ATEC i
Sustaining the
Tourism Business



Who Is ATEC

The Australian Tourism Export Council was formed in 1972 and is the peak
industry body representing the tourism export industry.

On behalf of our 1000 members, we work closely with federal and state
government and other industry bodies such as Tourism Australia.

ATEC membership is a strong endorsement of professionalism, credibility
and international market knowledge amongst the tourism export industry.

Our national office and nine branches Australia-wide are committed to
promoting industry growth at a grassroots level in order to maximise our
member s6 success.
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Why companies join ?

Strength / Experience

ATEC membership offers exclusive access to our 1000 strong member
database to help develop business opportunities.

Business to Business Partnerships

ATECOs unigue workshop and familiar.|
to showcase your product to travel distributors and other suppliers and build
partnerships at over 80 events annually.

Communication

ATECGOs provides regular member busin
interactive website, and media releases on key issues and activities.
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Why companies join ?

Government and political influence

ATEC actively lobbies government at all levels and influences policy on
the industry and membersodo behalf ( NL

Industry education and development

ATECG6s regular state networking and
establish important business to business relationships and discover
opportunities to grow your business.

Australian Tourism Export Council :

the Voice o¥ jnbound touism




Services

Events
(Symposium, Meeting Place, Trade Missions)

Industry Development Panels

National Indigenous Tourism Task Force
Backpacker Youth Tourism Advisory Panel
Japan Policy Panel

Young ATEC T National Development Program

(Educational / professional development, Export Ready workshops,
seminars / market updates, PAITC)

Communications _ _
member update, member website, media releases

Member Benefits program for individuals and businesses
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Figure 5 International visitors to Australia 1978-2007 (History) and 2008-2017 (Forecast)
10 50%
8.1 millionarrivals in 2017
Average annual growth2007-17=3.1%
8 - 40%
Arrivals (LHS)
6 4 30%
% change (RHS)
5
= @ 20%
P
Bali bombin Global Financial Crisis
3 | | | ‘ ‘ ‘ ‘ | | g World Recession 10%
N ‘ I ‘ \ o
/ Pilot strike \ \
Wrld recesslon T~ Asian ﬁnanciarcrisis 9/11 SARS
-2 -10%
OIS SO SR ST (IR N L BN I I A,
A A A - O A A S

Source: ABS, Cat. No. 3401.0, Overseas Arrivals and Departures

Change



Table 1 TFC Forecast summary
Inbound Change on Domestic Change on Outbound Change on TIEV® Change on TDEV’ Change on Consumption® Change on

visitor  previous visitor  previous depart. previous (real)  previous (real) previous (real) previous
arrivals year nights year year year year year
‘000 % million % ‘000 % $billion %  $billion % $billion %
4459 n.a. 2943 n.a. 3210 na. 20.8 na. 734 n.a. 94.2 n.a.
4931 10.6 293 4 -03 3498 9.0 238 14.7 75.8 32 996 5.7
4856 -15 289.6 -13 3443 -16 243 1.7 T3.7 -28 979 Sy i
4841 -03 298.7 31 3461 05 24.0 -08 745 Tl 985 086
4746 -20 294 1 -15 3388 -241 222 - 77 2.7 -24 949 -3.7
5215 949 2969 0g 4 369 289 233 438 22 -06 955 08
5499 54 2759 =74 4 7586 89 226 -29 723 0.1 949 -08
5532 08 285.7 36 4841 39 23.7 52 743 28 98.0 33
5644 20 2886 1.0 5462 108 242 20 78.0 49 1022 42
5586 -10 271.8 -58 5808 6.3 24.7 2.1 769 -14 1016 -086
5584 00 256.7 -56 6 285 82 24 4 -15 735 -44 978 -3.7
5885 54 2595 11 7111 132 24.4 0.0 725 -14 96.8 -1.0
5807 04 258.7 -03 7762 92 24.6 039 72.0 -0.7 96.5 -03
6064 2.7 2601 05 8184 54 253 2.8 724 08 976 14
6307 40 2614 05 8478 386 26.3 40 LT 05 99.0 14
5588 44 2625 04 8 763 34 275 48 73.0 04 1004 15
6847 38 263.5 04 9038 31 286 41 732 03 1018 14
7087 36 264 4 03 9303 23 28,7 38 135 03 103.2 1.3
7342 35 2652 03 9561 238 30.8 36 73.7 03 1045 1.3
7587 33 2659 03 9814 26 31.9 35 73.9 03 1058 1.2
7833 3:2 266.6 03 10067 26 33.0 34 741 03 10741 132
8082 3.2 267.2 03 10325 26 34.1 33 743 03 1083 12
Compound annual
growth rate (%)
2000-2005 2.2 -1.2 6.3 -1.1 -0.9 -1.0
2005-2010 14 -1.2 8.4 1.5 0.0 04
2010-2015 31 0.3 4.9 33 02 1.0
2015-2020 34 0.3 27 3.5 03 1.2
2000-2010 1.8 -1.2 74 0.2 -04 -0.3
2010-2020 32 0.3 3.8 34 03 11

Numbers shaded are forecasts.
“Total Inbound Economic Value (TIEY): estimates and forecasts based on Australian National Accounts: Tourism Satellite Account, 2009-10, ABS Cat No 5249.0
®Total Domestic Economic Value (TDEV): estimates and forecasts based on Australian National Accounts: Tourism Satellite Account, 2009-10, ABS Cat No 5249.0

“Consumption refers to total consumption made in Australia by international shortterm visitor arrivals and Australian residenttourists. Itis the sum of real TIEV and real TDEV
(Q22011=100)
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7  Visitor arrival forecasts: 2010 to 2020
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Figure 6
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Movements in the top 10 inbound T past two decades

1991 1995 2000 2005 2010

% % % % %

JAP| 21 JAP| 20 NZ | 16 NZ | 19 NZ | 19
NZ | 19 NZ | 14 || JAP| 14 UK | 13 UK | 11

UK | 12 UK | 10 UK | 12 || JAP| 12 || CHN| 8

USA| 11 USA| 8 USA| 9 USA| 8 USA| 8
SIN| 4 SIN| 5 SIN| 6 CHN| 6 JAP| 6
HKG| 3 KOR| 4 HKG| 3 SIN| 5 SIN| 5
GER| 3 TAl | 4 KOR| 3 KOR| 4 MLY | 4
MLY | 2 HKG| 4 MLY | 3 MLY | 3 KOR| 4
CAN| 2 INS | 4 GER| 3 HKG| 3 IND | 3
INS | 2 GER| 3 CHN| 3 GER| 3 HKG| 3

10




Figure 8  Visitor arrival growth forecasts: 2011
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Figure 2 Domestic visitor night forecasts: 2010 to 2020
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Figure 6  Outbound departure growth forecasts: 2011
30

25
mGrowth Forecast (Previous)

50 @mGrowth Forecast (Current)
_15
2
£10
2
)

5

0 2 T

-5

d © & 2 O @ O 0 N Q@ 0 ¢ & @
& ™ A o @Q}

Main Destination




Table5  Short-term resident departures by market, calendar year

Pumose of visit New United  United Hong Other  Cther Total
Business ~ VFR  Holiday Other Total Zealand States Kingdom Indonesia  Kong Singapore Thailand Malaysia  Fii China  Asia Europe Other  Total change
000 000 %

667 800 1618 125 3210 480 347 313 281 144 14 137 120 115 83 310 349 382 3210 2
726 888 1752 132 3498 528 3% 339 280 155 153 151 135 75 93 357 402 434 3498 90
687 851 1750 146 3443 509 204 301 289 150 160 166 17 94 109 364 384 416 3443 16
696 880 1740 145 3461 597 300 318 242 141 149 169 110 128 137 385 394 391 3461 05
692 905 1645 145 3388 663 297 313 186 115 124 128 101 145 114 400 384 417 338  -21
821 1107 2285 156 4369 816 376 375 3% 153 159 188 144 175 182 503 474 488 4369 289
891 1207 2486 162 4756 836 427 404 320 186 188 203 160 197 235 555 615 531 4756 89
926 1245 2600 170 4941 865 441 43 195 196 21 288 168 202 251 583 563 564 4041 39
973 1301 3010 178 5462 902 479 428 283 207 221 374 181 200 284 682 605 615 5462 106
94 1366 3299 189 5808 921 483 420 /1 213 218 404 191 236 277 751 624 678 5808 6.3
864 1602 3633 184 6285 1033 567 443 548 206 227 302 21 242 2719 800 592 727 6285 82
983 1646 4203 189 7111 1065 684 457 739 214 259 448 245 31 337 897 681 74 7111 132
1051 1741 4770 200 7762 1075 807 488 881 231 287 508 266 339 377 1005 745 752 7762 92
1101 1793 5085 205 8184 1114 859 526 948 239 298 530 285 366 410 1052 780 786 8184 54
1141 1842 5285 210 8479 1147 887 535 987 246 307 549 303 368 433 1087 813  B15 8479 36
1179 1887 5481 216 8763 1179 913 544 1026 262 315 567 322 379 457 1120 846 843 8763 34
1215 1933 5668 221 9038 1212 939 551 1063 258 322 584 41 391 478 1152 875 870 9038 31
1252 1982 5843 226 9303 1245 963 557 1100 264 327 601 360 403 501 1183 901 896 9303 28
1289 2082 6009 232 951 1279 987 563 1137 269 332 618 380 415 523 1213 925 920 9561 28
1327 2084 6167 237 9814 1312 1009 569 1172 275 336 635 401 428 546 1243 946 944 9814 26
1366 2137 6322 242 10067 1345 103 575 1208 280 339 651 423 441 569 1271 967 968 10067 26
1406 2191 6480 247 10325 1378 1051 581 1246 286 343 668 446 454 593 1300 988 991 10325 26

Compound annual
growth rate (%)

42 6.3 73 42 6.3 96 15 36 27 37 42 6.0 34 212 204 83 50 441 6.3
20 64 115 32 84 50 99 25 182 29 6.6 17.2 89 96 74 104 58 78 84
43 33 57 31 49 26 65 38 75 38 44 54 68 47 73 5 51 24 49
30 25 2% 230 2 28- 23 14 32 21 13 21 55 30 43 24 25 26 27

31 6.4 94 37 74 7% 68 30 10.2 33 54 115 61 153 137 97 54 60 74
36 29 42 21 38 26 44 24 54 29 28 4.1 62 139 58 38 38 25 38

Numbers shaded are forecasts.
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National iIssues

Labour & Skills T visa, regional areas

Infrastructure Development T hotels, conventions space

AUD $

Global Competition & Branding

Distribution T online impact

Quality Product and Experiences

Customer Service

Shift to Services economy from Mining / Manufacturing T 3 speed
Passenger movement charge

Travel Compensation Review
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Sustainable Tourism
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Sustainable Tourism CRC until 2010

The STCRC ceased operations on 30 June 2010 following 13 years as

Australian tourismdéos scientific and

the STCRC reports remain available for free download from the

Bookshop and a range of tools are available from the Tools and
Products Section. www.sustainabletourismonline.com
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http://www.sustainabletourismonline.com/

C—4 e

EVALUATE COMMUNICATE EVOLVE

EC3 Global Consulting provides clients with a suite of integrated consulting and advice services,
products and tools to achieve sustainable destination management in their region, underpinned by
the triple bottom line process of delivering economic, social and environmental outcomes.

These specialist products and services are tailored to the needs of individual destinations and
regions and include the following:

* An initial "Healthcheck" assessment to determine the key issues facing a destination;

* Benchmarking the performance of a destination against competitors and the "ideal" through the
use of local and international case studies;

* |dentification of actions that can be taken to address key destination priorities;

* Recommendations on processers, relationships and structures that can be introduced to guide
the destination over time;

* Options for accreditation programs for tourism destinations and individual tourism businesses to
facilitate sustainable operations;

* Tools, systems and training programs to underpin triple bottom line reporting;

* Training, information and capacity building activities for the destination.
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the Voice o¥ jnbound touism




Great Barrier Reef

GBRMPA: Outlook for the Reef

Ecosystem health

The Great Barrier Reef is at a crossroads and decisions made now
are likely to determine its long-term future.

Great Barrier Reef Outlook Report

The Outlook Report is a stock take of the Great Barrier Reef, its management and its future.
Climate change

We're working with a range of partners to build the resilience of the Great Barrier Reef in the face of
climate change.

Declining water quality

Many resources are being provided to improve the quality of water flowing from the land to the
Great Barrier Reef.

Loss of coastal habitats

Understanding the current state and health of coastal habitats, its vulnerability and community
implications is critical to protect and manage coastal areas and the Great Barrier Reef.
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http://www.gbrmpa.gov.au/outlook-for-the-reef/outlook-for-the-reef-name-to-be-changed
http://www.gbrmpa.gov.au/outlook-for-the-reef/great-barrier-reef-outlook-report
http://www.gbrmpa.gov.au/outlook-for-the-reef/climate-change
http://www.gbrmpa.gov.au/outlook-for-the-reef/declining-water-quality
http://www.gbrmpa.gov.au/outlook-for-the-reef/loss-of-coastal-habitats

Qantas award for excellence In
sustainable tourism

This category is open to tourism operators that exemplify a strong
commitment to sustainable and innovative business practices. The award
will recognise and showcase successful tourism businesses that set out to

minimise their environmental impact, conserve natural resources, respect
local cultures and benefit local communities.

\ean7as
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Greening a business

Case study:

The City of Melbourne, State and Federal Government and
organisations are focused on helping businesses become Green.

These organisations are committed to creating an environmentally
sustainable city and are continually striving to find ways to reduce
energy consumption and associated greenhouse emissions.

The emphasis is placed on water, energy and waste management.

Waste figures show that hotels can save on average 4.8 litres per

guest per night, or 2,410 tonnes annually i equivalent to 401 less
garbage trucks dumping to landfill.
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case study continued

The City of Melbourne encourages all hotels to be water, waste and
energy efficient. In partnership with Sustainability Victoria, EC3
(GreenGlobe) and the Smart Water Fund, has developed useful toolkits
for water, waste and energy efficiency.

These toolkits have been developed using the experiences of hotels
evolved in the Savings in the City i Green Hotels program. The toolkits
aim to assist hotels to reduce their waste, water and energy consumption.
The toolkit also outlines consumption patterns in hotels and the impact
this has on our environment.

ATECC)
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Accor Hotels

Earth Guest program

Launched in 2006 to federate the Grolt
projects, the "Earth Guest program" enables Accor to achieve its

sustainable development goals, mobilising its 145,000 employees, millions

of customers, and thousands of suppliers and partners to protect the planet

and the well-being of its inhabitants.

A
(,RTEST

/  RESEARCH
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EcoTourism Australia

The Ecotourism Australia vision .

"To be leaders in assisting ecotourism and other committed tourism
operations to become environmentally sustainable, economically
viable, and socially and culturally responsible”.
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The Nature and Ecotourism
Accreditation Program

The Eco Certification Program is Ecotourism Australia's flagship program.
Ecotourism and nature tourism accreditation provide industry, protected
area managers, local communities and travellers with an assurance that an
accredited product is backed by a commitment to best practice ecological
sustainability, natural area management and the provision of quality
ecotourism experiences
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Wolgan Valley Resort & Spa

Wol gan Valley Resort & Spa is -basedtr al i
resort.

Located on Australiads Great Dividing
prominent national parks, the Gardens of Stone National Park and the Wollemi
National Park.

The resort is fully integrated into its environment and supports wide-ranging
conservation practices focusing on endangered species protection.

Wolgan Valley Resort & Spa is the only Australian resort in recent history to
receive permission to be built adjacent to a World Heritage Area. It adheres to
World Heritage

Committee standards and has exceeded the minimum requirements of
construction controls imposed by both State and Federal Agencies i
positioning Emirates as the only foreign investor carrier with such level of
commitment to Australia.
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