


Who is Tourism Australia?

Tourism Australia is the Australian Government agency responsible for attracting international visitors to
Australia, both for leisure and business events.

Our Vision Our Purpose
To make Australia the most desirable & To create demand enabling a sustainable and
memorable destination on earth competitive Australian tourism industry
Brand & Marketi TS0 Public Relations & Famils Australia.com & Social
fanl arketing Distribution :
Aviation Insights Business Events Australia Industry Events
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Tourism Australia’s 16 priority markets
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Tourism trends influencing Australia to 2035
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The Future of Distribution




Distribution is all about
maximising your reach.



It’s especially important here.

The complexity of Australia can
be a barrier which distribution
helps to overcome.



A lot has changed over the last few years

Lead up to the Pandemic Current State
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It’s fast evolving
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“55% of tourism operat
in APAC

do not have a live
integrated
booking system”

Source: Arival; The State of Booking Tech; September 2025
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Four mega themes shape the future of
distribution

Channel Rising Tech Complexity
Proliferation Expectations Democratisation  Intensifies
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Mega Trend:
Channel Proliferation




Certain travellers are more likely to
book via a distributor

Age Travel Party Budget Distance Familiarity Complexity
Older Travellers Families High Trip Spend Long Haul Markets First Time Visitors Complex Itineraries
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Travellers are booking one trip across
multiple channels

X LK .

In person Online Travel meta Travel Airline direct  Operator direct
Travel agent Travel agent search Wholesaler




Mega Trend: Channel Proliferation

What operators could consider

Do you need to review your distribution strategye

Has there been a change to the way people are finding and
booking your product or servicee

* Are you using ATDW for direct opportunities?

« Are you exploring social for marketing and conversione
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Mega Trend:
Rising Expectations




Three consumer needs take precedence

Personalisation The need for Trust has never
IS on the rise control is mattered more
heightening
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Social commerce will shift travel trends

Content

Influencers

& Media grands

Products

Western Market Platforms Eastern Market Platforms
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Social Commerce
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Chinese platforms offer
a deeply integrated
experience.
Seamlessly infegrating
shopping, payments,
and social interaction
within a single

ecosystem.
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Ask Top Users LIVE Videos Photos S

;nmn

Book your next

Ballet Pink

Find hotel deals for your #aio,roqalle cently went
next holiday in Paris. B... to Alo and tried

Watch This Video Before You
Place Your Next ALO Order

Western platforms still
rely on external sites for
transactions.

An extension of
existing content and
advertising models
rather than a fully

integrated system
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Mega Trend: Rising Expectations
What operators could consider
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Do you need to review your booking terms?e

Do you regularly review your customer reviews to ensure your
product is still hitting the marke

Does your website show your credentials as a trusted source®¢
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Mega Trend:
Tech Democratisation




Technology is changing everything

Trip planning & Price Booking Chatbot &
Personalisation Prediction apps concierge
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Mega Trend: Tech Democratisation

What operators could consider
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How are you selecting your tfechnology partnerse

Do you need a data strategy in place?

Do you use dynamic pricing software?

Can you enhance your product offerings on your website¢
Are you considering Al tools to enhance routine taskse
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Mega Trend:
Complexity Intensifies
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UK remains heavily book with agents, while India has become
increasingly fragmented

United Kingdom

Book with agent Book direct

Older travellers Younger travellers

Established distributors Ambitious upstarts

Consolidation Fragmentation
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USA and China have a valuable mix of big and small distributors

USA

China
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Mega Trend: Complexity Intensifies
What operators could consider
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What markets would you like to source customers frome

Are you across the distribution landscapes of your marketse

Does your distribution strategy in these markets still fite
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Recap... The 4 Mega Trends and what it means

Channel
Proliferation

The opportunity to
enhance your
distribution strategy
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Rising
Expectations

Understand your
customer
characteristics and
understand that they
are evolving

Tech
Democratisation

|ldentifying technology
opportunities and
being ready to adapt

Complexity
Intensifies
Understanding key
markets and distributors

— It's not once size fits
all
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The Future of Distribution Report & Market Profiles

FUTURE OF DISTRIBUTION
INSIGHTS REPORT.

Tailored and bespoke

Richer experience

n the current landscape, the ability
offer diverse options and
experiences that cater to indvidual
preferences has become ncreasingly
cructal for attracting and retaining
customers. 80% of customers are
more bikely to purchase from a
company that offers
personalised experiences

Travel has. bec
i hotel rich and immersive
xperienc 65% of consumers
aucessible content.

s

Personalisation matters more than ever before ’

Consumers have come to expect personalisation as a standard offering. 71% of
consumers expect personalisation from the brands and businesses they choose and
76% get frustrated when they don’t have it*

Values and taste based

1n.2n era where consumers

Increasingly seek authenticity and

meaningful experiences, personalised
.

promotions s important to them. By

providers can craft bespoke

b
operators and intermediaries to cater
10 specific cultural and lifestyle
preferences. This enables the
curation of ftineraries that resonate

individual preferences and interests.

travellers core values. Personalisation
transforms travel from a generic
commodity fnto a taflored expression
of the traveller's identity and

aspirations
- especially important as many
audiences have important cultural
ruances to consider.
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The consumer’s travel purchase journey: touchpoints and channel dynamics

Multiple points of influence during planning
Consmers 1 100 2% widng multiple 550rCes 10 pan travel

Preference for using a variety of channels
to book
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Level of planning

Travel booking methods, all out of region
travellers
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Booking sources for airfares, visitors
to Australia
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Come along on the journey

Information & Insights

Corporate Newsletters
website tourism.australia.com/
subscribe

tourism.australia.com

Demand Opportunities & Distribution

PR, Famils &
Social Media Update ATDW
tourism.australia.com/ ATDW.com

workingwithmedia
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Connect With
Tourism Australia

Subscribe to our newsletters
tourism.australia.com/subscribe

Follow us on LinkedIn

Dominic Mehling

Industry Relations Manager -
ACT, NSW, NT & QLD
dmehling@tourism.australia.com
+61 400 935 173

Thank you!
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