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26 September 2012 

 

Dr Richard Chadwick 

General Manager Adjudication Branch  

ACCC 

 

Via email:  adjudication@accc.gov.au 

 

 

Dear Dr Chadwick 

 

RE: Qantas Airways Limited & Emirates - Authorisations - A91332 & A91333 

 

The National Tourism Alliance (NTA) is responding to the application by Qantas and Emirates to 

coordinate their operations pursuant to a Master Coordination Agreement.  

 

The NTA provides a forum for advocating to the Federal Government on issues of common 

interest for Australian tourism and hospitality businesses.  Membership comprises the major 

associations within tourism including the Australian Tourism Export Council, AAA Tourism, 

Victoria Tourism Industry Council, Restaurant & Catering Australia, Accommodation Association 

of Australia, Board of Airline Representatives, Bus Industry Confederation, Australasian Casino 

Association, Caravan, RV & Accommodation Association of Australia, the Australian Regional 

Tourism Network, as well as all of the state Tourism Industry Councils who together represent 

almost 60,000 tourism businesses across Australia.  

 

Tourism in Australia   

 

Tourism contributes over $34 billion to Australia‟s GDP and employs over 500,000 Australians.  

Tourism is Australia‟s largest services export industry, providing 9.0 per cent or $22.8 billion of 

Australia‟s total exports in 2009-10.  Tourism and hospitality employs over 1m people across 

Australia, with 300,000 in regional areas.  Australia is also a beneficiary of global tourism 

spending, ranking 8th globally and receiving 3.3 per cent of global tourism receipts.
i
 

 

The past decade has been a challenging period for Australian tourism.  Since 2000, our global 

competitiveness has declined and Australian tourism has suffered:  
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 Domestic overnight trips have declined by more than 10 per cent, from 72 million to 64 

million  

 Australia‟s share of global international arrivals has declined by 17.3 per cent  

 Share of capital expenditure has decreased from 3.5 per cent to 3.0 percent
ii
  

 Australia has fallen from 9
th

 position in 2009 to 13
th

 position this year in the World 

Economic Forum Tourism & Travel Competitiveness Index
iii
  

 

A range of factors, particularly tourism‟s exposure to external shocks, have driven this relative 

decline.  Recent global economic conditions have also not been favourable for the Australian 

tourism sector. The global economic crisis has resulted in significant declines in visitor numbers 

from traditional markets (such as the United Kingdom, the United States and Japan) that have 

faced difficult economic circumstances, whilst the strong Australian dollar has provided strong 

incentives for Australian travellers to look abroad for travel options.  

 

The strengthening of the Australian dollar, associated with growing demand by emerging 

economies for Australian resources, has resulted in a shift in the cost structure of Australia‟s 

tourism sector. Tourism competes with other sectors in an environment of constrained labour 

supply and financing and often competing for limited supplies of high value land.  

 

Tourism 2020 Strategy 

 

Yet despite these challenges, as the Minister for Tourism recently acknowledged, now is a time of 

opportunity and reform for Australia‟s tourism industry.  The Federal government, State and 

Territory governments and industry are currently working in partnership to deliver the strategic 

funding and policy reform that will help to support the future competitiveness of the Australian 

tourism sector.  The groundwork has already been laid through Government and industry 

collaboration on the National Long Term Tourism Strategy, recently updated to the Tourism 2020 

Strategy (“T2020”).   Two of the key elements of this strategy are to „grow demand from Asia‟ and 

to „ensure that tourism transport supports growth‟.  This partnership would support these 

strategies. 

 

Adapting to a highly competitive environment 

 

Enabling Qantas and Emirates to coordinate operations will assist Australian tourism to adapt and 

maximise its potential in a highly competitive and changing environment.  Qantas, and, through 

its marketing, Australia‟s brand would have a more active presence in a larger number of 

European and Middle Eastern countries.   

 

As noted above, domestic tourism has suffered due to the high dollar.  The partnership would 

provide a boost to Australian domestic and regional destinations, with a more seamless 

connection between inbound Emirates services to the Qantas domestic network.   In addition, 

Emirates‟ „Skyward‟ frequent flyers would be able to redeem their points on Qantas domestic 

flights. 
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Tourism Australia, the Australian Government‟s national marketing agency, is increasing its 

marketing and presence in China, India, Japan and other countries in South East Asia, where 

trends show the most potential for increasing numbers of inbound tourists to Australia.  At a 

federal level, a fund of over $40m has been dedicated to marketing in Asia over the next three 

years, in addition to Asia-specific activities being conducted by many states  This partnership 

would enable Qantas to dedicate services to the local Asian market, and leverage the increased 

marketing being done by state and federal governments. 

 

New Zealand is Australia‟s single biggest tourism market, with over 1m visitors a year.  This 

partnership could also achieve positive outcomes in this area, as the integration of the two 

networks would provide a more tourist-friendly offering.  It could also enable the airlines to 

introduce new routes, such as Adelaide to Auckland, as well as support previously marginal 

routes. 

 

In conclusion, the rapidly evolving global economic environment requires businesses to be able 

to adapt and find new partnerships to stay competitive, and to take advantage of the 

opportunities that are arising in the growth of the Asian consumer markets.  This partnership will 

support efforts by both Australian businesses and governments to increase Australia‟s share of 

the inbound Asian market, as well as better serve the existing well-established European and New 

Zealand markets. 

 

The members of the NTA appreciate the opportunity to provide a response to this application.  If 

you have any questions in relation to our letter, please do not hesitate to contact me on (02) 

8971 3155. 

 

 

Yours sincerely 

 

Juliana Payne 

Chief Executive 
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