums, master classes, keynote plenaries and networking 

events to delegates who travelled from across the world. A focus is given to the first two days of the 

conference in this communiqué as a separate document has been written that addresses the 

developments in online technologies and how the tourism industry might use them. 

Executive Summary  

As we draw a circle around the first decade of the new millennium, the 

Australian tourism industry shows signs of distress. The collapse of 

international economies, a strong dollar, the global financial crisis, a decline 

in competitiveness, economic and social change, online technologies and 

changes in traveller consciousness and expectations have contributed to a 

decline in inbound tourists ŀŎŎƻǊŘƛƴƎ ǘƻ ǘƘƛǎ ȅŜŀǊΩǎ ŎƻƴŦŜǊŜƴŎŜ presenters.  

 

Simultaneously, outbound travel has grown, particularly to the Asia-Pacific region. The rise of budget 

airline penetration in the long haul market, the strength of the dollar and !ǳǎǘǊŀƭƛŀΩǎ ƛƴŎǊŜŀǎƛƴƎ 

multiculturalism were tendered as key reasons for this. Addressing domestic and inbound tourism 

declines was seen as a significant challenge for the next 5 years. Domestic initiatives such as the "No 

leave, no life" campaign are designed to encourage Australians to use their accumulated leave to 

take short breaks according to Mr. Andrew McEvoy, Managing Director Tourism Australia Thƛǎ ȅŜŀǊΩǎ 

presenters reflected on the need for sustainability, adaptability and partnerships across sectors, and 

an engagement with new technologies and social networks to market and promote Australia. άIn the 

battle between the real and the virtual, the virtual is winningά said Don Richter from Tourism 

Victoria. This does not mean, however, that all conceptual traffic is one way i.e. towards the virtual, 

as most of the campaigns showcased at the conference demonstrated adaptation of virtual 

consciousness, expressed through social networking in particular, in offline campaigns. Blended 

marketing, promotion and booking strategies were heralded as key innovations for the industry to 

adopt.  

TƘƛǎ ȅŜŀǊΩǎ !ǳǎǘǊŀƭƛŀƴ ¢ƻǳǊƛǎƳ CǳǘǳǊŜǎ /ƻƴŦŜǊŜƴŎŜ ŜȄǇressed lingering fears about the viability and 

identity of the industry. Investment in the international education sector, indigenous cultural 
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ά/ǊŜŀǘƛǾƛǘȅ ƛǎ ǘƘŜ ƪŜȅ ǘƻ ŀƭƭ 

ǎǳŎŎŜǎǎŦǳƭ ƳŀǊƪŜǘƛƴƎέ 

tourism and ecotourism were suggested as ways to prepare Australia for a vibrant tourism lead 

future. Australia still has some issues to deal with before capitalising on these areas however, as skill 

shortages, perceived racism, training issues, the destruction of ecological systems, a focus on limited 

statistical data / economic metrics, ad hoc development policies and a vulnerability to 

ΨƎǊŜŜƴǿŀǎƘƛƴƎΩ were nominated as obstacles to overcome before the industry could reposition itself 

as a global leader. aŎ9ǾƻȅΣ ŎŀƭƭŜŘ ŦƻǊ ƳƻǊŜ ǊŜǎŜŀǊŎƘ άǘƻ ǿƻǊƪ ƻǳǘ 

ǿƘŀǘ ǘƻǳǊƛǎǘǎ ǿŀƴǘέ ǘƻ ƻǾŜǊŎƻƳŜ ŀ ǇŜƴŎƘŀƴǘ ŦƻǊ ŘŜǎƛƎƴƛƴƎ 

ǇǊƻŘǳŎǘ ŀŎŎƻǊŘƛƴƎ ǘƻ ǿƘŀǘ άŜǾŜǊȅƻƴŜ ǘƘƛƴƪǎ ǘƻǳǊƛǎǘǎ ǿŀƴǘέ. Mr. 

Nick Talbot, Design Director of Seymourpowell spoke about ways 

of understanding innovation. άInnovationέ ƘŜ ǎŀȅǎ άis a process, a 

mindset that translates across industriesέΦ Lǘ requires long-term thinking and a way of imagining the 

ŦǳǘǳǊŜ ǘƘǊƻǳƎƘ ŀ ƭŜƴǎ ǘƘŀǘ ŎƻƳǇƭŜǘŜǎ άŀ ослϲ ǾƛŜǿ ŜƴŎƻƳǇŀǎǎƛƴƎ ŀǎ Ƴŀƴȅ ǎǘŀƪŜƘƻƭŘŜǊǎΣ ƛƴǾŜǎǘƻǊǎ 

ŀƴŘ ƛŘŜŀǎ ŀǎ ǇƻǎǎƛōƭŜέΦ  

Innovation is an activity dependent on creativity, leadership courage and talent, and, a willingness to 

assess past mistakes honestly. His view was shared by Mr. Anthony Hayes Chief Executive Officer 

Tourism Queensland, Ϧ/ǊŜŀǘƛǾƛǘȅ ƛǎ ƴƻǘ Ƨǳǎǘ ŀōƻǳǘ ŘƻƭƭŀǊǎέ ǎŀƛŘ IŀȅŜǎΣ ōǳǘ ŀōƻǳǘ άŘƻƛƴƎ ŀ ǿƘƻƭŜ ƭƻǘ 

of other things better... creativity is the key to all successful marketingέ. Repeated calls were made 

to develop partnerships to support innovationάalways start with people and the different world 

views they offerέ ǎŀƛŘ ¢ŀƭōƻǘ ǿƘƻ ŘŜƳƻƴǎǘǊŀǘŜŘ Ƙƻǿ ǘƘŜ ǇŜǊŎŜǇǘƛƻƴǎ ƻŦ ǇŜƻǇƭŜ ƻǳǘǎƛŘŜ ŀƴ ƛƴŘǳǎǘǊȅ 

offered opportunities to think about things in new ways. Innovation emerges άfrom imagination not 

policyέ and creativity is its untapped resource.  

Key strands of inquiry into innovation and summaries of discussions emerging from presentations, 

panel debates and Q&A sessions are the focus of this communiqué as the full proceedings are 

available from the conference website. Enclosed is a snapshot of insights and key outcomes 

emerging from these discussions rather than a reconfiguration of conference papers. Day one of the 

conference focussed on sustainability, marketing, innovation and indigenous tourism. The second 

day extended these themes through a range of keynotes that also addressed design, new 

technologies and transport. The third day was dedicated to master classes, presentations on online 

technologies and discussions keynotes about the role of online initiatives in tourism promotion. The 

Nature of !ǳǎǘǊŀƭƛŀΩǎ ¢ƻǳǊƛǎƳ LƴŘǳǎǘǊȅ  

At the 2009 Tourism Futures Conference much discussion was had regarding the National Long-Term 

Tourism Strategy (NLTTS) commenced in 2008 and the ΨWŀŎƪǎƻƴ wŜǇƻǊǘΩ released in 2009. 
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Recommendations emerging from these discussions, such as increased investment, infrastructure 

development and innovation, ŀƭƭ ǊŜǘŀƛƴŜŘ ŎǳǊǊŜƴŎȅ ŀǘ ǘƘƛǎ ȅŜŀǊΩǎ ŎƻƴŦŜǊŜƴŎŜΦ {kills development, 

sustainabilityΣ !ǳǎǘǊŀƭƛŀΩǎ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ƛƳŀƎŜ and ǘƘŜ ŘŜǾŜƭƻǇƳŜƴǘ ƻŦ !ǳǎǘǊŀƭƛŀΩǎ ōǊŀƴŘ ǿŜǊŜ ŎŜƴǘǊŀƭ 

ǘƻ ǘƘƛǎ ȅŜŀǊΩǎ ŘƛǎŎǳǎǎƛƻƴǎΦ Development of a strong recognisable brand, good management of 

tourism assets and destinations, developing loyalty amongst tourists and streamlining 

communication infrastructure /  access to technologies such as wifi, broadband and GPS are areas 

requiring attention according to delegates.  

The development of key markets such as India and China was seen as a priority by some while others 

ǊŜŎƻƳƳŜƴŘŜŘ ŀ ΨǾŀƭǳŜ ƴƻǘ ǾƻƭǳƳŜΩ ŀǇǇǊƻŀŎƘ ŀƴŘ ǎǳƎƎŜǎǘŜŘ ŀ ƳƻǊŜ ǎǘǊŀǘŜƎƛŎΣ ƭƻƴƎ ǘŜǊƳ ŦƻŎǳǎ ƻƴ 

smaller but less competitive markets. For example, Germans are a strong European niche in 

Australian visitations but their specific needs are not being cultivated. An important obstacle to 

attracting tourists from India was the press coverage of attacks on Indian students by the Indian 

ƳŜŘƛŀ ŀƴŘ ǘƘŜ ǊŜƛƴŦƻǊŎŜƳŜƴǘ ƻŦ !ǳǎǘǊŀƭƛŀΩǎ ǊŀŎƛǎǘ ƛƳŀƎŜ ǘƘŀǘ ƛǘ ŜƴƎŜƴŘŜǊŜŘΦ A negative image of 

Australia based on a perceived racist element would be a  

significant barrier to attracting visitors from the Asia-Pacific region. 

Low cost carriers such as AirAsia X, Jetstar and Tiger Airways have 

facilitated traffic between Australian and the region through the 

ǎǘǊŀǘŜƎȅ ƻŦ ΨǇƘŜƴƻmenal ŦŀǊŜǎΩ, however Australia lost ground as a 

safe destination as a result of the attacks and their coverage.  

! ŎƘŀƭƭŜƴƎŜ ǘƻ ǘƘƛƴƪƛƴƎ ŀōƻǳǘ /Ƙƛƴŀ ǿŀǎ ƻŦŦŜǊŜŘ ōȅ aŎ9ǾƻȅΣ ǿƘƻ ǎŀƛŘ ά/Ƙƛƴŀ ƛǎ ƴƻǘ ƛƴ ǘƘŜ ŦǳǘǳǊŜΣ ƛǘ ƛǎ 

now. It  is not an emerging market for Australia but an existing oneέΣ ƻƴŜ ǘƘŀǘ challenges the 

industry to come to terms with addressing the needs of individual Chinese tourists. Several 

international delegates suggested that promoting Australia in the traditional sun, sea, sex and sand 

way did a disservice to the country as Asia-Pacific markets were more interested in cultural 

recognition and were more attracted by sightseeing, shopping and status-seeking expressions of 

tourism.  

Marketing and promotion strands of the conference revealed differences between the Australian 

ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅΩǎ ǇŜǊŎŜǇǘƛƻƴ ƻŦ ōǊŀƴŘ !ǳǎǘǊŀƭƛŀ ŀƴŘ ǘƘƻǎŜ ƻŦ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ŀǳŘƛŜƴŎŜ ƳŜƳōŜǊǎΦ 

Overseas delegates questioned AustraliaΩǎ ǎƘȅƴŜǎǎ in promoting its Ψobvious strengthsΩ i.e. its 

people, flora and fauna (particularly koalas and kangaroos) and the lack of differentiation emerging 

from campaigns that looked similar to other countries promoting beaches and forests. McEvoy 

discussed the mass niche marketing strategy of "There's Nothing like Australia" campaign  designed 
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to develop, rationalise and disperse ōǊŀƴŘ Ψ!ǳǎǘǊŀƭƛŀΩ across multiple channels. The promotion of 

Australia to international audiences in this way was seen as critical to drawing more tourists to the 

country. Tourism Australia and Tourism Queensland ΨŎŀƴǾŀǎǎŜŘ ǎǘǊŀǘŜƎƛŜǎ ǘƻ draw on the social 

capital of personal recommendationΩ and the authenticity this implies.  

Delegates at the conference heard about the shift away from activity based tourism towards 

experience based tourism. The development of locally specific, quality experiential product that 

ŜƴƎŀƎŜŘ ǿƛǘƘ !ǳǎǘǊŀƭƛŀΩǎ ƴŀǘǳǊŀƭ ƭŀƴŘǎŎŀǇŜǎ in a way that promoted conservation and sustainability 

was seen as a key area for innovation. Some initiatives such as tourism on protected areas created 

debate as they involved privatised development in national parks. Concerns around privatisation and 

ΨǳǎŜǊ ǇŀȅǎΩ ƳƻŘŜƭǎ ǿŜǊŜ ƴƻǘ ŀŘŘǊŜǎǎŜŘ ƛƴ ŘŜǘŀƛƭ ŀƴŘ ǊŜǇǊŜǎŜƴǘ ŀ ǇƻǘŜƴǘƛŀƭ ŀǊŜŀ ƻŦ ŦǳǘǳǊŜ ŘŜōŀǘŜΦ 

Australia needs to conduct more research into working out what tourists want, not what the tourism 

industry or other sectors wants them to want. 

Key Trends and Opportunities 

άIt is important that people ask themselves what their organisation 

can do that will make a differenceέ ǎŀƛŘ IŀȅŜǎ ǿƘƻ ƴƻǘŜŘ ǘƘŀǘ 

most tourism businesses are άmade up of less than five peopleέΦ 

Empowering small businesses to innovate is one of the key roles of a state based tourism industry 

according to Hayes. The most important insights regarding innovation emerging from the conference 

discussions and panels are documented below in thematic strands. Consensus on the value of 

Australia's natural assets to the industry was underscored by research tendered that suggests that in 

ǘƘŜ ŦǳǘǳǊŜ тл҈ ƻŦ ǘƘŜ ǿƻǊƭŘΩǎ ǇƻǇǳƭŀǘƛƻƴ ǿƛƭƭ ƭƛǾŜ ƛƴ άƘƻǊǊƛōƭŜΣ ŎǊƻǿŘŜŘ ƳŜƎŀŎƛǘƛŜǎέ ǿƛǘƘ ǘƘŜ ǊŜǎǳƭǘ 

ǘƘŀǘ ƴŀǘǳǊŜΣ ǿƛƭŘŜǊƴŜǎǎ ŀƴŘ ŎƻƴǎŜǊǾŜŘ ŀǊŜŀǎ ǿƛƭƭ ōŜŎƻƳŜ άŘƛǎǇǊƻǇƻǊǘƛƻƴŀǘŜƭȅ ƳƻǊŜ ŀǇǇŜŀƭƛƴƎέ 

(Talbot, 2010).  Australia could aim to become the best nature-based tourism destination in the 

world. Calls for the development of iconic/heroic destination experiences were made repeatedly and 

a deeper understanding of these could benefit the promotion of regional areas. A trend towards 

experiential rather than activity based preferences was noticed by delegates from marketing and 

destination parts of the industry. Importantly for innovation geared towards future reform, is 

awareness that experiences between the ages of 20-30 years encourage travel habits that are kept 

for life. Attracting and creating experiences for this age group could result in intergenerational 

commitments to places. Given increasing environmental awareness sustainable technologies 
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integrated into accommodation design e.g. alternative power, water recycling, composting and fuel 

efficient vehicles, could be a great drawcard. 

Key Challenges and Threats 

A number of current and future challenges for the Australian tourism industry identified by the 

conference delegates included: 

¶ Hƻǿ ǘƻ Řƛǎǘƛƭ ŎƻǳƴǘǊȅΩǎ ŎƻƳǇƭŜȄƛǘȅ ŦƻǊ ŀ ŦƻǊŜƛƎƴ ŀǳŘƛŜƴŎŜ ς culture of a country is part of the 

branding platform. 

Å Size and distances between iconic destinations. 

Å Natural resource protection from pollution, over utilisation, over development, 

hunting/fishing and land clearance which are managed from outside the tourism industry 

yet impact on national tourism assets. 

Å Accommodation price, pricing structures (e.g. per person instead of per night) and quality 

competitiveness with the Asia-Pacific region. 

Å Broadband and wifi access and support. 

Å CŀƛƭǳǊŜ ǘƻ ǳƴƛŦȅ ǘƻǳǊƛǎƳΩǎ ƭƻōōȅƛƴƎ Ǉƻǎƛǘƛƻƴ ƛƴ ŀƴ effective way e.g. the mining industry, 

resulting in a fragmentation of concerns and a subsequent lack of power at a national level. 

Å Australia needs to control all sources of entry and accountability to education market. It 

needs to eliminate: unethical offshore agents, wife/husband shopping, English language test 

cheating, exploitation in the workplace of students, illegal work practices and 

accommodation exploitation. Breaches in tenancy laws lack scrutiny and action and need to 

be addressed. With 65% of the inbound tourism growth market currently coming from 

ƛƴǘŜǊƴŀǘƛƻƴŀƭ ǎǘǳŘŜƴǘǎΣ ǘƘŜǎŜ ǇǊŀŎǘƛŎŜǎ ƘŀǾŜ ŀ ƭƻƴƎ ǘŜǊƳ ƛƳǇŀŎǘ ƻƴ ǘƘŜ ŎƻǳƴǘǊȅΩǎ ƛŘŜƴǘƛǘȅ ŀƴŘ 

image.  

Å Language barrier discourages travelling.  

Å High value dollar creates resistance from European and American markets. 

Å Skill gaps, lack of quality service and labour shortage. Proper job training for tourism 

required ς no national best practice or standards for many sections of the service industry. 

Å Land ownership and tenure for indigenous Australians and the need to mentor and support 

business to help indigenous start-ups stay viable in remote areas. 
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Å Partnerships with communities, environmental movements, education industry, government 

agencies, airlines and destination managers need development.  

Å Increased global competition threatens profitability. 

Å Lack of transparency regarding charges collected on behalf of the tourism industry e.g. 

departure taxes, entrance fees etc and how the money is spent. 

Å Red tape that gets in the way of planning reform. A need for national standards and building 

improvements, national tourism policies, more stringent principals for sustainable 

development. 

Å Lack of quality infrastructure such as high speed rail, airport to city connections that operate 

24 hours, public transport coverage, seamless ticketing etc. 

Å Regulatory reform to support nature-based tourism. 

Å Money for tourism research and development. 

Å Border protection and environmental conservation to protect Australia's environment and 

the value of its agricultural and tourism industries. 

Å Many business only focusing on short-term but innovation takes time.  

Å Lack of unity or purpose, restricted flexibility destroys country branding. Brand conflict e.g. 

Australia vs. Tourism Australia vs. Tourism Qld etc Consistency of orchestration needs to be 

pursued at high level e.g. Tourism Australia first, then it can filter down the tiers. 

Å What to do when people stop visiting as they do more things online. Need to attend to 

virtual travel through avatars and other virtual experiences that could become a future 

trend. 

Å Indigenous tourism faces a range of challenges 

including: gaps between mainstream and 

iƴŘƛƎŜƴƻǳǎ ǘƻǳǊƛǎƳ ǎŜŎǘƻǊǎ όǇŜƻǇƭŜ ŘƻƴΩǘ ƪƴƻǿ 

where to go); gaps in the distribution of information 

and programs; ownership of the stories (who can 

ŀƴŘ ŎŀƴΩǘ ǘŜƭƭ ǘƘŜƳύΤ ƭŀŎƪ ƻŦ ƪƴƻǿƭŜŘƎŜ ƻŦ ǘƘŜ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅΤ ŎǳƭǘǳǊŀƭ ƻōƭƛƎŀǘƛƻƴǎ ŀƴŘ 

commitments; lack of training; pressure to start up business with very little experience; 

ǇŜǊŎŜǇǘƛƻƴǎ ƻŦ άŀǳǘƘŜƴǘƛŎέ indigenous experiences and stereotypes.  

Å Should governance be from local communities or government?  
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Å Regional and remote tourism affected by skills drainage to mining sector, employment 

issues, aging populations, lack of appeal of the tourism industry as a career pathway;  poor 

remuneration ς which is still too expensive for local operators; seasonality; distances. 

Day one 

Destination Management and Sustainability 

Å Destination Management and Sustainability Experience not destination represents the most 

innovative way of branding.  

Å Need to add theatre and narrative to experiences to turn ordinary events into memorable 

experiences. 

Å Enable personalisation of engagement and participation. 

Å Destination management that demonstrates integrity and transparency. 

Å Many destinations in Australia do not have a strong destination image like Sydney Opera 

House and Uluru. 

Å Sports tourists seek events and activities of a collective nature but need specific 

infrastructure development e.g. cycling tracks. 

Å Luxury tourism is small, powerful, increasing and its market comprises people seeking fully 

independent travel, personalised service and quality accommodation. They wish to maintain 

life-style while travelling.  

Å Guilt-ŦǊŜŜ ƘƻƭƛŘŀȅǎ ƻŦ ŀ ΨƘƛƎƘ-ǘƻǳŎƘΩ ƴŀǘǳǊŜ popular i.e. experiences of/with local culture. 

Å Holiday homes and time share rooms for independent travellers. 

Å Iconic, unique accommodation and natural scenery will attract tourism. Australia does not 

have iconic accommodation. Location, style and service of accommodation are all important.  

Å People do not want to be in a business-like environment when they are on holiday. 

Å Character of destinations, personality of service and non-commoditisation of place are of 

great importance. 

Å The quality of food at destinations, availability of culturally sensitive cuisine and high quality 

service need development. 
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Å Asia is not a backpacker market and many international students require cheap, short 

ƘƻƭƛŘŀȅǎ ǘƘŀǘ ŘƻƴΩǘ ŀǇǇŜŀǊ ΨōǳŘƎŜǘΩΦ !ǎƛŀƴ ǎǘǳŘŜƴǘǎ ǇǊŜŦŜǊ о-star motels or higher due to 

their middle / upper class backgrounds. They see backpackers as having lower status.  

Å Destination management organisations should play a leading role and provide proper 

training to staff.  

Å Investment in best practice e.g. car rental companies that stock only electric, solar, biodiesel 

or hybrid cars; self sufficient destinations 

Å Genuine sustainability initiatives offer unique selling opportunities.  

Å Policy initiatives favouring nature conservation and ecotourism are needed to develop 

tourism sustainability. 

Å Sustainability is an emotional thing. Tourism needs to help tourists change their domestic 

and travelling behaviours for positive environmental change.  

Å ΨDƭŀƳǇƛƴƎΩ ƻǊ ƎƭŀƳƻǊƻǳǎ ŎŀƳǇƛƴƎ ǊŜǇǊŜǎŜƴǘǎ ŀ ƎǊƻǿǘƘ ŀǊŜŀ ŦƻǊ ǿŜŀƭǘƘȅ ǇŜƻǇƭŜ ǿƘƻ ŀǊŜ 

seeking comfort in the wild where there are no buildings. What about the budget traveller? 

Å Cost of water, food and oil will increase and tourism should be mindful of how to manage 

these issues. 

Marketing Strands 

1. The Competitive Edge: Innovative Products and Market Insights  

2. Innovative Marketing Futures 

 

 

 

Å Development of niche experiences targeting, for example ecotourism, older tourists, 

national landscapes, conservation tourism, voluntourism, luxury tourism, outback, regional, 

indigenous culture, cruises, railway journeys, student tourism, spiritual tourism etc. 

Å The over 60s and wealthy women are a growth market. 

Å Develop right product, right place, right reason strategy e.g. enticing people away from LCDs 

into parks to support healthier lifestyles. 

Å Need for value; family holidays and domestically attractive packages. 
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Å Competitive edge will be gained by making it easier for people to get what they need, when 

they need it as quickly as possible. 

Å Develop initiatives to support the international student sector to convert them to  

ambassadors.  

Å Collaboration with stakeholders for developing quality regional product. 

Å Synergy between education and tourism is crucial. Co-branding possible.  

Å Although educational quality is more important than tourism product in deciding whether or 

not they want to study in Australia, international students need to be offered targeted 

experiences and activities to help them engage with the community. 

Å Discounts and packages that cross states e.g. rail, air and bus passes.  

Å The market for 45-60yrs is forecast to grow by AUD$40B. 

Å Value conscious visitors need attention outside of backpacker market e.g. clubs, all inclusive 

resorts.  

Å Co-branding opportunities with hotels e.g. artists and unique hotel rooms. 

Å Weak domestic tourism and increasing outbound travel trends continue. 

Å Generation Y prefer for low impact, sustainable and creative experiences that attend to 

personal growth, spirituality and health / well-being needs. Bobos or Bourgeois Bohemians 

are an emerging group of wealthy people seeking a taste of slow, such as learning new skills 

e.g. cooking.  

Å Develop products that others can't imitate or that are difficult to copy. 

Å Old markets are easier to sell to than attracting new markets hence the old markets 

represent an opportunity for attracting through re-branding. 

Å Working with regional tourism organisations can be more efficient than working with state 

and federal agencies. 

Å Multi-lingual Australians are an untapped resource in helping overcome language barriers. 

 

Å Social referral will surpass search referral as a process for decision-making. 

Å Experiential traveller numbers increasing as baby boomers retire and seek culture, nature, 

spiritual, off the beaten track, new, exotic experiences that offer authentic engagements.  

Å Build quality online tourism experiences involving relationship presence and real time 

responsiveness to consumer needs. 
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Å Move from economies of scale to economies of scope. 

Å Business needs to move away from a vision ideologies of corporate philanthropy to 

accepting corporate social responsibility. 

Indigenous Tourism Futures 

Å Cultural backgrounds shape experiences and development of experiences demonstrating 

cultural sensitivity and multi-lingual communication needed. 

Å Homestays are a successful model in India ς offering cheap accommodation, the best of 

hospitality and the best way to experience the Indian people. Model also used in other parts 

of the Asia-Pacific region and represent an opportunity for Australia, particularly in regional 

areas. New Legislation in the Cape York Area has implications for indigenous culture and the 

environment of North Queensland, providing opportunities to manage across tenure 

boundaries and invite broader participation from indigenous communities.  

Å Responsible tourism is important when visiting a destination  ς represents a form of social 

entrepreneurship. 

Å BuilŘ ƻǿƴ ŎƻƳǇŜǘŜƴŎƛŜǎ ōŀǎŜŘ ƻƴ άǿƘƻ ǿŜ ŀǊŜ ŀƴŘ ǿƘŜǊŜ ǿŜ ŀǊŜ ŦǊƻƳϦ.  

Day Two  

Tourism Outlook Conference 

¶ The target market is not responding to current marketing. 

Who is the target market? 

¶ Brand development should be seen as a set of quality 

promises that are kept. Honesty is integral to loyalty and 

return visitation. 

¶ Need to integrate international students in domestic campaigns with a different marketing 

approach.  

¶ Need to develop high quality products and sell them creatively. Creativity is not just about 

money as a creative campaign can get mass coverage for minimal outlay e.g. events, 

swapping lives, best job in the world etc. 

¶ Consumers are the best marketers and harshest critics. They share experiences via 

technology so make them good and attend to criticisms in a positive way.  
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¶ Generational cohorts reflect generation based preferences and sensitivities that offer 

marketing opportunities. A cautionary note however, as resistance to generation 

stereotyping could be strong. Opportunities for research in this area. 

¶ Need to address and break away from Australian stereotypes e.g. blokes and beer and 

sporting obsessions. 

¶ aŀǊƪŜǘŜǊǎ ŘƻƴΩǘ ǎǇŜƴŘ ŜƴƻǳƎƘ ǘƛƳŜ ǘŀƭƪƛƴƎ ŀōƻǳǘ ǊŜƭŜǾŀƴŎȅ ǘƻ ǘŀǊƎŜǘ ƳŀǊƪŜǘ; too much 

time differentiating from competitors. 

¶ /ƘƛƴŀΩǎ Ψ/ƘǳǇǇƛŜΩ ƻǊ middle class is a growing market comprised of white collar, gold collar 

(nouveau riche), pink collar (office workers) who are smart, confident, optimistic. This group 

can pay for unique experiences and in marketing to them they are receptive to messages 

that Australia is convenient, popular (favoured), intriguing (urban paradise), non-

confrontational (entree to the West). 

¶ Avoid tendency to try to be all things to all people, focus on power niches and address what 

the country is all about. Believe in something before developing and selling it. 

¶ ¢ƘŜ ƛƴŘƛƎŜƴƻǳǎ ǘƻǳǊƛǎƳ ǎŜŎǘƻǊ άƛǎ ŀ ƪŜȅ Ǉƻƛƴǘ ƻŦ ŘƛŦŦŜǊŜƴǘƛŀǘƛƻƴ ŦƻǊ !ǳǎǘǊŀƭƛŀ ƛƴ ŀ ƘƛƎƘƭȅ 

ŎƻƳǇŜǘƛǘƛǾŜ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ƳŀǊƪŜǘέ. Increase the profile of Aboriginal and Torres Strait 

Culture. 

Day Three  

Tourism Online Futures- Applied Workshop 

Å Online is everything. Growing number of people research, book and buy through online and 

mobile devices. In the future TV sets that facilitate direct access to the Internet will make 

such activities even more common.  

Å Technologically facilitated promotion and destination management / development through 

social networks (e.g. Twitter, Facebook and YouTube) supports communication with and by 

tourists as part of a dialogue: no forcing information.  

Å Support short lead and last minute booking options. 

Å Openings for augmented reality tours where people will overlay virtual experiences with 

real-life experiences, creating opportunities for content providers.  

Å Need an Australian portal owned by Australia and capable of supporting social networking, 

augmented reality experiences, real-time interactivity and shared content development. 
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Å Indicate where/how to book online to support buying and commitment. 

Å Provide multi-lingual selections to translate websites into other languages. 

Å Information has no boundary and it should be made easier for everyone. 

Å Virtual lifestyle concierges can personalise experiences. 

Å Technology is going to get better, more seamless across devices and the internet is about to 

get smarter through artificial intelligence to help collate travel options e.g. holiday 

ǇŜǊǎƻƴŀƭƛǎŀǘƛƻƴΣ ŎƻƳǇǳǘŜǊƛǎŜŘ ΨƭƛŦŜ ƧƻǳǊƴŜȅǎΩ. 

Å Access to mobile technologies and the internet will grow as costs drop. 

Å Airport technologies of the future include Bluetooth, web/mobile check in, passenger 

tracking, more efficient security processes e.g. iris scanning, full body x-rays, SmartGate 

passport control, Trans Tasman passenger facilitation (borderless relationship with NZ),- 

Airport Villages including hotels, supermarkets, childcare. Lack of research on passenger 

feelings about some of these controversial technologies or alternatives for people who 

object on the grounds of privacy or religious beliefs. 

Å USB brochures. 

Å Smart phone conferencing, Ustream (live streaming and recording). 

Conclusion ς Innovation is a solution  

YŜȅ Ǉƻƛƴǘǎ ƻŦ ŎƻƴǎŜƴǎǳǎ ŦǊƻƳ ǘƘƛǎ ȅŜŀǊΩǎ ŎƻƴŦŜǊŜƴŎŜ ǿŜǊŜ ǘƘŜ 

importance of: 

 

 

 

1. Partnerships. 

2. Cross platform marketing / campaigns. 

3. Authentic conservation practices. 

4. Sustainable accommodation (waste management, energy and water conservation) and 

destinations (e.g. minimal clearing, wildlife protection, restoration initiatives, low impact 

activities etc). 

5. Brand consistency for Australia. 
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6. Cultural sensitivity. 

7. Adoption of online technologies.  

8. Innovative product focussing on experience. 

9. Infrastructure. 

10. Skills development and improved employment conditions. 

11. Lobbying prowess through the development of a united, whole of industry voice that can 

challenge sectors such as the mining industry to argue for more resources and a sustainable 

future. 

While acknowledging that tourism in Australia has suffered a major blow in the last few years as a 

result of global conditions and increased destination competitiveness in the region, many delegates 

saw this as an opportunity to initiate policy reform, develop infrastructures and implement 

environmental reform that would help strengthen the roots of the industry; paving the way for a 

brighter future with benefits for the whole country. 

 

Points of difference emerged from debates about identity, iconic representation, whether high 

volume, high yield or niche tourism represented the best way forward. Conflicts between the need 

to develop product (e.g. marinas, resorts, airports) and the need to preserve existing natural product 

(e.g. landscapes, reefs, forests and wildlife) fed into ongoing debates about the most effective 

strategies for managing large numbers of visitors to regions ill equipped to manage them; 

particularly fragile ecosystems. Some advocated a rationalisation of scale through things such as 

cruise tourism, while others advocated building scope through collaboration to support large scale 

individualisation /personalisation to attend to the needs of different generational and cultural 

cohorts. Good strategic planning, research, innovation, leadership and a collaborative approach 

across communities and all levels of government and industry are central to overcoming the 

challenges facing the industry at the moment.  
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