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So what is happening in India? 



Economy keeps growing 



Visitation to Australia 

 

Up 11% 
 



Visitation to South Australia 

 

Up 46% 
 



IN OUR FAVOUR 
 

 

 

 

Reasonable 

product fit. 



IN OUR FAVOUR  
 

 

 

 

Indians actually 

know of Adelaide. 



IN OUR FAVOUR 
 

 

Capacity to spend on 

touring and 

accommodation 

compared to other 

Eastern markets.  



IN OUR FAVOUR 
 

 

 

Market forecast to 

grow strongly over the 

next decade. 



IN OUR FAVOUR 
 

 

 

Growth of 2nd and 3rd 

tier cities. 



CHALLENGE  

Reaching 

and 

Educating 

Millions of 

Consumers 

1000s of 

Travel 

Agents 



CHALLENGE  
 

• Size of the country 
 

• Diversity of cultural  

traditions (same as  

Europe) 
 

• Different language  

Groups (same as Europe)  

 



CHALLENGE  

Competition 

Competition 

Competition Competition 

Competition 

Competition 

Competition 

Competition 

Competition 

Competition 

Competition 

Competition 

Competition 
Competition 

Competition 

Competition 

Competition 

Competition 

Competition 

Competition 

Competition 



CHALLENGE 
 

Preference for an Australian holiday 

is low compared to UK / USA / 

Europe. 

 

BUT 

 

Awareness of Australia is growing. 



CHALLENGE 
 

Dispersal outside of major cities 

is traditionally low. 

 

BUT 

 

Improvement in this area has 

been seen in the past year.   

 

 



Leisure Visitors to Australia 2010/11 

47,215 

39,963 

18,436 

1,053 

6,520 

7,273 

369 

 

 

 

KEY PRODUCT 

 

Queensland 

•Gold Coast - Theme 

Parks 

•Tangalooma 

•Cairns 

 

New South Wales 

•Sydney – City 

Experience, Harbour 

Cruise 

•Blue Mountains 

•Port Stephens 

•Bowral (Bradman) 

 

Victoria 

•Melbourne 

•MCG 

•Great Ocean Road 

•Phillip Island 

•Sovereign Hill 



SA – Key Regions & Product Promoted 

 

Hero Experiences 

Adelaide Oval & Sir Donald Bradman 

Kangaroo Island 

Adelaide City including the Hills 

Wine in the Barossa Valley 

 

Developing Experiences 

Luxury Lodges 

Self-Drive 
 



So what is OUR strategy? 



 

Raise Consumer 

Awareness 



India Loves South Australia Campaign 



Media Visits 
• Lonely Planet 

• Bloomberg TV 

• Various freelance writers 



Vinod Advani on FM Radio in Mumbai 

 

Radio advertising in Chennai 

 

Online campaigns with Cox & Kings and 

Ezeego1  

 

Honeymoon inserts in Northern India 

 

 



 

Engage and 

Educate the Trade 



India Travel Mission 2011 & Tourism 

Australia Roadshows 



Work with Travel Companies in India 

•Brochure tie-ups with 

key trade partners: 

• Cox & Kings 

• Kuoni 

• Thomas Cook 

• Mercury Travels 

• In-Orbitz & more…. 

 

• Online campaigns 

with Cox & Kings and 

Ezeego1. 



Trade and Trade Media Famils 

  

• Indian Agents 

 

• Travel Biz Monitor Trade Publication 

 

• Inbound Tour Operators 

 



CONSUMER 

Large Indian 

Travel Company 

True Wholesaler 

Small 

Retail 

Outlet 

Small 

Retail 

Outlet 

Small 

Retail 

Outlet 

Small 

Retail 

Outlet 

Small 

Retail 

Outlet 

Small 

Retail 

Outlet 

Small 

Retail 

Outlet 

Small 

Retail 

Outlet 

Small 

Retail 

Outlet 

Small 

Retail 

Outlet 

INBOUND TOUR OPERATOR 

    Australian Product 

Sub-Agents 

In India 

In Australia 



  

Key Players – Trade 

The Big Three 
Wholesale & Retail; Outlets across India; 20% market share; Group & FIT Programs   

Cox & Kings SOTC Kuoni Thomas Cook 

2nd Tier Agents 
Aggressive in market; Retail & wholesale; Pan-India; Have potential for specialised product 

Mercury Travel In-Orbitz 

Wholesalers 
True wholesalers selling to small retail outlets; Some have online consumer direct operations. 

JTB Travels Saltours 

Independent Retail Agents 
1000s across India; Cater for certain niches; Many also put together own packages 

Kesari Tours Trailblazers Travel Oytser Many, many more…. 



  

Online Environment 

• Trend is to search for information online.  

 

• Most holidays to Australia booked through traditional travel agents. 

 

Key online players: 

Global travel portals – i.e Expedia; Trip Advisor 

Indian based online agencies – i.e makemytrip.com; 

yatra.com 

Websites of traditional agents – Most larger agents 

have websites promoting their packages.  

Facebook – 30 million + users in India 



 

Opportunities for 

Operators  
 



1. Engage Inbound Tour Operators 

  

 WEL Travel 

 

 Holiday Pacific 

 

 Australian Tour Management (ATM)  

 

 ATS Pacific  

 

 AOT / ETA 

 

 Qantas Holidays / Tour East 

 

 Travel Maestro 

 



2. Trade Shows 

 

• India Travel Mission 2012 

 

• Australian Tourism Exchange 2012 

 

• Discover SA ITO event 

 



3. Online 

• Facebook 

www.facebook.com/indialovessouthaustralia 

 

• Other Social Media – youtube, twitter.  

 

• Your Own Website 
 

 

http://www.facebook.com/indialovessouthaustralia.com


4. Cricket 2012  

• India playing in Adelaide in January, February and - - - 

- March 

 

• One Day International finals in early March in Adelaide 



5. Student & VFR Market 

 

• Education Adelaide and institution channels. 

 

• Australian Indian newspapers – Indian Link, Beyond - - 

- India, Indian Voice (Melbourne) and many online - - - - 

- portals.  



How you can support SATC’s Marketing Efforts  
 

• Prompt responses when contacted for quotes and 

information by ITOs or Indian Travel Agents.  

 

• Flexibility when hosting famils. Indians will often 

change plans, be running late or have special dietary 

requirements.  

 

• Making every opportunity to build relationships with 

the travel trade as opportunities arise.  



Things to keep in mind… 

• Most Indians who visit SA will have good English skills. 

 

• Indians have a wide variety of dietary requests. Many are vegetarian. Non -- - - -  

- vegetarians often won’t eat beef.  

 

• Indians like to eat late dinners – around 9pm or later.  

 

• Punctuality is not the social norm in India so don’t be offended if guests arrive - - - 

- late.  

 

• In shops and other places Indians like to touch, feel and pick-up things.  

 

• Indians are used to receiving very high levels of service.  

 

• Indians will often ask very direct questions about things such as family and - - - - - 

- politics and enjoy engaging in discussion and debate.  



Any other questions? 
 


