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THE SADreality is that Tourids
Australia, and their stata
counterparts, have little commercia
relevance to the operators and
devalopers of tourism product

im Australia. (Chairman daferds
Tourism Australia, Travel Today,
Juna 30).

There is a distinct tandency
to shy away from measurahls,
commercial initiatives in fawour
ofbroad promotional activity.
The Tourism Cjuaensla nd “Bast
Job® promo is comzistent with this
approach. Obviously it has been a
great ganeral promotion, but the
only measurable result in terms of
extra wisitors is the fresbie for the
winning entrant.

You can’t bank awareness and
Wil ST can't harrow against it.
Tourism Australia neads to cause
mioTe iourist= to visit, so our product
can perform better and the viability
of new intermation ally competitive
devalopments is rastorec.
® David Catherall, directarn, best
mandgement grouy

succes sful [wmz:'lemhﬂw much
research has actually been domne

in the imernational markets as to
theundaratanding of the phrass.
The first couple of ads issued on
thiz didn't even mention the wiord
Australia and left many wondering
at the end of the ad who and what
it was for.

A superbly mada ad based solely
on two assumptions. The ficst that
everyoms in the world understands
the connotations of the word
“wyalkabout” and the second was
that they had sean the film with
Micols Kidman,

Baing based in France, Ican
advise that none of the French
pecpile [know had any idaa
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what "walkabout’ meant and
intarestingly enough neithar do
many English pacple unless they
have already baen to Australia,
thereby alienating a large
praportion of potantial markst.
It’s a classic case of assumption
Nuat the rest of the world
nderstands an Australian
loquialism. Perhaps ona of the
pst powerful campaigns ever was

An't reside there. It encompassad.

@ entire world im its ad and
ractad a huge following. Just look
it the power the wards have ta this
Hay. A very clever and effective
fiorm of marketing,

Perhaps Tourism Australia needs
o ensura for futurs campaigna
that it stops assuming that words
like “hloody” and "walkaboui” are
understood globally inthe same
weln that they are in Anstralia.
[tz a great country but ensure that
averyone gats tha same ‘great”
M ERSagEe.
® Framces Baasley, www
piptravelnews.co. zm

TOURISM AUSTRALIA doeen’t
get it at all. Success in touri=m
ia not measured by inbound
numbers alone. And besides,
inbound tourism has been proven
unraliable due to its sensitivity
to international adversities such
terrorist attacks, diseases, waak
currancy axchange, economic
downturns and fuel price upsurge.
Domestic touri=m was a huge
Eailure due to TA'= lack of vision
and imagination. Mo Leave Mo Lifa
[MLHL) will not take off unless
drastic measures and working
programs ars installed.

MLIML backad up by the stimulus
package was actually hijacked by
outbound agents and travellars due
to TA" poor planning.

Despite TA's access to
inforrmatiom and influsnee, it failad
to create programe that will make
domestic travel more affordable
to Australians. Recent surveys
show Australians will travel
domestically =o long a= itis cheap,
a widely known fact which TA
constantly ignore. Or its beyond
their malfunctioning brain cells
due to an owerdose of cocktail
functions.

Mo amount of multi-million
dollar advertisements can
persuade Austral ians to trawel
domestically unless it is
onmplamentad by programs
making domestic travel affordable.
So, what programs are neaded to
make domestic travel afford able?
Let's leave it up to TA so they can
prove thay are worth the wages
they are paid.
® Stin g Pilapd, Devers Hotal, Sydney

MANY YEAHRS ago you may recall
SIA saying they were going to
issus, In Singapore, their ticksts
showing the natt leval and t=lling
traval agents thay then had to tell
their clisnts the margim the agent
s adding tos the tokeats|

At the time in the travel press
in South East Asia [ pointed out
that this was crazy marketing and
unworkable,

Can you imagime going intoa
major retail outlet to buy a fridge or
TV and being told the price of the
itern and then being told the store
adds its maTgin of $X7 You would
think they were mad!

Icannot think of amy other
industry that sells retail to the
consumar at natt and then has a
retailer margin added tothe price.

Airlines hiave torealiza that



