AUSTRALIA OVERVIEW






TOURISM
AUSTRALIA

OURVISION

For Australia to be the
most desirable and
memorable destination
on Earth

OUR PURPOSE

To grow demand and
foster a competitive and
sustainable tourism
industry

9.5 MILLION VISITORS $45 BILLION IN SPEND m

*Pre-COVID figures
>
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Source: Australian Bureau of Statistics (ABS) Short-Term Arrivals
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AUSTRALIA’S
RECOVERY IS

IN LINE WITH OUR
DIRECT
COMPETITORS
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RECOVERY VARIES AT THE NATIONAL LEVEL

ABS SHORT-TERM ARRIVALS
Rolling YE May 2024 recovery
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mmm Calendar Year 2019 1,433,770 1,438,670 817,990 715,820 399,300 478,500 498,640 280,480 221,730 315,150 384,900 189,610 207,090 143,730 75,210
mmm Year ended May 2024 1,370,250 782,040 711,390 614,750 413,560 384,340 354,860 346,320 2155540 207,820 191,990 165440 161,270 123,830 65,610
YOY Recovery % chg 96% 54% 87% 86% 104% 80% 71% 123% 97% 66% 50% 87% 78% 86% 87%

mmmm Calendar Year 2019 mmmm Year ended May 2024 YOY Recovery % chg

Source: Australian Bureau of Statistics (ABS) Short-Term Visitor Arrivals.
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RECOVERY OF SPEND BY MARKET IS STRONG

TOURISM AUSTRALIA 15 KEY MARKETS: EXPENDITURE RECOVERY

CY 2019, TOTAL TRIP SPEND VS. YE MARCH 2024

Source TRA IVS, March 2024
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Source: Tourism Research Australia, International Visitor Survey, March 2024 Qtr.
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IS ABOVE VISITING
FRIENDS &
RELATIVES (VFR),
WITH FURTHER
ROOM FOR
RECOVERY

VFR AND HOLIDAY TRAVEL VOLUMES
Jan 2022 to May 2024
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Source: ABS Short-Term Arrivals Data
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THE RETURN OF TS TG A
AVIATION CAPACITY (SoMPARED O SAME o )
IS CRITICAL
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INTERNATIONAL
CAPACITY INTO
AUSTRALIA

Source: Cirium SRS Analyser air schedules data






AUSTRALIA IS HIGHLY ASSOCIATED WITH THESE EXPERIENCES

ASSOCATION WITH AUSTRALIA GLOBAL NORTH UK & EUROPE NORTH ASIA SOUTH/SOUTH  NEW ZEALAND
(EXCLAUSTRALIA) AMERICA EASTASIA
4 Beautiful natural environments [ 30% B 25« 27% 32% 31% I 2o
Good food, wine/beverages, local cuisine [ 19% | R 11% 17% 26% I
Natural wonders to explore  [JJJll 24% B 2 22% 25% 24% B o
World class beaches/coastlines/marine wildiife [N 34% | E 30% 33% 35% _ 61%
Culturally significant sites to explore [l 15% | YA 12% 10% 19% 25
Historic buildings & architecture . 11% . 10% 9% 9% 15% - 15%
Great shopping [ 14% B 2% 10% 10% 19% I
Theme parks, zoos, and/or aquariums - 23% - 17% 15% 17% 31% _ 56%
Museums, art galleries and/or theatre . 15% . 12% 10% 11% 22% - 26%
Interesting events and festivals [ 14% B 3% 9% 11% 18% B s
g Authentic indigenous experiences [l 24% B 2 20% 20% 27% I s
% Different and interesting local wildlife - 37% - 35% 33% 39% 36% _ 49%
é Wellness retreats, spas, or hot springs . 12% . 10% % 8% 17% - 26%

A12. When you are deciding on which holiday destination(s) to visit, which of the following factors are most important to you? Please rank up to 5, where 1 is the most important.
A15. Which holiday destinations come to mind when you think of the following holiday experiences?

Base: Global (excl Australia) n=6,489, North America n=766, UK & Europe n=1,559, North Asia n=1, 849, South, Southeast n=1,842, Australia n=466, New Zealand n=463
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AUSTRALIA OVER DELIVERS IN ALL AREAS

DESTINATION ASSOCIATIONS - BY PAST FIVE YEARS VISITATION

0% +33 +28 +28 +27 +26 +23 +22 +22 +20 +18
0
50%
40%
30%
20%
- I I I
0%
A family friendly Appealing climate or Good food, Theme parks, zoos, World class beaches, Authentic indigenous Value for money A vibrant city lifestyle Different and Natural wonders to
destination weather wine/beverages, local and/or aquariums  coastlines, and marine experiences interesting local wildlife  explore e.g. world
cuisine and produce wildlife heritage sites

m Visitor = Non-Visitor

Question: You said [factor] is important to you. Which of these destinations do you associate with [factor]? (Those who ever visited Aus vs those who have not)
Global aggregate includes Indonesia, NZ, Singapore, Malaysia, South Korea, Japan, China, India, Germany, USA, UK and Hong Kong.
Source: Tourism Australia Consumer Demand Project August 2023 via BDA Marketing Planning
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NATIONAL GROWTH
PROJECTIONS FOR
INTERNATIONAL AND
DOMESTIC SPEND

IN AUSTRALIAIS
STRONG,
ACCORDINGTO TRA
FORECASTS

Spend in Australia ($billion)

INTERNATIONAL, DOMESTIC AND TOTAL TOURISM SPEND IN AUSTRALIA

Nominal, annual values in A$ billion, not adjusted for inflation.
Actual data to 2022, forecast values from 2023 to 2028.
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TOURISM GROWTH IN
AUSTRALIAWILL BE
SIGNIFICANTLY
HIGHER FOR
INTERNATIONAL
RATHER THAN
DOMESTIC

5-YEAR AVERAGE ANNUAL GROWTH RATES (%) DOMESTIC VS INTERNATIONAL

Expenditure in real terms

2013 - 2018

Domestic

International

2023-2028
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AS WE RECOVER,
WE COLLECTIVELY
SHIFT OUR
FOCUS...

TO THE NEXT
CHAPTER OF
SUSTAINABLE
GROWTH ... YIELD &
NOT JUST VOLUME

WORLD TO AUSTRALIA ARRIVALS & FORECAST
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Sources: Oxford Economics (OE) Forecasts, December 2023.






TOURISM AUSTRALIA’S FOCUS FOR THE YEAR AHEAD

Grow demand and enable a competitive and sustainable tourism industry

Drive destination &
Create and convert Harness consumer

product awareness . i
demand tl_1rough through PR, famils and drivers !ndlqgnous,
campaigns sustainability,

and partnerships. AR Spega!hst accessible tourism.
Program training.

Build a strong pipeline
of international
business events.

Leverage the decade of green and gold across key markets
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Tourism Australia August 2024

SUPPORTED BY A BREADTH OF ACTIVITIES

CONTENT CAMPAIGNS BROADCAST & IMHP WORKING HOLIDAY TOPICAL MOMENTS
MAKER
SOCIAL MEDIA GLOBAL PR ADVOCACY CONTENT PARTNERSHIPS BUSINESS EVENTS

22 TOURISM AUSTRALIA 7
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CREATING DEMAND TO FILL INBOUND SEATS VIA 8%
AIRLINE PARTNERSHIPS
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TOURISM FOCAL POINTS FOR THE YEAR AHEAD

1-
INDIGENOUS CULTURE

There’s a heightened

sense of purpose,

and connection to
community &

indigenous culture.

2.
PREMIUM REDEFINED

Premium is being
redefined with a
focus on self care,
reconnection &
wellness.

3 -
DISTRIBUTION

Disintermediation is
possible with Al but do
consumers want that?

The landscape is
evolving, and agents
are still key.

DISTRIBUTION
2035

4.
AGRITOURISM

Back of house is
coming to the fore,
with the continued
emergence of our

world class
food & wine.

5 L]
STORYTELLING

Travel inspiration &
research is “always
on” - creating a step
change in marketing to
drive demand.

CRUISE & SELF DRIVE

Modes of travel
continue to shift, with
a surge in cruise, &
self drive - leading to
great dispersal.
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