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Solving Your Online Challenges 
 

Liz Ward, CEO, Australian Tourism Data Warehouse 
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Overview: 

Who is the ATDW and what do we do? 

Why is your website so important?  

What makes an effective online 

presence? 

Website measurement, why its 

important 

Overview of Tourism e kit  

 How to access and use this free resource 

 Tourism e kit Modules 

 Tips and Takeaways 
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Who / What  is the ATDW? 

 The Australian Tourism Data Warehouse (ATDW) is a 

central content and distribution platform for the Australian 

tourism industry 

 ATDW benefits Operators  by providing a cost effective 

solution to increasing their digital distribution and online 

exposure, and provides Travel Distributers with rich, flexible 

content in a central database to easily populate their 

websites 
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12 Year Partnership Between Government & Industry 

ATDW was developed in 2001 as a joint initiative of Tourism Australia and all Australian 
State and Territory Government Tourism Organisations 
 
A need to market a comprehensive range of Australian tourism products without 
limitations of geographical boundaries, hence developing a digital content and 
distribution platform 
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35,000 Australian Products and 

Experiences 
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Chinese Translated Content 

 The majority of the National Database has been translated into both: 

Simplified Chinese 

Traditional Chinese 

中国翻译 
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High Quality, Up-to-date Content 
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Industry-wide Partnerships ensure Australia 

has a high-quality content source with which 

to market Australian holidays 
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30% 
7.3% 

2.4% 7.6% 

Content and Distribution Network 

      35,000+ listings          130+ digital channels    

The database is made up of 35, 000 tourism product  listings which are 

available across ATDW’s multi-channel distribution network 
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ATDW Distributors – Agents who sell Oz can benefit from ATDW 

As of 30 September 2014 

http://www.visitbluemountains.com.au/
http://www.melair.com.au/
http://www.planbooktravel.com/
http://www.takeabreak.com.au/
http://www.visitvineyards.com/
http://www.your.pages.com.au/
http://www.about-australia.com.au/
http://www.big4.com.au/
http://www.riverinatourism.com.au/
australia.shopsafe.com.au
http://www.familyparks.com.au/
http://www.whereis.com/
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One listing… lots of exposure 
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How does what the ATDW does relate to you as an agent? 

ATDW benefits industry through quality content 

collection and distribution, but the end game is 

the same…investing in an effective online 

presence drives sales conversion  

As an agent you should have an effective 

online presence as you are an important player 

in the distribution chain  
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Travel Purchase Cycle 
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What makes an effective online presence? 

 
 First impressions count - your website is your online “front door” - 

make it inviting  

Brand - ensure your online presence reflects your brand – what’s your 

brand – it’s your promise to your customers 

Professional, uncluttered and easy to navigate  

Clearly define your goals in your online presence and develop content 

to match  
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What makes an effective online presence? 

 
A:  An online presence that supports your business goals and is easy 

and enjoyable to use for your customer 

 For example, if online conversion is your primary goal, then; 

 Make it easy to see what is available and to be able to book and pay 

immediately 

 Make conversion easy and give it prominence on your site 

 If you want them to contact you for assistance, then; 

 Have the ‘contact us’ pages prominent 

 Live chat, click to call and email on every page  
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You are competing with consumer direct 

transactions 

Latest UNWTO report tells that 

consumers visit 14 websites before 

making a hotel booking!  

 It’s what makes you different that will be 

the key to success  

Why is your website so important? 
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What makes an Agent’s site different? 

You’re are offering a service, state what makes you 

different  

The consumer may perceive they have to pay extra for this 

service, if this is not the case state it 

Establish trust with awards, testimonials, licence numbers 

etc.  
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Clearly articulate “Why a consumer should book with you”  

Make sure your website also states “Why” 

Greater product knowledge 

Multi-lingual  

Expertise in a particular region or experience   

Personalised experience, show images of 

your staff “in destination”  

Promote the assistance you will provide with 

issues 

Share reviews of your service 

Clearly state your refund and cancellation 

policies  
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How do you ensure your website is found? 
With effective search strategy you can direct as 

much traffic as possible to your own website to 

reduce commissions 

Consider paid advertising   

 If a consumer has found your website - make 

sure the site is “sticky” 

A website that can be found and has: 

accurate, easy to read, rich information 

(words, pictures and video) about what is on 

offer and where 
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Website Design tips 
 

Position of “book now”  or “contact us” button on 

your website: 

 On every page and next to each product offering 

 At the top and bottom navigation on every page  

 Funnel consumers to your preferred “call to action”   
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Website - Other considerations: 

 Highlight other ways to book with the agency, email (with prompt replies), call 

back, limited brochure ordering or perhaps a pick up brochure service, pre order 

and simply collect at the agency (to create the relationship) 

 Within the website content include why the customer should book with you, 

(people and experience focussed) as well as accreditation, include testimonials 

from past customers 

 What is the agencies unique selling proposition? i.e. multilingual staff, cruising 

speciality etc.    

 

Same principles apply to all good websites but 

in addition agents may like to consider: 
 Highlight “Why should consumers use a Travel 

Agent as opposed to booking direct on line” 
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Website - Other considerations: 

 
Highlight the following; 

 physical location of the agency including public 

transport and parking options as well as opening 

times   

 Feature any specials prominently and email or 

snail mail these specials to customers   

 Online chat functionality (as long as it’s clear the 

hours it is monitored) 

 Clear terms  and conditions, including what 

services you offer in the event of a problem  
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Website measurement 
Online “booking” conversion is not 

the only measure of the success of 

your website.  Other things to 

consider: 

 Client relationship development 

 Product and agency exposure  

 Bookings made over the phone and email  

  High online conversion rates may not be attainable for agents due to the 

complex nature of the requests 

 Agents should aim for a “high conversion rate to a service offered by the 

agency” 
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5 top tips for a great online presence  

Professional appearance and engaging content 

 Fast to load and easy to navigate on multiple platforms (Web & 

Mobile)  

Appears on page 1 of a relevant search 

Clear in its objectives  

Showcase your “Unique Selling Proposition” 
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How can the ATDW help you 
achieve your goals? 

Our self help online 

education resource  



The Tourism e kit 
 Over 65 free tutorials 

 

 Online | Print | Video/ 

Workshops 

 

 Relevant content 

 

 Simple and easy to follow 

 
 Over 350,000 downloads 

 

 3 x QLD Tourism Awards 

Winner and Hall of Fame 

inductee 

 



Topics covered In the Tourism E-Kit: 

 Web strategy & Security 

 SEO 

 Website Content & Design 

 Images, Video, Usability 

 Analysis and Statistics 

 Mobile Technology and 
Applications 

 

 Travel & Tourism links 

 E-Marketing  

 Online Bookings 

 Online Distribution 

 Social Media 

 Online in China 
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Attributes of the 
Tourism E Kit 
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Updates 

Regularly updated 

Collaborate with Travel Industry 

& stakeholders 

Remains relevant 

Recent Tutorials added include: 

 Instagram for Tourism 

 Social Media & the Law 

 Optimising your ATDW listing 
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Tourism e kit is adaptable 



How to Access the E Kit 

 The tourism e kit is freely available if you are                            
located in Australia 

 To find out information about the e kit 
http://tourismekit.atdw.com.au/ 

 To register go here 
http://tourismekit.atdw.com.au/member/registerasamember/ 

 If you are providing this information to a contact based 
internationally, they can purchase the e kit for $A49.95 here 
http://tourismekit.atdw.com.au/internationaltutorials/ 
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http://tourismekit.atdw.com.au/
http://tourismekit.atdw.com.au/member/registerasamember/
http://tourismekit.atdw.com.au/internationaltutorials/
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Take-outs 

1.Know your customers and what they want from 

your agency 

2.Customise your online experience to match 

your customers 

3.Know what sets you apart and promote these 

benefits 

4.Don’t forget to state the obvious 

5.Offer exceptional online service, just like you do 

offline  



www.tourismekit.com.au 
 

Thank You! 





http://www.afta.com.au/
http://www.atas.com.au/

