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International Visitors
Year ending June 2010

A Australia 5,231,500 up 3.1%
A SA 363,600 up 4.6%

A SA Visitors Market Share 7.0% - up 0.1%
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International Visitor Nights
Year ending June 2010

A Australia 182,139,000 up 5%
A SA 8,196,000 up 16%

A SA Nights Market Share 4.5% - up 0.4%
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International Visitor Expenditure
Year ending June 2010

AAIl purpose expenditure
$685 million up 14% (+3% nationally)

A International spending (minus education)
$411 million up 16% (- 4% nationally)

A SA market share rose from 3.5% to 4.0%
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. A
3. Travel influences & outlook b
Market growth opportunity

= 'Trend’' outlook

— Projected growth if Aus &
SA hold share..

= ..0of outbound opportunity
from each market

= China strongest with 79%
cumulative growth to 2014

» Strong outlook but has grown
~250% into Aus in last 7 years

- [ndia and Sth Korea the
other major growth mkts

—NZ, Switzerland & Canada
the best of the rest..

» ..though most softer in short
term with global economy..

» ..next cycle from 2010/ 2011

(%) = Growth between
Dec 07 - Dec 14

BDA for SATC: SA Inbound Demand Audit DRAFT
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Derived by BDA from various data sources
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Current Performance 1 Holiday/VFR

Top 10 inbound origins to SA Selected potential/emerging origins

Leisure (000's of trips) - 12MMT Leisure (000's of trips) - 12MMT
Derived by BDA from VS Derived by BDA from IVS

20

Germany

Switzerland e France

Singapore i
Indonesia
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3. SA performance & outlock S&

Changing of the guard?

- Big shift in source of SA Inbound origins to SA: Nights
in bD Uun d n ig hts Leisure (millions of nights in SA) - 12ZMMT

Cerived by BOA from VS
= Asian destinations now provide
clearly the most leisure nights S—
» With huge growth in past year (excl. UK)
= Traditional strengths UK and North
America falling away

* Though other Euro source markets are
holding up
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International Highlights in 2010

A Media exposure of over $56 million generated for tourism globally

A Partnership leverage of almost $3 million up from $1.5 million

A 9,503 responses for NZ brand campaign

AOpened an office in Shanghai Chi n
A Tom Colicchio Campaign (US)

AChina Charter FIlight (Feb 610)

A Good outcome in the SBC for SATC and International Marketing

AA truly successful ATE held in Ad

A Strength of MOU global partnership with Singapore Airlines
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SATC International Operations

A Adelaide: 6 staff + 2 Trade Events staff
A Overseas: 10 International offices + 5 PR agencies
A Key change: Japan to China
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SATC Office overlay on Tourism Australia Office Map



Introducing the SATC team

{ South Australia.
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10 year snapshot 1 Visitors to SA

Mool International Visitors to South Australia -
Western Hemisphere
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Macro Issues Western Hemisphere 2010

A Strength of AUD

A Global Economy i GFC and debt UK/US/EU issues

A Increasing Air passenger duties/taxes (UK & Germany)
A Consolidation of international Trade Partners

A Airline Issues (no capacity increase and Middle East
carriers flying to other Australian cities)
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UNITED KINGDOM

Key Marketing Activities 2010

Escape to South Australia - The Sunday Telegraph
A 16-Page supplement,

A 600,000 readers (Jan 2010)

A Partnered with Singapore Airlines

A Replicated on www.telegraph.co.uk
A 38% increase in traffic on sa.com/uk

ESCAPETO
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Australian Travel Guide

5 FLIGHT CENTRE jnbeatete -
{ W= 0844 800 8620

Discover

Flight Centre UK i Discover The Other Oz
Undertaken for the 3" consecutive year
Partnership with TVIC & TNT

Flight Centre UK Ball sponsorship (July 09)
Full page advertorial in Sunday Times Travel
Magazine (OCt 09) . ..curconmeypmanie

¢ 0844 800 8620
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NEW ZEALAND

Key Marketing Activities 2010

2009/10 Brand Campaign Result:
A 5 Ads (Adelaide, Flinders & Outback, Food & Wine, River, Outback

Romance)
A Total number of responses - 9,503 8 ove Siory

AAverage Cost Per Response of A$50 S e

Wed love to hear about your

South Australian expenences.
Click below to share your story on
ourwebsite.

e e e gt m

~ SHAREYOUR STORY |}

South Australia Roadshow:
A Auckland, Hamilton, Tauranga, Wellington and Christchurch
A 12 South Australian operators/reglonal tourlsm offlces

A 117 agents
A 637 consumers
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THE AMERICAS
Key Marketing Activities 2010

Tom Colicchio Promotion:

A Famil to SA (July 2010)

A Consumer Dinners in LA, NY and Dallas

A Sweepstakes to win unlimited trips for two to South
Australia for a year with Qantas Airways

A Dedicated microsite and comprehensive publicity
program and social media campaign (via Facebook,
Twitter and YouTube

South Australia Roadshow:

A Trade and media events in Philadelphia, Toronto, New York, Chicago, Los
Angeles, and Seattle (Aug 2010)

A 7 South Australian products participated

A 220 Wholesalers, retail and media partners

Soutp Australia.
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CENTRAL EUROPE
Key Marketing Activities 2010

Neu.de - Dein Date DownUnder

A Online Campaign with leading Dating Website
Neu.de (Nov 091 Feb 10)

A 250 million Page Impressions for neu.de websi

A Total Online Media Value: $3.5 million

Wissen.de

A 6-week (May/June/Sept/Oct 2010) Online
Competition to find 3 Train Scouts to travel from
Adelaide to Perth/Sydney/Darwin

A 23% increase in traffic to sa.com/de L

wissen.de

AUF NACH AUSTRALIEN!
WERDEN SIE UNSER AUSTRALISCHER BAHN-SCOUT!
mummwmmmmmmmw.rmm
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FRANCE
Key Marketing Activities 2010

Partez a Adelaide

Online campaign with Cathay Pacific Feb 10 3 partir dU 660

A Invitation for online quiz sent to 18 000 people avec 3 nuits offertes

A Site visitation jumped from 1,939 in January y
to 32 505 in February

Online Campaign with australia-australie.com Mar 10 IDs sﬁuwsxﬁ..a
A promoting ADL and SA as desirable WHV destination

FRANCE ~

: 9%
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N ci-dessous pour parficiper
au tira sort

Gagnez 1voyage a Adelaide
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ITALY

Key Marketing Activities 2010

Kangaroo Island supplement
A 100,000 copies circulated via Plein Air and BIT

(partnership with QF and Kl operators)

Latitude / Facebook online game and competition

A June 2010
A 1588 part|C|pated In the game

AURORA OZONE HOTEL KANGAROO ISLAND SEAFRONT
RESORT

Le bellezze di Kangamo : # O
, Solt australl com~ (IR south Australia
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Macro Issues Eastern Hemisphere 2010
A Strength of AUD, strengthening RMB
A Airline Issues (lack of capacity increase)
A Low levels of awareness compared to Eastern Seaboard
A SA Package pricing much higher

A Lower volume of business so harder to get partner buy-in

A SA industry support for marketing
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CHINA
Key Marketing Activities 2010

Panda Campaign (joint with Tourism Australia)
APanda microsite on travel portal
A2xone-mont h campaigns: OF =
( ADL/ SA) and o6Pandas Nel ¥
AResulted in two million visits to the micro-site.
AOver 10-fold increase in visitors to sa.com/cn

Inaugural South Australia Roadshow to China
ALargest marketing event SA has held in China.

ASix SA operators participated
AOver 150 buyers attending events in Shanghai and Guangzhou.

) e ‘ South Australia.
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SINGAPORE & MALAYSIA
Key Marketing Activities 2010

Television Show Successes

ASATC hosted high rating television shows
AnSingapore Flavourso a
AResulted in more than two hours of prime time
promotion for SA with over S$2million in value

Adelaide Brilliant Deals

ALargest campaign for SA in SE Asia with significant
consumer direct marketing activity.

Alnteractive micro-site, E D M ppsint ads, outdoor
style stunts.

Government of South Australia
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INDIA
Key Marketing Activities 2010

Cox & Kings Partnership
ASecured presence in two of their brochures.
Alncluded in their India-wide campaign for
Australia for the first time.
ARan a special SA micro-site linking off Cox & Kings

homepage.

Media Famils s
AHosted more famils resulting in increased °
SA coverage in high-end glossy magazine:
AVinod Advani continues to write regular
articles about SA.
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