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ANNUAL REPORT 

Declaration  

 

Presented to the 41 ST Annual General Meeting of the Australian Federation of Travel 

Agents, Level 3, 309 Pitt Street, Sydney, at 10:30am, Friday 20 TH July 2018. 

 

The Board of Directors has pleasure in presenting the Annual Report for the activities 

of the Federation for the 12  months ended 31 March 2018 representing the 41 ST 

Annual Report of the Federation as a Company. The report covers the Federationõs 

financial year to 31 March 2018.  
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CHAIRMANõS REPORT 

 

Mike Thompson  

Chairman  

 
During the past twelve months , AFTA has celebrated a 

milestone in service to the travel agency community of 

Australia as it turned 60.  

In 1957 a group of travel agents came together to form the 

federation that has today become a true voice for our 

industry, both domestically here in Australia and 

internationally.  

Sixty years is a long time in anyoneõs books, and AFTA has 

witnessed many amazing changes, not least  in the broader 

world, but also within the travel industry.  

AFTA has been at the industry forefront, speaking with a 

united voice on matters that impact our industry, and it continues to do this in so many 

ways today.  

As we enter the fourth year of operations of the AFTA Travel Accreditation Scheme (ATAS) 

we see in many ways how the removal of regulation of our industry has encouraged 

business owners to be more nimble. AFTA members have been able to get on with doing 

business and this is a testament to the entrepreneurial nature of people who choose to be 

in the travel industry.  

The support AFTA has provided to members during these chan ging years, the increasing 

awareness of the ATAS scheme with consumers, and the new AFTA Chargeback Scheme 

(ACS), are all a demonstration of the ongoing commitment AFTA has to the members and 

the travel industry at large.  

The Board of AFTA continues to wo rk for the common good of members and agency 

owners.  Over the past year this was demonstrated in the campaign AFTA led, along with 

other tourism associations, to minimize the federal governmentõs desire to lift an ever-

increasing Passenger Movement Charge  (PMC). The end result was  a $5 increase to the 

current level of $60 per ticket and a bipartisan agreement to freeze at this level for five 

years. This was a difficult negotiation, one that included our Chief Executive appearing 

before a Senate Committee o n the subject together with serious negotiations with the 

various cross benches in Canberra to secure this outcome.  

As the new ACS scheme is bedded down for the benefit of members, addressing the long -

standing issue of client credit card chargebacks, it i s clear that AFTA is doing the work 

necessary to keep travel agents both relevant and viable, not only today but for the 

future, in this fast -paced competitive world.  

On a final note I would like to thank all members and the Board for their ongoing trust a nd 

support. Without this, we, AFTA, cannot sustain our momentum.  

In closing, thank you to the small group of dedicated staff at the AFTA secretariat who 

continue to deliver relevant programs and concepts for members and the broader travel 

industry in Aust ralia.  
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CHIEF EXECUTIVE REPORT 

 

Jayson Westbury  

Chief Executive  

 
2017 has been a milestone  year for AFTA as we turned 60, a 

year in which  we introduced a brand -new scheme in the form 

of the AFTA Chargeback Scheme (ACS), to address a long -

standing challenge faced by travel agents dating as far back 

as the Ansett Collapse.  

ATAS continues to add value to the travel agency community 

as a mark o f quality and professionalism in the travel industry 

and it is pleasing that around 3,000 locations across the nation 

continue to be ATAS accredited. While would -be travel 

agents do present themselves for accreditation, the bar is set 

high and ATAS continu es to decline 30% of applications, 

which means that the criteria are rigorous. It is also very clear that industry suppliers across 

all categories, are not keen to deal with non -ATAS accredited agents, particularly those 

who are new to the industry.  

Unfor tunately, we have had one  ATAS accredited travel agent go into liquidation this year  

and this has been very disappointing for all involved. It has meant that our compliance 

team have taken a n even  more robust approach to the assessment of the financial status 

of members , and with this has come some frustration by members as we increase the level 

of scrutiny carried out during the accreditation process. Regrettably consumers were 

impacted, however the reputation of trave l agents remained  intact as AFTA implemented 

communication strategies to ensure that a strong message of support for the agency 

community was being told to the consumer media.  

The awareness of ATAS continues to build year on year and  despite  a limited marketing 

budget, AFTA has continued to push the message to consumers that they are better off 

when using an ATAS accredited travel agent.  

Agencies across the country also continue to see the benefit of holding accreditation with 

ATAS and this consistent, strong support ensures the ongoing success of the scheme.  

The past year brought with it a large non -ATAS accredited supplier default in the form of 

Si Holidays.  There is no question that this who lesaler has impacted several hundred  AFTA 

members and countless cons umers. Some AFTA members , who had joined the AFTA 

Chargeback Scheme (ACS) , found that protection for  this sort of supplier collapse can be 

very beneficial and available to them at no cost. The new ACS scheme has well and truly 

hit the ground running with more and more AFTA members seeing the benefit of joining 

the scheme and accepting the customerõs credit card as payment so that both customer 

and agent are protected from this sort of unfortunate event. For years and year s, agen ts 

have been the unintended victim  when a supplier default s and consumer s invoke  a credit 

card chargeback. Even the former schemes that were  in place did not protect agents 

against this situation. Now , with the introduction of the new ACS scheme , everyone gets  
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CHIEF EXECUTIVE REPORT 

protected and gets their money back. As the Si Holiday s experience demonstrated , the 

scheme does what it is designed to do , and that is to protect  the agent when these things 

happen. The introduction of the scheme has been a significant achievement for AFTA in 

this past year and finally addres ses this long-standing industry -wide exposure .  

At the global level , AFTA has maintained its strong support and engagement with the 

World Travel Agents Association Alliance (WTAAA) , which continues to advocate on 

behalf of travel agents on a range of important in dustry topics. I have remained  on the 

Board of Directors to ensure that AFTA members have a voice at the global level when it 

comes to matters impacting travel agents .  The WTAAA continues its good work on behalf 

of the global agency community.  

I was also honoured to be asked to become a Vice Chairman of the newly formed World 

Tourism Alliance (WTA) , an i nitiative of the Chinese Government and Chinese Tourism 

Industry.  Since September 2017, the WTA has built  an organis ation that brings together 

non -Government enterprises interested in a greater engagement and interaction with 

China .  Some Australian t ravel  businesses are finding that taking  their business into China 

can come with difficulties and this new organisation and the dialog ue  that it provides will 

help those who seek to build their business in China.  

Fortunately, o n the domestic political front, t he travel industry did not face any dramatic, 

legislative changes during  the past year .  This has allowed AFTA to maintain  our 

relationships with all of the major political parties federally, without the significant 

challenges of 2016. The recent political  landscape in Canberra has been one of significant 

change , with the dual citizenship issue being the biggest challenge and initiator of that  

change. AFTA has ensured that our relationships with our representatives continue  to be 

strong and , in the year ahe ad , we hope their focus will  be more aligned with the needs 

of the country rather than the needs of the individuals involved.  

It has also been a year when  the Australian Parliament finally passed legislation to allow 

marriage  equality while many did not thin k this would be possible. AFTA provided its 

support as necessary and appropriate during the debate and , as an organisation , we  are 

pleased that this issue is now resolved in the affirmative.  

AFTA has continued to build on the strong relationship we ha ve with the Smartraveller 

program delivered by the Department of Foreign Affairs and Trade (DFAT). Year on year 

this program, fully funded by the Federal Government, delivers vital information for the 

travelling public in partnership with travel agents.  T he continued support and results that 

this program has brought are  very pleasing for all.  
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In 2017, the National Travel Industry Awards (NTIA) moved to the brand -new Sydney 

International Convention Centre and there is general consen sus that the event was 

amazing. To hold such a prestigious event in the countr yõs newest and largest ballroom 

was a  spectacular experience for those able to  attend .  It demonstrates  that the NTIA 

continues to be held in very high regard by the industry and  all those who choose to take 

part.  

I would like to thank the AFTA Board and the Chairman, Mike Thompson, for their 

continued commitment to AFTA. The Board continues to represent the broad interests of 

the agency community at every point and have develop ed  strong policies to ensure  AFTA 

advocates for them both domestically and internationally.  

The small team of dedicated individuals at AFTA have continued to serve the members 

and the industry to the best of our ability and we do this knowing that we have  the support 

of the members who are the key factor in the decisions we make at every turn.  

In 2017, AFTA adopted a new vision statement and I strongly believe that this shows the 

clear direction and purpose of what AFTA stands for now and in the coming years.   

!&4! 6ÉÓÉÏÎ φτυό 

Ȱ7Å ÁÒÅ ÍÅÍÂÅÒ ÄÒÉÖÅÎȟ ÏÕÔÃÏÍÅ ÆÏÃÕÓÅÄ ÁÎÄ ÓÔÒÉÖÅ ÔÏ ÅÌÅÖÁÔÅ ÔÒÁÖÅÌ 

ÉÎÄÕÓÔÒÙ ÓÔÁÎÄÁÒÄÓ ÂÙ ÁÄÖÏÃÁÔÉÎÇȟ ÒÅÐÒÅÓÅÎÔÉÎÇ ÁÎÄ ÃÏÌÌÁÂÏÒÁÔÉÎÇ ×ÉÔÈ 

ÓÔÁËÅÈÏÌÄÅÒÓ ÁÎÄ ÃÏÎÓÕÍÅÒÓ ÉÎ !ÕÓÔÒÁÌÉÁ ÁÎÄ ÁÒÏÕÎÄ ÔÈÅ ×ÏÒÌÄȱ 

 

Finally, there are many things we do , and continue to do at AFTA , for the be nefit of the 

members and the broader travel industry .  After ten years  at AFTA, it continues to be a 

privilege to serve as the organisationõs Chief Executive. I would like to extend a sincere 

thank you to all of the AFTA members, suppliers, partners, gover nments and other 

stakeholders who continue to work with AFTA for the benefit of our members and the 

broad er travel industry , both in Australia and around the world.  
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FINANCIAL RESULTS 

 

On behalf of the Board of Directors, I report on the financial operations of the Federat ion for 

the year ended 31 March  2018. 

As in past years, I am pleased to report an operating surplus $11,805 for the year ended 31 

March 2018, which has added to the net equity position of the Federation. AFTA remains in 

very strong  financial health.  

All other aspects of the operations of AFTA have fallen within the financial budgets approved 

by the Board and in line with AFTAõs business plan. 

The Annual Report provides further in -depth analysis of the financial performance of the 

Federation for the reporting period.  

Of note is the significant increase in the value of the floor owned by AFTA at Level 3, 309 Pitt 

Street, Sydney. It is envisaged that AFTA will look to realise this equity in the coming year and 

better deploy this financ ial resource for the long term future of AFTA.   
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NEW INITIATIVE 

AFTA Chargeback Scheme (ACS)  

The AFTA Chargeback Scheme (ACS) was officially launched in August 2017 to provide a 

protection option for AFTA members against chargeback loss when a client pays using a credit 

or debit card. ACS is an industry first and has been positioned as an addition al member benefit 

for ATAS accredited travel agencies. The response from industry has been positive with new 

members joining each week as additional ACS Payment P artners have been added.  

ACS, managed by an independent Board and in partnership with Gow -Gates Mutual 

Management , is a not for profit, low fee protection offering for ATAS accredited agencies. As 

part of joining ACS, each ATAS travel agency joins an ACS Payment Partner that provides new 

and innovative payment solutions to AFTA members. In 2017, ACS had five different payment 

partners offering a wide variety of products and services to suit the breadth of the entire AFTA 

membership.  

In July 2017, ACS conducted its first national roadsh ow visiting Perth, Adelaide, Brisbane, 

Sydney and Melbourne .  Over 150 members attended  to learn more about ACS. AFTA also 

attended many consortia member briefings and all member conferences , speaking to over 

5000 industry stakeholders about the importance  of ACS and the new payment options 

available to travel agencies.  

ACS is already providing  protection to  over 300  members and has returned funds to members 

as a result of the Freestyle H olidays insolvency at the start of 2018. Each of these members were 

able to be proactive with their customers and re -book alternative services with the knowledge 

that the loss was covered by ACS.  
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DOMESTIC TOURISM 

AFTAõS ENGAGEMENT WITH AUSTRALIAõS DOMESTIC TOURISM INDUSTRY 

As a destination for travel , Australia has continued its record growth trajectory in 2017 , 

under pinned by record domestic spend supported by growth from China , which overtook 

New Zealand as Australiaõs largest source market.  

Domestic tourism in Australia is the major economic contributor to the Au stralian economy and 

ATAS travel agents continue to increase engagement with state and territory tourism 

marketing organisations to assist in growing this sector. Domestic and international travel 

provided an economic boost of $126.3 billion to capital cit ies and regional centres.  

In 2017, Australians continued to spend on domestic travel with a growth of 6% according to 

Tourism Research Australia which is double the inflation rate reported by the Reserve Bank of 

Australia. Crucially, all other measurement s for domestic tourism continued to grow  - overnight 

trips up 7% to 97.2 million and nights up to 351 million. Importantly , growth was up across each 

of the four major reasons to travel with business travel leading the way - up 12% for Year -End 

December 20 17.  

Growth in Interstate overnight Trips by purpose ð YE December 2017  

 Purpose  2016 2017 Change  

Holiday  11,018,000 11,425,000 4% 

Visiting Friends and Relatives  9,629,000 10,251,000 6% 

Business 8,328,000 9,490,000 12% 

Other  1,934,000 2,127,000 9% 

 

AFTA was encouraged that business travel experienced the highest growth rate of all 

categories. All major corporate travel agencies are ATAS accredited and domestic business 

travel is essential for the Australian economy and is a broad indicator of busines s confidence.  

AFTA also continued to support the domestic industry through its advocacy agenda. AFTA has 

continued a high level of involvement in committees, consultations, representations and 

support over the past twelve months. AFTA is currently a membe r of the Tourism Aviation 

Working Group, National Passenger Facilitation Committee and various skill development 

committees through the travel and tourism skills Industry Reference Committee.  

These committees ensure dialogue with the key policy decision m akers including Ministers and 

public servants on tourism issues. AFTA also engaged with state and federal tourism reviews to 

provide insights into each Governmentõs beyond 2020 tourism policies. Our engagement is 

critical to assist in shaping Government po lic ies to ensure Australian tourism can continue to 

grow  and  support  overall economic growth.  
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DOMESTIC TOURISM 

AFTA has also maintained its memberships of the Tourism and Travel Industry Reference 

Committee which is focusing on developing skilled tourism and travel employees. The IRC 

objective is to ensure the training framework is matching the needs of the employe rs by  

training suitably qualified, skilled employees and AFTA is an essential voice in ensuring future 

employees have the skills employers need.  

AFTA continue s to work collaboratively with many of the leading tourism bodies such as the 

Tourism Transport Forum (TTF), Australian Chamber of Commerce and Industry, Tourism 

Accommodation (TAA) Australia and Accommodation Association of Australia (AAOA). These 

collaborations ensure efforts are alig ned to successfully advocate for increased investment in 

initiatives to support tourism growth.  

The cruise industry is providing greater dispersal into regional Australia with well -priced 

domestic cruises. According to the Cruise Line Industry Association , 2015/16 saw the cruise 

industryõs total national contribution grow by an impressive 27% to reach a record $4.6 billion. 

Importantly for AFTA, 80% of these travel packages were booked through AFTA members. 

Cruising is now an established and important prod uct for the domestic tourism industry.  

2016 saw AFTA advance the objectives of the domestic tourism industry. AFTA members 

continue to have a central role in growing the domestic tourism industry and will continue to 

do so into the future.  
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AUSTRALIAN OUTBOUND MARKET 

Outbound travel is an important component of the national economy and is essential in 

ensuring the ongoing success of Australiaõs inbound tourism industry. Australians continue to 

travel internationally at record rates and  it is now Australiaõs largest import representing 10.4% 

of all imports , growing at 5.6%. In 2016/2017 Australians spent a record $37 billion on 

international travel, eclipsing the value of personal electronics, petroleum and personal motor 

vehicles according the Department of  Foreign Affairs and Trade (DFAT).  

 

 

Source: DFAT Australia's trade in goods and services 2016 -17 

 

A fundamental reason for this is the growth in cruise packages and travel agents continue to 

be the preferred avenue to book this product. According to the  Cruise Lines International 

Association (CLIA) , the Australian market has now grown for twelve consecutive years and , in 

2016, grew by 21% to a record 1,281, 159 cruise passengers. The growth in cruising in Australia 

ensures the benefits can be spread beyond capital cities , as cruise lines continue to 

differentiate departure and arrival points to increase patronage.  

 

Importantly for the Australian tourism industry , domestic cruising continued to provide benefits 

to the local economy  - up more than 23% t o 269,915. Australians now represent 5.2% of the 

global cruise market , meaning further investments by cruise companies in products and 

partnerships with travel agents. These partnerships and improved products ha ve  resulted in 

over 80% of  consumers continui ng to choose to use a travel agent to maximise the cruise 

experience as well explore destinations pre and post cruise.  

 

In total , more than 10.5 million Australians experienced international travel in 2017. This is a 6.2% 

increase in the number of outbound  movements for 201 6. All months except December had 

increased passenger movement. The decrease of 0.3% in December followed a record growth 

of 7.8% in 2016 and was rated by the industry as a consolidatio n of the 2016 growth. In 2016, 

w inter saw the highest  number of movements and , in 2017, Australians sought to extend their 

summer with  the  autumn months experiencing  the h ighest increase of 8.3% .  
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AUSTRALIAN OUTBOUND MARKET 

 

 
Source: December 2017 Short -term Movement, Residents Returning - Selected Destinations: 

Seasonally adjusted  

 

In 2017, New Zealand extended its lead as Australiaõs most popular destination, growing 6.1%. 

Unfortun ately, Indonesia and the USA , which  grew 8.5% on average in 2016, were  down an 

average of 2.2%.  

 

 

Source: December 20 17 Short-term Movement, Residents Returning - Selected Destinations: 

Seasonally adjusted  

 

Australians continue to discover Japan , up 13% in 2017 with an average growth for the last two 

years of 14.5%. Importa ntly, Australian visits to China  is also up 15.7 % for 2017. China is now the 

largest source market for Australiaõs inbound industry and it is critical that these terms of trade  

 

700,000

720,000

740,000

760,000

780,000

800,000

820,000

840,000

860,000

880,000

900,000

920,000

Total number of travellers 2016 Total number of travellers 2017

5 year average

0

200,000

400,000

600,000

800,000

1,000,000

1,200,000

1,400,000

1,600,000

YE 16 Country YE 17 Country 5 year average



 

 Australian Federation of Travel Agents Limite d    ABN: 72 001 444 275   ©2018 16 

 

AUSTRALIAN OUTBOUND MARKET 

 

are further balanced for the ongoing success of Australiaõs tourism sector. Travel agents remain 

committed to working with all airlines and land operators servicing China to continue this 

growth in future years.  

 

International air connectivity continues to be a driving factor in the volume of international 

trips, with international carriers having a c ombined market share of more tha n 69% across 53 

airlines (excluding codeshare).  From a distribution perspective , travel agents continue to work 

with airlines, cruise and ground operators to provide great value packages , ensuring travel 

agents remain relev ant in the minds of consumers.  

 

Bookings through an ATAS travel agent now represent 73% of the total value of all bookings 

being made according the DFAT and ATAS TTV figures. These statistics demonstrate that 

Australians continue to be a driving force of outbound tourism .  This thirst for adventure 

underpins the very essence of what the travel agent does and what they bring to the travel 

distribution value chain.  
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AFTA CODE COMPLIANCE MONITORING COMMITTEE (ACCMC ) 

The ACCMC  

The role of the ATAS Code Compliance Monitoring Committee (ACCMC) is to review 

and determine customer complaints against ATAS participants and allegations of 

non -compliance with the ATAS Code of Conduct where a matter has been appealed 

or referred to them.  

The current Chair of the ACCMC is Mr Graham McDonald who was appointed in 

October 2017.  Mr McDonald is a lawyer (originally from WA ) where he was involved 

in the establishment of the Aboriginal Legal Service. After a period of private practice 

as a barrister and solicitor , where he undertook appellate and administrative law 

cases, Graham was appointed a Presidential member of the Federal Administrative 

Appeals Tribunal.  Among other appointments , Graham has served as the inaugural 

Australian Banking Ombudsman, Chairman of the Supe rannuation Complaints and as 

an independent director of auDa Ltd (the regulator of Australiaõs domain name 

industry).  

Responsibility  

The ACCMC is  responsible for the Stage 3 appeal process of the ATAS Complaints 

Escalation process. The Committee is to revi ew and determine complaints that are 

appealed to them by the complainant or where the ATAS Compliance Manager 

refers the matter directly to the ACCMC for investigation and determination.  The 

functions and responsibilities of the ACCMC are detailed in the ATAS Charter 

Attachment F, the ACCMC Terms of Reference.  

ACCMC Attendance Record  

 

Member  26.05.17 25.08.17 08.12.17 26.02.18 

Steve Heller Chairman  ã ã N/A  N/A 

Paul Holmes  

Consumer Rep  

ã ã ã ã 

John Berrill  

Consumer Rep  

ã ã ã ã 

Ian Carew -Reid 

Industry Rep 

X X ã ã 

Graham McDonald  

Chairman  

N/A N/A ã ã 

Jayson Westbury  

AFTA CEO 

ã ã ã ã 
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ACCMC  

Appeals and Referrals to the ACCMC  

6 appeals were heard in 2017 by the ACCMC following a complainant request to the 

ACCMC to have the ATAS Compliance Managerõs decision reviewed. 

Hearing Date  Outcome  

24 Feb 2017 

Ref #16-0856 
The ACCMC found the ATAS Participant had failed to disclose all relevant 

information in a plain and easy to understand form, as required by s3.2 of 

the Code. The Agent failed this obligation as it advised a refund would be 

òapproximately $2,500ó yet this amount changed to $1,803.72. The 

notification did not contain any  advice that the amount of òapproximately 

$2,500ó was subject to change and the Agent was thus contractually 

bound to the statement. The Committee determined that the term 

òapproximatelyó allowed only a 10% window either side of the stated 

figure.  

 

The Com mittee ordered a Rectification Order of an additional $500 to be 

refunded to the complainant.  

24 Feb 2017 

Ref #16-0722 

The ACCMC endorsed the findings of the ATAS Compliance Manager that 

no breach of the ATAS Code of Conduct had occurred.  

16 Jun 2017 

Ref #17-0339 
The Committee found that the ATAS Participant had breached its 

obligations relating to the service quality promise however , as no financial 

loss was suffered , no rectification of costs was ordered.  

 

An Improvement Notice was sanctioned to review internal processes when 

communicating with clients to ensure that all relevant and important 

information is provided when a quote is provided. Further to this, operating 

procedures must also be reviewed to ensure that when staff members are 

away ill from o peration s that alternative arrangements are in place to 

ensure that pending customer enquiries are appropriately dealt with and in 

a timely manner.  

25 Aug 2017  

Ref#17-0529 
The ACCMC endorsed the findings of the ATAS Compliance Manager that 

no breach of th e ATAS Code of Conduct had occurred.  

8 Dec 2017  

Ref#17-0922 
The ACCMC endorsed the findings of the ATAS Compliance Manager that 

no breach of the ATAS Code of Conduct had occurred.  

8 Dec 2017  

Ref#17-0927 
The Committee found that the Agent was in breach  as they had provided 

general advice in regard to U.S. visa requirements but no relevant 

information under the heading ôTravel to Canada/Mexicoõ which 

breached s3.2 of the Code in that the relevant information was not in a 

plain and easy -to -understand form.  

 

The ATAS Participant was to reimburse the complainant the sum of $2 ,916 

for additional costs and to amend and express their terms and conditions 

in a plain and easy -to -understand form.  
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ATAS PARTICIPATION ANALYSIS 

This report is based on calendar year data for 2017.  

ATAS Participants  

As at 31 st March 2018,  2,920 loc ations were accredited as ATAS P articipants.   

Although there has been a decline in the total number of locations, the number of 

accredited entities has grown to over 1 ,400, demonstrating co nsistent growth in the 

number of accredited entities since the inception of ATAS.  The total decline is mainly 

due to a reduction in branches of the large retail chains and a number of 

consolidations and buy -outs that occurred in 2017.  

New Applications  

In 2017, 147 new applications w ere submitted to AFTA for ATAS A ccreditation.  Of 

those, 104 were approved, with 29 declined and 15 failing to proceed following the 

request for further information or clarification.  

Cancelled ATAS Accreditations  

A number of ATAS Participants had their accreditations cancelled during 2017.  5 of 

these were for a failure to demonstrate that the Business Compliance and 

Governance criteria were being met. 15 ceased trading or retired, 14 sold their 

business or merged, and 39 failed to ren ew o r pay their fee.    1 ATAS P articipant was 

reported as entering into liquidation in 2017, Reed Holidays Pty Ltd. The related 

wholesale arm M J Reed Pty Ltd was not an ATAS p articipant.  

Cease and Desist  

AFTA issued 24 Cease and Desist notices to entities using the AFTA or ATAS logo who 

were not authorised to do so.  In all instances, AFTA confirmed removal of the logo 

from the websites they had been identified on.  Such information was brought to the 

attention of AFTA by members of the public enqu iring as to whether an agent was , in 

fact , accredited or not.  

Fees 

A 5% increase in annual fees was approved by the Board in 2017, effective 1 April 

2018.  In March 2017, a letter from the  CEO with an accompanying ATAS Member 

Benefit flyer was sent to e ach  active ATAS P articipant.  

ACS Integration  

The online form for new ATAS applications and for annual ATAS renewals, integrated 

the application for the AFTA Chargeback Scheme into the existing p rocess.  This is 

beneficial to P articipants for a seamless and co nsistent approach when completing 

requirements for both schemes.  
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ATAS CODE OF CONDUCT 

ATAS CODE OF CONDUCT COMPLIANCE, CALENDAR 2017 

The complaints data covers the 2017 calendar year. A total  of 549 complaints were 

received by AFTA during the period. This represented an increase of 71% from the 2016 

year demonstrating that consumer awareness of ATAS c ontinues to grow and that 

ATAS Participants are embracing the ATAS Complaints Escalation process.  

In 155 of those complaints, A FTA referred the complainant back to Stage 1 of the ATAS 

Complaints Escalation process to allow Participants the opportunity to resolve the 

complaint in the first instance according to their internal complaint handling process.  

In most instances, complain ts are resolved at this stage.  

Investigations  

The ATAS Compliance Manager investigated 70 complaints.  Of that 70, 26 were 

found not to have breached the Code.  In 21 complaints, the ATAS Compliance 

Manager required action to be taken to resolve the complaint.  This included for 

example, a refund to occur, an improvement in process, an apology or a change to 

documentation or website.  In 10 complaints, it was decided that sufficient action had 

already been taken and , in 12, a mutual resolution was neg otiated between the 

parties via AFTA.  I n one  instance, the required ac tion was not taken by the ATAS 

Participant and the matter was referred to the ACCMC and heard in early 2018. 6 

complainants appealed the decision of the ATAS Compliance Manager and had 

their matter heard in 2017.  

Refunds 

AFTA assisted in returning $18,911 to Australian consumers in 2017 via the ATAS 

complaints escalation process.  A resolution was achieved via a combination of 

Agent offer, negotiation and where the ATAS Compliance Manage r made a 

recommendation to refund a certain amount.   

Code Compliance Monitoring  

As part of the 2017 online renewal process, a mandatory field was created requiring 

the upload of an ATAS Participant õs Terms and Conditions.  This was to demonstrate 

complian ce with s 4.1 of the ATAS Code of Conduct that requires terms and conditions 

to be provided to a consumer at or before the time of sale.  To assist ATAS Participants, 

AFTA created guidelines outlining the areas that should be included in the  terms and 

cond itions, but was not a template to ensure that each Participant considered their 

own circumstances.  In addition to this, AFTA also provided a privacy policy template 

for Participants to further demonstrate compliance with s4.1(b) that requires 

communication  on  how Participants manage the confidentiality of  consumer sõ data.  
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MARKETING 

Consumer Education a Key Focus  

Awareness of ATAS continues to grow rapidly amongst consumers as AFTA remains 

committed to promoting the benefits of booking travel through an accredited agent. 

Throughout 2017, AFTA received an average of 2,600 search directory enquiries each 

month on the  ATAS consumer website, and an average of 3 calls per day from consumers 

wishing to validate that their agent is ATAS accredited.  

Research* reveals that 90% of consumers who book travel through a travel agent use an 

ATAS accredited one, whether they are a ctively seeking to do so or not. The same 

research also revealed how incredibly important it is for ATAS members to embed ATAS 

into the travel booking narrative , revealing that awareness of ATAS drives usage ; 82% of 

overseas travellers are more likely to look for an accredited travel agent to book with next 

time they travel. Importantly, 53 % of non -travel agent -users believe that ATAS is relevant 

to their travel plans once ATAS has been explained to them.  

 

*Research conducted by FiftyFive5 March 2018 . 

As a small, dedicated team , AFTA operates in an efficient and cost effective manner and 

strategically selects marketing initiatives to ensure the ROI for memberõs funds. In 2017 

there were four primary marketing initiatives undertaken as summarised below.  

Table: 2017 Marketing Activity  Summary  

Medium  Advertiser  Duration  Reach  

Television  Network 10  &  

Channel 7  
 

October 2017  

 

1.1 Million  

Print Traveller, SMH (Fairfax)  Sunday 17 September 2017  620,000 

Digital  Google Displ ay Network; 

Display advertising, Ad 

Words & ATAS Video on 

YouTube  

January 2017 ð 2018 866,166 impressions 

 

Cinema  Val Morgan Cinema 

Network  

June ð July 2017 &  

December ð January 2018  

1,426,807  

Total measurable consumer reach                 3,974,417  
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MARKETING 

Due to its extraordinary reach and effectiveness, AFTA continues to invest heavily in an 

aggressive digital strategy. In 2017 , the ATAS brand reached 866 ,166 consumers through 

YouTube v ideos targeting the affinity audience ôtravel buffsõ, strategic placement of 

Display Ads on travel websites and AdWords, intercepting active travel planners when 

searching on Google.  

In January 2017 , AFTA launched three new YouTube videos targeting families, solo 

travellers and couples who intend to travel within t he next 12 months. The videos received 

above industry average engagement of 27% (industry average 12%) and were a cost 

effective channel to re ac h 88,090 consumers at just $0.07 per view.  

This digital activity has driven a steady growth in visits to the AT AS.com.au w ebsite 

throughout 2017.  From January to  December 2017 , website sessions increased 60% to 

78,448 vs. the previous year. The total page views also increased 45% indicating that the 

expanding website content is relevant to visitors who are spendin g time navigating the 

content contained within the site.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Google Analytics, Report produced by Glide 2017.  

 

 

 

2017 Months  Website 

Sessions 

ATAS Directory 

Searches  

January  5,415 2,463 

February  5,666 2,269 

March  6,216 2,736 

April  5,666 2,409 

May  6,377 2,529 

June  6,662 2,635 

July  6,505 2,456 

August  6,734 2,894 

September  8,400 2,901 

October  6894 3,047 

November  7,194 2,678 

December  6,719 2,229 

TOTAL 78,448 31,246 
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MARKETING 

 

Over the past financial year, AFTA has made a concerted effort to partner with and 

support ATAS accredited travel businesses to undertake local store marketing initiatives 

across television, cinema, local newspapers and offer in -store branding support.   

One of AFTAõs biggest cooperative initiatives each year is the Peopleõs Choice: Retail 

Travel Agency of the Year Campaign. To deliver the campaign , AFTA partnered with 

Australian Traveller Media and APT Touring  (prize partner). The objectives of the campaig n 

were to raise consumer awareness of ATAS and , at the same time , deliver an initiative 

which encouraged and provided a mechanics for ATAS participants to promote their 

òtravel accreditedó business to consumers.  

The campaign received over 8,000 consumer v otes, a 63 % lift in consumer engagement 

(compared to 2016). AFTA uses the survey to gain other invaluable consumer insights. For 

example, 49% of travellers who participated in the survey believe that a travel agent 

provides the best advice when choosing a holiday destination. This scored higher than 

the influence of Trip Advisor, a movie, a  book or magazine, òA great deal I found onlineó 

and even òSomething I saw on Social Mediaó.   

 

An e xample of a member incorporating the competition into their website marketing  via a pop -up.  
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2017 Calendar Highlights  
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MEMBER SERVICES 

 

As a member -driven organisation dedicated to the health and prosperity of the travel 

agent sector, AFTA is constantly innovating and adopting new means to engage, support 

and add -value to its membership base. AFTA conducts an Ownerõs & Managers Survey 

annually in July  and the results help inform AFTAõs strategic focus and ensure that the 

needs of members are met.   

In 2017, 89.47% of AFTA members said ATAS was an important or critical to their business. 

The following infographic illustrates other member initiatives and  their value to AFTAõs 

membership.   

Infographic: 2017/18 Member Initiatives  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

AFTA produces a monthly e -newsletter, AFTA@Work, which is distributed to a database of 

more than 2 ,700 individuals per month. AFTA@Work is the central communication platform 

through which members receive invaluable industry updates.  

 

More than 90% of members perceived the newsletter as important (AFTA Owners & 

Managers Survey 2017) so it is no surprise that AFTA receives an above average  industry 

open rate of 35 - 40% - this is consistent year -on -year.  

 

The AFTA@Work links to AFTA.com.au, which is kept up -to -date with information pertinent 

to members. This includes; a dedicated section on the latest AFTA Government 

submissions; informati on for ATAS applicants (new or renewing),  a list of cancelled ATAS 

participants and reason for their failure to abide by the Code; a dedicated section on the 

AFTA Chargeback Scheme (ACS), a news hub containing the latest industry news and 

AFTA media announ cements, an archive of all AFTA hosted webinars and a dedicated 

section for NTIA. AFTA.com.au also contains a member only area.  
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The member only area, the Participant Zone, houses ATAS branded resources like email 

signature banners, promot ional flyers & the full suite of ATAS logos to assist ATAS 

participants to maximise their ATAS accreditation. In 2017 , AFTA produced more than 

25,000 customised flyers for members.  

 

AFTA is also very active in supporting accredited entities through cooper ative advertising 

across a range of mediums ð print, TV, radio, online, consumer exhibitions and cinema.   

 

In 2017, AFTA produced a new cinema commercial and partnered with multiple ATAS 

participants to customise the commercial with a local call to action . The cinema initiative 

delivered 36,250 x 30 second spots and reached 1,426,807 consumers across metro and 

regional Australia.  

 

In May  2018, AFTA launched a new website for ATAS.com.au. The purpos e of the new 

consumer website i s to:   

¶ Support  legitimate travel businesses;  

¶ Connect travellers to ATAS accredited travel agencies;  

¶ Help  members remain visible to the consumer; and  

¶ Give  value back to our members.  

 

Benefits afforded by the new website include:  

¶ Automatically lists all ATAS accredited travel agencies in the search directory 

(members no longer need to log -into the ôParticipant Zoneõ to create a profile from 

scratch).  

¶ Enables consumers to search for a travel agent that specialises in a specific pro duct 

or destination.  

¶ Improve s the user experience by recommending a travel agency based on the 

consumers' search results or the blog content the consumer engages with.  

¶ Through a dedicated ôtraveller infoõ section, provides consumers with invaluable travel  

advice. AFTAõs aim is to cement the ATAS brand in the minds of consumers as one 

synonymous with professional, trusted, quality, ethical and expert travel business.  
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MEMBER SERVICES 

AFTA continues to run free monthly webinars carefully crafted to cover a range of 

important topics  ð marketing, accounting, HR & legal matters, workplace health & safety 

and business best practice. The webinars are designed to support the professional 

development of staff and businesses within the t ravel sector.  On average , each webinar 

receives 80 participants and post participant reports reveal a 98% satisfaction rate.  

 

In 2017, AFTA partnered with DFK, a leading account ing  and business advisory firm, to 

deliver a Better Business Series.  The fou r-part series was designed to encourage small 

business owners to set aside time to work on their business as opposed to working in the 

business. Topics included;  

¶ Dynamic tax time planning  

¶ Cashflow Mastery  

¶ Maximising profitability   

¶ Succession planning  

 

AFTA also partnered with Destination Partner Dubai Tourism to deliver 4 webinars focused 

on the Dubai Expert Program.  

 

 

The 2018 AFTA Travel Pages (produced 

throughout 2017) underwent a facelift. 

AFTA was very proud to partner with 

Business Publishing Group to produce 

the revamped magazine, whose 

flagship title, Travel Daily, has brought 

the travel industry news for over 20  years.  

 

With the support of the Business 

Publishing Group,  the magazine was 

overhauled with thoughtful 

consideration of how the content was 

laid out,  the typography used, 

illustrations and more options for those 

þrms that pursued a commercial  

objective w ithin the publication.  

 

The AFTA Travel Pages continues to be 

an important publication each year, 

and is used by members, industry  and 

government as a magazine to inform 

and update on all  that has occurred  

and is going on in the travel industry.  

 

The new  look magazine received overwhelmingly positive feedback as 1,400 units were 

printed and distributed.  
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MEMBER SERVICES 

Perhaps the biggest and most celebrated industry engagement piece is the National 

Travel Industry Awards. In line with the tenth anniver sary of the NTIA and AFTAõs 60 years, 

the 2017 NTIA Gala Dinner moved to the brand new Grand Ballroom at the International 

Convention Centre, Sydney , a venue truly worthy of hosting the travel industryõs night of 

nights.  

 

The 2017 NTIA took place on Saturday 22 July and Gala Dinner Guests were warmly 

welcomed by Arrivals Sponsor, the Greece National Tourism Organisation, before entering 

the elegance and grandeur of the world class Grand Ballroom. The high quality 

production was complemented by the fiv e star culinary delights of the ICCõs world-

renounced executive chef, Tony Panetta. Multi -award winning journalist and TV 

personality , Anjali Rao , returned as MC thanks to Dubai Tourism. Proceedings were 

opened by AFTA Chief Executive, Jayson Westbury, who  recognised the NTIA Sponsors 

and paid homage to the 12 exceeding ly qualified individuals on the judging panel .  He 

also awarded an AFTA Life Membership to travelBulletin founder Ian McMahon. Major 

Sponsor Qantas also welcomed guests as Andrew David, CEO Q antas Domestic , provided 

an opening address. Lucky Door prizes were given away by Sponsors Qantas and  Star 

Alliance and Beverage Sponsor Air New Zealand.  

 

The 2017 winners included Helloworld Travel Limited, which was awarded Best Travel 

Agency Group .  Magellan  Travel Group won Best Non -Branded Travel Agency Group and 

Kingscote Travel was heralded Australiaõs favourite travel agency after receiving the most 

consumer votes in the Peopleõs Choice: ATAS Retail Travel Agency of the Year category. 

Topdeck Tra vel, a Flight Centre Travel Group Company Brand, took out the competitive 

category of Best Tour Operator ð International. APT won Best River Cruise Operator for yet 

another year along with popular favourite Royal Caribbean International who won both 

Best Cruise Operator Domestic Deployment and International Deployment. Elizabeth 

Hutchison from Air New Zealand won Best Sales Executive Industry Supplier for the second 

year running and bright young star , Stefania Lasek , took out the 2017 Emirates Travel 

Consul tant Scholarship.  

 
 2018 NTIA Gala Dinner Ballroom, International Convention Centre, Sydney
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CORPORATE GOVERNANCE 

Introduction  

 

Corporate Governance is the system by which companies are directed and 

controlled.  

 

A business plan, together with an annual operating budget, is approved each year 

by the Board of Directors. This details the strategic themes for the year ahead and 

provides the Chief Executive and staff with operational direction for that year.  

 

The Chief Executiveõs role is to implement the a pproved business plan on behalf of 

the members, ensuring that they are kept informed.  

 

The Boardõs actions are, at all times, subject to statutes, regulations and member 

oversight at general meetings.  

AFTA has continued to ensure a be st practice approach to its corporate governance 

adhering to a number of control measures which ensure that the CEO and Board are 

fully abreast of the operating arrangements of the Federation.  

The Federation has always adopted òbest practiceó particularly in relation to financial 

reporting and accountability.  

Board of Directors and Committees  

 

The Board monitors the achievements of its strategic aims and mission statement.  

 

Committees formed from time to time comprise Directors in various roles, together with 

the assistance of outside qualified persons as may be required.  

 

All procedures and mandates for committees are reviewed regularly.  

 

The Board has established an appropriate framework for management of the 

Federation including internal control procedu res, business risk management processes 

and maintenance of significant ethical standards.  

 

 

Audit Committee  

 

The Audit Committee oversees  the auditing practice and business compliance 

aspects of the Federation. The Audit Committee reviews the annual accounts, Annual 

Report, the accounting processes and reports to the board on these activities.  
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CORPORATE GOVERNANCE 

An Audit Committee, in the context of the Federation is defined as a committee 

comprising non -executive members of the Board which has been assigned scrutiny of 

the financial reporting and auditing process.  

One of the roles of the Audit Committee is to recommend adoption of the Financial 

Statements to the full Board.  

The Board is effectively informed by providing each Director with a copy of the Audit 

Committee Memorandum, Minutes, or extracts, on a timely basis.  

The role of the Federation's Audit Committee includes:  

1. Review and d iscussion of the scope of the audit conducted and, if 

appropriate, to suggest extensions in areas of special interest.  

 

2. Review details of the audit and discuss the Financial Statements in detail with 

the Auditor with particular attention focused on significant and unusual  items, 

disclosure of other items that may not be included and questions on 

performance in general.  

3. Recommend to the full Board any changes to accounting policies, operations 

and controls.  

 

4. Examination of the internal control of the Federation's financial affairs and 

discharge of any particular financial assignments that the Board may wish the 

Committee to undertake.  

 

5. Enhance communications between the Board and Auditor.  

 

6. Adherence to codes of corporate conduct.  

 

Finally, the Committe e organises, reviews and reports on any special reviews or 

investigations deemed necessary by the Board.  
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CORPORATE GOVERNANCE 

New Directors  

Proper Corporate Governance procedures provide for a suitable educative process 

for all newly appointed Directors . 

This process relates to all corporate activities, controls, issues, strategies and in 

particular encourages meetings between new Directors and management to gain a 

full and frank understanding of the Federation.  

A Board member induction manual is used a nd provides Directors with the necessary 

information about the Federation to enable them to perform their duties as a Director 

successfully.  

Internal Controls  
 

The Directors, who are responsible for the internal control systems for the Federation, 

recognise no cost effective system will preclude irregularities, error, etc.  

The Federation has a comprehensive and well planned budgetary system, approved 

annually by the Board with monthly reporting and measurement of actual results.  

Ethical Standards  
 

The Federation has established ethical standards appropriate for all personnel, 

Directors, management and staff.  

These standards generally relate to professional conduct and presentation, contact 

with members, trading with suppliers, consulting with advisor s, meeting with 

governments and industry principals, relations with overseas associations, 

encouraging public forums, and striving for professional and high standard education 

tuition in the Federation's Education and Training divisions.  

Conclusion  

 

All Federation personnel, including Directors, perform their duties with integrity and 

objectivity, with the ultimate aim of enhancing the reputation and performance of 

the organisation.  

The Annual General Meeting provides an important opportunity for members to  

express their views and respond to initiatives proposed by the Board.  
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DIRECTORSõ REPORT 

 

The Australian Federation of Travel Agents Limited 

ABN 72 001 444 275 

Financial Statements for the Year Ended 31 March 2018 

 

The Directors present their report, together with the financial statements of The Australian Federation of 

Travel Agents Limited (ôthe Federationõ) for the financial year ended 31 March 2018 and the auditorõs 

report thereon.  

 

The names of the directors in office since the start of the finan cial year to the date of this report unless 

otherwise stated are : 

 

Director:  S. Alysandratos  

A. Burnes 

C. Hunter  (Vice Chairman)  

A. Macfarlane  

T. Manwaring  

J. Pherous 

J. Primmer  

D. Smith 

J. Sully 

M. Thompson  (Chairman)  

G. Turner (Vice Chairman)  

 

Alternate:  M. Almeida  

D. Padman  

A. Magoutis  

L. Ruffles 

G. Parker  

 

Resigned:  NIL 

 

Company Secretary  

 

The following person held the position of Federation Secretary at the end of the financial year.  

J. Westbury has worked for the Australian Federation of Travel Agents Limited for the past ten  years and five 

months. J. Westbury was appointed Secretary of the Federation on 31 st December 2008.  
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Principal Activities  

The principal activities of the Federation during the financial year were: to promote and develop tourism as 

a key driver to the economic prosperity of Australia; to develop training for travel professionals throughout 

Australia; to operate as a professional association  thereby representing the business interests of travel agents; 

to create a strong and cohesive relationship with federal and state government departments where 

applicable in education, tourism, aviation, transport and communications; to increase consumer a wareness 

and create a strong community profile about the se rvices that our members provide,  operate an  industry 

accreditation scheme, implementation of the ATAS Chargeback Scheme manage d by Gow -Gates Mutual 

Managers.  

 

In addition, the Federation has maintained and is committed to promoting the benefits of using an ATAS 

accredited travel agent via a detailed marketing strategy that is based around the use of digital media  and 

traditional media outlets, as reported in this annual report.  

 

Operating Res ults 

AFTA is pleased to report a surplus of $11,805 for the Federation for the year ended 31 March 2018.  (Surplus 

for the year ended 31 March 2017 was $9,247).  

 

Dividends Paid or Recommended  

 

The Federation is a company limited by guarantee with no share capital.  Rule 3 of the Federationõs 

Constitution prohibits the Federation from paying dividends.  

 

Review of Operations  

 

The 2018 financial year has provided AFTA with a solid year as the ATAS accreditation scheme has 

underpinned the value proposition that is provided by AFTA to its members and the broader travel industry in 

Australia. The Federation ensured that it operated within its means, yet still delivered the operational 

requirements outlined within the business  plan and budget. This provided a small net profit to the Federationõs 

accumulated funds.  

 

Detailed information of the yearõs operations is contained in the Notes to the Financial Statements.  However, 

a synopsis follows:  

 

Membership & Accreditation  

Membe rship and accreditation income is the most significant income stream for the Federation. Combined 

AFTA and ATAS fees of $ 2,085,031were received in 201 8. ($2,122,889 in 2017). The revenue reduction is a result 

of industry consolidation.  

 

There were a total number of 2,9 20 ATAS accredited locations  throughout Australia as at 31 March 2018.  
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National Awards  

The National Travel Industry Awards were held at the ICC Sydney  in 2017 and delivered a net profit of $7 3,447; 

an increase from 2016  ($70,554). 

 

Marketing Income  

The Federation receives limited marketing income for advertisements in the afta@mail newsletter, website 

contributions and email distribution services.  Marketing income in 201 8 generated $ 18,891 (2017: $29,508). The 

decrease came about as AFTA discontinued involvement in a consumer travel show in South Australia.  

 

Interest Income  

AFTA was once again able to maintain its high cash reserve, resulting in interest of $ 26,808 earned (2017: 

$30,129) throughout the year on the Federationõs invested funds. Bank rates are at record low levels resulting 

in the reduced income from interest.  

 

Property Valuation  

The property asset of AFTA in Pitt Street, Sydney delivered a significant increase to the equity position of the 

Federation.  

 

 

After Balance Date Events  

 

There has not arisen in the interval between the end of the financial year and the date of this report, any other 

item, transaction or event of a material and unusual nature likely in the opinion of the directors of the 

Federation to affect significantly:  

i) the operations of the Federation  

ii) the results of those operations, and  

iii) the state of affairs of the Federation in future financial years.  

 

 

Environmental Issues  

 

The Federationõs operations are not regulated by any significant environmental regulation under a law of the 

Commonwealth or of a state or territory.  

 

Options  

 

No options over issued shares or interests in the Federation were granted during or since the end of the financial 

year and there were no options ou tstanding at the date of this report.  
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BOARD OF DIRECTORS 

Details of each director and their alternates and special responsibilities:  

 

 

M Thompson  

Chairman  

Group General Manager Partnerships  

Helloworld Travel Limited  

Member of the Audit Committee  

 

D Padman  

Alternate Director  

Head of Associate Networks  

Helloworld Travel Limited  

Alternate to M Thompson  

 

C Hunter  

Vice Chair man   

Managing Director  

Travellers Choice  

Member of the Audit Committee  

 

 

 

S Alysandratos  

Director  

CEO 

Consolidated Travel  

 

 

M Almeida  

Alternate Director  

Head of Business Development  

Consolidated Travel  

Alternate to S Alysandratos  

 

J Primmer  

Director  

Head of Branded Network  

Helloworld Travel Limited  

 

 

J Pherous 

Director  

CEO 

Corporate Travel Management  

L Ruffles 

Alternate Director  

Global COO  

Corporate Travel Management  

Alternate to J Pherous  

 

J Sully 

Director  

General Manager and VP  

American Express Global Business Travel  

 

 

G Turner 

Vice Chairman  

Managing Director  

Flight Centre Travel Group Limited  

 

G Parker  

Alternate Director  

Executive General Manager  

Flight Centre Travel Group Limited  

 

D Smith 

Director  

Company Secretary  

Flight Centre Travel Group Limited  

Member of the Audit Committee  

 

 

A Macfarlane  

Director  

General Manager  

Magellan Travel Group  

 

 

T Manwaring  

Director  

CEO 

Express Travel Group  

 

A Magoutis  

Alternate Director  

Executive General Manager  

Express Travel Group  

Alternate to T Manwaring  

 

A Burnes 

Director  

Chief Executive Officer  & Managing Director  

Helloworld Travel Limited  
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Meetings of Directors  

 

During the financial year, six  meetings of Directors were held. Attendance by each Director is as follows:  

 

 

  

Board Meetings  

 

 

Audit Committee Meeting  

 
 Number 

eligible to 

attend  

Number 

attended  

Number 

eligible to 

attend  

Number attend  

 

M Thompson  

 

 

6 

 

6 

 

1 

 

1 

D Padman (Alternate)  

 

0 0  

 

 

A Burnes 

 

6 1   

C Hunter  

 

6 6 1 1 

S Alysandratos  

 

6 0   

M Almeida (Alternate)  

 

6 3   

J Pherous 

 

6 1   

L Ruffles (Alternate)  

 

5 1   

G Turner 

 

6 0   

D Smith 

 

6 4 1 1 

J Primmer  

 

6 6   

A Macfarlane  

 

6 6   

J Sully 

 

6 5   

T Manwaring  6 6   

     

A Magoutis  0 0   
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DIRECTORSõ REPORT 

 

Indemnification and Insurance of Officers  

 

Since the end of the previous financial year the Federation has paid insurance premiums of $ 10,302 which 

incorporates Directors and Officers Liability Insurance.  

 

 

Proceedings on Behalf of the Entity  

 

No person has applied for leave of court to bring proceedings on behalf of the company or intervene 

in any proceedings to which the company is a party for the purpose of taking responsibility on behalf of 

the company for all or any part of these proceedings.  

 

A copy of the auditorõs Independence Declaration as required under s 307C of the Corporations Act 

2001 is set out on the following page.  

 

Signed in  accordance with a resolution of the Board of Directors:  

 

 

 

 
 

 

 

M. Thompson (Chairman)  

Dated this day of 6 June 201 8 

  



 

 Australian Federation of Travel Agents Limite d    ABN: 72 001 444 275   ©2018 45 
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