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September 2013 

Introduction 

The Australian Tourism Exchange (ATE) is the largest, annual trade event in the Southern 
Hemisphere. It attracts travel buyers from all major overseas markets who participate in 
organised business schedules with Australian operators. 
 
Tourism Australia manages the event and Destination NSW coordinates state supplier 
participation, business introductions, networking opportunities, operator briefings, and 
media publicity. Each year the event is hosted by different cities. ATE 2013 was held in 
Sydney from 26 to 30 April 2013. 
 
In 2013, there was a change in the ATE format. It became a global event which was run over 
five days. In previous years, ATE was staged separately for the Eastern and Western 
Hemisphere buyers over a period of ten days. 
 

Research approach 

An on-line survey was conducted of the NSW delegates who displayed in the NSW area of 
the ATE. In previous years, this survey included delegates selling NSW products who 
displayed in the NSW area or in the National area.  
 
Of the 91 contacts on the ATE 2013 list of NSW delegates, 49 responded to the survey which 
resulted in a response rate of 54 per cent. This was much higher than the 26 per cent 
response rate in 2012. The personalised survey letter emailed to the NSW delegates in 2013 
and the ATE 2013 being held in Sydney could have contributed to the higher response rate. 
 
The survey sought to determine: 

 Overall satisfaction with being part of the NSW area; 

 Satisfaction with specific aspects of the NSW area; 

 Aspects which most assisted delegate’s organisation at ATE; 

 Attendance and satisfaction with pre-ATE DNSW hosted events; 

o Pre-ATE Briefing; 

o Pre-ATE Seller Training; 

 Attendance and satisfaction with the Buyer Market Dinner hosted by DNSW; 

 How delegates measure the value of ATE; 

 Intention to exhibit at Cairns 2014; 

 Intention to sponsor hospitality activities at Cairns 2014. 

 

 

Satisfaction survey of ATE 2013 
NSW delegates  
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Profile of respondents 

Eighty eight per cent of respondents said their business had been represented as a seller in 
previous years, down from 95 per cent in 2012. This suggests that ATE being hosted in 
Sydney increased participation from new entrants. 
 
Respondents from the Accommodation sector had the largest representation (37%), 
followed by Attractions (20%) and Tours (13%) which was similar to the sector profile 
achieved for the 2012 survey. 

 

Summary 

 All respondents were satisfied with the experience of being part of the NSW area. Almost 
two thirds were very satisfied (62%) and 38 per cent were satisfied. 

 Respondents expressed highest satisfaction with: 

o Being part of the NSW area; 

o Hospitality program in the NSW area; 

o Theming provided by DNSW; 

o Pre-ATE briefing; 

o Pre-ATE seller training. 

 Compared with the previous year, there was a commendable increase in respondents’ 
overall satisfaction with the ‘DNSW co-ordinated media and exposure provided for their 
product at ATE’. 

 Respondents said they measure the value of ATE by: 

o Establishment of business relationships;  

o Nurturing of existing business relationships;  

o Quality of appointments;  

o Quality of the buyers who attend.  

 Almost two thirds of respondents anticipated that their business would exhibit at ATE 
2014 in Cairns. Fewer respondents said they would sponsor hospitality activities in 2014. 

 

Main findings 

Satisfaction with being part of the NSW area 

Overall satisfaction 

All respondents were satisfied with the overall experience of being part of the NSW area. 
Almost two thirds were very satisfied (62%) while 38 per cent were satisfied. This result is an 
improvement on 2012, where 11 per cent expressed some level of dissatisfaction. 

 
One delegate commented ‘It was the most cohesive, united team spirit throughout NSW 

product that I have ever been a part of, over the past 17 years of attending ATE. This 

was driven by DNSW’.  
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Satisfaction with specific aspects of the NSW area 

Of the specific aspects of ‘being part of the NSW area’ that respondents rated, the ‘overall 
hospitality program’ achieved the highest level of satisfaction amongst respondents with 98 
per cent satisfied or very satisfied.  

Aspects which attracted the highest overall satisfaction were the: 

o Overall hospitality program; 

o Theming provided by DNSW; 

o Accessibility of DNSW staff. 

 

Satisfaction with specific aspects of being part of the NSW area in 2013 

 
 

Satisfaction with specific aspects of being part of the NSW area: comparison of 2013 with 2012 
results 
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 In 2013, overall satisfaction with the ‘hospitality program’ increased from 87 per cent in 
2012 to 98 per cent. The ‘hospitality program’ achieved a higher proportion of 
respondents who were ‘very satisfied’ (49 per cent very satisfied vs. 34 per cent in 2012).  

 In 2013, overall satisfaction with the ‘theming provided by DNSW’ also had a higher level 
of overall satisfaction 92 per cent vs. 72 per cent in 2012. The ‘theming provided by 
DNSW’ also had a higher level of ‘very satisfied’ (49 per cent in 2013 vs. 28 per cent in 
2012).  

 76 per cent of respondents were satisfied with the ‘accessibility of DNSW staff during 
ATE’.  A comparison between 2013 and 2012 in terms of the satisfaction rating with the 
accessibility of DNSW staff cannot be made as the question in 2012 only allowed for 
responses of ‘yes’, ‘no’ or ‘not applicable’ rather than being a rating of satisfaction.   

 While overall satisfaction with the ‘DNSW co-ordinated media and exposure provided for 
their product at ATE’ rated lower compared to other aspects of being in the NSW area, 
the overall satisfaction of respondents (69 per cent) who were either very satisfied or 
satisfied was a commendable improvement on 2012 when just under half (48 per cent) 
were either satisfied or very satisfied while most others (47 per cent) were neutral. 

 
Aspects which most assisted delegates’ organisations at ATE 

 In 2013, the aspect which most assisted NSW respondents’ organisations was the 
‘hospitality program which provided additional opportunities to meet buyers’. This 
aspect was more important in 2013 than the previous year, 75 per cent vs. 63 per cent in 
2012. 

 The importance of the ‘central focus for branding and atmosphere’ decreased in 2013, 
69 per cent vs. 83 per cent. 

 The importance of the assistance of ‘staff expertise’ also increased in 2013, 65 per cent 
vs. 46 per cent in 2012. 

 The importance of the ‘availability of international managers’ increased in 2013, to 56 
per cent vs. 33 per cent in 2012. 
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Attendance at pre-ATE DNSW hosted events 

Pre-ATE Briefing 

The 2013 pre-ATE Briefing event saw improvements in the percentage of respondents 

attending and also in the rating of the usefulness of the briefing compared to 2012. 

 Seventy one per cent of respondents attended the pre-ATE Briefing offered by DNSW 
which was a far better attendance than 45 per cent of respondents in 2012. 

 Ninety four per cent of respondents found that the pre-briefing was ‘useful’, up from 82 
per cent in 2012. 

 Six per cent found the pre-ATE Briefing ‘not useful’ compared to 12 per cent in 2012. 
 
Pre-ATE Seller Training 

 Just over four in ten (41 per cent) attended the pre-ATE ‘Seller Training’ offered by 
DNSW, hence almost six in ten respondents did not attend the pre-ATE Seller Training. 

 Of those who did attend, 95 per cent found the Seller Training to be ‘useful’. 
 
Attendance at Buyer Market Dinner hosted by DNSW 

 Eighty four per cent of respondents attended the Buyers’ Market Dinner. 

 Seventy six per cent of respondents rated the value of the Buyers’ Market Dinner to be 
‘useful ’to their businesses, 12 per cent rated it as ‘not useful’ while 12 per were 
’unsure’. 

 Of those who attended the Buyers’ Market Dinner, 83 per cent said that it should be 
repeated in 2014, 7 per cent said ‘it should not be repeated’ while 10 per cent were 
‘unsure’. 

 
How delegates measure the value of ATE 

 Quality of appointments (86 per cent) 

 Establishment of business relationships (82 per cent) 

 Nurturing of existing business relationships (74 per cent) 

 Quality of the buyers who attend (67 per cent). 
 
Measures used by delegates to assess the value of ATE such as ‘sales figures prior to next 
ATE’; ‘feedback from buyers’ and ‘bookings over 1-2 years’ and ‘quality of appointments’ 
had each increased in importance for delegates in 2013 compared to 2012. 

Measures which decreased in importance in terms of measuring the value of ATE were 
‘quality of the buyers who attend’ and ‘business written through brochuring or contract of 
rates’. 
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How delegates measure the value of ATE 

 

ATE 2014 in Cairns 

It is highly likely that Sydney as a venue for ATE 2013 was a big drawcard for NSW delegates 
with higher proportions in 2012 anticipating exhibiting in Sydney in 2013 than for Cairns in 
2014 and higher proportions that were willing to sponsor a hospitality event in Sydney in 
comparison to Cairns. 
 
Intention to exhibit at Cairns 2014 

While almost all respondents (97%) said that their business/organisation would exhibit at 
ATE 2013 in Sydney, only 65 per cent anticipated they would exhibit in Cairns 2014 while 14 
per cent would not be exhibiting and 20 per cent were ‘unsure’. 

Of note is that of the five respondents whose organisation had not previously exhibited at 
any ATE in the past, most were anticipating exhibiting in Cairns in 2014. 
 
Sponsorship of hospitality activities 

Compared to 2012, fewer respondents said they would sponsor hospitality activities in 2014 
(13 per cent in 2013 vs. 30 per cent the previous year). The same percentage responded ‘no’ 
in both years, with the main difference being that in 2013 half were ‘unsure’ whether they 
would sponsor a hospitality activity in Cairns compared to 32 per cent ‘unsure’ for Sydney in 
2012.  

 


