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AUSTRALIA’S RECOVERY CONTINUES T0 PICK UP PACE

ABS ARRIVALS BY MONTH RECOVERY VERSES SAME MONTH IN 2019
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Source: ABS Overseas Arrivals and Departures (Short Term Visitor Arrivals), to the Month of April 2023
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DRIVEN BY THE REBOUND OF FOUR CORE MARKETS

TOURISM AUSTRALIA'S 15 MARKETS ABS ARRIVALS
January 2019 to April 2023
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RETURNING OF LEISURE TRAVELLERS

VFR AND HOLIDAY TRAVEL VOLUMES
Jan 2021 to April 2023
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Source: ABS Overseas Arrivals and Departures (Short Term Visitor Arrivals), to the Month of April 2023
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Source: ABS Overseas Arrivals and Departures (Short Term Visitor Arrivals), to the Month of April 2023

NORTH ASIA UPSIDE YET T0 COME
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AVIATION SEAT RECOVERY: ABOVE 907. BY YEARS END

AVIATION SEATS RECOVERY 7. 10 2019
ALL MARKETS TO AUSTRALIA
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FLIGHTS: MARKETS CURRENTLY LOOKING AT THE ACT

LAST 3 MONTHS: FLIGHTS WORLD TO CANBERRA
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HOTELS: MARKETS CURRENTLY LOOKING AT CANBERRA

LAST 3 MONTH HOTEL SEARCH DEMAND WORLD T0 ACT
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QUESTIONS FOR YOU

TRACKING ABOVE OR BELOW NATIONAL RECOVERY?

ARE YOU WAITING ON THE NORTHERN ASIAN RECOVERY? ARE YOU READY FOR IT?
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THE WORK IS WORKING

+12PP +13PP 104

IN CONSIDERATION IN INTENTION TO TRAVEL IN OOR OTA SHARE OF
FOR AUSTRALIA SEARCH




WHAT'S TA DOING? MORE OF THE SAME

2D e
RAARIE, E—E
?

CHINA LAUNCH VA AT PARTNERS WORKING HOLIDAY CULTURAL SPIKES
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6 MONTHS AGO
TOURISM AUSTRALIA
LAUNCHED “FUTURE OF
DEMAND” RESEARCH
REPORT

November 2022

TOURISM DEMAN

Global tourism research into the experiences that
will drive Australia’s tourism demand now and into
: the future ;

FUTURE OF GLOBAL

AAAAAAAAAAAAAAAA




AUSTRALIA AGONISTIC, MULTI-MARKET, WORLD-T0-WORLD

+ ADDITIONAL MARKET COVERAGE

TOURISM AUSTRALIA’S 15 MARKETS
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INDIVIDUALISED
RESEARCH ON 83
TOTAL EXPERIENCES
WITH AN ADDITIONAL
54 SUB-EXPERIENCES.
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Tourism Australia

Tourism Australia

THE MOST COMPREHENSIVE

VIEW ON GLOBAL DEMAND THAT
TOURISM AUSTRALIA HAS EVER COMPILED
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UNDERSTANDING
MARKET DEMAND:
AERIAL TOURS

AERIAL TOURS

ADVENTURE - LAND & SKY BASED

https://www.tourism.australia.com/en/insights/consumer-research/future-of-demand.html

INTEREST IN EXPERIENCE ACROSS THE GLOBE

MARKET INTEREST % R?::EE:}TQNDCF;B SIZING ('000)
GLOBAL 33% 26 36,770
| Malaysia 45% 9 753 |
1 45% 18 1216
Singapore 36% 18 554
| China 32% 19 9,071
""" 41 20 8BB
Indonesia 40 22 544
| South Korea 35% 23 3,394
Philippines 449 24 1,226
Hong Kong 34% 24 430
hailand 35% 30 731
|apan 25% i3 1967
Italy 30% 35 943
Germany 26% 36 1,480
New Zealand 31% 37 232
France 24% 40 1,746
UK 26% 45 2479
India 32% 46 1157
Usa 25% 47 6,514
Canada 23% 50 1446
AUSTRALIANS 29% 39 2,554

Malaysians expressed the greatest interest
in aerial tours

Chinese, South Koreans and Americans
have the greatest volume of persons
interested in aerial tours.

Source: Tourism Australia’s Future of Demand, 2022
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TRIP TYPES

CAMPERVAN

ADVENTURE - COMFORT CAMPING

https://www.tourism.australia.com/en/insights/consumer-research/future-of-demand.html m o' Vo

INTEREST IN THE EXPERIENCE BY SEGMENT

32%
Out of High Luxury Long- Working
Region VYield Traveller Stay Holiday
Traveller  Traveller Traveller Maker

1in 5 Out of Region Travellers are interested in campervan
experiences when they travel, with Working Holiday Makers more
interested with 1in 3 expressing interest.

Source: Tourism Australia’s Future of Demand, 2022
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DEMOGRAPHICS

Young Singles/Couples (Under 45) 36% 35%

Older Singles/Couples (45+) 16% 18%

Young Families 32% 31%

Older Families 16% 17%

1829 w2« Exploring wilderness & nature. With a
i “ _®  global perspective it is an experience
40-49 22% 23%

5064 w0 | thatleans slightly older and wealthier
Arerage age ®  ®  interest group.

Male 50% 48%

Female 50% 52%

Low 25% 23%

Middle 28% 28%

High 24% 26%

Very high 22% 23%

Source: Tourism Australia’s Future of Demand, 2022
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AFFINITY
EXPERIENGES:
WHAT EXPERIENCES
COMPLIMENT EACH
OTHER

MOUNTAIN/ROCK SPORTS

ADVENTURE - LAND & SKY BASED

https://www.tourism.australia.com/en/insights/consumer-research/future-of-demand.html

AFFINITY WITH OTHER EXPERIENCES (TOP 10)
INTEREST %

Trekking/camping

]

Other water sports

45%

o Rock sports (climbing) unsurprisingly

Other adventure/extreme sports

have an affinity with trekking and

Surfing

36%

camping. Perhaps more surprising
though is that surfing sits highly.

4WD/off-roading 32%

Sailing 32%

Other festivals

n
Y
ES

24%

Volunteering
Citizen science

23%

Trail running

Source: Tourism Australia’s Future of Demand, 2022
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S U R PR S I N G ADVENTURE - EXPLORATION
AF F I N ITI E s https://www.tourism.australia.com/en/insights/consumer-research/future-of-demand.html

AFFINITY WITH OTHER EXPERIENCES (TOP 10)

TRAIL RUNNING

INTEREST %

Surfing 39%

Fishing 34%

Trail runner tourists
are also rather
interested in exploring
their ancestry/family

w
w
32

Short courses or workshops

Exploring ancestry / family history 32%

.

Birdwatching 32%

Volunteering - 29% ] ]
history and bird
Other festivals - 28% be .
watching.
Citizen science - 28%
Private/charter flights - 27% 1
!

Source: Tourism Australia’s Future of Demand, 2022
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MUSEUMS

WHICH OF THESE EXPERIENCES WOULD YOU BE INTERESTED IN DOING ON A FUTURE INTERNATIONAL VACATION?
BY MUSEUMS/GALLERIES

70%
64%
62%
60% 56%
50%
43%
40%
40% 36%
30% 29% 29%
30%
20%
20%
10%
0%
Sites of historical or Architecture, notable Ancient civilisations Indigenous art, craft Theatre, concerts or ~ War history e.g. Indigenous oral  Religious heritage or Craft workshops with Other festivals e.g.
cultural significance buildings or or ruins or cultural displays performing arts battlegrounds, history/storytelling pilgrimages Indigenous artisans  writing, comedy
monuments memorials

Source: Tourism Australia’s Future of Demand, 2022
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WAR HISTORY

WHICH OF THESE EXPERIENCES WOULD YOU BE INTERESTED IN DOING ON A FUTURE INTERNATIONAL VACATION?
BY WAR HISTORY E.G. BATTLEGROUNDS, MEMORIALS

50% 48%

45%

40% 39% 38%
36%

35% 33% 32%
0
30% 27%

25% 24 9
° 23% 22%

20%

15%

10%

5%

0%
Learn the stories Indigenous oral Indigenous Religious heritage or Exploring ancestry /  Aquaculture e.g. Religious events /  Other festivals e.g. Volunteering Citizen science

and culture behind history/storytelling  performance e.g. pilgrimages family history pearls, oysters, fish festivals writing, comedy
the community dance, theatre farms

Source: Tourism Australia’s Future of Demand, 2022
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HOT AIR BALLOONING

WHICH OF THESE EXPERIENCES WOULD YOU BE INTERESTED IN DOING ON A FUTURE INTERNATIONAL VACATION?
BY HOT AIR BALLOON

60%
53%
S0% 46% 46%
43%
40%
30%
20%
10%
0%
Architecture, notable Aurora exploration  Whale / dolphin /  Stargazing/night sky
buildings or (Northern/ Southern marine life watching photography
monuments Lights)

Source: Tourism Australia’s Future of Demand, 2022

40%

Rail journey

40%

Cheese/chocolate
etc. making
workshop with an
artisan

39%

Carnivals

37% 36%

30%

Swimming in the sea Indigenous art, craft Scuba diving
with marine animals or cultural displays
e.g. dolphins
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QUESTIONS FOR YOU

ARE YOU CROSS PROMOTING THE RIGHT EXPERIENCES?

IS THERE ANY “CROSS BUSINESS” COLLABORATIONS TO DRIVE A BETTER OUTCOMES?



BRING IT ALL TOGETHER

AUSTRALIAN INTERNATIONAL VISITOR RECOVERY ON TRACK
NORTH ASIAN RETURN YET TO BE FULLY FELT
CURRENT KEY INTERNATIONAL MARKETS FOR ACT: NZ, USA, UK, INDIA

FUTURE OF DEMAND: ARE YOU MAXIMISING OPPORTUNITY PRESENTED BY INTERNATIONAL VISITORS?

r
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