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MEDIA RELEASE




Thursday 2 October, 2008

JAPANESE VISITORS TOUCH DOWN ON THE GOLD COAST
Today’s greatly anticipated arrival of Jetstar Flight JQ20 from Osaka has marked a significant milestone for the Gold Coast, as the City makes an intense push back into the hearts and minds of Japanese travellers.

This dawn of mass opportunity was highlighted by the incoming passenger list of mostly Japanese visitors, who filled the first of 200,000 new passenger seats into the City, that will be made available direct to the Gold Coast over the next 12 months.

Gold Coast Tourism believes that these direct services, along with the ongoing dedication of the travel trade, Gold Coast tourism product and key stakeholders, will reverse the decline of the Japanese market and put us back into positive ground.
In the year ending June 2008, Gold Coast received 123, 113 Japanese visitors (down 23.4 per cent on YE June 2007) and they spent approximately $103.2 million (down 13 per cent on the YE June 2007).

Gold Coast Tourism CEO Martin Winter said this was a much needed boost for the city’s second largest international visitor market.

“The arrival of direct Jetstar services from Japan is a serious advantage for the Gold Coast, and one that we must capitalise upon,” he said. 

“Considering the number of seats now landing in our city, and the increased marketing exposure direct flights give our destination in Japan, this is the most positive development to come out of Japan for a number of years, and credit must go to Jetstar, Queensland Government, Gold Coast Airport and the Japanese travel trade for getting this result for our city.” 

“Gold Coast Tourism has worked hard with these partners to rejuvenate our standing in Japan, undertaking large scale missions to influence the mass of travel sellers in Japan, delivering television and media campaigns and an array of tactical travel trade initiatives.

“Going forward, around $1 million will be spent in cooperative marketing of the Gold Coast to Japanese consumers over the next 12 months by Gold Coast Tourism, Tourism Queensland, Tourism Australia and Jetstar Airlines, with all four companies aligning strategies and activities to achieve maximum results for the city.” 

“We see this as a use it or lose it proposition which all tourism businesses of the Gold Coast should take seriously, while Jetstar has given a clear commitment to the Gold Coast as a viable destination, the tourism industry must make the most out of opportunities like this because they are increasingly rare in today’s environment.”
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