Friends of Tourism Dinner – September 15, 2009

A National Land Tourism Plan: A Bus Industry Perspective
Introduction [SLIDE 1]
Good evening guests. Let me begin by acknowledging that we meet here on Ngunnawal [NUN – A – WALL] territory.
Tonight, you are amongst friends and on behalf of the Bus Industry Confederation I would like to thank the office of the Hon Martin Ferguson MP, Member for Resources, Energy and Tourism for providing us with the opportunity to host this dinner and the assistance provided by his office in organising this event. 
This is a hallmark occasion for a sector of the Tourism industry which is often overshadowed by our more glamorous cousins in rail and aviation.
I would also like to thank the office of Catherine King MP for their assistance in organising this event and your involvement here tonight.
I note that amongst honoured parliamentary guests here tonight are representatives of the bus and coach sector in NSW and Victoria, the newly appointed Chair of the Australian Regional Tourism Network Jennifer Hutchison and President of the National Capital Attractions Association, Trish Kirkland.
[SLIDE 2]

The Bus Industry Confederation, or the BIC, is the peak body representing the interests of the bus and coach industry to the Federal Government. Our membership includes all State Associations who represent major urban bus operators, school bus operators, coach operators and bus manufacturers, and suppliers to the industry.
The BIC was established in Canberra more than 8 years ago to promote the development of a National Moving People strategy by the Federal Government which looks at the movement of passengers in urban, regional and remote environments.
Part of this strategy includes tourism, coach travel and public transport to look at how we can promote urban and regional tourism by promoting land based travel.  
The BIC is currently finalising a National Policy Statement for the coach and charter tourism sector of the industry which will outline the Committee and BIC’s position on a range of issues related to the sector including the need for a National Land Tourism Plan, which is part of my address tonight.
Tonight’s speech focuses on the challenges for Australian tourism and some solutions we would like to put forward to allow Governments and the industry to work together in developing the coach sector.

BUT FIRST OF ALL - Who is the industry?  Who are we? 
[SLIDE 3]
The Australian bus and coach industry employs more than 40,000 people and is worth more than $4 billion to the Australian economy. 

It includes a home grown bus manufacturing sector that produces more than 90 per cent of the buses currently in operation on our roads. The last 12 months show 1300 buses manufactured.

In the coach sector more than 5000 coaches are in operation nationally– this is a rolling stock value of more than $2 billion. 

But a coach is not just a coach. The industry operates in a very distinct manner which could be defined as:

· Express – operating between capital cities and towns servicing predominantly domestic travellers and is as much about tourism as connectivity – mail and freight services.

· Tour, which can be separated in to Day Tours and Extended Tours and involve school, domestic and international travellers. 
· Charter – Specific local charter services for a day or night, but can be extended charters for specific groups.
The tourism revenue generated by this sector is significant. [SLIDE 4]
According to figures from Tourism Research Australia the long distance coach or bus sector carried 285,000 international visitors in 2008; a transport mode share of 12 per cent of the total international visitor market. 

These average figures compare very well with aircraft travellers who spend less time in the country, and on average spend less money. In fact an international visitor travelling by coach is worth almost 20 per cent more to the economy than an international visitor travelling by plane; a good reason to see if we can increase the size of this market.
So there are definite economic advantages to land based travel in our regions. But how do we get some of the more than 1.5 million international visitors who travelled by plane to shift to coach or bus travel?

[SLIDE 5]

This question is not limited to overseas tourists. According to Tourism Research Australia figures, in 2008 more than 1.5 million Australian domestic travellers moved by bus orcoach, a contribution to the economy of our regions of more than $1 billion. 
Almost 2/3rds of these trips, mostly for the purpose of holiday or visiting friends and relatives, were taken intrastate – travel to destinations within the home state, again promoting growth in the economy of regions.
Part of this domestic travel also encompasses school coach tourism, which serves an educational purpose and exposes school children to a greater cross section of the Australian urban and regional landscape than they would encounter if they travelled by plane and generates economic activity. [SLIDE 6]
For example, according to figures from the University of Canberra Centre for Tourism Research, school tourism to the ACT attracted 159,000 kids in 2008, bringing almost $106 million to the local economy. Of these 159,000, 84 per cent arrived by coach or school bus. 
This tourism attracts funding from the Federal Government’s Parliament and Civics Education Rebate (PACER) program, which provides a subsidy for year 4-12 students to visit Parliament House, Old Parliament House and the War Memorial.
The rebate, which is paid directly to schools after they have met eligibility requirements for the funding, can be as little as $20 per student for a school within 150 to 500 kilometres of the Canberra GPO and as much as $260 per student for schools more than 4,000 kilometres from the Canberra GPO.
Whilst this activity benefits from a Federal Government subsidy to schools, it does highlight the value of school based charters for other Australian cultural centres like the Victorian Goldfields or Kakadu. We would suggest something similar to the PACER program be established for other significant educational and cultural icons.
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Charter and tour bus services connect communities to travellers through efficient, environmental travel. They also cater for groups of international tourists who want to travel together, but have the autonomy of choosing their destination. In 2008, Charter or tour bus services carried 226,000 international visitors; more than 2.5 million nights of tourism and a contribution of almost $2 billion to the Australian economy spread mostly between the NT, QLD and NSW.
Domestic charters for both interstate and intrastate travel present even larger numbers. Recent research from Monash University, of the Victorian bus industry alone, showed more than 371,000 charter trips in 2008/09, carrying on average 43 passengers for a total ridership of almost 16 million passengers.  The value of these trips to local economies is significant.

An example of domestic charter business is the ubiquitous footy charter and I have an example of one appropriately taken from the Adelaide Crows vs Collingwood game in Melbourne on the weekend. 
A charter out of Adelaide for this game took 82 passengers on two buses. The trip included Coach travel, 1 x night accommodation and breakfast, Coach transfers to and from the ground and a morning spent at Victoria Markets. Each passenger paid approximately $220.00 for the Charter berth.
Arrangements were made with roadhouses in Bordertown and Beauford for stops on the way there.

On the return journey, the first stop was Ballarat, a place Catherine would be familiar with, for a one hour meal stop. Further, short comfort stops were made in Horsham, and Bordertown.

As an estimate, the extra spending on these stops, for meals and shopping is about $200 per passenger. More than $16,000 generated for local economies by one Charter trip to the footy. 
[SLIDE 8]

Together the tour charter and express markets represent a contribution of more than $5 billion dollars to the economy, almost 16 million nights of tourism, servicing almost half a million international visitors, covering 21 per  cent of the international visitor market, and more than 1.5 million domestic travellers. 
And the economics don’t take into account the social and environmental benefits of tour and charter tourism. We encounter the same issue when measuring the value of urban commuter and school bus travel. What is the value of a bum on a seat in coach tourism? 

A coach tour, unlike an iconic destination hop by plane, can integrate with inland rail, ferries, private vehicle and non motorised travel to take the traveller through Australia and provide the unique and memorable experiences that keep them coming back time after time.
Land based tourism provides the opportunity to create integrated touring packages which incorporate different aspects of the Australian lifestyle, culture and people.

A recent survey by the Tourism and Transport Forum showed that while luxury travel and major events travel was down there has been an increase in confidence in the budget, backpacker and drive tourism markets. 
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Nearly 50 per cent of the half a million jobs in the tourism sector are regional and a strategy that  looks at how we promote regional tourism and get local and international travellers to move through, rather than over our regions is fundamental to protecting tourism related jobs in these areas.
In the six months to March 2009 more than 4000 tourism jobs were lost in regional Australia. In a competitive global market for the tourist dollar, where international tourists are taking increasingly short holidays due to time and financial constraints, Australia in all its remoteness from other Western OECD nations is competing with countries that have beaches and rainforests at half of the travel time and cost. 
We are also competing with these countries for Australian based tourists. Australian tourism, and in particular regional tourism, due to the uniquely Australian experiences on offer is, probably more than any other, an Australian made product. We would like to see tourism included in the Buy Australian campaign. 
This decline in tourist numbers and regional employment threatens to continue if we don’t have Governments and the industry acting rapidly to deal with the decline and to produce a picture of Australian tourism which moves beyond our iconic destinations and cities and starts looking at better identifying tour options to specific regions and marketing them with a focus on getting more international return trips and not just once in a lifetime tourism to Australia as is the norm. 
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So, the 4 standout issues for bus and coach operators are:

1. The lack of a strategic approach to land based tourism and the need for the development of a national land based tourism plan to encourage tourists to travel through Australia rather than fly over it and looks beyond self-drive options.
2. The marketing of tourism to local and international markets which the industry believes has missed the mark by being too focused on destination icons rather than the total Australian tourism experience.

3. The lack of focus on industry standards and quality which undermines professional operators and the tourism customer’s experience.
4. Better research with regard to land tourism opportunities.

We need a plan that 
1) Incorporates the vastness and variety of experiences to be found on our continent 
2) Offers the traveller a choice of integrated travel options based on the best information

3) Provides for the best service levels and best practice in the world. 
This is why we are calling for the development of a National Land Tourism Plan that draws on some of the ideas and themes in the 2006 National Road Tourism Strategy, which was targeted at the self-drive market, and gives them an integrated land transport perspective. 
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What do we want?  A National Land Tourism Plan
We see a 4 pillar National Land Tourism Plan broadly addressing the following areas:

· Transport and tourism infrastructure investment

· Marketing – a better coordinated national approach

· Accreditation with integrity and a recognised brand

· Research

So in closing, we have provided each of you with some ideas that could underpin the 4 pillars of a National Land Tourism Plan. 
AND ON THAT NOTE, THANK YOU SINCERELY FOR LENDING US YOUR EARS TONIGHT.  MANY THANKS 
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