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Since year ending December’22, the ACT has had
record breaking levels of visitor spend

Although looking at quarterly spend, visitor expenditure is slowing
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Number of visitors to Canberrais at pre-Covid levels

6" highest ever number of visitors in a 12-month period for the ACT however similar
to spend, number of visitors is slowing
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ACT visitor breakdown

Domestic visitation is at 91% of the highest domestic visitation ever
International visitation is at 61% of the highest domestic visitation ever
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ACT had the 3rd highest hotel occupancy rate for FY 22/23

FY 22/23 hotel occupancy steady or lower across all states and territories
ACT has a much steadier occupancy rate than other small states of TAS and NT
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Source: STR data — Australian Accommodation Monitor Summary 2022-23
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International visitation —top 10 markets to the ACT

Top markets are India & UK —some markets recovered to pre-Covid levels or are close

Year ending | % recovery
ACT top 10 INT markets International expenditure is at 74% of

1 India 21,500 130% pre-COVID levels (vs. Dec’19)
2 United Kingdom 20,600 97%
3 United States of America 16,200 69%
4 China 15,600 28%
5 New Zealand 15,600 80%
6 Germany 7,100 73%
7 Vietnam 5,500 103%
8 Philippines 4,700 63%
9 Canada 4,000 45%
10 Korea 3,900 111%
TOTAL ACT INT Visitors 163,700 61%
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Top reasons for
intern at| on a|S V|S|t| ng Reason for visiting the ACT

the ACT is VFR &
holiday

VFR has been the top reason
for visitation since
international borders
reopened

Holiday is growing —was 31%

of international visitors for
year ending Dec’22

Latest research insights - August 2023

= Visiting friends and
relatives

= Holiday

= Business
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Over half our visitors are domestic o/n, which account
for $7 in every $10 spent in the visitor economy

International = small visitor group with a big spend
= Domestic day trip
= Domestic overnight

® International

Visitor breakdown Visitor spend breakdown
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Why do domestic o/n visitors come to Canberra? (%)

Mostly to visit friends and relatives —
while the top reason for all other states and territories is for holidays
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The ACT has a unique visitor
purpose profile when to the
other states and territories

Our citizens play a bigger
part in the visitor economy
than that of other states and
territories
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Where our visitors are coming from

2 In 3 domestic overnight visitors are from NSW - This is similar to pre-Covid

= Sydney
Other NSW Top 3 regions from ‘Other
NSW’ visiting Canberra:
= Melbourne
1 South coast
Other VIC

5 Nowra/ Wollongong/
Shellharbour

Brisbane - Gold Coast o8

| 3  Newcastle/ central coast
3

Other QLD 6
= Rest of Aus 6
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Domestic overnight visitors to the ACT breakdown

Are life-stage:
Single Income No Kids _
(SINK)
Double Income No Kids
(DINK) D 1a%

Family with youngest child
aged 5 or less - 9%

Family with youngest child
aged 6-14

11%

Family with youngest child
aged 15+ still at home

9%

Older, working 19%

Older, retired

15%
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24%

Are female:
50%

Higher than most other states

lave a disability:
19%

Lower than all states except NT & WA

Are studying:
5%
Higher than all other states
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HOW MANY CAME TO VISIT?

i
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Year ending June 2023 4 o
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Two trends and an opportunity we’re seeing in tourism
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Domestic travel

IS normalising

When it was impossible
for Australians to go
overseas, domestic
tourism increased

Now: domestic tourism is no
longer increasing but is
flattening out

VISIT
R CANBERRA
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Australians are going overseas and inbound does not

replace all the outbound (and it never has)

The gap between Australians leaving vs. tourism inbound is bigger than it used to be

——Short term residents departure

— Short term visitor arrivals
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It has been in 15 years
Household Savings Ratio

Covid household savings are spent, and cost of living pressures are requiring

Australians to dip into their savings to fund their lifestyle

The household savings ratio is the lowest

N
™

€202-1eI
2202-"ON
2zoz-Ine
2z0z-Tei
TZ0Z-AON
T20z-InC
T20z-Tei
020Z-AON
020z-InC
0202Z-1el
6T0Z-AON
6T0z-INC
6T0Z-1eIN
8T0Z-AON
8T0Z-INC
8T0Z-1eIN
LTOZ-AON
LT0z-InC
LT0Z-TeiN
9T0Z-AON
9T0Z-InC
9T0Z-1eIN
GTOZ-AON
STOZ-InC
GTOZ-1eIN
¥T0OZ-AON
¥T0Z-InC
¥T0Z-1eIN
€T0Z-AON
€10z-InC
£T0Z-1eIN
ZT0Z-AON
Ztoz-Inc
Z10z-TeiN
TTOZ-AON
TT0Z-InC
TT0Z-TeiN
0TOZ-AON
0T0Z-INC
0TOZ-JeiN
6002-AON
6002-INC
6002-1eI
800Z-AON
<! 80o0z-Inc
< 800z-1eI

Q Q Q Q Q
o o) o To) o

25.0
2
1
1

QDR CANserra

- October 2023

VisitCanberra Industry Briefing



New data: Mobility data shows a decline in domestic
overnight trips to the ACT vs. 2022

Domestic visitation is slowing — or normalising — after post-Covid travel behaviours
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Current level of attendance
would ‘definitely’ or ‘likely’
Increase over the following
year?

Oct 2022:

1%

Source: Creative Australia Audience Outlook Monitor, August 2023

Current level of attendance
would ‘definitely’ or ‘likely’
Increase over the following
year?

Aug 2023:

(%

Big increases in attendance appear unlikely in the next 12 months,
with 2 in 3 audiences expecting their attendance will stay the same

Anticipated level of future attendance at arts and culture organisations, including museums, galleries, performing arts organisations and festivals.

Latest research insights - August 2023
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Sustainable tourism Is becoming a necessity for
successful future operations

= Q The Sydney Morning Herald

SUBSCRIBE

Traveller
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wa  SUStainable Tourism Market Size, Growth Trends, Supplier
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RationalStat Study

o Rationalstat LLC

September 5, 2023 - 7 min read

f

Global Revenues of the Sustainable Tourism Market
to hit USS 336.2 billion by 2030, registering a CAGR
of over 13.4%.

Advertisement

Wilmington, Delaware, Sept. 05, 2023 (GLOBE
NEWSWIRE) -- Global Sustainable Tourism Market is
valued at US$ 157.7 billion in 2022 and is expected to ote Lookup
grow at a significant CAGR of over 13.4% over the

forecast period of 2023-2030, according to the TRENDING

latest market report by RationalStat

NEWS PROVIDED BY
Trip.com —
13 Oct, 2023, 07.03 ET

Trip.com Envisions a Future of Sustainable
Tourism

SHARE THIS ARTICLE
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Al, UAE, Oct. 13,2023 /PRNewswire/ -- Th

Sustainability can no longer be ignored. FI'OHI 55th TO ZISt:
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e oo Climb In Sustainable
Tourism

des, impacting industries worldwide, an

drop, tourism stakeholders need to reth
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4 in 10 travellers will pay
for sustainability

Expedia’s 2022 study: 90% of travellers look for
sustainable options when travelling

Skift's 2023 report: 69% actively seek sustainable
travel options and 42% paid extra for a more
sustainable travel option

Tourism Australia’s Nov 2022 Report: 4 in 10
travellers are ‘Devotees’ or ‘Believers’ for
sustainable travel
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01 UNCOMMITTED

A few/some sustainable practices
rated as important but unwilling to
pay for any sustainable experiences

03 DABBLER

A few/some sustainable practices
rated as important only willing to
pay for one or two sustainable
experiences

o

05 BELIEVER

A few/some sustainable practices
rated as important and willing to
pay for most/all sustainable
experiences.

X
o

02 SUPERFICIALIST

Many sustainable practices rated as
important but unwilling to pay for
any sustainable experiences

04 FOCUSED

Many sustainable practices rated as
impartant and willing to pay for one
or two sustainable experiences

53

06 DEVOTEE

Many sustainable practices rated
as important and willing to pay for
most/all sustainable experiences
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The potential loss of Marriot Financials 2019 ($bn)
not being sustainable
IS significant

Marriot International: 1 in 7 corporate
clients asked for sustainability
credentials before booking

The fact the company could deliver
these gave it a $5.5 billion sales
opportunity

Total room revenue: ~$58.5B
A

Corporate clients: ~$39B

Requested sustainability
documentation: ~$5.5B
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A quarter of travellers
have accessibility needs
when travelling

More likely to:
Go for longer vacations — average of 22 nights
vs. 12 nights

Have luxury/ premium accommodation budgets
Travel with others
Travel as part of an organised tour

Spend USD$500 more than travellers without a
disability per trip

Sources: Tourism Australia, MMGY Travel Intelligence 2022,

VisitCanberra Industry Briefing - October 2023
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The accessible tourism market
IS 17% of all domestic spend — : ,
nearly $1 in every $5 spent \

Accessible tourism benefits the wider
community: with an aging population,
accessibility will become more sought after

Boomers have money and will be travelling: by
2025, one in 8 international trips will be taken
by someone aged 60+

+ 28% In revenue for organisations that

prioritise people with a disability

Sources: Tourism Research Australia, Getaboutable, UN World Tourism Organization, UNWTO Tourism Barometer
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Free Strive 4 Sustainability Scorecards
for Industry

Free access to the pre-certification FCO
Strive 4 Sustainability Scorecard TOURISM
program

Business Name
Strive 4 Sustainability Scorecard

Assess and enhance sustainability Rating for 2022/23
practices, keeping in line with the

increasing trend of -,(, inse A '
environmentally conscious travel O8% '
preferences among visitors —

SOCIO eConOMIC Impacls

ey 0 70 %
667%

RegISter here: ) . T- iim——1 Cultural impaclts
https://www.ecotourism.org.au/stri Al
ve-4-sustainability/ACT e J 65%

70%

P VISIT
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Australian Tourism Industry

Council (A

achieve accreditations

|IC) accreditation

Federal funding to support businesses to

* Free Quality Tourism Accreditation for members
of the Canberra Region Tourism Industry Council

* Non-members watch out for special workshops
for the opportunity to become Accredited at a

discount rate and become a member
 Several accreditations available:

v/

O [ ekokAk

Ig:lrgs'.feT Accredited ?ua_lity

Business Accommodation ﬂf‘;'i';'ife';"
Business
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NATIONAL CAPITAL

Canberra Region Tourism
Industry Council

ATTRACTIONS ASSOCIATION

The Accessible Tourism Badges:
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Business
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Free Australian Tourism Export
Council (ATEC) Courses

Free courses for Canberra operators :

1. ATEC’s Tourism Trade Ready course
Assisting operators to fine tune their products and
services to deliver unigue, memorable and quality
tourism experiences

2. ATEC’s India Host course

Better understand what travellers from India desire;
key factors contributing to decisions; and focus
areas to attract, serve, and sustain Indian visitation

More to come

.
A

VisitCanberra Industry Briefing - October 2023 «BRXEHBERRA



Tourism Product Development The TPDF has provided

Fund (TPDF) opening soon $1.5m of investment in the
tourism, hospitality and
$500,000 in funding for the development of events industries and

tourism products and infrastructure supported 26 projects
across the ACT

Requires a 1:1 matched cash contribution from
applicants

Get thinking now about ideas so you can apply when
It opens

More info and previously successful grant recipients
here: https://tourism.act.gov.au/funding/tourism-
product-development-fund/
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