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Dear Partners,

We are delighted to present the file for the campaign with The Australian OTA Luxury Escapes. Luxury Escapes is a global fravel
brand on a mission to make extraordinary holidays accessible to all who dream of tfravel without limits. Founded in Melbourne
in 2013, we've grown into one of the world’s fastest-growing fravel companies with over 8 million members across 27 markets.

We are going to run this campaign for the second time as it has shown great results in term of impressions, quality of the
contacts and conversion for the hotels.

We therefore invite you to take advantage of our offer to increase your presence in this resilient market of over 860.000 tourists
according to European Travel Commission going to France every year, who are known to stay nearly two weeks throughout
France, year-round, and whose spending remains high. (More information in French on the market HERE).

Thanks for your feedback for assets and confirmation you are on board.
Best regards,

Sophie
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https://www.atout-france.fr/fr/marches/australie
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From handpicked five-star resorts and tours to flights and curated experiences, our platform
offers a one-stop shop for creating your perfect getaway — all at insider prices, without
compromise on quality. Powered by technology and a passion for innovation, we deliver
personalised travel recommendations, seamless booking experiences, and exceptional value.
We've been recognised as one of Australia’s most awarded travel companies and continue to
build trust through transparency, value, and customer-first thinking. Our team of 500+ is united
by a shared belief: travel should be inspiring, immersive, and unforgettable. Whether it’s a
retreat in the Maldives, a city break in Tokyo, or a luxury rail journey through Europe, we help
our members escape the ordinary — and discover the extraordinary.

Visit www.luxuryescapes.com to start your journey.
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http://www.luxuryescapes.com/
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THOUSANDS 2.

1 M Active Annual Travellers

5 8 M Unique Monthly Visits
1 O 0 M Annual Video Views

MILLIONS

$ 1 B Transaction Value
2
7
u Social Reach
A
+ Team Members in 7
Offices Worldwide

of Trips Booked

Source: LUXURY ESCAPES
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Loyal fans, not customers

9 50/ weren't planning to
0 stay at the hotel until
they booked with LE

weren't planning on
visiting the country until
they booked with LE

Source: LUXURY ESCAPES
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With affluent travellers through their entire journey

IDEATION — PLANNING — BOOKING — TRAVELLING

WHO ARE OUR TRAVELLERS?

Couples at the peak of their Young families with a Empty-nesters spoiling Avid travellers

careers with a high desire for premium themselves with luxurious taking 2-4 trips per

disposable income experiences holidays year

LE travellers have more to spend

The average household income of LE travellers is 36% higher than the general population
($162K vs. $119K)

Source: LUXURY ESCAPES

[ATOUT
FRANCE

France Tourism Development Agency

o)}



[ATOUT
CAMPAIGN WITH AN AUSTRALIAN OTA LUXURY ESCAPES FRANCE

France Tourism Development Agency

Audience

Our travellers seek brand products and experiences

OUR DEMOGRAPHIC OVER-INDEXES ACROSS THE BELOW IN COMPARISON TO THE GENERAL POPULATION:

+44% +70% 2X

Fly premium, business, or first class Airport loungers Number of loyalty program memberships

+49% +30% 2.4x

Plan to travel overseas soon Fine dining spend Designer products spend

Source: LUXURY ESCAPES
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Our travellers seek brand products and experiences

OUR DEMOGRAPHIC OVER-INDEXES ACROSS THE BELOW IN COMPARISON TO THE GENERAL POPULATION:

+39%

Own technology products

+56%

Number of properties owned

+39%

Own luxury cars

51% of LE travellers

seek experiential or brand-led travel

+41%

Have credit cards

Source: LUXURY ESCAPES
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Flash back on 2025
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Sponsored @ Sponsored - @

Why Nice Cote d'’Azur is
More Than Its Glamorous
Facade

French Riviera glamour, Mediterranean living &
sun-kissed coastline: Monaco is a glittering
jewel in Europe's crown ¢§

While this French icon is famed for its year-
round Mediterranean sunshine and Riviera

Why this destination is .
more than its S
glamorous facade ‘

P o =3
' This destination in Europe
is like nowhere else |

This Destination in Europe is Like Why Nice Cote d’Azur is More Than
Nowhere Else Its Glamorous Facade

ind Me
|

e 4

* 144.000 impressions
« More than 60.000 AUD in bookings
« 1page Nice Coéte d’ Azur HERE

= @ LUXURYESCAPES @ ~o
Hotels Flights Tours Cruises Inspiration

All articles v Q

DREAM WITH @ LUXURYESCAPES

This Destination in Europe
is Like Nowhere Else

French Riviera glamour, Mediterranean living
and sun-kissed coastline: Monaco is a

See details glittering jewel in Europe's crown.

CsQ VvV W

& M3 Followed by trudijenkins_ and 744K
others

luxury.escapes While this French icon is famed
for its year-round Mediterranean sunshine... more

A Q ® o

« 1page Monaco HERE
DREAM WITH @ LUXURYESCAPES ° Average CTR: 2.5 % @

luxuryescapes.com LUXU RY

This Europe Destination is Like Learn more ESCAPES
Nowhere Else

They say good things come in small packages
and nowhere | slbisiambasiodionaco.

Source: LUXURY ESCAPES


https://luxuryescapes.com/inspiration/nice-france-reasons-to-go/
https://luxuryescapes.com/inspiration/monaco-europe-reasons-to-go/
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Key facts on the campaign 2026
- Format and visibility:

« Luxury Escapes website: Digital campaign with tactical stay offers on the OTA website of

Luxury Escapes. Each partner will have a one-page article on the destination including the léLch):(kaFg
Luxury Escapes products for conversion chosen by Luxury Escapes. Example here!
« Time:
«  Campaign will run from 15 October to 15 November
« The articles will be available for 1 year on the Dream website of Luxury escapes and 1 year O6H s Laxe: Tha Best Hotalsin
- Theme: high-end travel, lifestyle, culture and gastronomy i e AU
T ——

« Target: CSP+, frequent flyers, GenZ and Millenium with strong purchasing power
«  Promotion:
- Communication via the tools of Atout France Australia/New Zealand: e-newsletters, social
networks, website

« Communication with Luxury Escapes tools with Digital Banners and media purchase

« Estimated results: Impressions: 200k to a high net worth targeted audience



https://luxuryescapes.com/inspiration/the-dreamiest-paris-hotels/
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PARTNERS VISIBILITY:

Hotel Baimoral

1 participation with 1 article page on Luxury Escapes [ theme Dreams

Presence on the colaterals’ communication

Promotion via Luxury Escapes tools and media purchase

Promotion via Atout France communication tools

Including set up of the campaign, monitoring and follow up

-> AUD 10.000* ex. gst (6.060 € HT)

- Invoiced by Atout France Paris with NO Gst for foreign entity / Rate as 2026 at 1 Euro = 1.65 AUD $ / This activity is subject to change dependlng
on the number of participants.
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Dominique Maulin Sophie Almin Clelie Collas
Directrice Regionale United Arab Deputy Director Trade Marketing Manager
Emirates [ Middle East & Turkiye / Head of Marketing Clelie.collas@atout-France.fr

Israel [ South Africa Sophie.almin@atout-
Regional Manager India, Caucase France.fr

and Central Asia
Directrice Australia office
(Interim)

Dominique.moulin@otou#? www.france.fr/en www.france.fr/en/infos/registration-newsletter

France.fr

www.facebook.com/EN.ExploreFrance X https:/ [x.com/explorefranceen 13

@ www.instagram.com/explorefrance
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