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accepts agents play

TQURISM New Zealand has changed its tune about travel agents.

Two years ago Tourism New Zealand made no secret that it was
shifting its focus away from travel agents and embracing new tech-
nology, particularly the internet, to get ils message across in the
Australian market.

This year, by contrast, Tourism New Zealand's regional manager for
Australia, Barry Eddington, is saying travel agents are “a very important
part of the business” for New Zealand where complicated itinerarigs
are not unusual. ; :

At TRENZ in 2008, Tourism New Zealand was dismantling its KE
(Kiwi Expert Agent) program for retail travel agents and shifting its
familiarisation program opportunities away from agents to senior
product buyers.

Justifying the approach, Tourism New Zealand’s then chief executive
George Hickton asked: “How many people in New Zealand would go to
a travel agent to book a flight to Sydney? Not nmany”

But this year, Eddington told travelBulletin: “The trade is very
important to us. About 60 per cent of Australians travelling to New
Zealand have an engagement with a travel agent”

He said Australian consumers’ contacts with travel agents range from
information gathering and seeking advice to making bookings.

“It is 4 really important part of the business into New Zealand because
itineraries can be complicated)” he said, adding that coach touring and
the cruise market are two areas in which a high percentage of business
is done through agents.

About 44,000 Australians took cruises visiting New Zealand in the
past year — an increase of 25 per cent on the previous year.

Eddington reported that Tourism New Zealand is now working closely
with agents and has upgraded its trade website to include new product,
new training modules and a webinar program for agent training.

“Webinars are a cost-effective way of training, and we are including a
range of themes during the year to cover the various regions,” he said.

“We will also be running two famil trips next vear for product
managers to update them on new types of product”

He said Touristm New Zealand’s increased focus on digital and social
marketing will work in conjunction with traditional media such as
cinema advertising and billboards in Australia, but will allow better
targeting and measuring of results than in the past.

“Anything done through social media will still have an offer attached
to it that can be booked through travel agents in Australia]” he
assured.
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Abseiling near Queenstown ... young affluent Australian |
adventure travellers are a key demographic targeted by
Tourism New Zealand marketing. (credit: Chris McLennan)

= All ocean-view accommodation
with complimentary butler service

= All inclusive value — fine wines,
champagnes, wines and spirits
courtesy of Silversea

* Fares include
all enboard gratuities

= Gourmet menus
and open seating dining
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