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Tourism Council WA

Tourism Council WA is the peak body representing tourism businesses, industries and regions in Western Australia. The
Council promotes the value of tourism, facilitates sustainable tourism development and advocates industry policy on behalf
of members.

Our Membership

Tourism Council WA directly represents over 1,000 private and public sector members across tourism, including aviation,
accommodation, venues, hospitality, tours, attractions and events. The Council is also the peak body for Western Australian
regional and industry tourism associations.

Our united business, regional and industry membership endows Tourism Council WA with the collective voice of 3,000
businesses employing over 75,000 people across Western Australia.

Industry Representation

As the voice of industry, Tourism Council WA proudly represents members and promotes the value of tourism to the state
economy, environment and the social fabric of local communities.

Tourism Council WA develops evidence-based industry policy on: business regulation; marketing and events; parks and
environment; planning and infrastructure; aviation and transport; and workforce development. The Council advocates our
policy agenda to government and maintains an active public profile and media presence to communicate critical industry
issues.

Industry Development and Accreditation

Our industry development programs assist members to enhance their sustainability and profitability. Tourism Council WA
facilitates business and workforce development through training, workshops, site visits, online facilities and our professional
team of state-based industry advisors.

The Australian Tourism Accreditation Program is a national business development program based on Quality Assurance
principals. Accreditation is a vital industry asset designed to continually improve standards, market quality product and
enhance the reputation of tourism destinations. Tourism Council WA delivers accreditation to over 900 tourism businesses
across the state.

WA Tourism Awards

The Western Australian Tourism Awards are the most prestigious in the industry, attracting fierce competition, widespread
media coverage and strong consumer recognition. Each year 900 guests gather in Perth to celebrate the industrys’
achievements at the Awards Gala night.

Annual Conference and Leaders Roundtable

Our “You’re the Voice” conference is the premier annual gathering of the state’s tourism industry attended by more than 400
national, state and local tourism business and government leaders.

Throughout the year Tourism Council WA also hosts industry networking events, including our Parliament House Function

and Leaders Roundtable forums for members to discuss issues with Ministers and key decision makers.

For more information please contact:
Tourism Council WA

PO Box 91

Burswood WA 6100

Ph: (08) 9416 0700

Fax: (08) 94720111
tcwa@tourismcouncilwa.com.au
www.tourismcouncilwa.com.au

Images courtesy Tourism WA
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Executive Summary

China is acritical growth market for the Western Australian tourism industry. While our
traditional source markets in Europe are maturing, China is a potential source of long term
tourism growth. Working together the industry is confident Chinese tourism can ragpicdily

from 18,000 to 100,000 visitors per annum.

Western Australia has a limited window of opportunity to forge our own brand with Chinese
GAAAG2NRA® hdzNJ SFNI e QGAaAil2NBR gAff akKlFLS / KAySa
2T Y2 dzii K Qmebig/ Rden@e2tii@ xquiality of tourism services we deliver to our Chinese

guests over the next few years will determine our long term reputation in China as a visitor
destination.

As an emerging market, Chinese tourism also brings new challenges for tigrtandustry.
We must develop quality experiences that meet the language, cultural and tourism
expectations of our Chinese visitors.

Success depends on a partnership between the tourism industry, the State Government and
the broader community. We mustork together to not only promote our state to Chinese
visitors but to deliver an extraordinary experience when they arrive.

The Chinese Tourism Industry Action Pisra firm conmitment by Tourism Council Wand

tourism businesses to take early actiamd develop quality experiences for our Chinese

visitors. While the tourism industry must take the lead, we are also calling on government and
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destination.
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1. The Chinese Visitor Market to Australia

1.1 Who is the Chinese visitor?
According to the United Nations World Tourism Organisation (UNWTQO), 66 million Chinese
citizens travelled abroad in 2011, 15 per cent more than in 2010.

Much of this outbound growth can be attributed to strong economic perfamge, growing
income levés, a rising middle class, increased aviation capacity and liberalisation of outbound
travel policies by the Chinese Government.

This growing affluence is clearly demonstrated through the increasing expenditure of Chinese
travellers. The UNWTO noted oné the most significant changes to the top ten ranking by
international tourism spenders in 201@as Chinamoving up into third position of highest
tourism spenders (US$ 55 billion) amekrtaking the United Kingdom (US$ 49 billion).

G/ KAyl KlFa aK2éy o6& TFFEN GKS FlraasSad INRPsIK oA
tourism in the last decade, multiplying expenditure four times since 2000. Ranking as

the seventh biggest source market in 2005, it has since overtaken, respectalgly, It
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According to thdTB World Travel Trends Report 2011th2 travel habits of the Chinese are
undergoing significant chande t2&®X &8 Q& ol YyRX [062@S Iff3X (2Y2NNER
young, affluent, weltlressed and hiech, and they want individual experiences combined with
ChinessNB | R& & Bhed8 /afubrit £hinese travellers are also, on average, 20 years
younger compared to their US and Europe counterparts. The new Chinese traveller can be
charactersed by:
| Increasingly seeking individual travel opportunities;
1 Young, highly educated, middle and upper class;
| Big shoppers, especially of wkiiown western brands;
1 Language and culture remain very important for themnderstanding of these
aspects demostrates respect;
| Use online media extensively for travel planning and information purposes, yet still
rely on the convenience of travel agents to arrange flights, hotels, and visas;
1 Heavy users of social media platforms ptravel to share experiencessocial media
is the most influential medium in modern China and is generally more trusted than
government controlled media;
1 Moving towards an experiencdashased choice moddtom a pricebased choice
model
1 Demand high quality services; and
| Chinese languaggervices and information are seen as essential.

Tourism Australia has identified their target marketca$ ¥ ¥t dzSy & / KAy SasS 02 dzLJ S
independent travel mindset and want to explore and experience local culture. This group

delivers high volume and LISY R | yR | NB 3S23aN}LIKAOFftft& 02y O0OSy
OdZNNBy i LINA2NRGe OAGAS&E

1.2 The Approved Destination Status (ADS) Scheme

In 1995 the Chinese Government introduced #hgproved Destination Status (ADS) Scheme
The ADS is a bilateral tourism arrangement between the Chinese Government and a foreign
destination, whereby Chinese tourists are permitted to undertake leisure travel in groups to
that destination.

! Tourism Australia2020 China Strategic Plan Summary



Australia and New Zealand were the first westernrgoes to be granted ADS in 1999. Initially,
only residents of Beijing, Shanghai and Guangdong were allowed to travel to Australia under
the ADS scheme however in July 2004, six new regions were added to cover approximately 432
million people Currently Astralia is one of over 100 countries with ADS status.

The ADS permits the Australian Government to promote Australia as a leisure travel
destination in China. Approved travel agents in China are trained by Tourism Australia as
'Aussie Specialists' andoedve training and approval from the Department of Immigration and
Citizenship and the China National Tourism Administration. The ADS also approves Australian
Inbound Tour Operators who provide inbound tours to Austrdliae scheme is managed by

the Depatment of Resources, Energy and Tourism (RET) in conjunction with the Department
of Immigration and Citizenship and Tourism Australia.

The ADS scheme is an important part of this inbound
tourism growth and Bs seen Australighost over

610000 Chinese tourists undertaking leisure travel in
over 44,000 groups since inception. While ADS
provides a highly effective visa for leisure visitors, it is
not the only type of travel available. Chinese visitors
can travel on nor! 5 { far AreeQiddependent

Visitors by Visa Type 2010

Individual

Tourist
41% travel, business and government delegations, study

groups etc. However this travel must still be booked
through an approved outbound agent.

Source: Tourism Australia
There has been a shift away from group ADS travel, in@% 7804 people aived on ADS
visas compared with 8882 in 200809 and 9403 in 200¢€08. Inan increasingly competitive
environment, it is important for Australia to look beyond the scheme to new emerging
segments to remain competitive

In April 2011, the Chinese aAdistralian governments reaffirmed their commitment by signing

a broader Memorandum of Understanding (MoU) to strengthen tourism cooperation. This

MoU will build on the existing ADS scheme to further promote cooperation in emerging travel
segments such aadividual, education and company paid incentive travel and result in a more

streamlined visa process for Chinese travellers, making it more attractive for them to holiday in
Australia.

The MoU also acknowledges other areas of cooperation including, iydssipplyside
development and supporting the safety of Chinese tourists in Australia. The evolution of the
ADS and the recent MoU supports increasing independent travel from China to Australia.

1.3 Chinese Visitors to Australia

China is now Australia’8 largest (behind NZ and the UK) and fas@gstwing inbound
market, with visitor arrivals from China expected to reach 958,000 in*2@20at the end of
December 201

T Chinese visitors to Australia had grown an estimated 18.8 per cent to 512, 600 from
431, 400 on the previous year; and

i [ KAYI gl a 1 dzZaGNI fAFQa KAIKSAD @BASERAY3 YI
expenditure of 17.7 per cent on 2010 to $2,676 million.

2 Department of Immigration and Citizenshigact Sheet 58 China: Approve®estination Status
3 Tourism Forecasting Committeeorecast 2011 Issue Pourism Research Australia, Canberra
*Tourism Research Australlaternational Visitor Surveypecember 2011



While growth has been experienced across all market segments, Austral@ng iiacreasing
competition from other destinations, all of which will be trying to capture this emerging
market.

In 2010 Australia ranked £4amongst all outbound destinations for Chinese travellers (top 5
being Hong Kong, Macau, Korea, Singapore apdn) with a slight drop in market share
experienced (from 1.1 per cent in 2000 to 0.8 per cent in 2010). However, when looking at
gKIFG Aa NBEFHEANRBR2U® OAF #8Hz8 (NI St 2dziaARS
10" reflecting an increse in market share from 2.6 per cent in 2000 tpe8 cent in 2018

While much of this growth can be contributed to factors mentioned previously (a growing
Chinese economy and rising income levels in China), another significant contributor to the
growth has been the increase in air capacity, with a number of airlines increasing frequency
and introducing new routes to Australia.

Case Study: China Southern Airlines
| KAYl {2dziKSNYy ! ANIAySa Aa | [/ KAYySaS Rz2
sixth-largest airline and Asia's largest airline in terms of passengers carried.

| KAYI { 2dz0 KSNY | ANI Ay Sa-Jah2®1R) that tie carren/ HRIB\&:
Australia is on the "cusp of a growth boom" which will see more than one million Ch
visiting Australia by 2020. Mr Tan believes the boom had the potential to genéiSD4
billion in direct benefits and USD15 billion in indirect benefits for the Australian econo

iKS SyR 2F GKS RSOl RS® IS 06StAS@Sa ali
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China Southern will carry an estimated 1.2 million passengers between Australia and
around half of them Chinese travets coming to Australia for pleasure or business."

Source: CAPA Centre for Aviation, China Southern Airlines: Australia is on 'cusp of a gro
boom, <http://www.centreforaviation.com/> visited 2Banr12

1.4 Distribution of Chinese Visitors acro8sistralia

At year end September 20PINSW received 42er cent of all Chinese visitor nights,
significantly more than the next most visited State being Victoria (29 per cent), followed by
Queensland (14 per cent), South Australia (5.4 per cent) and \estern Australia (3.8 per
cent).

When looking at visitor dispersal, there is a clear preference for major cities. The top 6
regional areas outside of capital cities, by visitor nights, were the Gold Coast (QLD), followed
by the South Coast (NSW), Hun{®&SW), Tropical North Queensland, New England North
West (NSW) and Northern Rivers (NSW)

® Tourism AustraliaChina Market Profile
® Tourism Research Australlaternational Visitor Surveyseptember 2011
"Tourism Research Australlaternational Visitor Survey006-2010
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2. The Chinese Visitor Market to Western Australia

2.1 Chinese Visitors to Western Australia

At year end September 201Chinese visitors to WA hacreased by 55.8er cent to 18,700,

GAGK | O2NNBAaALRYRAY3I 3ANRGGK Ay SELISYRAGIINE 27
fastest growing inbound market in terms of visitor numtBers

Chinese visitors spent 991,000 nights in WA for the same pex@mhunting for 5 per cent of

total international visitor nights in WA, behind the UK, New Zealand, Malaysia , Singapore , and

the USA. However this only accounts for a 3.8 per cent market share of visitor nights to
Australia, up by 0.9 per centon theguious yeai® ¢ KA a YI 18a / KAyl 2S8&0G§SNy

1 10" largest inbound market by visitor numbers;
8" largest by visitor nights; and
1 7" largest by visitor expenditure.

2.2 Market Segments

Holiday and businesses travel account for the

Purpose of Visit .
P greatestshare of visitorsandalso showed

40% 34% 34% the most significant growth, with
4% holiday/leisure travel showing an increase of
20% 1% 110 per cen;[, followed by business travel with
% 83 percent™.
0% Source: Quarterly Visitor Snapshot, Year Ending
September 2011, Tourism Wes Australia,
E Holiday mVFR i Business December 2011

m Educationm Other

2.3 Regional Dispersal in Western Australia

Visitor dispersal is currently minimal outside of Perth and it would be reasonable to assume
that, in the in early stages of growth, the focus will continue to be on Restihe gateway and

a demonstrated preference for capital cities.

Travel over long distances is generally not Visitor Dispersal
favoured, unless it involves travel to a
significant attraction. mACC 3%
mAGO 3%
There will obviously be potential for this = ANW %
dispersal to grow, on the back afdreasing O
visitor numbers and development of mASW 99%
appropriate tour product, as both the market ®EP

and destination mature. 0% 56% 1olo%

ACQ! dzZa GNF t Al Q& / 2NXf /21 &d . .
& ~ Source: Quarterly Visitor Snapshot, Year Ending

AGOg! dza (NI £ Al Q& 32t RSY hA dzii ¢ September 2011, Tourism Western Australia, December
ANWc! dza G NJ £ Al Qa b2NIK 2Sad 2011

ASWc! dza G NJ £ A Qa {2dziK 2S8ai
EP¢ Experience Perth

8 Tourism Research Australlaternational Visitor Surveyseptember 2011
® Tourism Research Australlaternational Visitor Surveyseptember 2011
Y Tourism Western AustraliQuartetty Visitor Snapshotear Ending September 2Q0Tlecember 2011
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The Western Australian Government has recognised the importance of the gr@hingse
market and in 2011 committed $5.2 million for China Market Development. This led to a
marketing partnership with China Southern Airlines to fly direct from China to Perth, with
flights commencing in November 2011. The partnership could esserdiliigle the current
number of Chinese travellers to WA, with Tourism WA having set a target of 100,000 Chinese
visitors per year by 2020.

While there is significant investment in attracting demand from the Chinese inbound market,
there is also work to beone on the supply side to ensure Western Australia is able to deliver
relevant, high quality tourism products and experiences that will meet the needs and
expectations of this market.

Keeping in mind that the Chinese market differs significantly t@okey traditional markets
such as the UK, Singapore and New Zealand, there is a marked gap in market knowledge for
the broader industry that has little experience dealing with the Chinese travel market.

With the commencement of China Southern thrice Wigedirect flights to Perth in November
2011, a clear plan of action is vital for Western Australia to achieve optimal growth and
establish itself as a competitive destination. There is much that must be done across industry
in product and infrastructure elvelopment, private and public, to cater to this important
market.

3.1 Industry Leaders Forum

In August 2011, Tourism Council Wiésted an
Industry Leadersdfum bringing together
representatives from all sectors of tourism and §
related industries inclding;

| Accommodation, Venues, Hospitality
and Retail;

1 Education, Training and Workforce
Development;

1 Attractions, Tours and Experiences;

1 Pak, Precinct and Place Manageasd

i Destination Promotion.

The premise of the forunwas 2 SElF YAYS 45880 KEGAKKYSaSE BNBN
perspective while mapping a way forward for the State as a whBkticipants considered a

range of scenarios and itineraries from the perspective of a Chinese visitor. The industry

leaders forumidentified the following key priorities for making Western Australia a China

Ready destination:

T Practical visitor information, orientation, transport and safety needs;

| Language and cultural needs;

T Catering to the expectations and interests of the Chingsior; and

| Delivering a competitive experience that will achieve repeat visitation.

9FrOK 2F (UKS AYyRdzadidNER fSIFRSNE YIRS WL SRISAQ (2
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3.2 China Ready Industry Workshops

Tourism Council WAsupported by Tourism WA and Perth Airpdrgs alreadydelivered a

LINE ANY RAYFF &wSIFRe&é¢ G(GNI AYyAy3d gdedighed o 2duiptihe WAK S 6 2 NJ
tourism industry with basic exposure to the China market from both a marketing and product

delivery perspective, to tourism operators throughalrA.

Five full day workshops were delivered in 2011 to some 140 attendees and 80 businesses. Each
G2N] AaK2L) Ay Of dzR SR Nj Siia yvAy WikeE NIKGQAIWA W Khiey S&aS  + A
topics covered include;

China market intelligence;

Understamling the Chinese consumer/traveller;
Travel preferences and booking patterns;
Regional and socieconomic differences;

The Approved Destination Status (ADS) Scheme;
Inbound tour operators and tourism distribution networks;
Language/culture and traditions;

Business etiquette;

Meeting, greeting and serving;

Service standards and taboos;

Food and eating; and

Basic greetings and phrases in mandarin.
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Each of theworkshop participantsy RS  WLJX SR3ISaQ G2 Faairad GKSANJI
AYRdAZAGNR EAyli2w3bRe Qo

3.3 Industry Pledges

Participants in the Industry Leaders Forum and China Ready workshops were invited to
O2 YLX S i S ¢ stidghsSHatiey wbuld implement in their own business, in the short
GSNX¥Z oF &SR 2y ( KnerksNdpd. Beddey vieye FeQeived FronP58 busifeses.
Examples of pledges received included:

| Have all staff participate in cultural awareness training;

1 Invest in translated marketing materials, brochures, sighage etc.;

1 Translate business cards, welcomepaand compendiums;

| Ensure rooms have appropriate items such as slippers, toothbrush, kettle etc.; and

f 'LIRFEGS YSydzQa G2 AYO2NILRNIGS / KAySasS YSIHf sz

Input was also sought from participants with regards to priorities and actions necessary, for
both the private and public sector, to enable WA to move towards becoming a China Ready
destination. This input has been incorporated into @lgina Tourism Indidry Action Plan



