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Tourism Australia

WHO IS TOURISM
AUSTRALIA?

Tourism Australia is the Australian
Government agency responsible
for attracting international
visitors to Australia, both for
leisure and business events.

OURVISION

To make Australia the most
desirable & memorable
destination on earth

OUR PURPOSE

To create demand enabling a
sustainable and competitive Australian
tourism industry

BRAND & MARKETING

Providing the overall tourism messaging
under which overseas consumers view
Australia through activities including
marketing campaigns

AVIATION

Leading a Team Australia approach with the

involvement of airports, STOs, Austrade, DFAT,

DITRDC and Home Affairs

INSIGHTS

Including the Consumer Demand Project and
the Future of Demand

BUSINESS EVENTS AUSTRALIA

Business Events Australia (BEA) is a specialist
business unit of TA dedicated to promoting
Australia as a destination for business events

PARTNERSHIPS &
DISTRIBUTION

Working with over 200 commercial partners
annually, as well as managing the Aussie
Specialist Program

PUBLIC RELATIONS & FAMILS

Including Public Relations, the International
Media Hosting and Friends of Australia
programs

AUSTRALIA.COM & SOCIAL

Running the Australia.com consumer
site and Tourism Australia’s social
media presence

INDUSTRY EVENTS

Key onshore and offshore B2B industry
events including ATE and Australia
Marketplace events




OUR TARGET
MARKETS

e PREMIUM
YIELDING e
TRAVELLERS

9.5 MILLION VISITORS $45 BILLION SPEND m

*Pre-COVID figures
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STRATEGIC PRIORITIES FY24

GROW DEMAND TO ENABLE A COMPETITIVE AND SUSTAINABLE TOURISM INDUSTRY

| 2
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CREATE CONVERT
LEVERAGE THE PROMOTE SUPPORT INDIGENOUS, GROW
‘Bﬁ“n’,'.’ém"gﬂv DEP'XQ%'I’E"I“"ST H FIFA WOMENS WORKING INDUSTRY SUSTAINABLE, BUSINESS
WORLD CUP HOLIDAYS RECOVERY AND EVENTS

GDAY’ ACCESSIBLE
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Tourism Australia

How are things looking?



A GOOD REMINDER THAT ‘NORMAL' NEVER REALLY IS
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MAY ARRIVALS WERE STRONG AT 77% OF 2019
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Source: ABS Arrivals Short Term Visitor Arrivals

New
Zealand

117,520
98,290
83.6%

United
States of
America

56,410
42,380
75.1%

China

94,690
32,210
34.0%

May-19 May-23 YOY Recovery % chg

Visitor Arrivals from our Top 15 Markets

Month of May 2023

United South
Kingdom Korea

29,980 18,830 27,960
24,610 18,690 18,550
82.1% 99.3% 66.3%

Japan

Germany Italy

9,240 3,710
6,520 3,880
70.6% 104.6%
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INDIA IS THE STAR WHEN IT COMES TO YTD RECOVERY SO FAR

1,600,000 Visitor Arrivals from our Top 15 Markets
YE May 2023

1,400,000
1,200,000
1,000,000
800,000
600,000
400,000

200,000

United
States of India Singapore China Japan ngég Indonesia  Canada Malaysia Germany Hong Kong France Italy
America

Year ended May 2019 1,409,660 719,070 807,530 366,960 453,500 1,429,560 482,900 281,290 219,470 189,790 398,570 207,790 309,600 145,160 77,890
Year ended May-23 1,032,910 567,590 534,630 375,460 351,860 210,940 161,750 155,970 146,700 137,810 136,059 131,970 108,090 90,810 50,520
YOY Recovery % chg 73.3% 78.9% 66.2% 102.3% 77.6% 14.8% 33.5% 55.4% 66.8% 72.6% 34.1% 63.5% 34.9% 62.6% 64.9%

New United
Zealand Kingdom

Year ended May 2019 Year ended May-23 YQOY Recovery % chg

r
TOURISM AUSTRALIA\/’



350,000

300,000

250,000

200,000

150,000

100,000

50,000

Month of May 23
Month of May 19
m2019 % Monthly Recovery

THE OPPORTUNITY EXISTS IN THE HOLIDAY SPACE

Holiday

195,700

314,820
62.2%

VFR
182,590
197,500

92.5%

Month of May 23

Purpose of Visitation
Month of May 2023

Business*
70,110
88,830
78.9%

Month of May 19

Education
24,460
28,090
87.1%

m2019 % Monthly Recovery

Employment
21,500
17,140
125.4%

Others
17,970
21,890
82.1%
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VOLUME OF HOLIDAYMAKERS IS STRENGTHENING

VFR and Holiday Travel Volumes

Jan 2021 to May 2023 Purpose of Visitation
YE May 2023
400,000
5,000,000
350,000 4,500,000
4,000,000
300,000
3,500,000
250,000 3,000,000
2,500,000
200,000 2,000,000
150,000 1,500,000
1,000,000
50,000 Holiday VER BusTes Employ Educatio Others
S ment n
. YE May-23 1,947,630 2,308,230 577,450 230,860 323,740 201,730
I8 dddIdydddlIJIN]II_]ITIN;INSTIQER YE May-19 4,411,150 2,799,130 990,760 211,650 608,750 308,930
cC O 5 5 > c 5 9O QB 2 9 c 9 5 5 > c 35 090 995 2 9. c 9 5 5 0>
89 8 2 5328 S g 8&8¢9 82 £532¢8 S g 8&8¢9 8 %2 g 2019 % YE Recovery 44.2%  825%  58.3%  109.1% 53.2%  65.3%

- - 0,
Holiday VER YE May-23 YE May-19 m2019 % YE Recovery

Source: ABS Arrivals Month of March 2023
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INTERNATIONAL % OF INBOUND SEATS RETURNING T9 AUSTRALIA
AVIATION CAPACITY ..

INTOAUSTRALIAHAS -
RETURNEDTO86% ™
OF PRE-COVID LEVELS
INJUL-23,
REACHING 91%

BY NOV-23

SSSSSS : CIRIUM SRS ANALYSER
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CAPACITY RETURNING

% OF DIRECTINBOUND SEATS RETURNING TO AUSTRALIA
BY COUNTRY IN 2023

WI'".I SOME STANDOUT . (COMPARED TO SAME MONTH IN 2019)
~ SOURCE: CIRIUM SRS ANALYSER
300% R
MARKETS/CARRIERS
~
250%

July 2023 levels:

India: 251% of seats scheduled 200% e

South Korea: 162% of seats scheduled )

Qatar: 112% of seats scheduled -

Indonesia: 109% of seats scheduled 150% © 8

Japan: 97% of seats scheduled S R= R - ) e
Canada: 97% of seats scheduled 100% o o % gg“ . " % %
Singapore: 88% of seats scheduled N RS

NZ: 86% of seats scheduled N
Malaysia: 78% of seats scheduled 50% -

USA: 68% of seats scheduled I

China: 67% of seats scheduled 0%

. 0,

Hong Kong: 47% of seats scheduled \Q\v Oq&v &g @\V \3-0 @5‘ Qcﬁ& v\@ & é‘“% \x\‘\‘, 0\& 0’\‘&
Singapore Airlines: 87% of seats scheduled A ,\K\* o \@o* & A \@‘? ,\/@"\' \&Vy (og"’/\ ¢ éf eof\
Emirates: 85% of seats scheduled o> > R, 0@‘ K LF
Qantas: 83% of seats scheduled

Cathay Pacific: 58% of seats scheduled W Jul-23 w Dec-23

Etihad: 42% of seats scheduled

Source: Cirium SRS Analyser air schedules data, July 2023
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DOMESTIC BACK THIS YEAR, STRONG FUTURE GROWTH IN INBOUND

INBOUND VISITOR ARRIVALS DOMESTIC OVERNIGHT TRIPS
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Source: TRA Forecasts at March 2023
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CHINAWILLSTILLBE PAST & PREDICTED OOR VISITATION ARRIVALS TO

AUSTRALIA FROM TOP 15 MARKETS

THE DOMINANT FORCE v 2005- O 2028
INAUSTRALIAN

INBOUND TOURISM FOR 2,000,000

THE NEXT DECADE

1,500,000

1,000,000

JAPAN, 679,516

~ INDIA, 618,022
MALAYSIA, 539,414
500,000 HONG KONG, 392,526
KOREA, 384,737

INDONESIA, 299,449
T GERMANY, 248,732
CANADA, 246,172

Source: Oxford Economics
2022 Onwards represents estimated forecasted data >
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What's on people’s minds?



WHAT ARE VISITORS LOOKING FOR?

Safety remains #1 in most markets. World class nature is also important for most and leads for China and Germany. Good F&W is
the most important factor for Japan, and important for most (though not in the top 5 for India or Indonesia). Value for money also important
though lower for China.

Topl T
Importance factors Importance factors by market (%) op op >
% of Global aggregate MALA |KORE | JAPA
YT March 2023 INDO NZ SING v A N CHINA| INDIA | GER | USA UK HK FRA CAN

Safety & security NN 53 s 57
World class beauty and nature [ 40 a8 43 34
Good food & wine [N 38 29 37 37 33 a7 40 a2 30 33 40
Value for money ——— 37 36 47 40 43 40 34 20 30 a4 32 a1 35 40 40
Friendly citizens . 32 40 37 31 12 20 26 26 41 35 38 31 35 37
Family friendly P 26 21 25 16 2 18 19 30 29 37 26 31 20 31 29
WC aquatic & coastal I 25 31 30 30 31 20 22 20 30 20 24 28 24 28 22
Clean cities [N 24 35 17 31 34 25 17 26 27 17 19 15 29 14 19
Ease of entering a country or obtaining avisa [ 24 20 23 20 18 21 30 19 20 21 27 22 18 23 26
Historic buildings & architecture _ 22 20 27 21 19 20 22 18 20 13 20 27 22 22 23
Range?f accf’mff‘- I 21 35 27 23 26 21 20 21 23 29 18 20 27 19 19
Romantic destination _ 17 14 10 10 15 31 18 27 21 12 16 11 13 11 13
Luxury accomm. [ 15 14 9 11 18 18 14 13 20 12 18 19 14 12 16
Ancient civilisations & ruins to explore [N 15 13 18 12 12 15 16 15 9 18 14 19 13 15
Vibrant city lifestyle [N 14 9 12 19 13 9 19 13 18 8 12 9 17 7 11
Sustainable tourism experiences and providers [ 14 18 1 14 18 10 6 20 21 15 13 11 12 10 11
Great shopping [ 13 13 10 10 12 12 10 19 18 7 15 9 17 7 12
Different and interesting local wildlife - 13 10 16 12 11 16 16 18 12 15 18 15 17 22 17
World class events of interest to me [ 13 1 14 13 10 7 6 14 16 18 14 16 11 19 14
Museums & galleries [ 11 1 10 10 8 9 17 11 11 10 16 10 13 13 15
Authentic native, indigenous or First Nations' experiences [l 9 13 5 a 18 11 11 11 7 8 13 6

A destination that caters for my accessibility needs - 7 7 5 5 8 6 3 9 11 7 7 6 8 q

Question: Thinking about choosing a holiday destination, which of the following factors is more important to you?

*A destination that caters for my accessibility needs added in Dec 22 xx%Indicates a statistically significant
Global aggregate includes Indonesia, NZ, Singapore, Malaysia, South Korea, Japan, China, India, Germany, USA, UK and Hong Kong. xx% difference to Global aggregate
Source: Tourism Australia Consumer Demand Project March 2023 via BDA Marketing Planning
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AUSTRALIA OVERDELIVERS VS EXPECTATIONS

AUSTRALIA’S ASSOCIATIONS: HAVE VS HAVEN'T VISITED

80 +33 +25 +23 +37 +35 +27 +34 +31 +28 +26
70
60
50
40
30
20
0
Aquatic & coastal Wildlife Natural beauty  Family friendly Sustainable Friendly citizens Native, Vibrant city Good food and Value for money
tourism Indigenous, or lifestyle wine
First Nation’s
experiences

m Not visited Australia = Have visited Australia

uestion: You said [factor] is important to équ. Which of these destinations do you associate with [factor]? (Those who ever visited Aus vs those who have not)
lobal agPregate includes Indonesia, NZ, Singapore, Mala¥)5|a, South Korea, Japan, China, India, Germany, USA, UK and Hong Kong.
Source: Tourism Australia Consumer Demand Project December 2022 via BDA Marketing Planning
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THE RISING TIDE OF
SUSTAINABILITY IN
TRAVEL CONTINUES 199,

Believe people need to Confirm that travelling Believe more
act now and make some more sustainably is sustainable travel
more sustainable important to them options are too
choices to save the expensive
planet for future
generations

(up from 66% in 2022)

Source: Booking.com Sustainable Travel Report 2023 — April 2023
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MORE THAN
TRAVELLERS ARE
COMMITTED TO
SUSTAINABILITY IN
SOME WAY &

ARE
SUSTAINABILITY
DEVOTEES OR
BELIEVERS

OF

Incidence of Sustainability Personas

practices considered

important to do,
but unwilling to pay for
any

NUMBER OF PRACTICES CONSIDERED
IMPORTANT

g

NUMBER OF PRACTICES WILLING TO PAY

A couple of/sone
practices considered
important to do,
and willing to pay for some

19%

e}

0q° O
o&”}o
o)'o

(e}

A couple of/somne
practices considered
important to do,
and willing to pay for most

15%

v

EXTRA

Future of Global Tourism Demand Research, Quantitative validation phase, April-May 2022

Segmentation based on two questions: E1. How important are each of the following to you when travelling? E2. Imagine you have identified two experiences that offer
everything you are looking for on your next vacation. If one experience offered the following, and the other did not, which statement best applies to you?

Base: Global excl. Australia (n = 22,190)
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IMPORTANCE OF
SUSTAINABILITY
PRACTICES WHILE
TRAVELLING

4 in 5 global travellers think that eco friendly
transport and accommodation is important when
travelling

But a much larger range of sustainability practices
are now part of the understanding by consumers.

Importance of sustainable practices while travelling

Respecting and preserving the cultural heritage of the

s . 92%
destination or community

Respecting and following cultural practices and

91%
customs

Protecting (not damaging) the land or natural

91%

environment in places you visit

Ethical treatment of animals and wildlife 90%
Ethical treatment of local people 89%

Supporting local businesses 86%

Using eco-friendly or sustainable transport to get
around

82%

Staying in eco-friendly accommodation 81%

Participating in active conservation or rehabilition 26%
programs ’

Off-setting travel emissions 76%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

E1 - How important are each of the following to you when travelling?
Base: Global excl. Australia (n = 21,322)
Source: Tourism Australia Future of Demand — quantitative deep-dive 2022
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CONSU M ERS HAVE Motivators for sustainable travel
MANY REASONS TO
TRAVEL SUSTAINABLY

It is the right and moral thing to do 49%

It makes me feel better about my vacation

44%

| want future generations to be able to enjoy the same 43%
experiences ?

It brings me personal joy and satisfaction 42%

These types of vacation experiences are enjoyable to me 35%

It reflects how | behave in my day-to-day life 32%

It allows me to travel more without feeling guilty about
my impact

30%

None of the above I 2%

E3. Which of these best describe why sustainability considerations are important to you when travelling?
Base: Global excl. Australia (n 10,646)
Source: Tourism Australia Future of Demand — quantitative deep-dive 2022
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What are we doing about it?



THE AVERAGE TRAVELLER IS ONLY CONSIDERING THREE PLACES

TRAVELLERS ARE CHOOSING BETWEEN AUSTRALIA’S DIRECT COMPETITORS, THE INCREDIBLE DESTINATIONS BELOW

JAPAN USA NEW ZEALAND SOUTH AFRICA CANADA FRANCE HAWAII

r
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THIS IS AMOMENT OF EXTREME COMPETITION

l FEWER TRAVELLERS MORE COMPETITION t

Airline

: Travellers are : All countries Media costs Global
capacity 1o more worried People =l Sl rebuilding & inflation creative work
Australia is still b hei staying closer - : < b h
constrained about their {0 home their visitor continue to IS better than
finances economies rise ever

(Seats + Cost)
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COME & SAY G'DAY CAMPAIGN APPROACH

ADVERTISING &
PARTNERSHIPS
SHORTFILM MID-FUNNEL CONTENT

Drive fame and impact for launch. Hardworking advertising and content _ _
o o PR ampifcaton panersips o showease our  SapluTe demand rom e
Establish story of Ruby, our new “brand destinations, experiences and e J regic p P
ambassador” elseilng AvSTETETE with airlines and key distribution partners.

r
TOURISM AUSTRALIA\/’



60” TVC
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CAMPAIGN ACTIVITY AROUND THE WORLD




PARTNER CAMPAIGN EXAMPLES

COME ON UP

GREAT

N
OUR DRIVEWAY.

ICI, N A
PISCINE
TOUTE LANNEE.

e
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STAY THE COURSE: FRESH AND FAMILIAR

CHINA LAUNCH PARTNERS WORKING HOLIDAY CULTURAL SPIKES



HOLIDAY HIGHLIGHTS 30" TVC
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Come along with us on the journey



Tourism Australia

TOURISM
AUSTRALIA’S
CORPORATE
WEBSITE

Home to all of the tools and resources
needed to help you optimise your business
for the international market.

TOURISM.AUSTRALIA.COM
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A FULL SUITE OF
NEW RESEARCH




Tourism Australia

ATEC ‘HOST
MARKET SPECALIST
TRAINING SERIES

Learn more about select inbound markets
identified as high yielding travellers to
Australia, as well as key sectors within the
Australian tourism industry.

Discover how to effectively attract and
service these exciting market opportunities,
and how to work with key players in the
travel trade.

The ‘Host’ series is a commercially valuable
brand, endorsed by government and trade.

WWW.ATEC.NET.AU/TRAINING/ATEC-HOST

ATEC.NET.AU
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Tourism Australia

KEEP IN TOUCH

Subscribe to our newsletters
tourism.australia.com/subscribe
Follow us on Twitter: TourismAUS

Follow us on LinkedIn

Dominic Mehling

Industry Relations Manager

dmehling@tourism.australia.com
+61 400 935 173

THANKYOU!

r
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