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who has already lived a lifetime?(Nick Talbot)
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Preface from Yahoo!7 and Totaltravel

Yahoo!7 and Tot&ravel were proud to support Tourism Futures in 2010 and launch ewr n
Totaltravel site at the Tourism Futures ConfereimrcBrisbane. For those at the event we hope we
gave you an insight into Totaltravel and how we see the future of online traveliegoks 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.

& L QY CéhraN®&qudvikK doer in depth, online is critical to the travel inthys People will
S2yiAydsS (2 d&as GKS AYyGSNYSG (2 AYALANBE LEIlYysS ¢
'y SELX 2aArA2y 2F AYUSNYySi Sylof SR RSOAOS&s AyOf dzF
shift to digital.

Travel operators mst 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 &aspeople

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 decisiemaking. We know through our research that travellerswwa hear from

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

GKS FNBIF (KS@& FINB t221Ay3 @khowdhywherdtte besti Qa | 0 2 dzil
restaurants are, where is the best surf breake there any good walks or is there a band playing in

town?

2 SQONB SEOAGSR G2 KI @GS 1 dzyOKSR 2dzNJ ySg6 ¢ 206G £ NI ¢

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

CEO, Yahoo!7
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Foreword

The Tourism FuturddationalConference2010was convened to share responses to some key
themescurrentlyaffecting the tourism industry. Global consumer trends, the role of technology, the
sustainability of natural and cultural assets ahd marketing of brandAustrali& to domestic and
international audiences were recurrent themes of the conferetigrovative leadershipcross all
sections of the tourisnmdustry, greater intergovernmen agency partnershipand greater
partnerships between countries in thsiaPacific regionwere stressed astrategiesto address
challengesstill facing the industry as a result of the ongoing impact of the global financial crisis,
climate change and thdecline in naturabnd fiscatesourcesConcern for safety and securitthe
development and management of sustainable tourigne increasing uptakef electronic and other
technologiesthe mpact ofregional travel behaviourspurism policy and plaringand the need to

developnew tourism products such &xperiential tourismwere alschigh on the list of concerns

Mr Tony Charter§ 4G 6 f AAKSR (KS (G2yS 2F 02y FSNBYOS Ay KA
G¢KS OdNNBY :

F3SYSyi éxﬂﬁ :
conditions are unparallelec :

Y S & & [T Surrént economic conditions are unparalleled in the

history of the modern tourism industr§. ¢ 2 dzZNRA A YQa Sy
technology, from energy efficiencies to communication tools that :
embrace mobility and social networking, was seen as important to in the history of the moderr

innovation.The importance of technology in promoting, s&jlj

AMAAAAAA AL AAR]. . RAAAAS.

todZNRA &Y AYR :

managing and sustaining relationships between tourism providers and-
their customers was reiterated throughout the conferentieline with thisthe conference has
commissionedn additional communiqué that curi S & (i Kliscaissién$df dhliné teablogies.
By pooling cutting edge knowledge ab@ansumer trends, technolacal advancementsocial
behaviourskey demographics and knowledge of government policies/projéiogsTourism Futures
NationalConference aimed to encourage excellence, comeation and future planning amongst

tourism providers, researchers, promoters and policy makers.

This communiqué reports on issues arising fromHghth
National Conference on Tourism Futures, theflezhders

Driving Innovationwhich took place in Bsbaneat the Southbank

Institute of Technology. Delegaté®m all parts of the tourism
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sector were representedey issuehave been summariseftom the 2AL0 conferencestrands

Destination Management and Sustainabilityye Competitive Edge: InnovatReducts & Market
Insights Innovative Marketing Futures, Indigenous Tourartures Tourism Outlooknd Tourism
OnlineFutures The conference offeretbrums, master classes, keynote plenaries and networking
events todelegates who travelled from acrodge world. Afocusis given tahe first two daysof the
conferencein this communiqués a separate document has been written that addresses the

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

Executive Summary ( \
GAYy GKS ol

As we daw a circle around the first decade of thew millennium the
Australian tourism industrghows signs of distressThe collapse of the real and the

international economies, a strong dollar, the global financial ¢asitecline virtual. the virtual is

in competitivenesseconomic and social chge, online technologies and

changes in traveller consciousness and expectations have contributed tcﬁ GAYYyAYy3

- A

decline in inbound tourists OO2 NRA Y I (2 ( Klegent@sS | NRa O2yFSNBy OS

Simultaneouslyputbound travelhas grown, particularly to the AsRacificregion. The rise of budget

airline penetration inthe long haul markethe strength of the dollaand! dza G NI f A Q& Ay ONBI
multiculturalismwere tendered ageyreasondor this. Addressinglomestic and inbound tourism
declineswas seen as a signifidarhallenge for the next 5 year®omestic initiatives such as th8o

leave, no life" campaigare designed to encourage Australians to use their accumulated teave

take short breaks according telr. Andrew McEvoyManaging Director Tourism Australi@h & & S| ND &
presenters reflected on the need feustainability adaptability andpartnerships across sex's, and
anengagement with new technologiesd social networkto marketand promote Australiadin the

battle between the real and the virtughe \rtual is winningisaidDon Richter from Tourism

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

as most of theeampaignshowcased at the conference demonstrated adaptation of virtual
consciousnesgxpressed through social networking in particular, in offline campaigns. Blended
marketing, promotion and booking strategies were heralded as key innovations for the industry to

adopt
TKAa &SIFNRa ! dz&A G NF £ ALy résfedmghriagiearCatmuitie®Biability ahd/ T SNBEy O
identity of the industrylnvestment in he international education sectpindigenous cultural
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tourismand ecotourism werasuggested awaysto prepare Australia for a vibrant tourism lead

future. Australiastill has some iages to deal with beforeapitalising on these ared®wever, asskill
shortagesperceived racisntyaining issues, the destruction of ecologisgstems a focus on limited
statistical datd economic metricsad hoc development policienda vulnerabiliy to
Y3 NB Sy dnvera fomigai@as obstacles to overcome before the industry capdsition itself
as agloballeadea 09 @2e& 3> OFff SR FT2NJ Y2NB NB
&/ NBFGAGA G2 gKFG G2dNRaGa olyié G2 20SNO2YS |
LINE RdzOG | OO2RBNH Ay 820 B KY IMr.a &2 dzNA &

Nick Talbot, Design Directof Seymourpowell spoke about ways

adz00SaaTdA

of understandingnnovation.dinnovatioré K S disa@ précassa

mindset that translates across industriesprequifes longterm thinking and a way of iagining the

Fdzi dzNB GKNRdzZAK | fSya (GKFaG O2YLX SGS&a a4l ocnc @AC
YR ARSIFA & LlaaArotSeo

Innovation is an activity dependent on creativity, leadership courage and taledf,awillingness to

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

Tourism Queenslanty / NBIF G A @A Ge A& y20G 2dzad Fo62dzi R2ff I NEE
of other things better... creativity is the key to all successful markétiRgpeatedcalls were made

to develop partnerships to suppoirinovatiorbalwaysstart with people and the different world

viewstheyoffei al AR ¢l f o620 ¢6K2 RSY2yadN}riSR K2¢g GKS LIS
offered opportunities to think about thigs in new waydnnovation emergesfrom imagination not

policye and creativity ists untapped resource.

Key strands of inquiry into innovation and summaries of discussions emerging from presentations,
panel debates and Q&A sessions are the focus ottmsmuniqué as the full proceedings are
available from the conference website. Enclosed is a shapshot of insights and key outcomes
emerging from these discussions rather than a reconfiguration of conference p&asreneof the
conference focussed on gamability, 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 clggesentations oronline
technologies andiscussion&eynotesabout the role of online initiatives in tourism promotiofihe
Nature ofl dza G N} £ Al Q& ¢2dzNAAY Ly RdzadNE

At the 2009 Tourism Futures Conference much discussion was had regardiatitiveal Longrerm
Tourism Strategy (NITSpommenced in 2008 and tHe Wl O & 2 réleasef in]200d1 Q
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Recommendtions emerging from these discussipasch asncreagd investment, infrastructure
developmentand innovationl £ £ NB Gl A Y SR OdzNNEB y Gills devéloptdath & & S NI :
sustainabilitg. ! dzA G NI £ Al Qa3 ady KSNEFSEAEIRFLIVSKY I AS | dza G NI £ A |
G2 GKA& @& S IDdmlapméntcl aisoag récbghigablebbrandyood management of

tourism assets and destinations, developing loyalty amongsigts and streamlining
communication infrastructuré access to technologies such as wifoadbandand GP&reareas

requiringattention according to delegates

The development of key markets such as India and China was seen as a priority by serherfsl
NEO2YYSYRSR | WGl fdzS y20G @2fdzySQ FLILINRIFOK | yR &d
smaller but less competitive markets. For example, Germans are a strong European niche in

Australian visitations but their specific needs are beingcultivated. An important obstacle to

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

YSRAI FYyR GKS NBAYF2NOSYSyld 2F AnzgativhlimbgdofQa NI OA 3
Australiabased on a perceedracistelement would be a

significant barrier to attracting visitors from the A$tacific region

Low cost carriers such as AirAsia X, Jetstar and Tiger Aihaeags

facilitated traffic between Australian and the region through the

&0 NI G S 3 ameraff I WERIREgTAstralia losground as a

safe destination as a result of tlagtacks and their coverage

I OKFfftSy3asS G2 GKAYylAy3a o62dzi / KAyl ¢l a 2FFSNBR
now. It is not anemerging market for Australia but an existing énE 2 ycBalleingés tiie

industry to come to terms with addressing the needs of individual Chinese toBestsral

international delegates suggested that promoting Australia in the traditismajsea sex andsand

way did a disservice to the country as ABecific markets were more interested in cultural

recognitionand were more attracted bgightseeing, shoppingnd statusseeking expressiaof

tourism.

Marketing and promotion strandsf the confeencerevealed differences between the Australian
G2dz2NAAaY AYRddzZZONE QA LISNOSLIIA2Y 2F ONIYR ! dzZa0ONI AL
Overseas delegatepiestioned Australi@ & & KnpnbrBaing itsWbvious strengthQ.e. its

people, flora ad fauna(particularly koalas and kangargandthe lack of differentiatioremerging

from campaignshat looked similar to other countries promoting beaches and foredtsEvoy

discussed thenass niche marketingtrategy of There'sNothing like Australia“"campaigndesigned
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to develop rationaliseand dispers® NJ Yy R W acozssiiultiplef chahn@lsThe promotion of

Australiato international audiencem this waywas seen as critical to drawing more tourists to the
country. Tourism Australia an@ioursm Queenslan? O y @ & a S RdrawioNthesd®idlA Sa (2

capital ofpersonalrecommendatiofand theauthenticitythis implies.

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

experience based tourism. The dewgnent of locally specific, quality experiential product that
Sy3aFr3aISR ¢AlGK ! dzi (i Ninh Wway Qat profriotdddzdhketvatibnlayt Rust@inahiiya

was sen as a key area for innovation. Seimitiatives such amurism on protected areasreated

debateas they involved privatised development in national pa@kscernsaround privatisation and

Wdza SNJ LI 2aQ Y2RSta ¢SNBE y2d I RRNBaaSR Ay RSGlF At
Australia needs to conduct more research into wogkaut what tourists want, not whahe tourism

industry or other sectors/ants them to want

Key Trends and Opportunities

dt is important that people ask themselves what their organisation

can do that will make a differenée al AR | [ 8Sa @gK2 Vi

mog tourism businessesre émade up of less than five peogled
Empowering small businesses to innovate is one of the key roles of a state based tourism industry
according to Haye§.he most importantnsights regardinghnovation emerging from the conference
discussios and panelsare documented belowin thematic strands Consensus on the value of
Australia's natural assets to the industry was underscorecebgarchtendered thatsuggests thatn

G§KS FdzidzNB 712 2F GKS 62 NIROGNBLRR IR | YASA2IyO AgliAA S a éf
GKFG yrFriddz2NBz At RSNYySaa |yR O2yaSNWSR I NBla gA
(Talbot, 2010) Australiacould aim to beome the best naturebased tourism destination in the

world. Calls for the developent of iconic/heroic destination experiencegere made repeatedly and

a deeper understanding of these could benefit the promotion of regional arkasend towards

experiential rather than activity based preferenosas noticed by delegates from marketiagd

destination parts of the industry. Importantly for innovation geared towards future reform, is
awareness that xperiences between the ages of-30 years encourage travel habits that are kept

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

commitments to places.Given increasing environmental awarenessstainable technologies
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integrated intoaccommodation design e.g. alternative power, water recycling, compoatidguel

efficient vehicles, could b& great drawcard.
Key Challenges and Threats

A number of current and future challenges for the Australian tourism industry identified by the
conference delegates included:
T HHo (2 RAAGAE O2dzy i NE Q& cOdtfddf Scauntty gpartoiel | F 2 NB
branding platform

A Size and distances between iconic destinations

A Natural resource protection from pollution, over utilisation, ogevelopment
hunting/fishing and land clearance which are managed from outside the tourism industry

yet impacton national tourism assets

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

competitiveness with the AsiRacific region

A Broadband and wifi access and support

A CIHAtdzaNBE G2 dzyATe (2 daidctivyase.d theoniningiydastriJ2 A A GA 2y
resulting in a fragmentation of concerns and a subsequent lack of power at a national level.

A Australia needs to control all sources of entry and accountability to education market. It
needs to eliminate: unethicalffshore 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% tife inboundtourism growth market currently coming from
AYOSNYIFGA2y It aitdRSyiGas GKSAS LINY OGA0OSa KI @S
image.

A Language barrier discourages travelling

A High value dollar creates resistance from EuropeanAmerican markets
A skill gaps, lack of quality service and labour shortBgeper job training for tourism
required¢ no national best practice or standards for many sections of the service industry

A Land ownership and tenure for indigenous Australiansthredeed to mentor and support

business to help indigenous starps stay viable in remote areas
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A Partnerships with communities, environmental movements, education industry, government

agencies, airlines and destination managers need development
A Increagd global competitiorthreatens profitability

A 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

A Red tape that gets in the way of planning reform. A neechhtional standards and building
improvements, national tourism policies, more stringent principals for sustainable
development

A Lack of quality infrastructure such as high speed rail, airport to city connections that operate
24 hours, public transportoverage, seamless ticketing etc

A Regulatory reform to support natudeased tourism

A Moneyfor tourism research and development

A Border protection and environmental conservation to protect Australia's environment and
the value of its agricultural and tounisindustries

A Many business only focusing on shtetm but innovation takes time

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

Australia vs. Tourism Australia vs. Tourism QIld etc Consistency of ortioesteeds to be

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

A 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 t@ild become a future

trend.

A Indigenous tourism faces a range of challenges
including: gaps between mainstream and
iyRAISy2dza (G2dzNARayY aSOG2NE 6L

where to go); gaps in the drdbution ofinformation

and programs; ownership of the storiegh{o can

FYR OFryQiG GStt GKSYOT €101 2F 1y26¢6tSR3IAS 27F (I
commitments; lack of training; pressure to start up business with very little experience;
LIS NO S LJi A 2 vy & indigénous lexgerién&ey and sieéeotypes.

A Should governance be from local communities or government?
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A

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

remunerationg which is still too expensive for local operators; seasonality; distances

Day one

Destination Management and Sustainability

A

DestinationManagement andsustainabilityExperiencenot destination represents the most

innovative way of branding

Need to add theake and narrative to experiences turn ordinary events intenemorable

experiences
Enable personalisationf engagemenand participation
Destination management that demonstrates integrity and transparency

Many destinations in Australia do not haveteoag destination image l&k Sydney Opera

House and Uluru

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

infrastructure development e.g. cycling tracks

Luxury tourism is small, powerfuhcreasing and its market compes people seeking fully
independent travel, personakd service and quality accommodation. They wish to maintain

life-style while travelling.
Guilt-FNB S K2t A Ril22da0 keOpoplilariigtidissidhcs of/with local culture
Holiday homes ahtime share rooms for independent travellers

Iconic, unique accommodaticamd natural scenery will attract tourism. Australia does not

have iconic accommodation. Location, style and service of accommodation are all important.
People do not want to bania businesdike environment when they are on holiday

Character of destinations, personality of service and-oommoditsation of place are of
great importance
The quality of food at destinations, availability of culturally sensitive cuisine and bidityq

service need development
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A Asiais not a backpacker market and many international students require cheap, short
K2f ARF&@&a GKFG R2y QG | LILIS -stad mb@lsioR Aigher udto ! a A Yy &

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

A Destination management orgasaitions should play a leading role and provide proper

training to staff

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

or hybrid cars; désufficient destinations
A Genuine sustainability initiatives offer unique selling opportunities

A Policy initiatives favouring nature conservation and ecotousemeeded to develop

tourism sustainability

A Sustainability is an emotional thing. Touriseeds to help tourists change their domestic

and travelling behaviours for positive environmental change.

A WDt YLAY3IQ 2N 3fFY2NRdza OF YLIAYy3 NBLINBaSyiGa

seeking comfort in the wild where there are no building¢hat abait the budget traveller?

A 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 Produas Market Insights

2. Innovative Marketing Futures

\ “' Lt\: \

&7 4
l - lg)’ ’!;/'j

WR<IR A

{ K121 )

A Development ofiche 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
A The ove 60s and wealthy women are a growth market

A Develop right productright place right reasorstrategye.g. enticing people away from LCDs

into parks to support healthier lifestyles

A Need for valuefamily holidays and domestically attractive packages
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A

Competitive edge will be gained by making it easier for people to get what they need, when

they need it as quickly as possible

Develop mitiativesto support the international student sectdo convertthem to

ambassadors
Collaboration with stakeholdef®r developng quality regional product
Synergy between education and tourism is cruciatb@mding possible.

Although educational quality is more important than tourism produaléciding whether or
not they want to study in Australia, internationalidents needo be offeredtargeted

experiences and activities to help them engage withadbexmunity.
Discountsand packages thatross state®.g. rail, air and bus passes
The market for 4%0yrs is forecast to grow BAUDE40B

Value consciousisitorsneed attention outside of backpacker marleet. clubs, all inclusive

resorts
Cobranding opportunities with hotels e.grtistsand unique hotel rooms
Weak domestic tourism anidicreasing outbound travel trends contieu

Generation Y prefer for low ipact, sustainable and creative experiences that attend to
personal growth, spirituality and health / welking needsBobosor Bourgeois Bohemians
are an emerging group of wealthy peoleekinga taste of slow, such as learning new skills

e.g. cooking.
Develop poducts that others can't imitate or that are difficult to capy

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

represent an opportunity for attracting through 4granding

Working with regional tourism orgasaitions can be more efficient than working with state

and federal agencies

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

Social referral will surpass search referral as a process for denisikimg

Experiental traveller numbers increasing as baby boomers retire and seek culture, nature,
spiritual, off the beaten track, new, exotic experiences that offer authentic engagements.
Build quality online tourism experiences involving relationship presence andmeal t

responsiveness to consumer needs
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A Move from economies of scale to economies of scope

A Businessieeds to move away from a vision ideologiesafporate philanthropy to

acceptingcorporate social responsibility

Indigenous Tourism Futures

A Cultural backmpunds shape experiences addvelopment of experiences demonstrating

cultural sensitivity and muHingual communicatiomeeded

A Homestays are a successful model in Imdidfering cheap accommodation, the best of
hospitality and the best way to expenee the Indian people. Model also used in other parts
of the AsiaPacificregionand represent an opportunity for Australia, particularly in regional
areas.New Legislation in the Cape York Area has implications for indigenous culture and the
environment d North Queensland providingopportunitiesto manage across tenure
boundaries and invite broader participation from indigenous communities.

A Responsible tourism is important when visiting a destinatigorepresents a form of social

entrepreneurship

A BuR 2y O0O2YLISGSyOASa ol as
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Day Two

Tourism Outlook Conference

1 The target market is naesponding to current marketing.

Who is the target market?

1 Brand development should be seen as a set of quality

promises that ar&ept. Honesty isntegral toloyalty and

return visitation

1 Need tointegrate international studergtin domestic campaigns with a different marketing

approach.

1 Need to develop high quality products and sell them creativ@tgativity is not just about
money as a creative campaign can get mass coverage for minimal outlayents,

swapping livesbest job in the world etc

1 Consumers are the best marlees and harshest critic§ heyshare experiences via

technology so make them good and attend to ci#igs in a positive way
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1 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 dnesa.

1 Need to address and break away from Australian stereotypes e.g. blokes anahideer
sporting obsessions
T al NJ] SG4SNE R2y Qi aLISyR Sy2dzaK A YtGonmutht {Ay3 | 0
time differentating fromcompetitors
1 / KAYl Qa Widdlaelakslis & @owthdNtharket comprised of white collar, gold collar
(nouveau riche), pink collar (office workers) who are smart, confident, optimistic. This group
can pay for unigue experiences and in marketing to them they are receptive to messages
that Australia is convenient, popular (favoured), intriguing (urban paradise), non

confrontational (entree to théVest).

1 Avoid tendency to tryo be all things to all people, focus on power niches and address what

the country is all abouBelieve insomethingbefore develomgand selingit.

T ¢KS AYRAISYy2dza (2dzNRAY &aASOG2NJ aAa | 1S& LRAY
O2YLISGAGADS Ay lirsrbdgd the prafié loffAboNgindhnS Tioéres Strait
Culture
Day Three

Tourism Online Futures- Applied Workshop

A 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.

A Technologic#y 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.
A Support short lead and last minut@bking options

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

reatlife experiences, creating opportunities for content providers.

A Need an Australian portal owned by Australia and capable of supporting sociarkety

augmented reality experiences, re#the interactivity and shared content development
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Indicate where/how to book online to support buying and commitment

Provide multilingual selections to translate websites into other languages
Information haso boundary and it should be made easier for everyone

Virtual lifestyle concierges can personalise experiences

o o o T I»

Technology is going to get better, more seamless across devices and the internet is about to
get smarter through artificial intelligence to Ipetollate travel options e.g. holiday
LISNE2Y I f A&l A2y S O2YLMzi SNAASR Wi AFS 22dzNySea:

T

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

A Airport technologies of the future include Bluetooth, web/mobile check in, passenger
tracking, moreefficient security processes e.g. iris scanning, full bedyg, SmartGate
passport control, Trans Tasman passenger facilitation (borderless relationship with NZ),
Airport Villages including hotels, supermarkets, childcare. Lack of research on passenge
feelings about some of these controversial technologies or alternatives for people who
object on the grounds of privacy or religious beliefs

A USB brochures

A Smart phone conferencing, Ustream (live streaming and recording)
Conclusion ¢ Innovation is a solution

FTNRY (KR:

Q)

Z YSeé LRAylGa 2F O2yaSyad

importance of

Partnerships

Cross platform marketing / campaigns

Authentic conservation practices

I

Sustainable accommodation (waste management, energy and water conservation) and
destinations (e.g. minimal clearing, wildlife protection, restoration initiatives, low impact

activities etc)

5. Brand consistencjor Australia
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6. Qultural 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 ofiaited, whole of industry voice that can
challenge sectors such as the mining industrgrgue formore resources and a sustainable

future.

While acknowedging that tourism in Australia has suffered a major blow inldlsefew yearsas a
result of global conditions and increased destination competitiveness in the regiamy delegates
saw this as an opportunity to initiate poliogform, developinfrastructures andimplement
environmental reform that would help strengthen theots of the industry; paving thevay for a

brighter futurewith benefits for the whole country

Points of difference emerged frodebates aboutidentity, iconic representation, ether high

volume, high yield or nichurism represented the best way forward. Con8iibetween the need

to develop product (e.g. marinas, resorts, airports) and the need to preserve existing natural product
(e.g. landscapes, reefs, forests and widdliéd into ongoing debates about the most effective
strategies for managing large numbers of visitorsegionsill equipped to manage them

particularly fragile ecosystemSome advocated a rationalisation of scale through things such as
cruise tourismwhile others advocatetuilding scope througbollaboration to support large scale
individualisatior/ personalisation to attend to the needs of different generational and cultural

cohorts. ®@od strategic planning, research, innovation, leadership andlabmyative approach

across communitieandall levels of government and industaye central to overcoming the

challenges facing the industry at the moment

Tony Charters and Associates
T | 617 3012 9575

F | 617 3210 0044

E | info@tonychartes.com

W | www.tonycharters.com
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