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Market Overview 

• Population: 64,7 millions 

• Unemployment rate: approx. 12% as of July 2011. 

• Leave entitlement: 25 days / year (standard). To note: The "35-hours 

per week" regulation can lead to 40+ days per year. 

 

• French visitors to Australia, year ending 30 June 2011: 99,290 arrivals, 

a 9% increase relative to 2010.* 

• French visitors to South Australia, year ending 30 June 2011: 10,800 

arrivals, a 5% decrease relative to 2010.* 

• French visitor nights in South Australia year ending 30 June 2011: 

163,000 a 65% increase relative to 2010.* 

 

• Internet access: 70%+ 

 
* Source: International Visitor Survey - SA estimates, persons 15+ years 

 

 

 



Marketing Successes 
Direct Consumer Online Youth Co-Op campaign. May 2011.  

4 weeks. 

 
 

Online activity targeting young French Working Holiday Visa holders. 

 

Competition hosted on www.lonelyplanet.fr  

to win the perfect WHV starter package 

in cooperation with Singapore Airlines,  

Francaustralia Education  

and the following SA operators:  

• Heading Bush,  

• GSR, 

• YHA Adelaide Central,  

• Sealink,  

• Surf & Sun, 

• Temptation Dolphin Swim. 

 

 

 

 

http://www.lonelyplanet.fr/


Marketing Successes 

SATC / Australie-Autrement / Etihad / YHA - WHV 

Co-op Campaign. 15 December 2010 – 15 

February 2011.  

  

Online campaign targeting the Youth/WHV segment 

highlighting  the lowest WHV fare on the market 

to Adelaide from EUR 899 inclusive of taxes and 

including 3 nights at YHA Adelaide Central. 

The campaign consisted in a pop-up banner on 

www.australieautrement.com homepage during 2 

months, as well as a banner on 

southaustralia.com/fr homepage.  

It was supported by a Google AdWords campaign 

highlighting the promotion. 



Marketing Successes 

Online co-op campaign with SQ,  27 January - 

22 February 2011.   

 promoting SA and Adelaide as desirable 

Australian getaway with banners rotating on 

major consumer websites, including 

lemonde.fr, lonelyplanet.fr, tripadvisor.fr, 

yahoo.fr and msn.fr.  

 

 

 

 

 

 

Banners redirected to a landing page on 

southaustralia.com/fr and to the SQ booking 

page from there.  

 

Results were good in terms of bookings with 200 

tickets to/from ADL sold over the period. 



Marketing Successes 

Australie Tours / Lefigaro.fr online campaign – Oct – Nov 2011 

 

20 sec video clip ad featured on lefigaro.fr during 2 months.  A click on the video 

banner directs to a specific webpage on australietours.com + editorial on travel to 

Australia including each partnering STO’s highlights. 

 



PR Successes    

Several articles were produced resulting from press famils, including a 40 

pages special feature on SA’s outback in the quality travel mag Grands 

Reportages April 2011 edition. 

 

 

 



 

 
KEY TARGET SEGMENTS  
 

Experience seekers  

Honeymooners  

Youth market 

 

MAJOR MARKETING ACTIVITIES PLANNED IN 2011/12 
 

SQ Co-op Campaign - Consumer direct. 4 weeks - Jan - Feb 12. Online 

campaign on targeted sites (routard, tripadvisor, le monde, msn) 

MonNuage blog video trip – currently in SA – campaign to be released in 

Dec 11 

Australie Autrement / Etihad online Youth promotion w/ special WHV 

fare on ADL – Jan-Feb 2012 

 Australie à la carte honeymoon online campaign Dec 2011 – Jun 2012 

on bridal site mariee.fr + print  Mariée Magazine travel supplement 

Aussie Specialist famil in partnership w/ TA, Tourism NT, Malaysia 

Airlines TBC - Mar 12. 

 

Major Plans - Focus 2011-12 
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Major Plans - Focus 2011-12 

PARTICIPATION IN TA’S GROUP FAMIL – JAN / FEB 2012 TBC 
 

PLANNED INDIVIDUAL FAMILS 
 

 Grands Reportages - major travel magazine  - Currently in SA - 
to be published March 2012. 
 

 Docside– TV Production company –  52 mn program to be 
broadcasted on National Public Channel France 2 as part of a 
new program called “Grandeur Nature”.  
 

PRESS RELEASES 
 

 Honeymoon in SA   
 TDU 
 WHV 
 Tasting Australia 

 
 



Key Players – Trade 

Prominent wholesalers 

 

• Australie-Tours  

• Australie-la-Carte  

• Asia-Voyages   

 

Main direct sellers  

 

• Voyageurs-du-Monde  

• Australie-la-Carte  

• Australie-Autrement 

 

 

Smaller direct sellers 

 

• Meltour 

• Australie-Authentique 

• Maison-de-l'Oceanie 

• Australiaveo 

• Cercle-des-Vacances 

• Route-des-Voyages 

• Terres-de-Charme 



Internet access: +70% of the French population is now connected.  

 

More French consumers look for airfares and ground content on the Internet.  

6 out of 10 French web-users do plan their holidays on the Internet.  

 

23% of French web-users buy their holidays entirely online.  

 

Travel blogs and travel community sites expanding.  

 

Facebook an absolute must ! 

 

Growth potential is here for SA operators with a French version of their online offer. 

 
 

 

Online Environment  



Opportunities for Operators  

 
• Our Consumer e-newsletter goes out every 2 to 3 months to a database 

of around 25 000. All SA products /operators are welcome to provide 

content  about new products, product enhancement, etc. 



Opportunities for Operators  

 
• Our facebook page www.facebook/AustralieduSud can reflect any news, 

promotion or special offer received from SA products / operators.  

 

• Please like us and feel free to post images and news on your product! 

 



Any questions or comments? 



 

 

Merci! 


