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AFTA Staff AFTA’s role in the Australian 
travel industry

AFTA Life Members

Jayson Westbury – Chief Executive
Sue Whelan – Executive Assistant
Dean Long – National Manager Strategy and Policy
Naomi Menon – National Manager Compliance and 
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Janine Hewitt – Finance Manager
Joanne Tralaggan – Marketing and Communications 
Manager
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Mr Jim Russell*
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Mrs Beverley Wills*

AFTA’s role is to address major industry issues relating to the 
operation of all travel agencies in Australia. In broad terms, 
these issues are those that are not addressed by agency 
chains or corporate entities on behalf of their members, 
and are those that involve the industry as a whole.

* denotes deceased.

The types of issues AFTA addresses include, but are 
not limited to: 
• government regulation of the industry
• the International Air Transport Association (IATA)
• matters involving major industry entities such as 

the Council of Australian Tour Operators (and 
wholesalers), and inbound tourism operators 

• matters involving the Australian Consumer 
Competition Commission (ACCC), and its role in 
regulating the Australian Consumer Law (ACL)

• the promotion of tourism, with a focus on domestic 
and outbound travel

• maintenance and negotiation of the industrial 
awards affecting industry employees

• involvement in the negotiation of all changes affecting 
the industry, such as major Global Distribution System 
(GDS) changes, industry systems and procedures, and 
regulation – both state and federal

• cooperative work with organisations such as the Cruise 
Lines International Association (Australasia) (CLIA) in 
order to secure the relevance of travel agents

• industry education and training
• recognising the best of the industry at the National 

Travel Industry Awards (NTIA)
• providing industrial relations and human resources to 

members
• lobbying on behalf of the industry in all areas that 

can affect industry operations
• AFTA Travel Accreditation Scheme (ATAS).



Your great 
service and  

our great rates

JOIN TODAY AT
www.expedia.com.au/taap

telephone 1800 726 618
email expedia-au@discovertheworld.com.au
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Message from the Chief Executive

2016 has been a year of 
ups and downs for the 
travel industry, mainly 
due to domestic political 
uncertainty, elections 
and lagging consumer 
confidence.

This past year, by any measure, has 
not been the best year on record 
for the travel industry, and indeed 
for travel agents. As the year kicked 
off, it became very clear that 
Australian federal politics was set 
for a tough year, and this had an 
immediate impact on consumer 
confidence. When confidence is 
deflated, consumers start to think 
about what they spend their money 
on, and more often than not, the 
travel industry is hit. That was the 
case in 2016. As the Prime Minister 
took the Australian people to a 
double dissolution election with a 
promise of fixing the system to make 
it stronger and better, sadly one 
could only conclude the opposite 
has prevailed. 

It has also been a year in which 
AFTA and our friends at the TTF 
led the charge to stop the newly 
elected Turnbull government 
treating the travel and tourism 
industry like a doormat. The 
debacle that became the Working 
Holiday Maker Reform, which 
included the increase of $5 to the 
Passenger Movement Charge, 
demonstrates that the newly 
elected government has no real 
underlying respect for the very 
industry that they had flagged as 
a future growth industry for the 
country and the economy. 

All that said, at the end of the day, 
the Turnbull government is the 
government that we must deal 
with, and my hope for the year 

ahead is that they find a way to 
get themselves back in control to 
ensure that 2017 is a super growth 
year. We shall see.

At AFTA, we have once again 
had a very busy schedule with the 
continued success of ATAS and the 
marketing efforts to consumers – 
something that has been expressed 
in this year’s travel pages to give 
readers a feel for what has been 
achieved. It is an impressive record, 
and I am really pleased that these 
marketing efforts are here to stay as 
we continue to build on the success 
of ATAS. 

On a final note, 2016 brought with it 
a milestone of 20 years of service for 
Gina Dounis, a loyal and dedicated 
member of the AFTA team. As an 
organisation of now only 11 people, 
it is exciting to think that AFTA has 
been the place that someone like 
Gina has wanted to come to work 
for the past 20 years. It is a credit 
to the travel industry that it is full of 
dedicated, loyal people who simply 
fall in love with the travel industry 
– and who wouldn’t? It is a great 
industry to be a part of.

I hope that everyone in the travel 
industry has a superb year in 2017, 
and I wish everyone the best 
of luck and success in the year 
ahead. 

Welcome from Jayson Westbury, 
Chief Executive, AFTA

Jayson Westbury

At AFTA, we 
have once again 
had a very busy 
schedule with 
the continued 
success of 
ATAS and the 
marketing efforts 
to consumers 
– something 
that has been 
expressed in 
this year’s travel 
pages to give 
readers a feel for 
what has been 
achieved.



India as a destination 
offers different aspects of 
her personality – exotic, 
extravagant, elegant, 
eclectic – to each traveller 
to the country.

Indiatourism, Sydney is the 
Regional Overseas Office 
of the Ministry of Tourism, 
Government of India.

We promote Indian destinations and products for boosting 
the inflow of tourists to India in a holistic manner, by running 
campaigns in the international markets under the Incredible 
India brand-line; conducting Road Shows, and Know India 
Seminars; participating in major tourism events; and also 
supporting events, seminars, and conferences.

Indiatourism, Sydney also provides assistance to tour operators 
and travel agents for joint advertising, brochure support, joint 
promotion and for activities to promote tourism to India.

India Tourism, Sydney  info@indiatourism.com.au

500625A_India Tourism Sydney I 2274.indd   1 29/03/2016   3:33 PM
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2016 AFTA National Travel Industry Awards

The NTIA is the travel 
event of the year, 
which brings together 
industry in the spirit of 
recognition and reward. 
It is a true reflection of the 
camaraderie, strength and 
commitment of the people 
who make up the travel 
industry in Australia

 – Jayson Westbury, AFTA 
Chief Executive

Fabulous frocks, sophisticated suits 
and scantily clad warriors were 
out in force on Saturday 16 July 
in celebration of the 2016 annual 
National Travel Industry Awards 
(NTIA) in Sydney.

AFTA once again played host to a 
sell-out event, with travel agents 
joining key suppliers – including 
airlines, cruise companies, tour 
operators and more – to celebrate 
excellence in 38 categories. It was 
also a chance to kick up their heels in 
the spirit of recognition and reward.  

AFTA Chief Executive Jayson 
Westbury welcomed the 1272 
guests to the biggest award 
celebration the industry has 
witnessed, which was followed 
closely by a warm welcome from 
Andrew David, CEO of Qantas 
Domestic, the major sponsor of the 
Gala Dinner. 

The attending airline sponsors 
amazed guests by bestowing 
lavish ticket giveaways. Major 
sponsor Qantas, in partnership with 
American Airlines, gave away two 
return business class flights. The 
Star Alliance network of 27 airlines 
delighted guests with more than 
50 prizes in the napkin Scratch-
and-Win promotion, and beverage 
sponsor Air New Zealand wowed 
guests with an epic giveaway: 27 
airline tickets to celebrate their 
international flight routes.

Tourism Fiji gave guests a warm 
welcome on the chilly Saturday 
evening, and thanks to emcee 
sponsor Dubai Tourism, multi-award-
winning journalist and television 
personality Anjali Rao steered the 
proceedings with elegance and 
grandeur. Acclaimed performer 

and actor Johnny Ruffo delivered 
a high-energy performance thanks 
to Express Travel Group, and guest 
celebrations continued into the 
early hours of the morning thanks 
to the Singapore Airlines After Party, 
which was held at The Watershed 
Hotel, in Darling Harbour.

Awards for excellence were 
awarded across the record 
number of categories. Helloworld 
Limited was awarded Best Travel 
Agency Group and Best Non-
Branded Travel Agency Group; 
Queanbeyan City Travel and Cruise 
was announced People’s Choice: 
Retail Travel Agency of the Year; 
and George Hedley was awarded 
the 2016 Emirates Travel Consultant 
Scholarship, to name a few.

The NTIA once again boasted an 
impressive list of sponsors without 
which the NTIA would not be 
possible. AFTA congratulates all 
winners and finalists, and recognises 
the many dedicated hours of 
service provided by the committed 
group of judges led by Chief Judge 
Bob Lunnon. 

2016 AFTA National Travel 
Industry Awards

More images on page 8



Sign up today to become an 

Ireland 
Specialist

The Ireland Specialist training programme has 
been specifi cally designed for the travel trade to 
teach you about Ireland as a holiday destination. 
It takes you on a journey of discovery through 
the very best of what the island of Ireland has to 
o� er your clients.

Register to become an Ireland Specialist and be 
in with a chance to visit Ireland in 2017.

www.irelandspecialists.com

333766A_Tourism Ireland I 2274
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2016 AFTA National Travel Industry Awards

Continued from page 6
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Escape into the unknown...
Don’t miss out on
Escape into the unknown...
Don’t miss out on

TRAVELINDUSTRYEXPO.COM.AU
SYDNEY
20/21 July 2017
Luna Park, Sydney

MELBOURNE
25/26 July 2017
MCEC, Melbourne
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SRI LANKA IN STYLE
•	Extravagant	customised	tours	to	meet	
your	needs

•	Luxury	boutique	hotels
•	Fluent	English	Speaking	Tour	Guides
•	Choose	from	Golf	tours,	Cultural	
Tours,	Wildlife	Tours	etc...

•	Visit	our	website	to	view	a	selection	of	
our	packages	and	inclusions

1300 212 368 | www.21stcenturytours.com | mail@21stcenturytours.com
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Category 1 | Best Travel Agency Group
(50 outlets or more)
Sponsored by Qantas Airways

Helloworld Limited

Category 2 | Best Non Branded Travel Agency Group
Sponsored by Star Alliance

Helloworld for Business

Category 3 | Best Travel Agency Retail – Single Location
Sponsored by Singapore Airlines

Bicton Travel

Category 4 | Best Travel Agency Retail – Multi Location
Sponsored by Qantas Airways

helloworld Hunter Travel Group / RACT Travel

Category 5 | Best Travel Agency Corporate
– Single Location
Sponsored by Qantas Airways

Spencer Travel

Category 6 | Best Travel Agency Corporate
– Multi Location
Sponsored by Avis

Stage & Screen Travel Services

Category 7 | Best National Travel Management Company
Sponsored by Qantas Airways

Corporate Travel Management

Category 8 | Best Online Travel Agency (OTA)
Sponsored by Amadeus IT Pacific

Cruise Guru – www.cruiseguru.com.au

Category 9 | Best Business Events Travel Agency
Sponsored by Sabre 

Event Travel Management

Category 10 | Best Travel Consultant – Retail
Sponsored by Royal Caribbean International

Deryk Neighbour Flight Centre MET Centre NSW

Category 11 | Best Travel Consultant – Corporate
Sponsored by Avis

Sam La Rosa Show Group Enterprises NSW

Category 12 | Best Travel Agency Manager
– Retail Single Location
Sponsored by Virgin Australia

Kobi Henderson Flight Centre Sydney Airport NSW

Category 13 | Best Travel Agency Manager
– Retail Multi Location
Sponsored by World’s Leading Cruise Lines

Louise Dann helloworld Hunter Travel Group NSW

Category 14 | Best Travel Agency Manager – Corporate 
Single Location
Sponsored by Virgin Australia

Cherie Drummond Corporate Travel Management NSW

Category 15 | Best Travel Agency Manager
– Corporate Multi Location
Sponsored by Travelport

Andre Moten Corporate Travel Management QLD 

Category 16 | Young Agent of the Year
Sponsored by Travelport

Brendan Ma Carlson Wagonlit Travel VIC

Category 17 | Best Specialty Wholesaler
Sponsored by South African Tourism

The Africa Safari Co

Category 18 | Best Domestic Airline
Sponsored by Air Tickets

Virgin Australia

Category 19 | Best International Airline – OnLine
Sponsored by The Travel Corporation

Emirates

Category 20 | Best International Airline – Offline
Sponsored by Consolidated Travel

Finnair

2016 NATIONAL TRAVEL 
INDUSTRY AWARDS 
WINNERS



2016 NATIONAL TRAVEL 
INDUSTRY AWARDS 
WINNERS

Category 21 | Best Cruise Operator
– Domestic Deployment
Sponsored by Travellers Choice

Royal Caribbean International 

Category 22 | Best Cruise Operator
– International Deployment
Sponsored by Gow-Gates Insurance Brokers

Royal Caribbean International 

Category 23 | Best River Cruise Operator 
Sponsored by Vienna Tourist Board

APT

Category 24 | Best Tour Operator – Domestic
Sponsored by Travel Trade Recruitment

APT

Category 25 | Best Tour Operator – International
Sponsored by Dubai Tourism

Trafalgar 

Category 26 | Best Car/Campervan Rental Operator
Sponsored by Expedia 

Hertz

Category 27 | Best Tourist Office – International 
Sponsored by Global Blue

Tourism Fiji

Category 28 | Best Wholesaler – Australian Product
Sponsored by CHI Travel Insurance

Sunlover Holidays

Category 29 | Best Wholesaler – International Product
Sponsored by Los Angeles Tourism & Convention Board 

Excite Holidays

Category 30 | Best Agency Support Service
Sponsored by Tourism Fiji

Cover-More Travel Insurance

Category 31 | Best Sales Executive – Industry Supplier
Sponsored by Royal Caribbean International
Elizabeth Hutchinson Air New Zealand NSW

Category 32 | Young Sales Executive – Industry Supplier 
Sponsored by Greece and Mediterranean Travel Centre

Sarah Hoskin Topdeck Travel NSW

Category 33 | Best Hotel/Resort Group
Sponsored by Expedia

Outrigger Resorts

Category 34 | Best Registered Travel Industry Training 
Institution 
Sponsored by The Travel Industry Exhibition 

TAFE Sydney Travel & Tourism

Category 35 | Best Travel Writer
Sponsored by World’s Leading Cruise Lines

Allan Leibowitz

Category 36 | Best Travel Agent Technology Innovation
Sponsored by Qudos Bank

Qantas Groups Travel Website Qantas Airways

Category 37 | Emirates Travel Consultant Scholarship
Sponsored by Emirates

George Hedley Events Worldwide Travel VIC

Category 38 | People’s Choice:
Retail Travel Agency of the Year
Sponsored by International Traveller

Queanbeyan City Travel and Cruise NSW



MAJOR SPONSOR

MEDIA SPONSORS AFTER PARTY 
SPONSOR

ENTERTAINMENT 
SPONSOR

BEVERAGE SPONSOR ARRIVAL SPONSOR 

GOLD SPONSORS

SILVER SPONSORS

PRIZE PARTNER

THANK YOU TO 
OUR SPONSORS
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The local knowledge 
that a traveller gets from 
booking through a travel 
agent who has actually 
been to the destination is 
like taking the travel agent 
on holiday with them. But 
how does the traveller find 
a ‘been-there’ travel agent 
to book with?

‘That’s where Going.Expert comes 
in’, says Rogan Carroll, creator 
of this new connection tool for 
travellers. ‘Everyone has written off 
the travel agent, saying the online 
travel agencies are taking over and 
there’s no need for travel agents 
any more. Well, that couldn’t be 
further from the truth. They need 
their experience.’ 

‘By matching with a travel agent, 
using Going.Expert, the traveller is 
getting a “been-there” specialist 
travel agent. They know the 
restaurants, the culture, the tours, 
where to go, and where not to go.’

But, as a travel agent who has 
travelled, you know you have 
that advantage. So, now you just 
need to find the travellers who are 
looking for your expert knowledge.  
Going.Expert finds travellers to 
match with your expertise. Simply 
register your destinations on  
www.Going.Expert/travelexpert.

Going.Expert is designed for the 
individual travel agent, no matter 
where or who they work for, and 
there is a very long free trial 
period. Give it a go; it’ll bring you 
new business. 

Have you ever been taken 
on holidays by your clients?

501024AE_Going Expert I 2274.indd   1 9/09/2016   2:29 PM
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NTIA Gold Sponsor

Emirates is committed to 
its travel trade partners, 
with more than 75 per cent 
of its revenue in Australia 
derived from travel agents. 
Emirates is very proud to 
partner with AFTA as a Gold 
Sponsor of the NTIA Awards. 
Through the AFTA and 
Emirates Travel Consultant 
Scholarship, young talent 
can be nurtured and 
educated to support the 
growth of the travel industry 
in Australia.

The scholarship recognises an 
individual with less than three 
years’ experience in the travel 
industry, and who demonstrates 
that they have the willingness and 
potential to further their career by 
undertaking recognised studies. 

The scholarship provides: 

• up to $10,000 towards a related 
education course to enhance 
their career 

• a business-class trip for two to 
Dubai to meet key leaders at 
Emirates, including a five-night 
itinerary to experience everything 
that Dubai has to offer 

• a trip to Melbourne as a guest of 
Emirates in the Melbourne Cup 
Marquee. 

All five finalists will each receive one 
ticket to the NTIA Gala Dinner. 

AFTA Emirates Travel 
Consultant Scholarship

I have been fortunate to have been involved with the travel 
industry my whole life, with my parents founding Events 
Worldwide Travel in 1993, and managing it ever since. As 
a kid, I grew up in foreign cities, was used to hotels and air 
travel, and I always helped with ticket distribution and other 
menial tasks while on the road. I was happy to lend a hand 
not knowing how lucky I really was. After university, my 
father invited me to join the family business and thus began 
my formal travel career – a vocation that I was born into, 
and one I’m sure I’ll maintain for the rest of my life. 

There’s nothing quite like taking off with the thrill of the 
unknown enticing the imagination and endless options on 
the horizon. The Emirates Scholarship has opened the door 
to learning opportunities, which will further my knowledge 
and skill set to apply in business. The travel industry will no 
doubt see more disruptions caused by globalisation, and 
travel is growing across developed and developing nations. 
I hope to be directly involved in shaking up the travel 
industry with new technological advances (artificial 
intelligence and virtual reality), along with environmentally 
sustainable transport and travel practices. Who knows, 
maybe commercial space travel, hyper-loop transport and 
more is not too far away! 

George Hedley 
Emirates Scholarship Winner 2016
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Visit our website, email or call us for more information.

Web: www.chimuadventures.com   Email: agents@chimuadventures.com  Phone: 1300 678 909

Chimu Adventures create personalised journeys and off er 
small ship cruises to suit all travel styles. 

Our destination specialists have expert on the ground knowledge, we even have our own 
operations across South America. Discover diverse cultures, rich history and inspiring scenery. 

CONTACT
Our relationship managers can provide destination training and 
marketing collateral to help sell our products. For more information
email: agents@chimuadventures.com 

Offi  ces based in Sydney, 
Queensland and Melbourne. 
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marketing collateral to help sell our products. For more information
email: agents@chimuadventures.com 
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Queensland and Melbourne. 
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• BOOST YOUR CREDIBILITY AND TRUST WITH ATAS

The ATAS logo is a seal of approval from the national representative body for travel agents – 
AFTA. It tells savvy travellers that you are a trusted, professional and ethical business. 

Only accredited travel agents receive the right to use the ‘ATAS – travel accredited’ 
branding. Featuring the logo in your outreach to clients gives travellers peace of mind and 
can strengthen your business’ reputation and value proposition to the consumer.

KEY REASONS WHY AFTA IS YOUR 

PASSPORT TO SUCCESS

AUSTRALIAN TRAVEL 
CONSUMER STATISTICS

Use a travel agent for 
overseas trips.

83%

Look for the 
ATAS symbol.

19%

Will choose an ATAS 
accredited travel agency 
over over a non-accredited 
agency.71%

At AFTA, we promote ATAS travel experts, 
educating consumers every day.

Reached on television nationally plus 
3.65 million reached across regional Australia

6 MILLION

4.8M
Digital impressions 
targeting travellers

500K+
ATAS video views online

2.5K
ATAS directory 
searches every month

3.85M
Reached nationally on 
commercial radio at a 
frequency of 8.5 times

4 MILLION
Reached in print, newspapers, travel 
publications and inflight magazines

• CONNECT WITH MORE TRAVELLERS

AFTA is committed to educating consumers about ATAS and the benefits of booking travel 
with an industry accredited travel agent. AFTA undertakes a range of marketing initiatives on 
behalf of ATAS accredited agents across television, radio, print and online. 

All ATAS accredited businesses receive a listing on the consumer website – ATAS.com.au – by 
location and contact details. Every month there are over 2,500 search directory enquiries. 

• ARM YOURSELF WITH RESOURCES

AFTA arms you with useful resources to help promote yourself as an accredited 
business. This includes email signature banners, consumer information flyers and 
support to download and use the ATAS logo across your website, in store and all 
marketing collateral. 

ATAS also offers a range of cooperative initiatives to help you market your business to 
the consumer.

• GROW YOUR BUSINESS 

AFTA is committed to elevating industry standards and supporting your business growth. 
AFTA provides a business planning and advisory service available to AFTA members. 

We conduct free monthly webinars carefully crafted to cover a range of important topics 
–marketing, accounting, HR & legal matters, workplace health & safety and business best 
practice – to help you build a lasting business. 

If you’re new to the travel industry, then accreditation is vital to operations as some 
suppliers won’t do business with you unless you’re ATAS accredited.

• FUTURE PROOF: BE A COMPLIANT AND ETHICAL BUSINESS 

ATAS accreditation means you’ve met the highest of standards across a range of criteria 
including assessment of finances, minimum levels of training and operate in accordance 
with Australian Consumer Law. Additionally, ATAS ensures your business has the appropriate 
policies and procedures in place to respond to consumer questions and grievances, 
elevating you above the competition.

• PROTECT YOUR LIVELIHOOD AND YOUR FUTURE 

AFTA is the voice of the travel industry and deals with all major issues relating to the 
operation of travel agencies in Australia, at both State and Federal levels. 

AFTA prides itself on being the industry watchdog where it ensures that the viewpoint of 
the agent is transmitted through media outlets and advocating through lobbying activities. 
Tools, resources and government submissions on all major issues are available on the AFTA 
website – afta.com.au.

Renew or apply today at afta.com.au

For more information or to become ATAS accredited, please contact us at: 
Level 3, 309 Pitt Street, Sydney NSW 2000
T 02 9287 9900 W www.afta.com.au or www.atas.com.au
ABN 72 001 444 275 | Information correct as at October 2016.
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AFTA 2016 – A year in review

January

• AFTA remains committed to 
consumer education around 
AFTA Travel Accreditation 
Scheme (ATAS) and the benefits 
of booking travel with an industry-
accredited travel agent. The year 
begins with an extensive national 
regional television campaign, 
which reaches 3.64 million 
consumers (January–March). 

February

• It’s a busy month! ATAS is 
represented at the annual AFTA 
Holiday Mail Expo in Adelaide 
from 13–14 February. 

• ATAS Business Planning and 
Advisory Service launches. 

• AFTA and IATA host Friends of 
Tourism at Parliament House, 
which is attended by Minister 
for Foreign Affairs Julie Bishop, 
the shadow minister and 
parliamentarians to celebrate 
our travel and tourism industry.  

March

• Across February and March, AFTA 
remains active in the advocacy 
space, submitting papers on a 
range of important manners that 
affect travel agents, including 
a 2016/2017 Commonwealth 
pre-Budget submission, Tourism 
Shopping Reform (TSRG) 
submission and a response to the 
Reserve Bank of Australia’s (RBA) 
Review of Credit Card Payments 
Regulation. 

April

• AFTA welcomes Naomi Menon, 
National Compliance Manager, 
and renewals open for the third 
year of operations for ATAS.  

May

• AFTA forms a partnership with 
Google and launches an 
aggressive three-month digital 
campaign, which sees the ATAS 
TVC watched 578,528 times on 
YouTube, and achieves 4.8 million 
display advertisement impressions.

June

• AFTA tackles the recent changes 
to electronic payments and 
credit card surcharging. 
Informative webinars are held 
across June and July to support 
members. Valuable resources are 
also made available online for 
members at afta.com.au.

July

• ATAS celebrates its second 
birthday. 

• AFTA welcomes a new team 
member, Korina Johnson, AFTA 
Administration Assistant. 

• AFTA delivers the 2016 National 
Travel Industry Awards (NTIA) – the 
biggest award celebration that 
the travel industry has witnessed. 
1272 travel industry royalty attend 
the Gala Dinner on Saturday  
16 July to celebrate winners 
across 38 award categories.  

August

• AFTA launches its second annual 
AFTA membership survey for 
owners and managers. Almost 
90 per cent believe ATAS is 
important to their business. 

September

• AFTA receives a grant from 
the Tasmanian Government 
to run an ATAS education 
campaign. The three-month 
integrated marketing campaign 

commences on Monday 5 
September across Southern Cross 
Television, radio, print, and Google 
display platforms, and through 
cooperative partnerships with 
ATAS participants in Tasmania. 

• AFTA conducts another burst of 
ATAS TVCs on the Nine Network 
targeting residents in Brisbane, 
Perth and Melbourne. The 
campaign will reach three million 
people aged 25–54. 

• AFTA Chief Executive Jayson 
Westbury’s term as World Travel 
Agents Association Alliance (WTAAA) 
Chair concludes, but he remains on 
as WTAAA Board Member.

 October

• It’s conference season! Jayson 
Westbury (CEO) attends major 
consortia group conferences to 
provide valuable updates on all 
things travel related. 

• AFTA also conducts a roadshow 
with the support of Avis, and as 
part of the Tasmanian campaign 
to visit accredited travel 
agencies in Tasmania.  

 November

• AFTA announces that NTIA 
2017 is to be held at the new 
International Convention Centre 
(ICC) Sydney on Saturday 22 
July. Qantas is confirmed as 
Major Sponsor once again. 

December

• AFTA’s webinar series in 
partnership with Google comes 
to a conclusion. The webinars 
were designed to upskill travel 
agents and support them to grow 
their business online. The five-part 
webinar series attracted more 
than 500 industry participants. 

AFTA 2016 – A year in 
review
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Adventure in Style
WORLDWIDE TOURS AND TAILOR-MADE HOLIDAYS

From grand palaces to historic temples, hot desert 
plains to snowy mountain peaks, cosmopolitan high 

rise to stunning sunrise; we bring you the finest sights 
and adventures the world has to offer.

1300 855 684     ONTHEGOTOURS.COM

500975A_On The Go Tours I 2274.indd   1 17/01/2017   10:42 AM

Talk to your Exodus Consultant today on 1300 130 798 
or australiasales@exodustravels.com

Exodus has spent over 40 years perfecting the best walking and trekking adventure holidays on  
the planet. Groups are small and leaders unrivalled. With over 450 trips to over 90 countries worldwide, 

every adventure is designed to inspire and create unforgettable memories.

FIND YOUR ADVENTURE…

501035A_Exodus Travels I 2274
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Your healthy travel 
checklist 

• Book an appointment with Travel 
Doctor–TMVC each time you travel.

• Ensure that your routine and 
recommended vaccines are up 
to date.

• Always carry a traveller’s medical 
kit.

• Take out travel insurance, and 
check the terms and conditions 
closely.

• Avoid mosquitoes, flies and  
other biting insects. Use spray or 
roll-on insect repellent containing  
30 per cent DEET.

• Don’t pat or approach any local 
animals – they may be carrying 
rabies.

• Eat and drink safely – boil it, peel 
it, cook it…or forget it!

• Keep hands clean with soap 
and water or hand sanitiser gel – 
particularly after using the toilet 
and before eating.

• Observe and respect local laws 
and customs. Always dress and 
behave appropriately.

• Follow the medication guide as 
prescribed by your doctor.

• Apply sunscreen at least 20 
minutes before going outdoors, 
and reapply as directed or 
required.

• Apply spray or roll-on insect 
repellent containing 30 per cent 
DEET just before you step outside 
in the morning and as required, 
according to the formulation’s 
strength. Ensure that you are 
covered dawn and dusk – these 
are peak mosquito-feeding times. 
Sunscreen should also be applied 
before repellant.

• Register your journey at  
www.smartraveller.gov.au before 
you leave, and check security 
and other advice about your 
destinations on this website. 

Pre-travel preparation: 
vaccinations and medical 
kits

Whatever your travel plans, the best 
possible pre-travel preparation is 
essential to protecting your health 
while you’re away. Most vaccines 
are highly recommended for travel 
health and safety. Some vaccines 
are mandatory, and travellers 
will have difficulty getting across 
international borders without the 
appropriate documentation. The 
Travel Doctor-TMVC will discuss 
your specific needs based on your 
destination and health requirements. 

We also recommend that you 
invest in a travel medical kit. 
Through years of experience, 
our team of travel health 
professionals has selected an 
essential range of products that 
can keep you safe and well on 
your travels. Our range of travel 
medical kits contains prescription 
medication, meaning that we 
can only sell them once you 
have had a consultation with 
one of our doctors. During that 
consultation, the doctor will 
discuss your travel plans and 
recommend the ideal kit for your 
trip. Make your medical kit your 
trusty travel companion on this 
and every future trip!

Available from any Travel Doctor-
TMVC clinic, our travel kits can be 
tailored to the number of people 
travelling, the itinerary, the type 
of travel, and the length of stay. 
They are based on decades of 
knowledge and experience in 
preparing people just like you for 
overseas travel.

And remember, if you fall sick 
overseas and are still suffering on 
your return, come in and see us. 
We are often the referral point for 
many general practitioners, as 
our experience in travel medicine 
allows us to identify and treat 
infectious diseases quickly.

Protect your health while 
you’re away

500638E_Travel Doc I 2274.indd   1 9/09/2016   2:44 PM



At the Travel Doctor-TMVC we live and 
breathe travel medicine. We provide 
comprehensive plans to help travellers 
stay healthy and safe while abroad. 

Specialists in
Travel Medicine.

traveldoctor.com.au
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AFTA Travel Accreditation Scheme (ATAS)

The AFTA Travel 
Accreditation Scheme 
(ATAS) is a national 
scheme that accredits 
Australian travel agents 
who meet a set of strict 
criteria and professional 
standards.

Joining AFTA in April 2016 as 
the new National Manager – 
Compliance and Membership, 
I dived straight into the annual 
renewal period for the majority of 
ATAS agents. I would like to thank 
all of the agents for submitting their 
renewals in a timely manner, which 
has resulted in finalising the renewal 
applications in record time.    

The ATAS scheme currently boasts 
approximately 3000 accredited 
participants nationally. 2016 saw 
month-on-month increases in the 
number of new applications for 
ATAS accreditation following the 
successful targeted marketing 
campaigns aimed at Australian 
consumers. Approximately half of 
the new applications received were 
declined for failing to meet the 
stringent ATAS criteria. In addition to 
this, a number of ATAS agents had 
their accreditation cancelled in 
2016 for failing to continue to meet 
the Eligibility Criteria of the ATAS 
Charter. Maintaining a strong and 
robust scheme with integrity is critical 
and is the driving force behind the 
compliance function at AFTA.

As ATAS moves into its third year of 
operation, the compliance team 
continues to focus on building 
and implementing processes and 
procedures to strengthen the 
scheme and improve its interactions 
with ATAS participants. In 2017, 
we aim to focus on streamlining 

our internal operations, making 
improvements to our database and 
improving the workflow of our online 
application system, with the goal of 
making the annual renewal process 
more efficient.

ATAS Charter and Code

The ATAS Charter Revision 4 was 
released in July 2016 following 
Board approval, and a full review 
is next scheduled to begin 
towards the end of 2017, due for 
release in 2018. The review will 
be a good opportunity to make 
continuous improvements to the 
ATAS scheme, building on learnings 
from its first years in operation. 
The review will be conducted in 
consultation with ATAS participants, 
consumer organisations, the AFTA 
Code Compliance Monitoring 
Committee (ACCMC), and other 
interested industry associations and 
stakeholders.

Complaints

The volume of complaints 
received by AFTA continued to 
grow throughout 2016, reflecting 
the growing awareness of ATAS 
among the Australian public.  
Interestingly, nearly half of the 
complaint enquiries fielded 
by AFTA are for agents who 
are not ATAS accredited. AFTA 
continues to mediate between 
complainants and ATAS agents in 
line with the Complaints Handling 
Escalation Process (as outlined in 
the ATAS Charter) and I am happy 
to report that we have achieved 
a mutually satisfactory result in the 
majority of cases.

In 2016, AFTA introduced a 
Complainant Survey to gain 
feedback in relation to AFTA’s 
handling of complaints to help us 
improve our processes and gain 

insights into our effectiveness. I look 
forward to reporting on this data 
next year and sharing the feedback 
of consumers.

I have had the pleasure of meeting 
a number of ATAS agents already, 
and it is exciting to see the passion, 
dedication and professional 
standards that they uphold in the 
travel industry. I look forward to 
meeting and working with all of you to 
continue to build the ATAS brand, and 
bolstering its strength and integrity 
among Australian consumers.

ATAS resonates with consumers  

Travel agents are still relevant. 
Eighty-three per cent of all 
outbound air and cruise departures 
are booked with a travel agent. 
Nineteen per cent of consumers are 
aware of ATAS, and of those who 
will book their travel through a travel 
professional, three in four will choose 
an ATAS-accredited travel agent 
over a non-accredited agent.

Since the launch of ATAS on 1 July 
2014, millions of Australian consumers 
have come to recognise the ATAS 
symbol. AFTA has reached more 
than nine million consumers across 
national and regional television,  
four million in print, and a further 3.85 
million on commercial radio. 

Every month, the ATAS search 
directory receives more than 2500 
unique searches from consumers 
looking to find or validate that their 
travel agent is industry accredited. 

AFTA Travel Accreditation 
Scheme (ATAS)
By Naomi Menon, National Manager – Compliance and Membership

The ATAS scheme 
currently boasts 
approximately 3000 
accredited participants 
nationally.
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AFTA Travel Accreditation Scheme (ATAS)



To find an accredited agent visit www.atas.com.au or call 1300 00 TRAVEL 

Travel with peace of mind & always book travel through an industry qualified ATAS accredited travel agent. 
Trusted, quality and professional industry accredited travel agents can be found at www.atas.com.au. 

ALWAYS LOOK FOR THE 

ATAS SYMBOL 
WHEN BOOKING TRAVEL

WHAT IS ATAS?

ATAS or the AFTA Travel Accreditation Scheme is a national scheme which certifies Australian travel agents. It is administered 
by the industry association, the Australian Federation of Travel Agents (AFTA). 

HOW DO AGENTS BECOME ACCREDITED?

Agents must meet a set of strict criteria & professional standards in order to become accredited. Every year an agent must 
renew their accreditation and provide updated business compliance details.

HOW DOES ATAS PROTECT ME?

ATAS protects you by acting as a clear indicator of quality and reliability. Agents with ATAS accreditation meet high quality 
standards of business practices, training and professionalism.

This means you can book your travel knowing you’re in the safe hands of a trusted and reputable travel agent.

COMPLIANT BUSINESS GUARANTEE

ATAS accredited businesses meet standards and criteria set by the industry association AFTA. The criteria includes assessment 
of finances, ensures minimum levels of training in product and destination knowledge, has a complaint resolution policy, and 
complies with the scheme’s Code of Conduct, and Australian Consumer Law. 

ATAS is the stamp of approval that symbolises the Australian travel industry’s highest level of customer service, training, 
ethics and professionalism. By using a travel agent that bears the ATAS symbol you can be sure that you are booking through 
the best in the industry.

HOW DOES ATAS BENEFIT ME?
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AFTA Education and Training

AFTA Education and 
Training

AFTA-accredited training provider list:

Education and training continues 
to be a very important topic for 
discussion, no matter where you 
sit in the travel value chain. The 
continued skilling of our current 
workforce and the very important 
aspect of attracting and training 
newcomers in our industry have 
always been top priorities for AFTA 
Education and Training. As our 
industry continues to demand 
higher professional standards, both 
locally and globally, it is crucial 
for our graduates to be trained 
by education providers that are 
highly committed to quality training 
and that their outcome is aligned 
to our industry workforce needs. 
Pleasingly, we now have an AFTA 
Training Provider Accreditation 
scheme, which recognises these 

‘best in class’ quality trainers 
who have formally joined a list of 
distinguished educators to promote 
the value of industry-centric 
education. 

Equally, we are thankful to have 
a list of industry practitioners from 
our network who are assisting 
through our Advisory Council. This 
is to ensure that the content of 
training that is provided by our 
AFTA-accredited training providers 
is in sync with the current industry 
requirements.

We believe AFTA Training Provider 
Accreditation will provide not 
only an important benchmark 
for learners, career seekers, and 
training providers, but also a 
point of reference for  industry 

practitioners who are seeking to 
recruit quality, job-ready graduates 
who have gone through the best 
training. It is an excellent way for 
training colleges that want to be a 
part of the travel industry to show 
their support and be recognised for 
that in an ever more competitive 
training delivery environment.

FRANKLYN 
SCHOLAR

E:  info@franklynscholar.edu.au 
W: franklynscholar.edu.au 

TAFE SA E: Trina.Bianchini@tafesa.edu.au
W: www.tafesa.edu.au

TAFE WESTERN E:  ann.thompson6@det.nsw.edu.au 
W: www.tafewestern.edu.au

HAMILTON 
COLLEGE

E:  Flora.Botting@hamcoll.sa.edu.au 
W: www.hamcoll.sa.edu.au

TRAVEL TRAINING 
AUSTRALIA

E:  leanne@traveltrainingaustralia.com.au 
W: www.traveltrainingaustralia.com.au



28 A F TA  Tr a v e l  P a g e s  2 0 1 7

AFTA Education and Training
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AFTA Education and Training continues to find ways to innovate travel industry training.    

In May 2016, we appointed the Open Colleges as our Preferred Online Training Provider to offer 
relevant, effective and affordable online courses to the existing workforce and to new learners who 
are seeking to become travel agents. Open Colleges has a wealth of experience in providing online 
education and their cutting edge learning platform will provide greater accessibility and flexibility for 
travel businesses particularly for those who are seeking to acquire gap training to meet qualification 
needs for their accreditation and also for new entrants into the industry. 

  

AFTA Education and Training 
continues to fi nd ways to innovate 
in travel industry training   

In May 2016, we appointed the 
Open Colleges as our Preferred 
Online Training Provider to offer 
relevant, effective and affordable 

online courses to the existing 
workforce, and to new learners 
who are seeking to become travel 
agents. Open Colleges has a 
wealth of experience in providing 
online education and their cutting-
edge learning platform will provide 

greater accessibility and fl exibility 
for travel businesses, particularly for 
those who are seeking to acquire 
gap training to meet qualifi cation 
needs for their accreditation, 
and also for new entrants into the 
industry. 

OPEN COLLEGES E:  lucia.rullo@opencolleges.edu.au
W: www.opencollegues.edu.au

MARTIN COLLEGE E: DHarkess@studygroup.com
W: www.martin.edu.au

 

EVOLUTION 
COLLEGE

E: stuart.page@evolution.edu.au
W: www.evolution.edu.au
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Market leader Trafalgar Australia 
continues to lead innovation in 
guided holidays, and is creating 
more opportunities for travel agents 
to grow their business.

Trafalgar is leveraging its position 
as the world’s largest guided-
holiday company to enrich travel 
experiences, offer even better 
value for money and blend online 
information with traditional  
travel-agent booking channels.  
In short, Trafalgar is shaking up the 
Australian guided-holiday market. 

‘The guided-holiday market is 
ripe for disruption,’ says Trafalgar 
Australia Managing Director 
Matthew Cameron-Smith. ‘Trafalgar 
is the innovator on customer 
experience, price, value, and 
information, and is giving travel 
agents as many tools as possible 
to partner with us and build their 
revenue.’

Chief among these innovations was 
the 2015 launch of CostSaver as a 
standalone travel brand in Australia. 
The value-focused offering has 
exceeded expectations, delivering 
strong growth and attracting 
younger customers. ‘The response 
to CostSaver has been exceptional,’ 
says Cameron-Smith. 

CostSaver, he says, is enabling 
agents to offer guided tours to 
a younger, more price-sensitive 
demographic: one in five of its 
customers are under 40. This year, 
Trafalgar expanded the CostSaver 
Europe and Britain program into the 
Americas, in response to customer 
demand. The new CostSaver 
program showcases 17 journeys 
through the United States, Canada 
and Mexico. 

The top-selling CostSaver Britain 
and Ireland Delight product, for 
example, costs $182* per person 
per day for the eight-day tour. 
‘We’re taking guided holidays to a 
whole new market at these price 
points,’ says Cameron-Smith. 

Removing barriers for 
customers
Trafalgar is also innovating its 
traditional experience portfolio 
range. The launch of its exclusive 
airfare program on all 109 Europe 
and Britain guided holidays has been 
a resounding success, says Cameron-
Smith. ‘Exclusive airfares are a great 
selling tool for travel consultants. 
Again, it’s about Trafalgar removing 
as many barriers as possible for 
customers, to grow the market.’

To launch its 2017 Europe and 
Britain guided holidays, Trafalgar 
offered return flights for $499*. The 
deal was a result of Trafalgar’s 
exclusive partnership with 

premium carriers – Etihad Airways, 
Cathay Pacific and Qatar Airways 
– and it typifies how Trafalgar uses 
its global scale to benefit both 
customers and travel agents. In 
January, they will be revealing 
new exclusive airfares for both 
Europe and North America.

Cameron-Smith says that Trafalgar 
has reduced prices on some of its 
2017 trips by up to 23 per cent. ‘No 
other guided-holiday operator in 
Australia can consistently match 
the value we offer. Our global 
scale, expertise and the ability to 
pass on savings to customers is a 
significant advantage.’

Trafalgar is also changing how 
customers source and review 
information on their trips. It is 
the only global guided-holiday 
operator to provide large volumes 
of unedited customer reviews on 
its products, through independent 
review website Feefo.

Trafalgar asserts its leadership 
as the most trusted global 
travel brand
More choice, more value and confidence are attracting more customers and 
helping to build new audiences for travel agents.

Trafalgar’s authentic accommodation on its Iconic Ireland and Ashford Castle trip
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Customers have embraced the 
initiative, launched last year, and 
it demonstrates the quality and 
value of Trafalgar’s trips. Trafalgar 
was the only travel brand to win the 
2016 Feefo Gold Trusted Merchant 
award for achieving a completely 
transparent guest satisfaction score 
above 97 per cent. 

‘Customer reviews are a great 
initiative,’ says Cameron-Smith. ‘We 
know that customers are increasingly 
sourcing, reviewing and comparing 
holiday information online before 
discussing options with their travel 
agent. The reviews are completely 
unedited and available only to 
guests who have travelled with 
Trafalgar, to ensure the authenticity 
of comments. The feedback is a 
great selling tool for agents to point 
out the overwhelming positive 
reaction to our experiences.’

A pioneer in guided 
holidays
Trafalgar Australia is part of The Travel 
Corporation, one of world’s largest 
private travel groups – and one of the 
most awarded. Trafalgar has been 
in the Australian market for 50 years, 
while the global Trafalgar brand 
celebrates its 70th anniversary this year. 

This heritage has helped Trafalgar to 
develop powerful relationships that 
range from major airlines and hotel 
groups to tourism operators and other 
local providers. Trafalgar offers more 
destinations and trip styles than any 
other guided-holiday operator.  

Trafalgar was the first to offer Insider 
Experiences, where customers get 
to visit attractions away from the 
mainstream tourist crowds; one 
example for 2017 is an after-hours 
experience in Rome that includes 
a private tour and dinner at the 
Vatican Museums, a deal that is 
exclusive to Trafalgar. 

‘Our guests get to do more than just 
see the main sights,’ says Cameron-
Smith. ‘They go behind the scenes, 
visit attractions with VIP access and 
get a much deeper travel experience 
as a result. These exceptional Insider 
Experiences are a big reason why 
Trafalgar is achieving consistently 
strong customer reviews.’

Cameron-Smith says Trafalgar is 
also introducing more free time into 
its trips and adding City Explorers 
in Rome, Amsterdam, London 
and Paris to stay ahead of market 
trends. ‘Customers want greater 
flexibility in their guided holiday, 

and the ability to break up long air 
travel with short stays in different 
cities. Our City Explorer trips in major 
cities are another opportunity for 
travel agents to grow yield.’

Compelling products and 
service for travel consultants 
Travel agents choose Trafalgar 
for three main reasons, says 
Cameron-Smith. The first is the 
customer experience.‘Agents 
know our trips are very high 
quality, authentic and that their 
customers will have a great 
holiday. Our trips create repeat 
business for agents, as customers 
want to visit other destinations 
through the Trafalgar brand.’

The second reason is reputation. 
‘When recommending Trafalgar, 
agents are choosing the world’s 
top global guided-holiday brand. 
That creates peace of mind 
for agents and their customers. 
Our trips are exceptionally well 
organised and effortless, authentic 
and fun for our guests.

The third reason is industry support. 
Cameron-Smith is passionate 
about the role of travel agents 
and Trafalgar’s strategy to provide 
more tools to help them grow 
their business. ‘Trafalgar was built 
on retail travel-agent distribution. 
A critical part of our strategy is 
helping agents benefit from  
long-term growth in the global 
guided-holiday market.’

‘Trafalgar has a national team on 
the road supporting and training 
agents on its experiences, providing 
fantastic marketing collateral, 
state-of-the-art booking technology 
that shows live inventory, instant 
booking confirmations and early-
bird booking discounts.’ 

Cameron-Smith says Trafalgar’s 
valued, longstanding relationships 
with travel agents are a key 
factor behind its record growth 
in Australia this decade. ‘We 
listen to travel agents and take 
a partnership approach. It’s a 
formula that has served Trafalgar 
well for seven decades.’

* All prices at October 2016.

To learn more about Trafalgar, visit  
www.trafalgar.com.Trafalgar Australia Managing Director, Matthew Cameron-Smith
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Council of Australian Tour Operators

One of the nice things 
about being in the travel 
industry for any length 
of time is seeing how 
destinations develop and 
how our travel to them 
changes over time.   

Good examples include:

• the evolution of river cruising from 
just the Rhine/Danube to rivers 
all over Europe, Asia and the 
Americas

• the transition of Vietnam from a 
niche group-tour-only destination 
to a mainstream independent 
and group-touring travel 
destination

• the maturing of South America as 
it becomes a regionalised multi-
visit destination, rather than a 
‘we-must-see-everything-in-one-
go’ bucket list destination.

These changes are driven partly by 
members of the Australian public, 
who over time have become more 
sophisticated and world-savvy 
travellers. But the biggest driver 
of these changes is the Australian 
travel industry. 

Due to our location at the end of 
the world, almost every holiday 

is a long-haul experience. As 
a result, the Australian travel 
industry has developed a level 
of professionalism that I believe 
is unmatched. Whether it is large 
tour operators that have built their 
own river-cruise fleets, or smaller 
destinational specialists that have 
created and developed new 
destinations from the ground up, 
the Australian wholesale sector has 
certainly punched above its weight.

This innovation continues today, 
with operators developing new 
ways to see old favourites, such 
as France, England and the 
United States, and opening up 
new frontiers like Iran and the 
‘stans’. We’re also starting to 
see destinational specialists from 
different regions working together in 
new ways – a good example of this 
is an African and a South American 
operator combining to promote a 
Southern Hemisphere around-the-
world program.

The travel agency network provides 
the perfect partnerships getting this 
product to the consumer. Training 
and educational programs ensure 
that consultants are updated on 
the latest trends and products, and 
that they know which clients they 
are best suited to. Tour operators 
also rely on travel agents as an 
important part of the feedback 

loop, which then feeds into the new 
product development. 

CATO plays an important part in this 
whole process. As the industry body 
for tour operators, wholesalers and 
tourism offices, we facilitate working 
together for mutual benefit. This 
includes travel agencies, since one 
of the requirements of membership 
is that tour operators produce 
brochures and pay travel agents 
industry-standard commission levels.  

Over the coming year, CATO 
will continue to build stronger 
relationships with our retail industry 
colleagues, and will provide better 
ways for them to connect to the 
vast array of wholesale product 
provided by members.  

Working together, I believe that the 
Australian travel industry has a very 
bright future. 

Council of Australian    
Tour Operators

Dennis Bunnik

Dennis Bunnik, Chairman, Council of Australian Tour Operators (CATO)

Halong Bay, Vietnam
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The Express Travel Group (ETG), 
is strengthening its position as 
Australia’s largest independent, 
integrated travel business, as 
more travel agents join its high-
performing network. 

The proud family-owned company 
is one of the travel industry’s 
most successful, respected and 
longstanding organisations. It was 
established three decades ago to 
help small travel agents compete 
against corporates – a mantra that 
remains with ETG today.

ETG has a sizeable, growing industry 
footprint. More than 600 travel-
agency owners are part of its 
network, and some own multiple 
stores. That equates to more than 
one in 10 travel-agency owners in 
Australia having ETG memberships 
or franchises.

‘We see scope for 1000 stores that 
are part of the ETG network,’ says 
CEO Tom Manwaring. ‘Our unique 
offering of memberships and 
franchises is resonating with travel 
agents who understand the benefits 
of being part of a truly independent 
group. And our brands and service 
are resonating strongly with 
customers.’

Key success factors

Manwaring attributes ETG’s success 
to four main factors. The first is 
flexibility: agencies can choose to 
pay a small annual fee to become 
a member or buy a franchise. ‘From 
day one, we have welcomed all 
travel partners who want to join our 
network, and have never taken 
a prescriptive approach,’ says 

Manwaring. ‘Different agencies 
have different needs. You cannot 
have a one-size-fits-all offering.’

Staff are the second reason for 
Express Travel’s success. Manwaring, 
a former Cathay Pacific executive, 
has more than four decades of 
travel-industry experience. 

The third factor is a low-cost model. 
Fees range from a few hundred 
dollars for an annual membership 
to less than $10,000 annually for a 
franchise: an attractive entry point 
for agents who do not want to buy 
expensive franchises or be locked 
into large membership costs.

‘As a family company, we 
know what it’s like to run a small 

business,’ says Manwaring. ‘You 
have to run it as lean as possible 
and keep your costs down. You 
don’t want to invest a lot of capital 
upfront. We’ve always operated 
on a low-cost/high-return model 
and never wasted membership or 
franchisee fees on costly marketing 
programs, for example, that do not 
add much value.’

The fourth factor is the organisation’s 
values. Six core values underpin ETG: 
performance, integrity, reliability, 
empathy, initiative and social purpose 
(Express Travel is a regular contributor 
to charities and foundations). ‘Lots 
of companies talk about values, but 
we live and breathe our values and 
always try to put the customer first,’ 
says Manwaring.

Express Travel Group – 
an industry leader for 
independent travel agents
Outstanding travel agencies are attracted to its strong network of memberships and 
franchises.
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‘We know the product back to 
front, and speak the language 
of small travel agencies and 
customers who want to travel,’ 
says Manwaring. ‘We have a good 
record of innovating product 
offerings through different brands, 
to capitalise on new trends.’

A strong portfolio of brands

ETG has three core brands: Select 
Travel Group, Independent 
Travel Group, and italktravel. 
Each targets a different market 
segment and has a different 
model, giving agencies maximum 
flexibility to choose an ETG offering 
that bests suits them.

Select Travel Group was ETG’s first 
brand. It has a strong focus on Asia 
and is known for the ‘We Speak 
Your Language’ identifier. The 
national network consists of more 
than 340 predominantly Asian travel 
agencies that help customers in 
their first language.

Select Travel is the largest agency 
group in the national Chinatown 
market, and ETG is one of Australia’s 
largest providers of regional airline 
traffic to South-East Asia and North 
Asia. ETG is also one of the main 
revenue agents for Cathay Pacific 
Airways, Singapore Airlines, China 
Southern Airlines, Thai Airways and 
Malaysia Airlines. 

For a small annual fee, Select 
Travel members benefit from  
the broader group’s Express 
Ticketing consolidation 
services; a strong marketing 
distribution system that helps 
achieve incentives and boost 
productivity; and other branding, 
promotional and event activities.

ETG launched its second 
membership-based group, 
Independent Travel Group, in 2010 
to diversify its earnings. Approaching 
300 travel agencies have joined 
Independent Travel as members, 
and the network is ETG’s fastest 
growing. Independent Travel Group 

memberships appeal to travel 
agencies that want to keep their 
branding and independence while 
choosing some or all of the benefits 
from ETG’s national buying network.

italktravel – the next 
growth engine

The genesis for ETG’s latest 
brand – italktravel – came from 
Independent Travel Group members 
who saw an opportunity for a new 
franchise model. italktravel has 
emerged as one of Australia’s most 
exciting new retail travel networks 
since its 2014 launch.

italktravel has 35 franchised 
stores, and is on schedule to 
have 100 by the end of 2017. 
New stores are opening every 
month. Manwaring says that 
Australia can accommodate 300 
italktravel stores with exclusive 
demographic-based territories, 
and he believes that the business 
will be a key growth driver for ETG.

500640E_Express Travel Group I 2274.indd   2 16/05/2016   3:30 PM



A F TA  Tr a v e l  P a g e s  2 0 1 7 35X A F T A  T r a v e l  P a g e s  2 0 1 7

‘italktravel is a terrific concept,’ 
says Manwaring. ‘It’s a core part 
of ETG’s strategy to offer lower-
cost, lower-risk opportunities 
for travel agents who want the 
control of running their own 
business while being part of a 
larger group.’

For $8800 a year, franchisees 
receive an exclusive, guaranteed 
sales territory – an arrangement 
that is rare in the travel industry. 
Territories usually have up to 35,000 
potential customers and a strong 
community focus. 

Franchisees access an annual 
bonus plan and are not weighed 
down by excessive head-office 
marketing fees. They can tap into 
ETG’s full suite of products and 
services; utilise all of the italktravel 
brand collateral and marketing 
systems; choose modern in-store 
designs that match their budget; 
and receive head-office support 
on local marketing initiatives. 

Proud history, bright future 

ETG has come a long way since its 
launch in 1983, when it was known 
as Orient Express Travel Group. 
Manwaring bought the company 
in 2003, and in 2009 sold half of his 
shareholding to CTG Investments – 
‘the best business decision I have 
made,’ he says.

The result is ETG’s state-of-the-
art Express Ticketing System and 
web-based platform that provides 
members and franchisees across its 
core brands with a comprehensive 
range of core and optional travel 
products and services.

The company’s name changed 
to Express Travel Group in February 
2015 to better reflect its growing 
portfolio of brands and strategic 
direction. New headquarters 
in Melbourne’s Queen Street 
accompanied the change and 
strengthened ETG’s national network 
of offices in all major capital cities. 

‘Our focus is on sustainable, lower-
risk growth for ETG and its members 
and franchisees,’ says Manwaring. 
‘We’ve never been in this to make 
quick profits or grow for growth’s 
sake. Our goal is to help more travel 
agents lift their performance by 
offering the best of both worlds: 
running a small business with the 
resources of a large travel network. 
It’s a proven model that continues 
to attract some of the best travel 
agencies around Australia.’

Manwaring says that ETG’s 
independence has broader 
benefits for the travel industry 
and consumers. ‘A vibrant, 
independent travel network 
helps even the playing field 
with the publicly owned travel 
corporations, creates more choice 
for consumers and keeps prices 
down. True independence is a 
great attribute to have in the 
Australian travel industry.’

To learn more about Express Travel 
Group, visit etg.travel.
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International Institute for Peace through Tourism

Defining ‘peace’ is an 
interesting exercise; 
try thinking about it for 
a moment. It is not just 
the absence of war. In 
fact, there are multiple 
definitions. Some people 
relate to peace within 
themselves, peace with 
neighbours and, by 
extension, the global 
village. Others associate 
peace with nature and 
the environment, which 
embraces our concept 
of sustainability and 
responsibility – and it 
goes on. The question 
is, how can we practice 
and demonstrate our 
commitment to peace?

The International Institute for Peace 
through Tourism (Australia) Inc. (IIPT) 
was formed in the background of 
global tensions in the mid 1980s, 
when terrorism was directed at the 
tourism and travel industry – for 
example, through airline and cruise 
ship hijackings.

IIPT was born with a vision of travel 
and tourism becoming the world’s first 
global peace industry, along with the 
belief that every traveller is potentially 
an Ambassador for Peace.

IIPT introduced a Higher Purpose of 
Tourism – a paradigm that includes 
the role of tourism in:

• promoting international 
understanding

• collaboration among nations

• protecting the environment and 
preserving biodiversity

• enhancing cultures and valuing 
heritage

• sustainable development

• poverty reduction.

On 13 December 2012, the world 
experienced one billion travellers in 
a single year. That was exceeded 
in 2015 with 1.2 billion people. Each 
of these travellers represents an 
opportunity to be an Ambassador 
for Peace.

Today’s tourists have a higher level 
of environmental and cultural 
awareness, and there are even 
more and more ways to travel.

Cultural tourism – is one of the 
largest and most rapidly growing 
forms of tourism.

Ecotourism, community tourism, 
agri-tourism, fair-trade tourism – 
contribute to both peace with 
others and peace with nature, and 
are all experiencing high rates of 
growth.

Volunteer holidays – one of the 
fastest-growing segments, as 
travellers discover that helping 
others can be a transforming 
experience.

Philanthropic tourism – is also 
experiencing a high rate of 
growth, as travellers appreciate 
the opportunity to ‘give back’ 
to destinations they have 
experienced.

Some achievements and Legacy 
Projects of IIPT

These are tangible examples where 
we are contributing to the tourism 
industry and to society in general:

• Developed the world’s first Code 
of Ethics and Guidelines for 
Sustainable Tourism

• Conducted first international 
study on ‘Models of Best Practice’ 
tourism – Environment

Become an Ambassador for 
Peace
Gail Parsonage, President, IIPT Australia Inc.

Gail Parsonage

Continued on page 38

On 13 December 
2012, the world 
experienced one 
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a single year. That 
was exceeded in 
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opportunity to be 
an Ambassador for 
Peace.
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International Institute for Peace through Tourism

• Amman Declaration – on poverty 
reduction

• Lusaka Declaration – on 
sustainable tourism and climate 
change

• IIPT Consortium of Collaborating 
Universities – on tourism and 
healing after global confl ict

• more than 400 IIPT Peace Parks in 
Canada, Africa, Europe, Asia and 
now Australia

• ongoing contributions to tourism 
conferences and global summits.

IIPT and SKAL Peace Towns and 
Villages initiative

Our fi rst Australian IIPT Peace Park 
was inaugurated at Leura, in the 

Blue Mountains, but we still need 
more. If you would like to initiate 
a Peace Park or Village in your 
state or area, please contact IIPT 
Australia.

We also welcome Flight Centre 
Travel Group and World Expeditions 
who, along with AFTA, are Coalition 
Partners with IIPT.

World Expeditions also became the 
fi rst organisation to be a Charter 
Member in our Travel for Peace 
campaign.

Tourism can be a catalyst for a 
more responsible and sustainable 
world. It is more important than ever 
that travel and tourism contribute to 
a more peaceful world, as it is only 
with a world where humanity is at 

peace with itself that we can meet 
global challenges, and continue 
to operate and thrive in our tourism 
industry.     

So, how as individuals or 
organisations can you contribute?

I suggest that you adopt, display 
and circulate to your staff and 
clients the IIPT Credo of the 
Peaceful Traveller. It is your invitation 
to demonstrate your commitment 
to peace, and to becoming a 
tourism Ambassador for Peace.                        

Credo of the Peaceful 
Traveller

Grateful for the opportunity 
to travel and experience 
the world, and because 
peace begins with the 
individual, I affi rm my 

personal responsibility and 
commitment to:

Journey with an open mind 
and gentle heart

Accept with grace and 
gratitude the diversity I 

encounter

Revere and protect the 
natural environment, which 

sustains all life

Appreciate all cultures I 
discover

Respect and thank my host 
for their welcome

Offer my hand in friendship to 
everyone I meet

Support travel services that 
share these views and act 

upon them

By my spirit, words and actions 
encourage others to travel 

the world in peace. 

Volunteer travellers

Continued from page 36
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Message from the Minister for Trade, Tourism and Investment

Australia’s $120-billion 
tourism industry is a major 
contributor to the national 
economy, delivering jobs, 
investment and growth. 
Recent data shows that 
Australia’s tourism industry 
continues to benefit from 
soaring growth across 
key Asian and traditional 
markets, with China, the 
United States and Japan 
accounting for 68 per cent 
of total spending growth. 

Australia’s tourism industry is 
currently growing three times as 
fast as the rest of the Australian 
economy, with tourists from China, 
Japan and Korea fuelling this 
booming economic activity, and 
contributing $12.3 billion to the 
Australian economy in the last year. 
We have seen more than eight 
million international arrivals in the 
last 12 months for the first time.

To further support tourism, 
government and industry are 
implementing Tourism 2020, the 
national tourism strategy. We are on 
track to achieve the target in the 
lower bound of doubling overnight 
visitor expenditure to between $115 
and $140 billion by 2020. In 2015–16, 
overnight expenditure increased 9.3 
per cent to more than $97 billion. 
Encouragingly, spending by Chinese 
tourists now exceeds $9 billion 
annually, which was the stretch 
target to reach in Tourism 2020. 

Government must continue to 
focus on the liberalisation of 
international aviation capacity, the 
traveller experience at the border, 
labour and skills shortages, enabling 

infrastructure and visa reform if we 
are to continue our trajectory and 
reach our Tourism 2020 targets. 

In December, Australia and 
China settled arrangements 
for a landmark open aviation 
market between our two 
countries, allowing Australian 
tourism businesses to better take 
advantage of the largest and 
fastest-growing consumer market in 
the world.

The outbound China market is 
predicted to double to over 200 
million travellers annually by 2020, 
and this agreement will help 
Australia to snare a larger slice of 

that, creating more Australian jobs 
and economic growth.

For Australia to remain a competitive 
tourist destination, it is vital that 
the passenger experience at our 
international airports encourages 
and accommodates the ever-
increasing numbers of international 
passenger movements. The recent 
rollout of SmartGate for departing 
passengers at Australia’s major 
international airports is an example 
of how government and industry are 
working together to create innovative 
solutions to key tourism issues. 

We have also improved the 
competitiveness of our visa system 
with the trialling of 10-year multiple 
entry visas for eligible Chinese visitors, 
rolling out online lodgement, trialling 
a fast-track service and enabling 
lodgement in simplified Chinese.

To further support Tourism Australia’s 
marketing efforts in Indonesia, India, 
Vietnam, Thailand and Chile, we are 
trialling three-year, multi-entry visas 
and rolling out online lodgment. These 

A message from the Minister for 
Trade, Tourism and Investment, 
the Hon. Steven Ciobo MP

The Hon. Steven Ciobo

Continued on page 42
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$12.3 billion to 
the Australian 
economy in the 
last year. 



You can even win a trip to Thailand!

Thailandtraining.com.au 
helps you become a Thailand expert

Fact sheets, quick multiple choice modules and great 

digital designs make www.Thailandtraining.com.au 

the best place to learn about one of the world’s top

selling destinations.

With an online and interactive leader board, you can go up against your colleagues and agency rivals 

to see who the best of the best is. Not only will this but the persons with the best score can win themselves 

a trip to Thailand!

Become an expert of the Land of Smiles by 

completing the Tourism Authority of Thailand’s 

official online training course.

facebook/Hugthailand

www.tourismthailand.org/au
info@thailand.net.au

Tourism Authority of Thailand

Join today to learn more about what Thailand has to

offer,from beautiful nature, to glittering Buddhist 

temples, to activities for adventurous travellers, to 

activities for creative tourists, etc

501490A_Tourism Thailand I 2274
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Message from the Minister for Trade, Tourism and Investment

reforms will give Australia an edge in 
lucrative tourism source markets.

Through the negotiations of free 
trade agreements, the Australian 
Government has made it easier for 
Australian travel agency and tour 
operator businesses to operate 
and provide travel services and 
tours directly to domestic and 
foreign travellers in key foreign 
markets. The China Australia Free 
Trade Agreement, in particular, 
provides Australian businesses 
with unprecedented access to 
Australia’s most valuable visitor 
source market. 

The government continues to 
recognise the vital role of targeted 
international tourism marketing. 
Tourism Australia has been provided 
with record funding of $639 million 
over four years. 

We now have the opportunity to 
build upon the Tourism 2020 vision, 
and I intend in 2017 to engage 
directly with industry to make sure 
that we develop a strategy to go 
beyond 2020.

Your engagement will be crucial to 
help shape what that vision will be, 
and what we need to undertake in 
order to achieve that. 

The opportunities to grow 
Australia’s tourism industry have 

never been greater. I encourage 
AFTA members to continue to 
drive and facilitate travel to and 
within Australia, ensuring that our 
visitors have the opportunity to 
experience all that Australia has 
to offer. 

For Australia to remain a competitive 
tourist destination, it is vital that the 
passenger experience at our international 
airports encourages and accommodates 
the ever-increasing numbers of 
international passenger movements. 
The recent rollout of SmartGate for 
departing passengers at Australia’s major 
international airports is an example 
of how government and industry are 
working together to create innovative 
solutions to key tourism issues. 

Continued from page 40
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Message from the Shadow Minister for Tourism

On the subject of travel, 
author Bill Bryson had this 
to say: ‘To my mind, the 
greatest reward and luxury 
of travel is to be able to 
experience everyday 
things as if for the first 
time, to be in a position 
in which almost nothing 
is so familiar it is taken for 
granted’.

Australia’s vastness, as well as its 
unique urban and rural landscapes, 
treat domestic and international 
travellers to myriad experiences 
– including snorkelling amid the 
brightly coloured coral at the Great 
Barrier Reef, catching some sun 
on the steps of the Sydney Opera 
House, or seeing the night sky set in 
over Uluru.

The role of tourism in Australia 
cannot be overstated. It is our 
largest services export and employs 
one million Australians.

There are more than 276,000 tourism 
businesses in Australia, which deliver 

$94.5 billion in revenue every year.

There are local economies in regional 
Australia that rely on tourism.

Travel agents are at the heart of 
this industry, connecting people 
to experiences, providing advice 
and making the overall process of 
seeing the world easier.

But just as the many hardworking 
tourism businesses from around the 
nation play their role in sustaining 
this sector, so too must the federal 
government.

Tourism should be one of the 
government’s priorities for sustaining 
economic growth into the future.

I was pleased to see the Prime 
Minister appoint a Minister for 
Tourism last year, but more is 
needed.

Prior to the election, Labor 
released its tourism policy. In this, 
we outlined our commitment to 
investing in tourism infrastructure, 
providing adequate resources 
for marketing and research, 
supporting taxation arrangements 
conducive to the industry’s growth 
and pursuing visa reform.

We also set out our strategy 
to ensure tourism’s long-term 
success by protecting our natural 
assets, building skills and career 
pathways, using government to 
attract more major events and 
exhibitions, and re-engaging 
the federal government with the 
tourism sector, both domestically 
and internationally.

We have been critical of the ill-
concieved and counterproductive 
backpacker tax. That’s because 
Labor understands that people 
spend money where they earn it.

For the small businesses in towns 
that rely on backpackers for short-
term and seasonal agricultural 
or tourism work, this makes a 
difference to their local economy.

It’s no accident that my other 
portfolio is Infrastructure, Transport, 
Cities and Regional Development.

This pairing ensures a focus on cross-
portfolio and agency cooperation 
and engagement. It also 
provides a strategic advantage 
for the tourism sector by linking 
it with interdependent areas of 
government.

I have greatly enjoyed working with 
the many passionate individuals 
and organisations from across 
the tourism industry, and I am 
committed to continuing this work 
in this term of parliament.

Together, we can enshrine tourism’s 
place as a super-growth sector in 
Australia. 

A message from the Shadow 
Minister for Tourism, the Hon. 
Anthony Albanese MP

The Hon. Anthony Albanese

Travel agents 
are at the heart 
of this industry, 
connecting people 
to experiences, 
providing advice 
and making the 
overall process of 
seeing the world 
easier.
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LEADING…INNOVATION    

Website solutions • Social media support • Email marketing • eLearning library 

LEADING…REWARDS
40 years of profits • Record distributions • Shareholding • Low fees • High returns

LEADING…PEOPLE
National sales team • Award-winning agents • NTIA Best Travel Agency Group 2015

1800 246 331  |  travellerschoice.com.au/agents  |         find us on LinkedIn

THE LEADING NETWORK  
FOR INDEPENDENT TRAVEL AGENTS

No. A10430

Call us or connect with us for a conversation

333759A_Travellers Choice I 2274.indd   1 3/11/2016   9:48 AM

Gow-Gates  
Insurance Brokers

“A journey of 1000 miles begins  
with the right advice”

Our travel industry packages offer you the  
flexibility to choose the appropriate insurance cover  

for your business needs, at a competitive price.

P:   1300 GOW GATES (469 428)
E:   travel@gowgates.com.au
W:  gowgates.com.au
Gow Gates Insurance Brokers Pty Ltd    ABN 12 000 837 785   |     AFSL 245432
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The International Air Transport Association

The International Air 
Transport Association 
(IATA) is the trade 
association for the world’s 
airlines, representing 
some 260 airlines or 83 
per cent of total global 
air traffic. IATA supports 
activities across the gamut 
of commercial aviation, 
thus helping to formulate 
industry policy on issues 
critical to the industry.

IATA’s mission is to represent, lead 
and serve the airline industry, as 
well as to be the force of value 
creation and innovation in driving 
a safe, secure and profitable air 
transport industry that sustainably 
connects and enriches our world.

One of the key areas of IATA’s 
services is our financial systems. IATA 
Settlement Systems (ISS) provide 
secure and cost-effective funds 
remittance and settlement to airlines 
and to our travel industry partners.

Travel agents today remit their 
airline moneys through the Billing 
and Settlement Plan (BSP), which is 
designed to facilitate and simplify 
the selling, reporting and remitting by 
IATA-accredited travel agents, as well 
as improve financial control and cash 
flow for BSP participating Airlines.

In 2015, Australia’s 1085 IATA-
accredited travel agency locations 
processed US$13.5 billion in ticketing 
through the BSP, which was settled 
to 135 BSP-participating airlines at 
an on-time settlement  rate of  
99.99 per cent.

New Generation Settlement and 
Accreditation Model

The New Generation of IATA 
Settlement Systems (NewGen 

ISS) aims to transform the current 
Industry Settlement System (ISS) 
business model, which facilitates 
the remittance and settlement of 
funds in between travel agents 
and airlines.

NewGen ISS will deliver more 
tailored, industry-wide solutions to 
better serve the needs of airlines 
and travel agents in the areas of 
agency accreditation models, risk 
management, global insurance, 
and IATA EasyPay.

Accredited travel agents in a 
BSP benefit today from selling 
international airline tickets on 
behalf of the participating airlines, 
and enjoy access to a single 
standard interface for invoicing and 
payment for their sales to carriers; 
however, the main rules of the BSP 
were established decades ago, 
using a one-size-fits-all approach. 
It needs to modernise to meet the 
emerging needs, concerns and risks 
faced in the travel industry today.

NewGen ISS will offer greater 
flexibility through the introduction 
of three models of accreditation. 
Australian agents will be able to 
select the model of accreditation 
most appropriate to their business, 
as well as transition across models 
as their business evolves.

The proposed models are as follows:

Standard Accreditation: This model 
corresponds most closely to the 
current accreditation used by IATA 
travel agents in Australia. Agents 
selecting this model will continue to 
be subject to the requirements of 
the Australian Financial Criteria and 
undergo the annual financial review 
exercise. Agents will have access 
to all the BSP forms of payment: 
cash, credit card and IATA EasyPay, 
which will be accompanied by an 
enhanced risk-mitigation feature 
subject to a to-be-determined cash 
sales facility. 

Standard Accreditation with no 
Cash Facility: For agents that do not 
require a cash facility in the BSP, the 
EasyPay model will offer an easier 
accreditation process, as they will 
remit for their sales on a pay-as-you-
go basis.

Multi-Country Accreditation: A 
one-stop-shop accreditation for 
agents with operations in multiple 
BSPs. Multi-country agents will meet 
a single global set of requirements 
and criteria, established by IATA 
Resolution, and will be able 
to accredit all their locations 
worldwide under a single Passenger 
Sales Agency Agreement.

Implementation of the new 
accreditation models is scheduled 
for progressive rollout globally 
from 2018. Notwithstanding, IATA 
Australia will ensure that travel 
agents are kept informed on the 
developments and implementation 
of NewGen ISS in Australia. You can 
also follow developments on the 
IATA website. 

IATA’s role in the aviation  
industry

Ian Lorigan
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Connecting our Islands with Australia  
and the World

Now flying to the Solomon Islands is easy with 
weekly direct flights from Sydney and four times 

a week from Brisbane. Your clients can fly Qantas 
from Perth, Adelaide, Canberra, Melbourne, Hobart 

and Cairns to Sydney or Brisbane then through 
to Honiara. One ticket with through checked-in 
baggage. Easy. Call 07 3860 5883 now or go to 

flysolomons.com

A theme park designed by Nature

Codeshare with Qantas

Qantas Domestic/International

 Interline 

International Partner Airline

Interline with Air New Zealand

Code share with Air Niugini

Domestic island connections

Fly Solomons International services

Legend
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The High Commission of the Republic of Uganda

11 Ngunuwal Drive 
O'Malley ACT 2606 
GPO 34 Woden

02 6286 1234 
ugandahc@velocitynet.com.au
ugandahighcommission.org

Uganda High Commission, Canberra welcomes you 
to Uganda the Pearl of Africa. Uganda has a fine 
reputation as a tourist destination-not surprising in 
a land of magnificent scenery and wildlife wonders.

Due to its political stability, serenity, abundant 
natural endowment with a wide range of wildlife, 
Uganda has become a preferred tourist destination 
offering an experience worth sharing.

 the Pearl of Africa 

 Uganda  

500926A_Uganda I 2274.indd   1 6/09/2016   10:43 AM
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Tourism and Transport Forum

In the lead up to last 
year’s Federal Election, the 
Tourism & Transport Forum 
Australia (TTF) released 
a seven-point plan to 
support the future growth 
of the visitor economy. 

The plan outlines a commonsense 
approach to slash fees and charges 
that add to the cost of travelling 
to Australia; supports industry to 
secure its workforce for the future; 
builds the visitor infrastructure and 
public transport that improves the 
experience of visiting our cities 
and regions; and recognises the 
importance of a warmer welcome 
and departure experience at our 
international gateways.

A key point of our plan, and one 
that I will be focusing on here, 
is for the federal government’s 
holiday tax – the Passenger 
Movement Charge (PMC) – to be 
slashed to what it was originally 
intended to be, a cost-recovery 
fee for passenger facilitation at 
our international gateways. 

This is going to be a big 
battleground issue for the industry 
in the lead-up to the 2017 Federal 
Budget in May, especially after 
Treasurer Scott Morrison’s shocking 
announcement in September that 
the holiday tax will be increased 
to $60 from 1 July 2017. A cash-
strapped government is looking for 
easy marks to prop up its bottom 
line following the blowback it has 
received from farmers and tourism 

operators in response to the 
ridiculous backpacker tax.  

TTF estimates, based on an analysis 
of the Budget papers, that the 
holiday tax will raise more than 
$4 billion for the government’s 
coffers over the next four years 
– that’s an average of $1 billion 
each year. With more Australians 
travelling overseas and more 
international visitors coming to our 
shores than ever before, the federal 
government has turned this holiday 
tax into an ever-growing cash cow. 

The government claims that 
it imposes the holiday tax on 
travellers to cover the cost of 
providing customs, immigration 
and quarantine at international 
gateways. These are important 
border security services, but the 
cost of providing them is estimated 
to be around $247 million across 
the entire country – meaning 
a whopping three times the 
operating cost is coming out of 
travellers’ wallets and straight into 
the government’s bank account. 
If the holiday tax was a true 
cost-recovery fee on travellers, it 
would only be about $14, not $55 
or soon $60 – a near 400 per cent 
overcharge on people travelling 
overseas.

A national TTF survey of 
1000 Australians, which we 
commissioned just before the 
Federal Election, revealed that  
85 per cent of people aren’t aware 
that they are paying this hidden 
holiday tax. More than 80 per cent 
of those polled said that the tax 

should be slashed, or at the very 
least the revenue raised should be 
directed to support the growth of 
Australia’s tourism industry and not 
the government’s coffers. 

Tourism can be a super-growth 
industry for the Australian economy 
that can support thousands of 
new jobs and help to maintain our 
envied quality of life if we back the 
industry with an economic plan 
that reduces the cost burden of 
travel in Australia. 2017 is the year 
for the industry to stand up and say 
no more to the cash-grab tactics 
of the government. 

Tourism and Transport Forum: 
2017 – The year we say no more 
to tourism as a government 
cash cow

Margy Osmond

Margy Osmond, Chief Executive, Tourism & Transport Forum (TTF)



Whether it’s a family escape, 
a luxurious get-away or travel 
for business, Hertz has a 
diverse range of modern 
vehicles and is sure to have 
the perfect option to drive 
your trip. 

Join Hertz Gold Plus Rewards 
to make the most of your rental. 
Members receive priority service, 
experience faster pick-ups and 
drop offs and can earn points 
to use for free rental days.

A CAR
FOR 
EVERY
OCCASION

For more information head to hertz.com.au
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A focus on customer 
service and innovation 
is strengthening Hertz’s 
reputation as the leading 
car rental company in the 
Asia-Pacific region. 

In the past five years, Hertz Australia 
has invested heavily in its customer 
service, locations and vehicle fleet. 
Product and service initiatives, such 
as Hertz Gold Plus Rewards and the 
unique vehicles offered through 
the Adrenaline, Dream, Family and 
Prestige collections, set Hertz apart 
from the competition.

Hertz Australia has been honoured 
with a number of industry 
accolades in recent years. Most 
significantly, Hertz was named Best 
Car/Campervan Rental Operator 
at the 2016 AFTA awards ceremony 

for the National Travel Industry 
Awards (NTIA) for the ninth time in 
10 years. 

Hertz Australia has more than 
220 locations in all major towns 
and airports. Hertz Global 
operates the Hertz, Dollar, Thrifty 
and Firefly car rental brands in 
approximately 10,000 corporate 
and licensee locations throughout 
approximately 150 countries in 
the Asia-Pacific, North America, 
Europe, Latin America, Africa and 
the Middle East. 

The Hertz fleet – a vehicle 
for every occasion 
Hertz Australia has a modern 
and diverse fleet with more than 
18,000 vehicles. 

Travel agents who choose Hertz 
can access premium and discount 

car rental products to suit every 
journey, encompassing economy, 
intermediate and full-size cars.

Hertz Australia also features several 
vehicle collections that offer clients 
a truly unique driving experience. 
These include an exclusive range 
of Audi vehicles in the Prestige 
Collection; the heart-pumping Ford 
Mustang and high-performance 
Renault Megane RS 265 vehicles in 
the Adrenaline Collection; and the 
spacious Kia Carnivals in the Family 
Collection. Every rental from the 
Hertz Collection comes with the 
Hertz Make and Model Guarantee, 
which means that clients will drive 
away in the car they book. 

Hertz’s broad offering helps 
travel agents better serve their 
clients and creates more revenue 
opportunities.

The faster, easier and more 
enjoyable way for travellers 
to experience Australia

500842E_Hertz Asia I 2274 new.indd   1 18/01/2017   11:23 AM
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To further enhance the car rental 
experience, Hertz delivers a full range 
of benefits that clients will appreciate, 
including:

• competitive rates

• free unlimited mileage at 
participating locations 

• flexible payment plans 

• 24-hour emergency roadside 
assistance

• immediate confirmation of cars (at 
time of reservation) with automatic 
transmission in gateway cities 

• drop-offs available between major 
cities (subject to conditions) 

• instant return service to speed 
drop-off time, available at airport 
locations 

• NeverLost® satellite navigation 
available at major locations 
(subject to availability). 

In addition to car rentals, the Hertz 
fleet includes four-wheel drives, 
vans, buses, trucks, utes and 
moving vans for hire.  

A multi-brand approach to 
meet each customer’s needs
Hertz has a true multi-brand offering 
across the Asia-Pacific region.

Hertz’s 2010 acquisition of fast-
growing Melbourne car-hire firm 
Flexicar gave it a strong foothold in 
the emerging car-sharing market, 
where vehicles are rented by the 
hour or day.

This was followed by the acquisition 
of Ace Rental Cars in 2011, which 
boosted Hertz’s position in the 
discount rental market. Ace is the 
second-largest discount car rental 
company in New Zealand and is 
growing rapidly in Australia.

This brand diversity helps travel agents 
serve a wider range of customers, 
from high-end business travellers to 
vacationing families seeking highly 
competitive rates.

Hertz’s award-winning 
loyalty program, Hertz 
Gold Plus Rewards®  
Free and simple to join, the 
company’s loyalty program, Gold 
Plus Rewards, helps members to have 

a faster, easier and more rewarding 
car rental experience. In 2016, 
Gold Plus Rewards was named Best 
Rewards Program in the Flyer Talk 
Awards across every geographic 
region for the fifth consecutive year, 
also receiving the Outstanding 
Benefits recognition globally.

The global loyalty rewards program 
offers renters a great range of 
benefits, including quicker pick-ups, 
speedy returns, access to exclusive 
offers and discounts, and extra driver 
allowances. 

Instead of waiting in queues at 
rental counters, Gold Plus Rewards 
members can head straight to priority 
bays and be on the road faster, 
meaning that they can focus on the 
most important element of their trip – 
arriving safely at their destination. 

Other exclusive member benefits 
include access to designated parking 
stalls, special offers and big savings 
on each rental. Gold Plus Rewards 
members can also earn Gold Plus 
Rewards points and receive status 
upgrades based on the number 
of rentals they make. Points can 
be redeemed for free rentals 
of standard, premium or full-size 
vehicles, as well as SUVs, for a day, 
a week or a weekend. 
More information about Hertz is 
available at hertz.com.au.

500842E_Hertz Asia I 2274 new.indd   2 18/01/2017   11:23 AM
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Cruise Lines International Association Australasia

After a year of milestones, 
we’re gearing up for 
another bumper year of 
cruising Down Under.

It will be hard to top the revelation 
that the Australian market cracked 
one million ocean cruise passengers 
for the first time in a calendar year, 
but with the arrival of a host of new 
ships Down Under, there is plenty 
more excitement on the horizon. 

This summer alone, there are a 
record 41 ships from Cruise Lines 
International Association (CLIA) 
member cruise lines visiting 
Australia. That’s 10 more than we 
had cruising our waters just five 
years ago.

The arrival of eight ships making 
their maiden visits to our region 
this season shows how important 
Australasia is to global cruise 
operators. 

Among the impressive cavalcade is 
one of the world’s largest ships, plus 
one of the world’s most luxurious, 
offering variety like we’ve never 
seen before, and proving that 
Australia is well and truly on the 
global cruise map. 

We say it often, but there really is a 
ship for everyone; and with more 

and more cruise lines sending their 
ships south for the summer, it’s 
never been easier to jump onboard 
and test the waters. 

The flotilla of summer ships is making 
more than 900 calls to ports right 
around Australia – from Darwin, 
Cairns and Broome in the north 
to Hobart, Kangaroo Island and 
Esperance in the south. 

Cruising contributes more than  
$3.6 billion to the Australian 
economy annually, and with more 
ships carrying more passengers, this 
is a figure that should keep growing 
this year. 

As well as sharing the economic 
benefits around the coast, cruise 
ships are offering hundreds of return 
cruises from our shores, meaning 
that it’s easier than ever to cruise 
from our backyard to fantastic 
destinations, including New Zealand, 
Indonesia, Papua New Guinea and 
the beautiful South Pacific.

Every mainland state has a home 
port, with Queensland now 
boasting two after Cairns offered its 
first cruise season last year.

With each summer bigger than the 
last, it seems that our love affair with 
cruising is going from strength to 
strength. Our latest figures show that 

Australia is the fourth-largest source 
market for cruise passengers in the 
world, with more than one million 
Australians taking an ocean cruise 
in 2015. 

To put it into perspective, this means 
that almost as many Australians 
took an ocean cruise as those who 
visited Indonesia for a holiday. 

In what is sure to make any industry 
envious, Australian cruise passenger 
numbers have grown by almost 20 per 
cent annually over the past decade.

We also know that the equivalent 
of 4.5 per cent of the Australian 
population took a cruise – the 
highest market penetration rate ever 
achieved by a major cruise region.  

When it comes to cruising, 
Australians are world leaders. All 
aboard for another exciting year of 
cruising! 

Cruise Lines International 
Association Australasia

Brett Jardine

Brett Jardine, Commercial Director, CLIA Australasia



D I S C O V E R  T H E  M A R Q U E S A S  I S L A N D S

T H E  A R A N U I  W A Y  

Journey to islands where the interiors are often largely unexplored, matted by  
dense jungle and volcanic outcrops. Follow the paths of French impressionist,  
Paul Gauguin and Moby Dick author Herman Melville on a 14-day cruise as it links 
the remote Marquesas and Tuamotus with Tahiti and provides one of the  
few remaining authentic cargo ship experiences.

Aranui 5 offers a window into the lives of local villages as it delivers essential goods 
during the 3,000 km journey from Papeete. Be part of this exceptional adventure.

Highlights:

   14 day cruise with all meals  
(French and Polynesian), onshore 
picnics and BBQs included

   Cruise to nine islands with  
17 ports of call

   Maximum 254 passengers

   All exterior cabins, over half  
with balconies

   Guided excursions to archeological 
and cultural sites, ancient tikis,  
local villages and historic churches

   Local multi-lingual tour guides 
(English, French and German)

   Visit Paul Gauguin and Jacques Brel 
museums (entrance fee additional)

   4WD sightseeing tour and hikes

   Meet local artisans; visit handicraft 
studios and a working pearl farm 

   Traditional dance performances

Optional activities: fishing, spa 
treatments, horse riding, swimming  
with sharks & rays.

SOFT ADVENTURE CRUISE
AROUND

For further information  
e: info@aranuicruises.com.au  
p: (+61) 3 9449 3778 
www.aranuicruises.com.au

ARANUI CRUISES’ IS RENOWNED FOR ITS UNIQUE 
VOYAGES TO SOME OF THE MOST REMOTE ISLANDS  
IN THE WORLD, THE MARQUESAS ARCHIPELAGO

Local Village Dances

Tahuata

Picnic in Bora Bora

333760A_Aranui Cruises I 2274.indd   1 8/11/2016   9:57 AM
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In an era of job upheaval, there 
has never been a better time to 
develop the skills, confidence 
and capabilities that you need 
for career development, career 
change, career security, or even 
to completely reshape your 
organisation or industry.

UTS Business School provides a 
choice of three MBA programs, 
including our new MBA in 
entrepreneurship, alongside 
a suite of specialist programs 
across key business disciplines of 
accounting, marketing, finance 
and management.

Even if you have never completed 
an undergraduate degree, you 
may be able to gain entry into 
postgraduate study based on 
your years of professional work 
experience, and then undertake a 

graduate certificate that transitions 
into a graduate diploma or 
master’s degree. 

UTS Business School, located 
adjacent to Australia’s leading 
tourism and new conference 
destination at Darling Harbour, 
provides state-of-the-art learning 
facilities within the iconic Frank 
Gehry–designed Dr Chau Chak 
Wing Building. Our academic staff 
brings a mix of extensive industry 
experience as well as leading 
academic research. In fact, UTS 
was ranked equal third in Australia 
for research in economics, 
commerce and management. 

 
To discover which option best suits your 
needs, contact UTS Business School via 
email at business@uts.edu.au or visit 
pgbusiness.uts.edu.au.

Take control of your career

FOR A DIFFERENT 
SCHOOL OF 
THOUGHT

UTS
BUSINESS
SCHOOL

Which is the program for you?
From our suite of specialist graduate 

degrees to our exciting new MBA in 
Entrepreneurship we offer programs 

to allow for career change, career  
progression, career security and 

career invention.

pgbusiness.uts.edu.au

CRICOS PROVIDER CODE: 00099F

500840AE_Sydney University Tech I 2274.indd   1 8/09/2016   10:50 AM
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William Angliss Institute

555 La Trobe Street  
Melbourne, VIC 3000
Tel: 1300 ANGLISS
info@angliss.edu.au
www.angliss.edu.au

For over 75 years William 
Angliss Institute has been a 
learning community devoted 
to students with a passion 
for foods, hospitality, tourism 
and events.
The Institute has a range of 
specialist travel and tourism 
courses including certificates, 
diplomas and degrees which 
will help combine a love for 
travel and tourism with an 
incredibly rewarding career.

333764A_William Angliss I 2274.indd   1 25/11/2016   4:00 PM
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Sundowners Overland
Level 1, 51 Queen Street

Melbourne VIC 3000
Tel: +61 3 9672 5300

travel@sundownersoverland.com
www.sundownersoverland.com

www.vodkatrain.com
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Gate 1 Travel
6/10 Hoddle Street,

Abbotsford, VIC 3067
Tel: 1300 653 618 Fax: 03 9419 1704

www.gate1travel.com.au
Affordable First Class Tours and River 

Cruises. 35 years’ experience in 
Eupore, Asia, Africa, Latin America, 

USA and Canada.

V
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Smartraveller
Department of Foreign Affairs and Trade

RG Casey Building,  
John McEwen Crescent, Barton ACT 0221

www.smartraveller.gov.au
Twitter.com/Smartraveller  

Facebook.com/smartraveller.gov.au
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Savenio
33 Park Road,

Milton QLD 4064
Tel: 07 3368 3733

Email: travel@savenio.com.au
www.savenio.com.au

Signature travel experiences
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Rail Plus
Level 6, 51 Queen Street

Melbourne VIC 3000
Tel: 1300 555 003

preferred@railplus.com.au
railplus.com.au

501174LL_Rail Plus I 2274.indd   1 28/07/2016   11:49 AM

The Islander Holiday Resort
Ideally located at Point 
Lookout on beautiful 
North Stradbroke 
Island. Opposite Home/
Cylinder Beaches. 
The resort has a pool, 
tennis court, bbq area, 
kids playground and 
car hire. Studio, one 
and two bedroom 
apartments available, 
all fully self-contained 
with FOXTEL, DVD 
player, wireless internet 
access, balconies and 
parking.

41 East Coast Road
Point Lookout QLD 4183
North Stradbroke Island
Tel: +61 7 3409 8388
Fax: +61 7 3409 8730
info@stradbrokeislander.com.au
www.stradbrokeislander.com.au

500875A_The Islander Holiday Resort I 2274.indd   1 2/05/2016   4:24 PM

Darwin Central Hotel
The contemporary 
boutique Darwin Central 
Hotel enjoys an unrivalled 
position in the heart of 
Darwin, opposite the 
Smith Street Shopping 
Mall. The hotel is ideal 
for leisure and business 
travellers, within easy 
walking distance to 
banks, cinemas, theatres, 
nightclubs, dining, 
tourist attractions and 
shopping. Featuring 132 
beautifully appointed 
rooms, some with 
kitchenette facilities, 
and stunning panorama 
views of Darwin city.

Tel: 08 8944 9000
Fax: 08 8944 9100
reservations@darwincentral.com.au
www.darwincentral.com.au

332184A_Darwin Central Hotel I 2274.indd   1 22/04/2016   9:32 AM

Mission Beach Holidays 

Mission Beach Holidays –  
‘The Accommodation Specialists’ for
Mission Beach. 

Luxury to budget – beachfront houses 
and apartments.

Tel: +61 7 4088 6699
Web: www.missionbeachholidays.com.au

500809A_Mission Beach Holidays I 2274.indd   1 14/04/2016   4:02 PM
DriveAway Holidays

DriveAway Holidays is Australia’s 
leading self-drive specialist offering 
worldwide car hire & motorhome 
rentals, European leasing & 
motorcycles in Australian and the USA.

Tel: 1300 363 500
Web: www.driveaway.com.au

332185E_Drive Away Holidays I 2274.indd   1 11/11/2016   10:14 AM
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Hawai‘i Tourism Oceania
Level 11, 117 York Street,  

Sydney NSW 2000
Tel: +61 2 9286 8951

info@hawaiitourism.com.au
www.gohawaii.com/au
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Sri Lanka Tourism  
Promotion Bureau

No. 80 Galle Road, Colombo 3, Sri Lanka
Tel: +94 11 242 6900  
Fax: +94 11 244 0001

Emails: madu@srilanka.travel 
and chami@srilanka.travel

www.srilanka.travel
facebook.com/tourismsrilanka.gov.lk

twitter.com/tourismlk

Attractions

500886LL_Sri Lanka I 2274.indd   1 12/12/2016   12:37 PM
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Destination Canada

Tel: 0407 897 814
nathan@dcaworldwide.com
Web: csp.canada.travel

Become a Canada 
Specialist:

·   learn about Canada  
    from Canadians
·   access exclusive rates
·   incredible family  
     opportunities.

The Canada Specialist 
program is open to retail 
and wholesale agents. 

333560AE_Destination Canada I 2274.indd   1 28/11/2016   10:04 AM

Encompass Africa
Our team of passionate 
professionals work with 
you to design African 
safari holidays based on 
your clients’ preferences 
and parameters. 
Concept to completion 
care, digital itineraries, 
online safari concierge 
and competitive prices 
ensure effortless and 
outstanding holidays that 
exceed the expectations 
of your clients.

Tel: 1300 988 378
info@encompassafrica.com.au
www.encompassafrica.com.au

333691AE_Encompass Africa I 2274.indd   1 14/12/2016   12:14 PM
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New South Wales

Destination NSW was 
established in 2011 by 
the New South Wales 
Government to market both 
Sydney and New South 
Wales as the world’s premier 
tourism and major events 
destinations by developing 
and delivering initiatives 
that will drive visitor growth 
throughout the state; 
securing major sporting and 
cultural events; working in 
partnership with Business 
Events Sydney to win major 
international conventions 
and incentive travel reward 
programs; and achieving 
the New South Wales 
Government’s goal of 
doubling visitor expenditure 
to the state by 2020.

Attracting the right mix of new 
events is a key part of Destination 
NSW’s strategy to continue to 
build the New South Wales visitor 
economy by driving tourism, 
business events and major events 
to Sydney and regional New South 
Wales. Since 2011, Destination NSW 
has secured more than 471 events 
for the state, with Sydney hosting 
new events, including the world 
premiere of Ballet Under the Stars, 
Dream Lover Bobby Darin Musical, 
Aladdin the Musical, the HSBC 
Sydney Sevens Rugby, the Opening 
Series of Major League Baseball, 
and visits by major English Premier 
League clubs Manchester United, 
Tottenham Hotspur and Chelsea FC.

With $175 million allocated to 
tourism and major events in the 
New South Wales 2016–17 Budget, 
the state is set to continue its lead as 
Australia’s number one destination 
for visitor numbers, visitor nights and 
visitor expenditure. 

For six consecutive years, Sydney 
has been awarded the World 
Festival and Event City Award by 
the International Festivals & Events 
Association (IFEA), reaffirming its 
position as the major events capital 
of Australia. Sydney is home to 
Australia’s largest event, Vivid 
Sydney, a festival of light, music 
and ideas, which attracted a 
record 2.3 million attendees in 
2016. Of the 40,100 international 
visitors who travelled to Sydney 
on Vivid Sydney packages in 
2015, an impressive 17,827 came 
from China. The event is owned, 
managed and produced by 
Destination NSW. The city also 
continues to host blockbuster 
events, including Handa Opera 
on Sydney Harbour, the Australian 
Open of Surfing and the NRL 
Grand Final.

Exciting new events planned for 
2017 and 2018 include the English 
Premier League club Arsenal FC 
playing Sydney FC and Western 
Sydney Wanderers, Beautiful: 
The Carole King Musical, Muriel’s 
Wedding the Musical, wonderful 
art collections as part of the 
Sydney International Art Series, 
and the Australian exclusive 
of Exhibitionism – a multimedia 
exhibition celebrating 50 years of 
The Rolling Stones.

Destination NSW continues to 
target priority international markets 
in order to attract more visitors to 
the state. Increased air capacity 
to Sydney and New South Wales 
is a key focus and, in the past 12 
months, six new airline services 
have commenced flying to Sydney, 
thereby increasing air capacity 
from priority international markets: 
XiamenAir from Xiamen and 
Fuzhou; China Southern Airlines 
from Shenzhen, and Hainan 
Airlines from Xi’an and Changsha 
(China); All Nippon Airways 
(Japan); American Airlines (the 

United States); and Qatar (Doha 
with connecting flights to the 
United Kingdom and Germany).

Partnerships with online agencies 
have also been extended. These 
include the signing of a new two-
year agreement with Ctrip and 
a new partnership with Alitrip in 
China, as well as a partnership 
with global online travel agency 
Expedia in the United Kingdom, 
the United States, Japan and 
India. In China, Destination NSW 
has opened a new office in 
Beijing and appointed a Business 
Development Manager to focus 
on Northern China – in addition to 
offices in Shanghai, Chengdu and 
Hong Kong.

Destination NSW has also joined 
with the retail sector of the travel 
industry to promote the summer 
and winter Love Every Second 
in Sydney campaigns. Partners 
included Wotif, Expedia, Webjet, 
Helloworld and Flight Centre. These 
campaigns feature the best that 
Sydney has to offer tourists, and 
have delivered significant growth in 
visitor numbers to Sydney, which we 
will be building on in 2017. 

Find out more at  
destinationnsw.com.

Destination NSW 
Sandra Chipchase, Chief Executive, Destination NSW

Sandra Chipchase
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South Australia

South Australia has a lot 
to offer, from world-class 
food and wine to stunning 
landscapes and unique 
native wildlife. Our state 
boasts warm summers 
perfect for enjoying 
our pristine beaches, 
and mild winters, 
which provide a great 
opportunity to make the 
most of all the winter 
events and festivals.

So, it’s no surprise that tourism 
is a key economic driver in 
South Australia; it supports 
17,000 businesses and directly 
employs 35,700 people. The state 
government has invested an 
additional $70 million in our industry 
over the past two state budgets. 
This funding will be spent over four 
years on international and domestic 
marketing, and on securing more 
business and leisure events to drive 
visitation and increase expenditure.

This investment is already yielding 
positive results, with South Australia’s 
visitor economy reaching an all-
time high of $5.9 billion. That’s an 
increase of 11.4 per cent, or  
$608 million (comparing June 
2015 to June 2016). International 
visits reached 422,000 (up 9.5 per 
cent) – another record high – while 
domestic visits increased to  
6.1 million (up 7.7 per cent). 

Meanwhile, the 2016–17 cruise ship 
season is shaping up to be the 
biggest yet, with 52 cruise ship visits 

expected. This exceeds the state 
government’s 2020 target of 43 
cruise ship visits to South Australia 
three years early.

In 2016, we launched our 
new global campaign, which 
will play an important role in 
encouraging interstate, intrastate 
and international visitors to South 
Australia in the year ahead. The 
campaign features the well-known 
Hilltop Hoods song ‘Higher’, and 
plays on our state’s strengths. With 
17 variants, each advertisement 
focuses on a particular region to 
showcase Adelaide and South 
Australia while providing a real 
local flavour, including culinary 
personalities and clothing from 
South Australian fashion labels.

Further boosting visitation to South 
Australia in 2016 and beyond is the 
China Southern Airlines direct flights 
to Adelaide from Guangzhou. Three 
direct flights from mainland China 
to Adelaide per week began in 
December 2016. This is expected 
to create more than 135 local jobs, 
not to mention the flow-on benefits 
for our hotels, restaurants and 
tourism operators across the state.

2016 also saw the commencement 
of daily direct flights from Doha to 
Adelaide with Qatar Airways. This 
deal is estimated to generate an 
extra $41 million for South Australia’s 
visitor economy and create 228 
jobs across the state.

South Australia’s reputation as ‘the 
best event state’ continues, with 
the state having won this category 
at the Australian Event Awards two 
years in a row (2015 and 2016). We 
have an action-packed calendar 

of events in 2017. Favourites such 
as the Santos Tour Down Under 
(Winner, Best Sporting Event, 2016 
Australian Event Awards), Adelaide 
Fringe Festival and the Clipsal 500 
Adelaide will all be back, while a 
wide range of regional events and 
festivals will provide visitors with 
even more opportunities to discover 
South Australia. 

We look forward to continuing to 
grow our state’s visitor economy 
in 2017; we are well on our way 
to achieving $8 billion in tourism 
expenditure and 10,000 additional 
jobs by 2020. 

South Australian Tourism 
Commission

Rodney Harrex

Rodney Harrex, Chief Executive, South Australian Tourism Commission

 Adventures
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Savenio – Adelaide
Shop 20, 115 Jetty Road (Cnr Rose St),

Glenelg SA 5045
Tel: 08 8312 4570

Email: adelaide@savenio.com.au
www.savenio.com.au

Signature travel experiences
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Western Australia

2016 saw tourism 
cemented as a recognised 
and important contributor 
to Western Australia’s 
economy, both now and 
for the future.

It also saw continuing, 
unprecedented public and 
private investment in key tourism 
infrastructure around the state. 
Right now, there’s a buzz of 
excitement around Perth, with the 
city undergoing one of the biggest 
transformations in its history, making 
Perth a great place to visit. 

Small bars and restaurants have 
popped up across the city. The 
Swan River has opened up through 
the development of Elizabeth 
Quay, which, once complete, will 
offer a range of dining experiences, 
accommodation options and 
entertainment. In fact, by 2018, 
Perth will have more than 2000 new 
hotel rooms as well as a new 60,000-
seat stadium.    

But it’s not just the city that is 
changing. Popular tourist spots 

in the wider Perth region are also 
being transformed. Fremantle 
has more than $1 billion of 
redevelopment in the planning 
pipeline, including a new town 
centre and hotels. Scarborough 
Beach will become one of 
Australia’s best beachfronts, with 
almost $60 million for a beachside 
swimming pool, cafés, restaurants, 
kiosks and public art. Rottnest Island 
has also seen upgrades to the 
golf course, walkways and other 
amenities. The island’s face lift will 
soon include a luxury refurbishment 
of Hotel Rottnest, as well as an 
upmarket ‘glamping’ experience.

Despite the major transformation, 
Perth has maintained its laid-back 
atmosphere and outdoor lifestyle. 
Visitors can dine on local produce 
at a newly opened restaurant or 
bar, picnic in one of the world’s 
largest inner-city parks, explore a 
world-class wine region, get up 
close to some wildlife or watch the 
sun set over the ocean – all within 
30 minutes of the CBD. 

What we will do now is activate all 
of this infrastructure so that Perth 

shakes its reputation of being 
costly and inaccessible. We will let 
everyone know that Perth is open 
for visitors.

Tourism WA is doing a lot of work 
to make that happen. In 2016, 
we launched a new marketing 
campaign, Just Another Day in 
WA, aimed at driving greater 

Tourism Western Australia

Gwyn Dolphin

Gwyn Dolphin, Chief Executive, Tourism Western Australia
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AccommodationWestern Australia

The Perth Mint
Visit The Perth Mint for a glittering interactive 
journey into gold. See the world’s largest gold 
coin, weighing one tonne of pure gold and 
valued at more than $50 million. Watch molten 
gold being poured to form a gleaming solid gold 
bar. Shop for precious treasures including Argyle 
Pink Diamonds and Kailis Australian Pearls.

310 Hay Street, East Perth WA 6004
Tel: 1300 366 520
Web: perthmint.com.au/visit

501273A_The Perth Mint I 2211.indd   1 24/10/2016   11:15 AM

volumes of visitation. We are also 
promoting the message far and 
wide, through forums such as the 
Australian Tourism Exchange and 
international trade missions, as well 
as through cooperative marketing 
campaigns and events in key 
markets with partners such as 
Crown and Hyatt, and through PR 
and marketing activity.

All of this activity, while focused on 
Perth, will also benefit our regions, 
with Perth acting as the gateway to 
iconic locations, such as Margaret 

River, Broome and the Ningaloo Reef.

Tourism WA is also focused on 
driving demand through events 
such as the Socceroos’ World Cup 
qualifying matches, Margaret 
River Gourmet Escape, Hopman 
Cup and the announcement 
of the first ever State of Origin 
match to be played outside of the 
eastern states.

Finally, we are also working to 
make it easier for people to get to 
and around Western Australia, with 

projects around aviation, cruise 
shipping, attractions and amenities.

Thank you to all the agents who 
already know Western Australia 
well and sell our extraordinary 
experiences. For those who don’t, 
and for those who haven’t seen us 
for a while, I invite you to come and 
take a look. 
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Tasmania

Despite a few growing 
pains, Tassie is setting new 
visitor records. 

Tassie’s visitor economy is growing 
stronger every year, and our 
surveys continue to give us great 
confidence about the future.

Once again, 2015–16 was another 
fantastic year for Tasmania, thanks 
in part to the wonderful support 
we receive from our retail travel 
partners in selling our island state.  

In February 2016, our local tourism 
operators backed up their record 
10 gold Australian Tourism Awards a 
year earlier with another incredible 
haul of seven gold awards, and a 
swag of silver and bronze awards 
to go with them. It proves that the 
previous year’s result was no fluke, 
and that Tassie genuinely has some 
of the best tourism experiences and 
products in the country. And our 
visitor figures seem to confirm it.

Last financial year, we saw 1.17 
million interstate and overseas 
visitors arrive on our shores, and 
during the year we also achieved a 
number of other historic milestones 
for Tassie. These include attracting 
one million interstate visitors in a 
single year, passing 10 million visitor 
nights annually in Tasmania, and 
exceeding $2 billion in annual visitor 
spending, all for the first time in our 
tourism history.

Of course, this would not have been 
possible without our major airlines 
increasing their capacity to our state 
in response to the growing demand, 
and the increased Spirit of Tasmania 
ferry sailings following their $31.5 
million refurbishment in 2015. 

But in creating the opportunity for 
so many more people to come 
and experience our island state, 
we also experienced some growing 
pains. Some of you might have 

experienced this while trying to 
find rooms for your customers 
during peak periods at some of our 
popular visitor destinations.

We are confident, however, that 
these growing pains will be short-
lived, with around $509 million worth 
of new tourism investment currently 
in the pipeline in Tassie. This includes 
around $112 million of investment in 
new hotels and another $700 million 
of investment in mixed-use projects 
that included visitor accommodation 
as part of the project.  

There is also around $340 million in 
the pipeline for new or improved 
tourism experiences and other 
tourism infrastructure to make sure 
that we can not only attract more 
visitors, but that we can also make 
sure that they continue to have 
a memorable Tasmanian travel 
experience while they’re here.
For example, we have new world-
class mountain bike trails, one of 
which will be hosting a round of 
the MTB Enduro World Series for the 
first time ever in Australia, and we 
have three golf courses that rank as 
Australia’s top three public access 
courses, and in the world’s top 50.

Tasmania’s newest coastal 
bushwalking experience, the Three 
Capes Track – which officially 
opened at the end of 2015 – has 
already surpassed expectations 
and sales as one of the nation’s 
finest multi-day coastal walks.

Our food scene has also been 
exploding, with more eateries, 
distilleries, microbreweries and 
cider houses opening than your 
clients could possibly experience in 
one visit… although it’s so good, I 
reckon they’d give it a good shot! 

Our airports are also investing tens 
of millions of dollars to make sure 
that our visitors have a great Tassie 
arrival and departure experience. 
After all, with almost 70 per cent of 

our visitors being repeat visitors, we 
want to make sure that our guests 
leave with a lasting impression that 
encourages them to come back 
again and again. 

So, as you can see, there is a lot 
going on to make Tassie an even 
better and more sellable travel 
destination. I imagine that you 
would want to be a part of all this.

If that is the case, make sure that 
you go to tassietrade.com.au, sign 
up for our Tassie Specialist Program, 
and participate in the opportunities 
that this program offers to discover 
why Tasmania seems to be so 
popular right now.    

They say ‘success breeds success’, 
and I’m confident that Tasmania 
will continue to build its reputation 
as Australia’s premium travel 
destination for amazing cultural, 
artisanal and personal ‘behind the 
scenery’ travel experiences. 

We want to see Tasmania’s visitor 
economy grow every year, and 
we’re certainly heading in the right 
direction, thanks to your support. 
We look forward to working more 
closely with all our travel partners in 
the months and years ahead as we 
seek to maintain the momentum and 
break even more visitor records. 

Tourism Tasmania

John Fitzgerald

John Fitzgerald, Chief Executive Officer, Tourism Tasmania
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Air France 
Level 17 
115 Pitt Street 
SYDNEY NSW 2000 
02 8222 5050

Air New Zealand Ltd 
Level 12 
7 Macquarie Place 
SYDNEY NSW 2000 
02 8235 9937

Air Pacific Ltd 
Level 5 
280 Pitt Street 
SYDNEY NSW 2000 
02 9284 6651

Airplus International 
Level 3 
189 Kent Street 
SYDNEY NSW 2000 
02 8324 5670

Amadeus Australia 
Level 12 
300 Elizabeth Street 
SYDNEY SOUTH NSW 2010 
02 9903 3922

Aussietravelcover 
10/9 Bungan Street 
MONA VALE NSW 2103 
02 9979 8888

Aviation Online Pty Ltd 
Level 1  
Clarence Street 
SYDNEY NSW 2000 
02 9250 9400

Avis Australia 
Sydney Airport Centre 
Level 2 
15 Bourke Road 
MASCOT NSW 2020 
02 9353 9065 

betterhotel.com 
Level 9 
New Acton, Nishi 
2 Phillip Law Street 
CANBERRA ACT 2600 
1300 247 666 

British Airways Sydney 
Tennance 2, Level 4 
309 George Street 
SYDNEY NSW 2000 
02 9691 5214

Captain Cook Cruises Pty. Ltd. 
No. 6 Jetty Circular Quay 
SYDNEY NSW 2000 
02 9206 1171 

Carnival Australia PLC 
15 Mount Street 
NORTH SYDNEY NSW 2060 
02 8424 8929

CLS Capital Link Services Pty. Ltd. 
Deakin Professional Centre 
Suite 2, 46 Geils Court 
DEAKIN ACT 2600 
02 6282 7155

Cover-More Insurance Service Pty Ltd 
Level 2 
60 Miller Street 
NORTH SYDNEY NSW 2060 
02 9202 8000

Cruise Lines International Association 
Australasia 
Suite 1, Level 9 
132 Arthur Street 
NORTH SYDNEY NSW 2060 
02 9964 9600

Egyptian Consulate Tourism Office 
1 Darwin Avenue 
YARRALUMLA ACT 2600 
02 6273 4437 

Explore Media 
11B Third Avenue 
EPPING NSW 2121 
0419 120 585 

Garuda Indonesia 
Level 6 
55 Hunter Street 
SYDNEY NSW 2000 
02 9334 9902 

Going Expert 
31/1-5 Mount William Street 
GORDON NSW 2072 
02 8310 4065 

Government Of India Tourist Office 
Level 5 
135 King Street 
SYDNEY NSW 2000 
02 9221 9555 

Gow Gates Insurance Brokers Pty Ltd 
Level 8 
491 Kent Street 
SYDNEY NSW 2000 
02 8267 9999 

Great Canadian Railtour Company Ltd 
Unit 4, Level 1  
4-6 The Kingsway 
CRONULLA NSW 2230 
02 9526 1967 

Groupon Australia 
Level 17 
9 Hunter Street 
SYDNEY NSW 2000 
0466 792 682 

Hertz Australia 
Level 1, Hertz State Office 
Ross Smith Avenue (Control Tower End) 
MASCOT NSW 2020 
02 8337 7560 

Hong Kong Tourism Board 
Level 4, Hong Kong House 
80 Druitt Street 
SYDNEY NSW 2000 
02 9283 3083 

Interhome Pty Ltd 
Suite 5, Building 7 
49 Frenchs Forest Road 
FRENCHS FOREST NSW 2086 
02 9453 2744

Jito 
1/20 Stuart Street 
COLLAROY NSW 2097 
02 8090 3126 

KLM Royal Dutch Airlines 
Level 17 
115 Pitt Street 
SYDNEY NSW 2000 
02 8222 5020

Los Angeles Tourism & Convention Board 
and Los Angeles World Airport 
Level 13 
2 Park Street 
SYDNEY NSW 2000 
02 9004 7703 

Marriott International Inc. 
Level 6 
30 Pitt Street 
SYDNEY NSW 2000 
02 9251 5538

NCL Australia Pty. Ltd. 
Level 7 
99 Elizabeth Street 
SYDNEY NSW 2000 
02 9224 6085 

Online Booking Group Pty. Ltd. 
Suite 20 
40 O’Riordan Street 
ALEXANDRIA NSW 2015 
02 9037 0397 

Sabre Pacific Pty. Ltd. 
Level 13 
68 York Street 
SYDNEY NSW 2000 
02 8204 2561 

Singapore Airlines Limited 
Level 9 
233 Castlereagh Street 
SYDNEY NSW 2000 
02 9350 0100 

Sri Lanka Tourism 
C/o Consulate General of Sri Lanka 
Level 11 
48 Hunter Street 
SYDNEY NSW 2000 
02 9221 1667 

TAFE Queensland Gold Coast 
Faculty of Tourism Hospitality 
Cnr Heeb Street & Benowa Road 
ASHMORE QLD 4215 
07 5581 8480 

Tourism Malaysia Sydney 
Suite 601, Level 6 
151 Castlereagh Street 
SYDNEY NSW 2000 
02 9286  3055 

Tours of Tuscany 
21 Christine Avenue 
ELTHAM VIC 3095 
0400 191 511 

Travel Express 
Level 1 
127 Bayswater Road 
RUSHCUTTERS BAY NSW 2011 
02 9332  2424 

Travel Insurance on the Net 
3 Barrier Street 
FYSHWICK ACT 2609 
02 6280 5505 

Travel Trade Recruitment 
Level 6 
115 Pitt Street 
SYDNEY NSW 2000 
02 9113 7272 

Travelport 
Level 28 
680 George Street 
SYDNEY NSW 2000 
02 9391 4000 

Vina Visas 
285 Marrickville Road 
MARRICKVILLE NSW 2204 
02 9564 1191



CAN CONSUMERS FIND YOU IN THE
 SEARCH DIRECTORY?

For more information or to become ATAS accredited, please contact us at: 
Level 3, 309 Pitt Street, Sydney NSW 2000
T 02 9287 9900 W www.afta.com.au or www.atas.com.au
ABN 72 001 444 275

DID YOU KNOW? 
As an ATAS participant you can create and manage your company profile.

Simply login to the Participant Zone on the AFTA website to create or manage 
your company listing.

Go to afta.com.au to create your profile today!

2500
CONSUMER DIRECTORY 
SEARCHES EVERY MONTH
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*Onboard Bar available on Emirates A380 fl ights from Sydney, Melbourne, Brisbane and Perth. For more information visit emirates.com/au, call 1300 303 777, or contact your local travel agent. 

EMIRATES FIRST AND BUSINESS

HAPPY HOUR
at 40,000 ft

It’s always

Hello Tomorrow

Anytime is a good time to enjoy a relaxing drink or two in our spacious onboard bar*, 
serving cocktails, canapés, spirits and exclusive wines. You never know who you’ll meet.

500693A_Emirates I 2274


