GET SET FOR
TRAVEL IN 2022

Now is the time to advertise on TV
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Overview
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As travel opens up within
Australia and around the world,
the tourism industry has a
chance to capitalise on pent-up
demand and a return to the
healthy revenue levels enjoyed
before Covid.

s

\_

While the domestic market has
already embarked on the road to
recovery, there have been false

starts and the landscape looks very

different to the pre-Covid days.

Travel brands halved ad spend in
the year to June 20217

Travellers’ consideration of brands
spiked downward across the industry ™
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Lack of advertising is a top contributor to traveller indecision.
Effective investment in advertising will unlock future revenue as the
economy and domestic tourism spring back to life.

Potential travellers have \
never been more undecided
about where to go and

which brands to consider for
their next trip*2.

This represents an
unprecedented opportunity
for travel brands to emerge
from Covid with a market
share significantly better -

or worse - than before the
pandemic.

v

Source: *1 Nielsen Ad Intel Year ending June 2021 compared to Year ending March 2020. Represents standard display and video ads on observed display sites. E.g. No Facebook, no search, no classified style
*2 Roy Morgan Quarter Jul2] to Sep21 (n=16183) compared to Quarter Jan 20 to Mar20 (n=10852)
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Now Is the time to
re-engage customers.
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- History shows that a record
rebound iIs coming

Australia : Quarter GDP growth v previous quarter (%) Apr/Jun 2021 quarter GDP growth v Oct/Dec 2019 (%)
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Source : ABS : Australian National Accounts: National Income, Expenditure and Product



But, as with the rest of the world,
Australia’s $120b+ tourism industry
took a gap year

Spend Year to Juni9 Spend Year
(ie pre covid) to Jun2i

63b
DOMESTIC $122b 3
+ INTERNATIONAL
TOURIST $

$59BN

m ,Z
WORTH OF TOURISM @ .

SPEND WAS LOST IN THE
@ VISITORS TO $44.6b $1.3b
AUSTRALIA $*2

YEAR TO JUNE 2021™
EQUIVALENT LOST APRIL zZZ DOMESTIC $77b $61b

$88B
2020 TO SEPTEMBER 2021 OVERNIGHT STAYS $*3

SSSSSS ;
1 Compared to the year to June 2019 (Based on *2 and *3 below) thlnl(m
*3 Domestic overnight trips Tourism Australia NVS_Yr to Jun 2021 v Year to Jun 2019
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The recovery in domestic overnight trips is in-line with Deloitte’s "mild”
scenario forecast. 2019 levels look like being reached in 2022.

Source :

Deloitte Access Economics Tourism and hotel market outlook | Edition 1, 2021 March 2021. Domestic is “mild” scenario; International is “severe” scenario.
Bain, Air Travel Forecast: When Will Airlines Recover from Covid-197 November 2021.

Tourism Research Australia (TRA)

The domestic market is already
In recovery with international
to recover in 2024

International visitors (m)
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The recovery in international trips is in-line with Deloitte’s “severe” scenario
forecast. There will be spend to win, but this market remains challenged with
uncertainties around the world. Deloitte (Mar 21) and Bain (Nov 21) see this
segment returning to 2019 levels in 2024 or beyond.
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Travel Agents-Service/Tour
Packaged Holidays/Tours
Online Travel Agents

" Hotels/Motels/BnBs/Hostels

Source : Nielsen Ad Intel Year ending June 2021 compared to Year ending March 2020. Represents standard displ
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Brand consideration has significantly
declined as a result of reduced ad spend

For travel agents, tour operators, airlines and destinations: FEWER people have seen Change in brand advertising awareness
advertising and FEWER potential travellers are considering ANY brands and consideration versus pre-Covid

LESS consideration of ANY
named brand (non-business trip)
TripAdvisor
Booking
LESS consideration of ANY named airline
(domestic business trip) Jetstar Holidays Airbnb
TripAdvisor
Trivago
LESS know where their next short trip will be ]
Webjet
Flight Centre

LESS know where their next long trip will be

Percentage changes are respondents Jul 21 to Sep 21 v Jan 20 to Mar 20 (pre-Covid restrictions)
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Roy Morgan Quarter Jul 21 to Sep 21 (n=16540) compared to Quarter Jan 20 to Mar 20 (n=10852). In all instances, the above questions list a number of operators. The
answers displayed are people who say they have heard or seen advertising from none of them (or can't say) or they would not consider any of them (or can't say).



In advertising
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With pent-up demand, the ongoing recovery and
travellers who remain undecided about where to
go and who to travel with, there's never been a
better time to advertise.
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While tourism ad spend remains low, every $ a
brand invests Iin advertising now will gain
significantly greater share of voice than previously
achievable. And with larger share of voice comes
greater long-term brand growth and more
successful activation campaigns.
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Big brands need to return to healthy levels of
advertising to rebuild brand profile and
consideration ahead of the recovery.

h.

CSmaIIer brands have an opportunity to steal the marc
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Source: Binet & Field IPA Databank, 1998-2016 for-profit cases : See Effectiveness in Context — A manual for brand building 2018.

Share of voice (SoV)

Now is the time to re-invest
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Predominantly, growth brands are those with SoV > SoM (Binet and Field)

SOV above
equilibrium level: o
Market share tends
to rise :
S SOV below
: : equilibrium level:
- Market share tends
° . ° o to fall
0% 4% 8% 12% 16%

Share of market (SoM)
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Brand campaigns provide long-term gains
while activation campaigns deliver results
for up to 6 months

lllustration of long-term brand campaigns delivering
brand growth (Binet and Field)

: Recovery of
With stronger returns than any other category international $$

Recovery of

mMight expect, a travel brand’s investment in dormeeticiss

advertising can now strengthen the brand to... ngayc;s
ran

Meet pent-up demand with
activation campaigns

Sales uplift over base

Grow the brand to win more
domestic tourism revenues

Continue to grow the brand to win
INnternational tourism revenues

Activation uplifts 6 months Time Brand uplifts long-term

Meld 2013 : See Effectiveness in Context — A manual for brand building 2018.



Advertising will rebuild travel brands
and bring improved activation outcomes

For brands such as travel (non-perishable
products and services), Binet and Field

% Very large customer acquisition gains

recommend a high 75:25 mix in favour of

brand campaigns. This skew is especially

necessary given the current low
awareness of travel brands.

Travel - Non perishable

Travel - Perishable

FMCG

Fin Sevices

Overall

Mﬁeld IPA Databank, 1998-2016 for-profit cases : See Effectiveness in Context — A manual for brand building 2018.
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Brand Activation

Strong activation, weak brand Weak activation, strong brand Strong activation, strong brand

Binet & Field found that the strongest activation results were
for brands that also had strong brand campaigns.

For travel brands, where activation is often easier, campaigns
need to be supported with strong ongoing brand activity to
guard against commoditization.
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Brands grow when video
advertising Is used to reach all

potential travellers

Binet & Field demonstrate that the most important determinant of a

successful campaign is penetration or reaching new potential
customers. To re-establish and grow mental availability, travel brands

need to continuously reach all potential category buyers*

TV/BVOD weekly reach to all Australians (m)™

Average # of very large effects per campaign™
19.4
14.2
1.6 3.7
Linear TV only BVOD only Both Total TV including BVOD
- 2'8 B . TV/BVOD engages 75% of Australians every week and it's growing
1’5 - TV Is increasingly being consumed online, both live and on-demand

BVOD is Australia's fastest growing media with more than 5m people

V. Large Business Effects V. Large Brand Effects : :
Elieael e accessing it every week

Narrow Target
’chinkm

“] Business effects include short term sales growth, long term market share growth, new customer acquisition & brand profit growth. Brand effects include mental availability, distinctive brand assets & product knowledge.
, National, Total People, Sunday to Saturday 02:00-02:00 Week: 46 07/11/2021 - 13/11/2021

Televisionary Measurement ; Virtualoz.com.au ; Total Consolidated 7 : Total TV (All Broadcast Networks + Affiliates)



TV is the perfect lead platform
for travel marketing

Difference in channel usage between campaigns with high and lower effectiveness

a

19%
: : - 6% . - u u u

Highly effective 11 1 1
campaigns use 19%
more TV than B BRI 0% 0% 0%
campaigns with lower (LR -
effectiveness
The presence of TV
IN the mix makes other
campalgn channels | , - , , ,

. TV as Online TV + TV TV + Search  Social Radio Display Owned Cinema Direct PR OOH Print
more effeCt|Ve lead video  online social channel mail or

channel (non video eDM
social)
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Source: Does Campaign Complexity Help or Hinder Advertising Effectiveness. Rob Brittain, Robert Brittain Consulting, 2019. Commissioned by ThinkTV.



TV’s proven ability to drive search is ideally ‘
suited to travel’s online path-to-purchase

Brands that are exclusively online confidently invest in TV advertising

TV ne- : :
O T o e Spent on % of TV spend in total For online-only brands, Iin a 3-year

advertising on TV yeagéc;]gzune media mix? period, TV drove 39% more
branded search than the next

best broadcast media channel!
Google Australia Online (only) travel brands also invest in TV to

: drive both brand and site traffic
SPEND YEAR TO JUN19*2 (PRE COVID) SPEND YEAR TO JUN21*2
trlvago $15.6m & q"—bnb $6.5m

“ o
Compare The Market $9OmM Ajet $7.Im S'ta yz $4.7m
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1 https://thinktv.com.au/deep-dive/clickety-boom-why-digital-brands-love-tv-advertising/
*2 Nielsen Ad Intel Year ending June 2021. *3 Total Ad Ex represents standard display and video ads on observed display sites. E.g. No Facebook, no search, no classified style



@@ Travel brands are
v ...V under-invested In TV

‘_ » To deliver growth, the optimal spend on TV advertising I1s 38% for brands with an ad budget of
'.' $10m or more™
R
 In the year ending March 2020, travel and accommmodation brands spent $130m on TV. Given
individual brands' overall ad expenditure, the optimal mix would have been over $180m™

100% 3% 4%

0 0 o o o o YA

. 37% 29% 26% 24% 20% 18% 17% 14% 10%
5 9%
-O (o)

75% 0 16% 0 13%
5 59 14% 16% 0 15% —

(o)
0 i 42%
@ 63% 64% 62% 62% 56% 53% 48%
T 50%
)3 10%
S 38%
O 259
= 13%
) 13% - 15%
0 (o)
0% — 3%

250K 10]0] ¢ 750K M 2M 3M 4M SM 10M

TV Social Search Digital Video Digital Display Cinema
1 '‘Beyond ROI. Optimising the media mix for maximum business growth. ThinkTV, 2021.
For the travel category, optimised media mix based on AUD5M budget; Brand size set to 50m ; Switching behaviour = High, ;: % online sale = 50%-75% ; Category .
competitiveness = High ; Target audience = Mass market ; Profit margin = 5% ; Minimize risk = True ; Budget size is variable as displayed thlnk

*2 Nielsen Ad Intel Year ending March 2020. Total Ad Ex represents standard display and video ads on observed display sites. Eg No Facebook, no search, no classified style



With low consideration levels, advertising has a big and
Immediate role to play for travel brands

Re-establishing share of voice is the first step to re-
establishing brand consideration

Travel brands should typically spend 75% on brand
campaigns and 25% on activation campalgns in current
conditions™

Get set

for travel
in 2022

The time to advertise
Is now and the place to
advertise is Total TV

TV & BVOD deliver unbeatable reach and scale; this is the
critical factor in delivering a successful campaign

TV can help to maximise search activity

With proof that TV improves the effectiveness of multi-media
campaigns, TV & BVOD are a key part of the optimal media
mix for advertisers spending $4m+
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*175% brand campaign spent :25% activation campaign spend relates to non-perishable travel and accommodation brands. Perishable travel brands have a recommended ratio of 48:52 (Binet and Field)
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