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5 Ways New Zealand Can
Add More Romance &
Relaxation To Your Life

Together In Travel

Founded in 2014, Karryon is Australia’s
leading travel trade ‘hybrid’ digital
publication and community brand.

Renowned for being influential, innovative, and social,
we take a creative and entertaining approach to telling
and selling travel.

Our mission throughout the pandemic has been to
inform, educate and connect the industry while

supporting through our initiative.

We are committed to amplifying the arrival revival of
travel for a post-pandemic world.

Thank you for giving us the opportunity to partner with
you and we look forward to working together.

KARRYON

ARRYON

Luxe Up: 9 Themes To Help You
Become An Aussie Specialist In
Luxury Travel
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Leading Channels of Influence.

Karryon.com.au hosts the #1 travel trade site* and social media channels in Australia

karryon.com.au

In Aus FREE eDM delivered
(Amazon Alexa Rank June 2020) Facebook Page In Australia 6 days a week

MR 75,000+ Unique visits
per month on average

{=) 350,000 Page views
B Per month on average

:&% 67% reading on smartphone

ole ..
“am*™ Average 2.2 pages per visit

e@e 35,000 Facebook fans reaching V 12k subscribers

“&® | jjlion travel lovers per month @B (sign up here)

2®s 6,500 Together In Travel {=) 22%openrate (Highest in
Facebook Group members e industry)

@ 17.000 Instagram followers a ?SZ; :;Zﬁ::;gﬂg::;;‘ te

inc @worldofleedham

m 10,000 Linkedin followers

*Amazon Alexa Global Website Ranking. Facebook/Instagram/Linkedin/Twitter


https://www.facebook.com/Karry0n/
https://karryon.com.au/
https://www.instagram.com/karryontravel/
https://www.linkedin.com/company/2955607/admin/
https://karryon.com.au/subscribeforfree/
https://www.facebook.com/Karry0n/
https://www.facebook.com/groups/2587504404829145/

Who's reading Karryon?

Our readers are engaged travel lovers with the lion’s share coming from the travel trade.

Australia

88%

New Zealand Consumer

9% 12%

Reader Age Breakdown
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What makes Karryon
the #1choice for
our partners?

1. We have the highest reach and engagement
in the industry and beyond

Karryon is 100% digital and consumed and shared 24/7 on
mobile, desktop and tablet by the trade and travellers. Our
market leading channels ensure your campaigns and content are
amplified for optimum engagement and results.

2. We report on every dollar you invest
We’re 100% accountable and will work closely with you to create
and report on the best outcome for each campaign.

3. Consider us your strategic partner
All of our partners receive preferential editorial support, market ‘%\:@é
intelligence and senior digital marketing services '
if required.

4.Karryon is 100% free for readers
Always has been free and will continue to be.

5. Trusted and loved by industry

From our Together In Travel, to Save The Travel Industry and
Travel To Change The World initiatives, Karryon is all about
community and levelling up the travel industry for collective
benefit and sustainability.

HOLDA
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http://www.karryon.com.au
https://www.facebook.com/groups/2587504404829145
https://karryon.com.au/industry-news/save-the-travel-industry-weve-hit-over-25000-petition-signatures/
https://traveltochangetheworld.com/

Time to kickstart the Arrival Revival

Let’s get Utah Elevated!

KARRYON

Together In Travel


http://www.karryon.com.au

What's the challenge?

The pandemic was an opportunity to
rethink tourism for the future as the
measures we put in place will help shape
the industry of tomorrow. What can we do
now to assist the travel and tourism
planners, architects and builders?

e Australia faces the same challenges as the rest of the
world as we open up again.

e The one advantage of coming back to market behind
other destinations has been monitoring the key
issues and addressing them as best as we can to
mitigate the impact and speedily prepare for the
recovery.

o While flexible policies are of high priority, it is
important to look at all of the challenges and address
them openly and with a willingness to re-think and
adapt.

e Literally the rest of the world is now your
competition - how and where do you sit in regard to
travel agent and consumer confidence, knowledge
and desirability?



“

‘ What we do know.

The Australian retail travel landscape has remained
largely unchanged, thanks to the resilience of our
industry, coupled with a S128 million Travel Support
Program and smaller State based SME business
assistance.

During this time many advisors took part time jobs,
some office closed with advisors working from home to
keep the lights on. We are now seeing stores opening
back up again, and beginning the recruitment drive.

We have seen a large migration of advisors across to the
home based agent networks.

All indicators point to Australia’s propensity to travel
returning swiftly and robustly, now borders are open the
main thing is boosting consumer confidence.

Australia already sits at a high percentage of travellers
using a travel agent for at least part of their overseas
travel (70% according to the Australian Federation of
Travel Agents).

At Karryon we believe that numbers will not only return
post pandemic, it is likely that it will be even higher.
People will likely feel more comfortable utilising the
expertise of a travel advisor to navigate through any
new rules, policies and procedures, with every airport,
airline, destination, tour operator etc. being different.




“The Australian retail travel
landscape is already seeing a “We believe that more people
strong recovery.” will utilise the expertise of a
travel advisor to navigate the
new world of travel.”

“We are resilient _; ' 4 B  KARRYON

..

and adventurous
travellers and

wanderlust is part “Travelling the world
of our national just got a whole lot more
identity.” complex and unknown - § . “My inbox has
we need information!” :_ | literally exploded
S with joy - bucket
“:;.. ! .
W | lists are now to do
I | lists” - Recent

.a;_ %

“Do advisors know your
restrictions/cancellation
policies/new products
etc?”

«8 Travel agent quote.

“The bounceback is going to be huge.

Are you ready?”
=
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Utah Office of Tourism Marketing Campaign.

How will we deliver cross-channel coverage and optimum results for your return to market?
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e Karryon campaign activity has increased by 70% with
International clients in the last quarter.

e Traffic and engagement has risen 250% in the last two months
with more advisors sharing out content to inform and inspire their
clients.

e Travel agents are highly sought after in the post pandemic travel
booking phase with increased rules and requlations plus the need
for consumer confidence.

e Limited opportunities to spend during lockdowns means
Australians have squirrelled away a stockpile of savings, so we’ll
likely see large increase of travel-related spending now the borders
are open and confidence begins to rise.

e Travel agents need retraining and re-energising to sell the new
post-pandemic world.
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Connecting with our trade audience, Karryon will dynamically
showcase your destination to the market, build on the brand story
and shine a spotlight on all things that sell your destination, across
all our market-leading digital channels.

We’ll authentically engage with the trade to educate, influence and
inspire and give them the tools to actively promote and sell your
destination with a branded destination landing page that
showcases the why and the how for sales conversion.

We’ll surprise and wow our audience with high impact and
dynamic visual, video and editorial content underpinned by
education and awareness for both trade and consumer.

All of the content we create will be evergreen and be viewed time
and time again to maximise your reach and investment.



Evergreen SEO rich
Sponsored Editorials.

How To Spend A Weekend In
Australia's Coolest Capital City

Get dynamic, high impact across Karryon's
different categories and editorial to get the
attention of the people who matter.

Sponsored Stories | 24 Moy 2021

ovm

‘I'm sorry, the old Adelaide can’t come to the phone right now, Why? It’s too busy
becoming one of Australia’s most funky destinations.”

Includes

e 1 bespoke editorial written by the Karryon team together
with partner to ensure messaging is conveyed on the most
engaging way.

e High-res images and option of embedded YouTube
video(s).

e Branded sign-off ‘Brought to you by.... with your logo
and call to action linking to your website.

e Editorial featured in eDM for 3 days minimum.

Spotlight on: Virginia, a state
for lovers of great holidays

e One Sponsored, targeted Facebook post as well as posts on
Twitter and LinkedIn.

e Your editorial (validity permitting) will remain live and
searchable for 12 months to attract extra traffic.

e Minimum page views: 1,000

Partner Investment

e $2,400 per editorial

e Add an extra $2000 for a dynamic branded takeover
option



Feature Product
Advertorials.

Get dynamic, high impact across Karryon'’s
different categories and editorial and get the
attention of the people who matter.

CARRYON Together In Travel

Skill Up On Fukuoka & Be In With The
Chance To WIN!

9

Samantha Smith | 08 Feb 2021

6 v m<

Fukuoka has launched an online travel training, giving Aussie agents the
opportunity to learn more about this delicious destination and potentially bag
$100 in gift vouchers.

Includes

BEAEL

1digital advertorial as supplied by you to a maximum
of 600 words.

e 4 supplied high-res images and the option of adding
one embedded YouTube video.

e Branded sign-off ‘Brought to you by....“ with your
logo and call to action linking to your website/CTA.

e Editorial featured in eDM for 3 days.

Get excited, because Prefecture Tourist Association has launched online travel training

for Aussie agents for the very first time.

e Your editorial (validity permitting) will remain live
and searchable for 12 months, attracting extra traffic.

Using the OTT - Travel Training plotform, which was recently launched in Australia,
Fukuoka has created a course targeted at local agents, packed with prizes to give them insider
knowledge and information on Fukuoka's key selling points.

e Results report on request
Become an expert in Fukuoka

e Minimum page views: 250

Parther Investment

e S750 per advertorial package



Dynamic Display

Takeovers. | ) A
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Together In Travel &

Get dynamic, high impact across Karryon.com.au
categories and editorial and get the attention of the

people who matter most to you.
Travel Inspiration

WE'LL HELP YOU
SELL NEW ZEALAND

Includes

LATEST TRAVEL INSPIRATION

G'Day The Mysa Motel:
Where Retro Gold Coast
Moots Sustainable Vibes

33 Ways To Enjoy Some
Of Sydney's Best
Experionces In 2021

Mobile optimised high impact digital banner spots across
your chosen category for an entire week

Hotel Indigo Adelaide
Debuts IHG Boutique

e Dynamic website assets including: YouTube video, Brend inAunrlon i : i
! — 2
2x Mrecs (static or animated) plus 2 x leaderboards (static Kiwi As: Why You Need To Plan
. . . To Go Wildlife Spotting In New
or animated) and skins

Zealand
e Click through to your chosen URL(s)

Jump In: Fiji's Next
Generation of Divers Have
Been Qualified

Holiday Here This Year:
Top 10 Aussie Towns To
Explore In 2021

Amazing Race

e A percentage of our 80-100,000 weekly page views

Partner Investment

ARRYON

e Home page and Travel Industry News section
$8,000 per week (54% traffic)

5 Ways New Zealand Can
Add More Romance &
> Relaxation To Your Life

L fi

e Travel Industry Hub & Travel Better sections
$4,000 per week (28% traffic) | 100%PURE ]

NEW ZEALAND
e Travel Inspiration section

$2,000 per week (18% traffic)

Want us to design the creative for your campaign? Ask us!


https://karryon.com.au/
https://karryon.com.au/category/industry-news/
https://karryon.com.au/category/community/
https://karryon.com.au/category/knowledge/
https://karryon.com.au/category/lifestyle/

Sponsored Facebook &
Instagram photo posts.

Get dynamic, high impact across Karryon's
different categories and editorial and get the
attention of the people who matter.

0 KARRYON with 100% Pure New Zealand
Paid partnership - @

Say Kia Ora to New Zealand's friendly locals and learn about
conservation projects to preserve these charming and curious
creatures

nning
ntering wildlife

Includes

e Sponsored social media post on Facebook and Instagram
e Gallery of up to 8 hi-res shots

e Short description of gallery featuring clickable tags to your
brand and business

e 1xlanding page link of your choice as call to action # share

e Average reach: 25,000-30,000

Partner Investment

e $2,000 + GST per sponsored social post



A R RYO N Together in Travel

Daily eDM Display
Features.

Thursday 9

60Qavymn September

INDIAN 1c
Wander out yonder

= IN 2022
Showcase your campaign in our dynamic, daily S WA pockoge o o 32757

.
and free eDM. Seven years on since we started ot
out, it’s still the daily industry go to.

ARRIVAL REVIVAL

Australians will be able to leave

the country from November
An end to the 18 month travel ban is near.

ARRIVAL REVIVAL

Stranded Aussies can return and

quarantine at home 'soon’
Cue the heartfelt airport reunions.

ARRIVAL REVIVAL

Travel Agent Finder: Sign up and

showcase your expertise
A platform that lets new clients find you

S Lo ( ;

NCU'S
WA[K FOR
WE[[NESS

: 1-31 OCTOBER 2021
/

—
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TOGETHER IN TRAVEL

Reach out, stay connected and
ask "R U really OK?"

Because a conversation can change a life.

AIRLINE

Includes

Chris Hemsworth joins Emirates

in futuristic Expo 2020 campaign
"The world's greatest show" runs until March 2022

e 6 days: Mon-Sat of digital banner spots

ARRIVAL REVIVAL

e Click through to your chosen URL

Vaccine passports on track for

October, intl. travel to follow
As the industry plans for a late December restart

Partner Investment

<X
AIR NEW ZEALAND G~

Got what it takes to become a Kia ora Agent
and want to WIN some epic prizes?

With a $3k prize pool up for grabs, put your
kil to the test with Dave's weekly quizt

1. 1st banner: $1,800 per week (S300 per day)

START NOW

2. 2nd banner: S1,600 per week ($300 per day)
3. 3rd, 4th, 5th banner: $1,400 per week (S300 per day)



‘Let’s get Utah Elevated’ Marketing Campaign
Package 1.

You get: A fully branded dynamic takeover, bespoke partner advertorial with SEO rich landing page and a

week of newsletter display ads.

Activity Cost (USD)

Dynamic Display Takeover - Get dynamic with a high impact takeover across Karryon.com.au categories and get the attention of
the people who matter most to you. Features on the Travel & Industry Hub and Travel better.

Partner Advertorial - Give us some big news to share with the audience to fit with your epic and dynamic takeover.

eDM display ads - MREC x 1 week of activity

Campaign Value
Discount: preferred partner discount

Total Campaign Investment USD

LIFE

LA  [«arrvon

ELEVATED

$4,000

$750

$1,800

$6,550

-$1,050

$5,500


http://www.karryon.com.au

‘Let’s get Utah Elevated’ Marketing Campaign
Package 2.

You get: A bespoke sponsored editorial with SEO rich landing page, with a week of newsletter display ads
and an ecosystem backlinking to your page. Plus sponsored Facebook and instagram support.

Activity Cost (USD)

Sponsored Editorial including one sponsored social post

eDM display ads - MREC x 2 week of activity

LIFE

LHTAH

ELEVATED

Campaign Value

Discount: preferred partner discount

Total Campaign Investment USD

KARRYON

$2,400

$2,800

$5,800

-$1,800

$4,000


http://www.karryon.com.au

‘Let’s get Utah Elevated’ Marketing Campaign
Package 3.

You get: A bespoke sponsored editorial with SEO rich landing page, with a week of newsletter display ads
and an ecosystem backlinking to your page.

Activity Cost (USD)

Sponsored Editorial including one sponsored social post $2,400
eDM display ads - MREC x 1 week of activity $1,400
Campaign Value $3,800
Discount: preferred partner discount $800
Total Campaign Investment USD $3,000
LIFE

LA  [«arrvon

ELEVATED
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‘Let’s get Utah Elevated’ Marketing Campaign
Package 4.

You get: A partner advertorial with SEO rich landing page and a week of newsletter display ads.

Activity Cost (USD)

Partner Advertorial - Give us some big news to share with the audience to engage and delight.

eDM display ads - MREC x 1 week of activity

LIFE

LHTAH

ELEVATED

Campaign Value

Discount: preferred partner discount

Total Campaign Investment USD

KARRYON

$750

$1,400

$2,150

$650

$1,500


http://www.karryon.com.au

Channels of influence

KARRYON

Together In Travel


http://www.karryon.com.au

Destination landing
page hub.

Virginia, a state for

Swt“ﬁw“: ¢ great holidays

Educate, connect and inspire the industry by
bringing all of your destination elements together in
virtual format with our high impact, engaging
landing page.

Includes

e Anon-brand Virtual destination landing page, housed
on karryon.com.au with your logo(s) and call to action

e Copy written by us showcasing your destination

e Exclusive dynamic branded takeover display artwork
(inc, video and CTA), designed by us (if needed)

e Image gallery of your destination
e Dynamic Alpaca map plotted with key highlights

e Upto 3videos/ assets embedded and able to use for
competition entry format

e One sponsored Facebook and Instagram post plus
organic posts on twitter and LinkedIn

e Featured in eDM for one week

e Seean example here

Partner Investment

e $8,000 per landing page


https://karryon.com.au/lifestyle/spotlight-on-virginia/

Solus eDMs.

Get dynamic, high impact across Karryon's
different categories and editorial and get the
attention of the people who matter.

Includes

e 1 exclusive eDM broadcast at 7am on a weekday to our
Karryon travel trade database of 12,000 travel professionals

e Click through to your chosen URL

e Average opens: 2,700 total; 1,600 unique CLICK HERE TO START COURSES NOW

e Average clicks: 150

*Terms and condltions apply, refer to

Partner Investment

e $3,400 per broadcast



Educate & Engage our
with our much-loved comps.

You supply the prize. We create and promote digital
competitions and incentives — from photo and video
to quick quizzes and long-form entries, for any

device.

»
VIKING

v y: 88

Our entry level comp includes:

e Anon-brand landing page, designed by us and featured
on karryon.com.au with your logo(s), call to action and
videos where applicable

o Embedded Online entryform for quick’ easy entry Is your BFF praying you'll find a new interest before your next birthday? Do you

love sharing fun travel content on your social channels? Then Viking Cruises
wants YOU to become an official Viking Voyager cruise reviewer.

e Competition editorial written by the Karryon team with
your logo(s) and call to action

Viking Cruises is giving one lucky Travel Advisor the chance to jump onboard one
of their stunning ships and experience the Viking difference for yourself. Sailing
for 10 nights in a Deluxe Veranda stateroom, exploring the colourful Caribbean

° Edltorlal feature in eDMfor Competltlon duratlon on a roundtrip voyage from San Juan, you will experience some of the

Caribbeans most enticing islands and cultures whilst enjoying the award
winning, state-of-the-art Viking ship elegance.

e One sponsored Facebook and Instagram post plus organic
posts on twitter and LinkedIn

Fill out your details and let us know why you'd love to set sail with Viking and
why you would be the perfect candidate to be the official Viking Voyager. The
agent who submits the most creative written entry, WINS!

e Winner editorial announcement in eDM with Facebook
and LinkedIn posts

e Weekly monitoring and reporting of performance and
entries

Partner Investment

e Written entry competition: $6,000
e Video and Photo comps: SPOA

Note: Does not include database from competition



Case Studies

KARRYON

Together In Travel


http://www.karryon.com.au

b Dheabi GF
=4

REGISTER NOW

“Abu Dhabi Specialist.”

ARRYON Together inTrewsl G0 W

Objectives

e Educate agents on the variety of experiences
available in Abu Dhabi

e Incentivise agents to skill up on creating
itineraries for different travel styles

e Keep Etihad top of mind for agents during key
booking periods and promote 2 night free
offering

o Drive bookings to Abu Dhabi with Qatar and

registrations for the mega famil

Agent Zone

Deliverables
e Editorial content

e Social content

e eDM Display Double MRECs and Solus eDMs
e Website Display Takeovers

KARRYON e
o Stay Abu Dhabi Curious And You
s dptmbedit i And A Friend Could Be
Experlencing It For Real

Complete the Abu Dhabi Specialist Programme
and you and a friend could experience it for real

in § star luxury (when we can travel again). Wkt e vy b rownded right rom. a1 douss') mecn e reed 80

Pren s T o e kg o

Results

e Over 3,000 page views for each editorial

e Supporting social posts reached over 30,000
each which generated over 3,000 engagements

e eDM Display above average click through

e Click through rate on website takeovers three
times greater than industry average

Plus register and complete the online courses
for the chance to win weekly prizes of $250 gift
cards

Stay Abu Dhabi curious here

(I8
Traes Meaages Lowng
Heross

Examples
e Click here to see more

[ EIRTE


https://karryon.com.au/?s=abu+dhabi
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Results

e Over 3,000 page views for each editorial

e Supporting social posts reached over 30,000
each which generated over 3,000 engagements

e eDM Display above average click through

e Click through rate on website takeovers three
times greater than industry average

Plus register and complete the online courses
for the chance to win weekly prizes of $250 gift
cards

Stay Abu Dhabi curious here
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Heross

Examples
e Click here to see more

[ EIRTE
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“Always On"”
6-12 Monthly Campaign

Objectives
e Provide Etihad with a consistent presence
throughout the year - annually

Deliverables

o Editorials covering offering, network, perks of
travelling via Abu Dhabi, promote special fares

e Social content to reach agent audience across
social media and provide them with content
they can share with their client base to
promote Etihad

e Dynamic website takeovers with video to run
alongside editorials surrounded by Etihad
messaging including video.

Results

e Over 6,000 page views for each editorial

e Supporting social posts reached over 40,000
people which generated over 5,000
engagements

e eDM Display above average click through

o Click through rate on website takeovers
ten/twenty times greater than industry average

Examples
e Click here to see more

ARRYON Together In Travel

. . ,-.»;‘ : Learn
azing/Things Etihad aboutour
Has Been Doing Over The initiatives

_Past'6 Months .

Lantarndimnd

- Health & Safety With A Smile: Meet
ARRYON Kiara Graham, Etihad Wellness
Ambassador

rSeller: Earn Points And

Greener Together: How ou Want, Like Upgrades

Shaping The Future Of
Sustainability

Spemannd St 101

B etihad

But first, how?

“ very
different from that to which we are accustomed. It is essential


https://karryon.com.au/?s=etihad
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“Unforgettable Moments”

Objectives
e Refresh and remind travel agents and consumers
why they love Japan so much.

e Put Japan back on the map through the creation of
itineraries, listicles, guides, long form destination
content and the safety messaging

e Educate agents on how to book, how to sell, where
to go, deals incorporating partner content, off-the-
beaten path ideas and Olympics 2021
in July

Deliverables
e Creative idea and campaign lock up logo
e Agent competition including design of landing page
e Editorial stories on Karryon & social channels
e Image gallery social posts
e Video creation of destination pillars edits and
social posts
e Dynamic website takeover build

Results

e Over 200 entries into the competition with two
months still to run

e Over 3,300 page views of the competition launch
article

e Food editorial with over 5,700 page views, a reach of
31,000 across social and nearly 2,000 engagements

e Other pillars still to roll out between Dec-Jan

Examples
e Click here to see more

& O

ARRYON

Share Your Unforgettable Moment In
Japan And WIN!

WIN 1 OF 5§ HAMPERS OF JAPANESE GOODIES
VALUED AT $150.

P T P —

ARRYON Together in Travel

Thursday 10
o ay, December
Flying a fleet

of fuel-efficient

A350 aircraft

'd The Scenic Eclipse
e No Other

8 Y - To Its Network
Indulge in the ancient Zen art®ef = ;
forest bathing.

AGENT ZONE
Debra Fox & Susan Haberle \
Launch ‘The Inspire Collective’
Sign up now for 8 free online workshop

> ¥ W) o008


https://karryon.com.au/lifestyle/unforgettable-moments-in-japan-outdoor-experiences-that-youll-remember-forever/

N\CeANTAS e [ -

Spirit of Australia

QF LOVES THE USA: Agents get the
scoop on Qantas & American
Airlines relationship

ARRYON Together InTravel | & = 3

“Qantas Learning Hub”

Launch and ongoing campaign MORE REASONS TO JOIN: Brand —
NEW perks for Qcmtas Learning Hub fre.on Coanion, gract sanneatlvi.to tha

il agent development day.

A members
Objectives s rAS
e Promote the Learning Hub launch and member 3 AN > -
benefits with ongoing engagement v ARRYON TogethernTravel | @ =
Oy m<
Deliverables lkingthesgn-up butto for Qantas Leoring Hub|

Advisors. And now, there are even more reasons | ON THE L'ST: How to snug invites to

° Editorials introducing new changes and BONUS perks .
the best Qantas occasions

e Social content

e Website Takeovers

e eDM Display advertising
e Competitions

Sponsored Stories | 25 Feb 2019

6O vm<

Join the Qantas Learning Hub today and secure special access to the

ReS u |tS exclusive events that help every ag:an’lril;icume savvy on Australia’s national
e Over 2,500 page views for editorials KARRYON
opos oo

KARRYON

e Supporting social posts reached over 20,000

which generated over 1,500 engagements L g I
e eDM Display above average click through :
e Click through rate on website takeovers twelve 5 . ¥ IM{{H%MM

. . i “hest

times greater than industry average =% . can g el " », Pk e

e Mini giveaway competitions with over 150 entries Y o clieuts pERRinE NagWaicliavel s Galy
back Night
fights o Ghina : s fights o Chino
Examples
.

o Click here to see more v v famoow oouaR:

| Funky new agency raises the
bar with spa & plane seats

caxsuz

€ sunnme = T
3 How Helloworid Travel is
SoanTas tackiing online competition

tnews, rece
nal scuttleb

FOODIES: Culinary encounters
that replace boring lunches

Win return e 2 avel agents.
fights 1o Chino [ SR for 201
CTTD)

MAGIC IN MUNICH: Celebrate
15 years of Etihad & WIN!

i » L
€ e e % 1 .qantas.com

Teanmas Tl



https://karryon.com.au/community/3-reasons-why-the-new-qantas-learning-hub-totally-rocks/

