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YOUR TARGET MARKET
Look at Indonesian visitation to your location and the 
segments you could consider targeting

PROMOTION
How to promote your product

CHECKLIST
Assess your progress via a checklist for the Indonesian  
market

FUNDING & SUPPORT
Look at available support and find out if you qualify for 
funding

YOUR PRODUCT
Determine if your product is ready for the international 
market and whether it is right for the Indonesian market

DISTRIBUTION
Look at distribution channels and calculate commission 
rates for distribution partners

PRICING
How to price your product for the Indonesian market

Click the buttons to jump to specific sections

ASSISTANCE
Who to contact for assistance with engaging the 
Indonesian market

ACTION PLAN



ACTION PLAN: 
TED’S CRUISES

This action plan is provided as an example 
only and not based on an actual business.

Ted is the owner operator of a small to medium sized company 
called Ted’s Cruises based in a coastal regional area. For several 
years he has worked successfully with the domestic market and 
traditional western inbound markets and is now looking at targeting 
the Indonesian market. 

In 2012 there were 130,000 visitors from Indonesia (a 3.9 per cent 
increase on 2011) with a total spend of $636 million.

Of the total arrivals, 63 per cent were for leisure and 74 per cent 
were repeat visitors.
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PRODUCT

PROMOTION

 � Ted currently offers lunch and dinnertime cruises 
departing daily

 � He reads the Tourism Australia Indonesia market profile 
and finds that when selecting a holiday destination, 
Indonesian visitors want (in order of importance) a family 
friendly destination; a safe and secure destination; value 
for money; friendly and open locals; and clean cities with 
good infrastructure

 � Ted speaks to his regional and state tourism 
organisations, Tourism Australia and the Australian 
Tourism Export Council (ATEC) who give him advice 
on his product and put him in touch with some local 
operators who work with the Indonesian market

 � Ted’s Cruises product offering links well with Indonesian 
preferences, with a combination of a value for money 
local experience in a family friendly location, so Ted looks 
at ways to further enhance his product

 � This includes providing food that is halal, as many 
Indonesians are Muslim and therefore do not eat pork 
or consume alcohol and having the buffet signage and 
safety instructions on board translated into Indonesian

 � Ted decides to translate his brochures and website into 
Indonesian, as well as his business cards for when he 
participates in an Indonesia trade mission

 � There is a local university and TAFE nearby with a 
number of Indonesian students, and Ted plans to make 
contact to offer a student discount. He also plans 
to approach the student association and the local 
Indonesian association to engage the VFR segment

 � As some of their product offerings are complementary, 
Ted and the local tourism operators come up with a one 
and two day package to offer to Inbound Tour Operators 
(ITOs), keeping in mind that many Indonesian visitors 
tend to prefer a schedule packed with activities

TARGET MARKET

PRICING

 � Indonesian visitation has grown in Ted’s state in 
the last four years, with some growth in the region

 � In speaking with local tourism operators, Ted 
hears that some similar operators noticed an 
increase in Indonesian visitors (particularly 
the VFR segment) and decided to target the 
Indonesian market

 � He also consults with Tourism Australia, ATEC 
and regional and state tourism organisations to 
find out the most appropriate segments for his 
region and business

 � Ted converts his prices into Indonesian rupiah 
which helps him to understand what Indonesian 
visitors would be paying, and also compares his 
prices to competitors.
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DISTRIBUTION

FUNDING & SUPPORT CHECKLIST

ASSISTANCE

 � Ted researches funding opportunities through the 
government website links.

 � Ted goes through the checklist to make sure he has 
undertaken the necessary steps involved in engaging with 
the Indonesian market.

 � Ted consults with Tourism Australia, ATEC and 
regional and state tourism organisations throughout his 
preparation for the Indonesian market.

 � Ted plans to use direct distribution as well as 
wholesalers and ITOs that he has been introduced 
to through Tourism Australia and ATEC, and he 
calculates his commission structure.
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YOUR PRODUCT

Consider:

 � What is your product/service? 

 � Are you ready for the international market?

 � How will your product/service be relevant to the 
Indonesian market?

 � Will you need to adapt it for the Indonesian market and 
how?

Translation & Consultancy Services:

There are translation and consultancy services for tourism 
operators that offer solutions for a range of requirements. 
When choosing a service, consider what you need for your 
business and look for a company that offers the appropriate 
services.

For information on translation and consultancy services, 
please visit the ATEC website.

View:

Getting Ready for International 
Visitors from Tourism Australia

ATEC’s industry education program 
on becoming Export Ready

See also Marketing Matters 
– Indonesia on TRA website 
for information on cultural 
considerations for the Indonesian 
market

http://www.atec.net.au/
http://www.tourism.australia.com/industry-advice/getting-your-product-ready.aspx
http://www.tourism.australia.com/industry-advice/getting-your-product-ready.aspx
http://www.atec.net.au/industry-education.html
http://www.atec.net.au/industry-education.html
http://tra.gov.au/
http://tra.gov.au/
http://tra.gov.au/
http://tra.gov.au/
http://tra.gov.au/
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YOUR TARGET MARKET

Consider:

 � How many visitors from the Indonesian market visit 
Australia and how many do you expect?

 � Which segments will you target and what are they 
interested in?

View:

TRA’s International Visitor Survey, 
Forecasts and Statistics on 
International Visitors to find out 
visitation to your region

Tourism Australia’s Indonesia’s market 
profile for market segments

Consult with: 

Tourism Australia, your STO/RTO, 
ATEC and operators in your area

http://www.tra.gov.au/publications/latest-ivs-report.html
http://www.tra.gov.au/publications/latest-forecasts.html
http://www.tra.gov.au/statistics/international-visitors-to-australia.html
http://www.tra.gov.au/statistics/international-visitors-to-australia.html
http://tourism.australia.com/documents/Markets/MP-2013_INDO-Web.pdf
http://tourism.australia.com/documents/Markets/MP-2013_INDO-Web.pdf
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PRICING

Consider:

 � What is the average price you will receive per visitor?

 � What is the price paid by each visitor in their local 
currency?

 � What is the price paid for a similar product offering (in 
AUD and their local currency)?

 � What proportion is this relative to their total holiday cost?

View:

Currency converter

http://www.xe.com/currencyconverter/
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The Australian Tourism Data Warehouse

The Australian Tourism Data Warehouse (ATDW) is the 
Australian tourism industry’s national database and 
digital distribution platform. ATDW’s purpose is to work in 
partnership with industry to support and enhance industry’s 
online presence and distribution opportunities. 

Working in partnership with ATDW’s owners, Tourism 
Australia and all the state and territory government tourism 
organisations, ATDW lists over 30,000 Australian tourism 
products and destinations in its database. ATDW distributes 
these quality assured listings through their multi-channel 
distribution network to facilitate more exposure and leads to 
Australian businesses, events and destinations. 

By listing on ATDW, tourism businesses, events and 
destinations are published on their state’s consumer website, 
and on up to 150 websites and digital channels through 
ATDW’s distribution network, including Tourism Australia’s 
(www.australia.com).

Contact Information: 

To list or update your tourism product 
listing visit: 

www.atdw.com.au

PROMOTION

Consider:

 � What is your main message?

 � How will you promote your product - directly, through 
ITOs, agents etc? 

 � Have you considered your local community in Australia?

View:

Tourism Australia’s Planning for Inbound 
Success section on promotion

www.atdw.com.au
http://www.tourism.australia.com/documents/Planning-for-Inbound-Success.pdf
http://www.tourism.australia.com/documents/Planning-for-Inbound-Success.pdf
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Industry Resource - Tourism e-kit 

The Tourism e-kit is a free online marketing resource, created 
specifically for the Australian tourism industry. It consists 
of a series of step-by-step, easy to use tutorials designed to 
enable tourism operators to instantly apply online marketing 
knowledge to their business. 

Divided into eight topics, with a total of 53 tutorials the 
e-kit guides operators through a comprehensive range of 
online marketing topics ranging from website development, 
e-marketing, online bookings and social media etc. 

The Tourism e-kit is reviewed and updated every six months 
to ensure its relevance to industry. 

The Tourism e-kit was developed by the ATDW in partnership 
with the state and territory tourism organisations to assist 
tourism operators with online marketing and to provide 
them with a tool that will help them grow their business and 
enhance the tourism industry’s online presence. 

The tutorials are freely available online 
and in video from: 

www.atdw.com.au/tourismekit  

Local Community in Australia

It can be useful when targeting an international market 
to also look at the local community international 
community in Australia.

Universities and TAFEs around Australia generally have 
an Indonesian student population so there could be an 
opportunity to involve the VFR segment in your business 
by building relationships with Indonesian student 
associations, or offering discounted rates for students, 
targeting this market. 

You might also consider employing an Indonesian 
student (visas permitting). This can assist you with 
existing Indonesian visitors as you will have a staff 
member fluent in the language and knowledgeable 
about the culture of your target market, and the student 
may be able to spread the word about your business 
within their networks. 

When you have Indonesian visitors at your business, 
make an effort to ask about how they found out about 
you. It is in your best interest to know how they are 
hearing about your business as you can then focus your 
marketing efforts more appropriately. 

Consider building famils - work with your STO, 
journalists and media to promote your business 
and share your story with the local and Indonesian 
community.

Also, if you are in the vicinity of a major company 
that has regular corporate Indonesian visitors, make a 
partnership with them to offer services for their guests - 
this can be a powerful tool. 

http://www.atdw.com.au/tourismekit
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DISTRIBUTION

Consider:

 � Will you use direct distribution, wholesalers, Inbound 
Tour Operators, Online Tour Operators or market events?

 � Have you calculated your fee/commission payable to 
distribution partners?

View: 

Tourism Australia’s Indonesian market 
profile section on distribution and advice 
on marketing your product

Seek advice on distribution partners 
through Tourism Australia, state and 
regional tourism organisations and ATEC 

http://tourism.australia.com/documents/Markets/MP-2013_JAP-Web.pdf
http://tourism.australia.com/documents/Markets/MP-2013_JAP-Web.pdf
http://www.tourism.australia.com/industry-advice/marketing-your-product.aspx
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FUNDING & SUPPORT

Consider:

 � How will you finance your engagement with the 
Indonesian market?

 � Do you need advice on doing international business?

This section contains key government departments that 
may be able to assist you in your engagement with the 
Indonesian market.

View the information below to see if you qualify for 
funding or wish to access other support:

Department of Industry

Enterprise Connect - National Tourism Industry Network

Enterprise Connect’s National Tourism Industry Network is a 
specialist national group. It brings together Business Advisers 
with expertise to help Australian businesses in the tourism 
sector. It is targeted at improving operations, productivity, 
competitiveness and sustainability by providing business 
advice, development services and industry linkages. 

Tourism accommodation providers, tourist attractions, tour 
operators, travel agencies and businesses offering local food 
and beverage tasting experiences are eligible to apply for 
Enterprise Connect services.

To be eligible, tourism businesses must also be solvent, have 
an annual turnover between $1 million and $100 million, 
possess an Australian Company Number and have a trading 
history of at least three years. 

Contact Information 

web: www.enterpriseconnect.gov.au/industrysupport/tourism

hotline: 131 791
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Austrade

Austrade provides information and advice to assist Australian 
companies reduce the time, cost and risk of exporting. It 
also provides a range of trade services to Australian exporters 
looking to grow their business in markets such as Indonesia.

In Australia, Austrade’s services and programs are delivered 
through 12 Austrade locations and a network of 31 
TradeStart locations in metropolitan and regional areas, 
operating in partnership with Australian state and territory 
governments, industry associations and regional development 
bodies. 

General information about exporting and doing business in 
international markets is provided free of charge to Australian 
companies and can be accessed via Austrade’s website, 
seminars and events or Austrade staff. 

For more information please visit:

www.austrade.gov.au/trade-services

For more information please visit:

www.austrade.gov.au/Export/Assistance/
Programs/Asian-Century-Business-
Engagement-plan

For more information please visit:

www.austrade.gov.au/exportgrants 

Export Market Development Grants 

The Export Market Development Grants (EMDG) scheme is a 
key Australian Government financial assistance program for 
aspiring and current exporters. Administered by Austrade, 
the scheme supports a wide range of industry sectors and 
products, including inbound tourism. 

The scheme reimburses up to 50 per cent of eligible export 
promotion expenses above $10,000 provided that the total 
expenses are at least $20,000. Eligible applicants can 
receive up to seven grants with applications 2012-13 open 1 
July, 2013 and close 2 December, 2013. 

Asian Century Business Engagement Plan 

The Asian Century Business Engagement (ACBE) plan is 
focused on small to medium sized Australian businesses 
and has been established to assist member-based business 
organisations harness commercial opportunities in Asia. 

This new four-year program which commences from 1 July 
2013, will offer eligible applicants between $20,000 and 
$300,000 in grants, which are merit-based and competitive. 

The objective of the ACBE Plan is to facilitate new initiatives 
to improve Australian business links into Asia through 
Australian business organisations based in Australia or in 

** This funding opportunity has now closed, but it is a good 
idea to check regularly for similar opportunities through links 
listed in the next section **

www.austrade.gov.au/trade-services
www.austrade.gov.au/Export/Assistance/Programs/Asian-Century-Business-Engagement-plan
www.austrade.gov.au/Export/Assistance/Programs/Asian-Century-Business-Engagement-plan
www.austrade.gov.au/Export/Assistance/Programs/Asian-Century-Business-Engagement-plan
http://www.austrade.gov.au/exportgrants
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Export Assistance and Funding

There are a number of organisations who also provide 
assistance or funding to exporters or companies seeking help 
to start exporting. 

The assistance below can be accessed via the Austrade link: www.austrade.gov.au/export-assistance

National

Grants & Assistance Finder is a free service provided by www.business.gov.au. It allows businesses 
to search for grants and assistance that is available to them by state or territory, an extensive 
keyword search, and a question and answer section to narrow the search. It provides details on 
each listed program including which businesses may be eligible, closing dates for applications, and 
a direct link to more information on the administering agency’s website. 

Export Finance and Insurance Corporation’s Export Finance Navigator helps find grants and 
assistance for exporters. 

ACT ACT Government -  Business & Industry Development – Export Assistance 

NSW NSW Department of Trade & Investment – Assistance for exporters 

Northern Territory Chamber of Commerce NT – International Business Council 

Queensland Trade & Investment Queensland – Export Assistance

South Australia South Australian government’s Gateway Business Program

Victoria Business Victoria – Export funding and assistance 

Western Australia WA Chamber of Commerce & Industry – Import and Export Assistance 

www.austrade.gov.au/export-assistance
http://www.business.gov.au/GrantFinder/GrantFinder.aspx
www.business.gov.au.
http://www.exportfinance.gov.au/Pages/Home.aspx
http://www.business.act.gov.au/grants-and-assistance/advice_and_support/trade_and_export_development/global_connect
http://www.business.nsw.gov.au/export-from-nsw/assistance-for-exporters/export-tools-and-resources
http://export.qld.gov.au/exporters/
http://export.qld.gov.au/export/export-assistance/
http://www.southaustralia.biz/trade/gateway_business_program
http://export.business.vic.gov.au/funding-and-assistance
http://www.cciwa.com/International_Trade_Services/Import__Export_Assistance
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ASSISTANCE

Are you:

 � Looking for partners who are targeting similar segments?

 � Looking for feedback on whether your product or service 
will work?

Contact the relevant organisations listed below

National Tourism Organisation – Tourism Australia

The Tourism 2020 Strategy is a rallying call to Australian industry and governments to focus 
on increased returns from the tourism industry. 

To achieve the Tourism 2020 Strategy, Tourism Australia will focus the majority of its global 
marketing resources on markets which represent the greatest potential for tourism growth to 
the year 2020. 

Corporate Site (www.tourism.australia.com)

Tourism Australia regularly publishes market insights on Japan. The following documents are 
available at: tourism.australia.com/markets/market-regions-south-and-south-east-asia.aspx

Indonesian market insights 

 � Latest arrival statistics 

 � Indonesia Market Profile 2013 – overview of market performance, aviation and 
distribution (published April 2013)

 � Quarterly Market Update – brief overview of market performance updated quarterly 
(published May 2013)

Trade Events 

Tourism Australia organises trade events that bring Australian tourism businesses together 
with airlines, tourism wholesalers and retailers from Indonesia and around the world. Trade 
events relevant to the Indonesia market include: 

 � The Australian Tourism Exchange (ATE) – annual premier tourism trade event hosted in 
Australia that provides a forum for Australian tourism sellers to connect with international 
travel buyers.

For more information please visit: 

www.tradeevents.australia.com/teo3/home/index.do and check 
the events calendar

To visit  
Tourism Australia’s 
consumer site,  
go to: 
www.australia.com

http://www.tourism.australia.com/
http://tourism.australia.com/markets/market-regions-south-and-south-east-asia.aspx
http://tourism.australia.com/statistics/arrivals.aspx
http://tourism.australia.com/documents/Markets/MP-2013_INDO-Web.pdf
http://tourism.australia.com/documents/Markets/QMU_Q3_2012-13.pdf.pdf
www.tradeevents.australia.com/teo3/home/index.do
http://www.australia.com


16ACTION PLAN - INDONESIA: JUNE 2013 
TOURISM RESEARCH AUSTRALIA

Industry Briefings 

These free-of-charge half day briefings, an annual activity 
in each state and territory, provide an overview of Tourism 
Australia’s activities, latest market insights, business events 
activities and partnership opportunities. 

Image and Video Galleries 

Tourism Australia’s photograph collection and footage album show the Australian people, 
environment and lifestyle across a range of experiences including nature, indigenous 
culture, outback, adventure, beach, cities, and food and wine. 

Images and footage are free as long as they are used to promote tourism to Australia. 

Image Gallery – www.images.australia.com/

Video Gallery – video.australia.com/

To view upcoming dates and download 
past presentation, please visit:

www.tourism.australia.com/events/news-
articles.aspx

http://video.australia.com/
www.tourism.australia.com/events/news-articles.aspx
www.tourism.australia.com/events/news-articles.aspx
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State & Regional Tourism Organisations

Your local State Tourism Organisation (STO) and Regional 
Tourism Organisation (RTO) may be able to provide you with 
assistance about the Indonesian market, including additional 
information on related events as well as their contacts in 
Indonesia. 

It is a good idea to contact your local STO, RTO or Local 
Tourism Association (LTA) when you begin your research 
about the Indonesian market. 

You will find details listed below.

ACT

Australia Capital Tourism

Corporate:  www.tourism.act.gov.au

Consumer:  www.visitcanberra.com.au

NSW

Destination New South Wales

Corporate: www.destinationnsw.com.au 

Consumer: www.visitnsw.com and www.sydney.com

NT

Tourism Northern Territory 

Corporate: www.tourismnt.com.au

Consumer: www.travelnt.com

QLD

Tourism and Events Queensland 

Corporate: www.tq.com.au

Consumer: www.queenslandholidays.com.au

SA

South Australian Tourism Commission

Corporate: www.tourism.sa.gov.au

Consumer: www.southaustralia.com

TAS

Tourism Tasmania

Corporate: www.tourismtasmania.com.au

Consumer: www.discovertasmania.com

VIC

Tourism Victoria

Corporate: www.tourism.vic.gov.au

Consumer: www.visitvictoria.com

WA

Tourism Western Australia

Corporate: www.tourism.wa.gov.au

Consumer: www.westernaustralia.com

Regional Tourism Organisations

RTOs establish and promote quality tourism experiences, 
implementing strategies to ensure their region maximises 
its tourism potential. 

The Australian Regional Tourism Network is the peak 
national body that represents regional tourism operators. 

Local Tourism Associations

LTAs nurture and strengthen local tourism businesses by 
liaising with regional tourism authorities and state bodies 
on behalf of operators. 

Industry Associations and Organisations 

Industry groups can provide a number of resources and 
opportunities to assist tourism industry operators with 
their day-to-day business activities.

http://www.regionaltourism.com.au
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Industry Contacts

Australian Tourism Export Council (ATEC)

Whether you are an inbound tour operator, online travel 
provider, supplier, or a professional service provider - ATEC 
can provide you with real benefits. ATEC provides members 
with the support they need to get their product to market 
through three key areas of focus. 

Member and Partner Servicing 

Providing opportunities for members to connect with new 
business and grow their market whilst offering a range of 
services, resources and benefits including: 

 � Exclusive access to key distribution partners and fellow 
members 

 � National, state and regional events 

 � State and territory based services and support 

 � eBulletins directly relating to members’ needs and the 
tourism marketplace 

 � Business development and networking opportunities 

 � Discounts on a range of products and services beneficial 
to those working in the inbound tourism industry through 
our range of diverse and professional corporate partners 

Industry Education 

ATEC supports members to understand new markets and 
provides the tools they need to be competitive through 
industry education, running the following programs: 

 � International Market Ready

 � Business Ready: Energy Efficiency

Sector Development 

ATEC runs a series of panels and task forces focusing on 
a range of diverse issues affecting the inbound tourism 
industry, including: 

 � Backpacker Youth Tourism Advisory Panel

 � Regional Tourism Task Force

 � National Indigenous Tourism Task Force

Advocacy and Communication 

ATEC advocates for the industry to ensure members are 
operating in the optimum business environment. ATEC’s 
Chairman, Directors and senior staff represent ATEC 
members’ views on a range of key working groups and 
committees, including the: 

 � Tourism Visa Advisory Group 

 � ADS Compliance Taskforce 

 � Tourism Australia Market Advisory Panels 

 � National Tourism Alliance Board 

 � Tourism Research Advisory Board 

 � World Youth & Student Travel Conference 

 � Service Skills Australia Tourism Advisory Committee  

For more information regarding ATEC, 
please visit:

www.atec.net.au/

You can contact the ATEC team via the following:

Phone: +61 (2) 8262 5500

Email: atec@atec.net.au

Visit: Level 5, 35 Clarence St, Sydney, NSW

www.atec.net.au/
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CHECKLIST

An important step in preparing to work with the Indonesian market is to establish that your 
product is right for the market and that you understand the tourism distribution system. 

Below is a checklist to ensure that you are on the right track in working towards successful 
engagement with Indonesia.

o	 I have researched key national trends and challenges in the Australian tourism industry

o I have researched key national trends and challenges in the Indonesian inbound tourism industry

o I understand Australia’s tourism relationship with the Indonesian market

o I am aware of Indonesian tourism consumer expectations and general cultural characteristics

o I understand the inbound tourism distribution system

o I understand how to work with distributors including wholesalers, inbound tour operators and  
             online operators

o I have researched online marketing and social media in Indonesia

o I have investigated opportunities with my state or regional tourism organisation relating to Indonesia 
             such as trade missions and other events

o I understand how to set price structures for my product (allowing for commissions and rates)

o I have researched grants and funding opportunities for my business

o I have developed a relevant product for the Indonesian market

o I am aware of how to access translation/interpreting and consultancy services

o I have translated relevant resources into Bahasa Indonesia, such as business cards etc

o I am aware of how to make a positive impression on Indonesian customers/business partners 

For more details, view Tourism Australia’s resources on Getting Ready for International 
Visitors at: 

www.tourism.australia.com/industry-advice/getting-your-product-ready.aspx

www.tourism.australia.com/industry-advice/getting-your-product-ready.aspx
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