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DUR RECOVERY IN ABS TOTAL INBOUND ARRIVALS

% Recovery to 2019

INBOUND VISITATION -
MARCHES ONWARDS... -
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Source: ABS Short-Term Arrivals
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THAT RECOVERY IS
COMPARABLE TO OUR
DIRECT COMPETITORS
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RECOVERY BY MARKET: YTD 2023 VS 2019
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Source: WTTC Global Tourism Barometer, March 2024
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RECOVERY IN VISITATION VARIES ACROSS MARKETS

ABS SHORT-TERM ARRIVALS
Rolling YTD May 2024 recovery

1,600,000 140%
1,400,000 123% 120%
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Calendar Year 2019 == Year ended May 2024 Y0OY Recovery % chg

Source: ABS Short-Term Arrivals
*Recovery to CY 2019
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Source: TRA IVS

15%

Indonesia

EXPENDITURE IS UP, BUT INFLATION IS A FACTOR
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AVERAGE TRIP SPEND IS LARGELY UP!

RECOVERY IN AVERAGE (TOTAL) TRIP SPEND ADJUSTED FOR INFLATION
March 2019 YTD vs. March 2024 YTD
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Source: TRA IVS
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THERE'S A BIG
DIFERENCE BETWEEN
HOLIDAY AND VER,
HOWEVER.

Holiday spend is around 40% higher than VFR spend
levels which has big implications for yield.

VER AND HOLIDAY TRAVEL VOLUMES

450,000 Jan 2022 to May 2024
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Source: ABS Short-Term Arrivals
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AVIATION COSTS ARE UP BUT IT’S HARD TO COMPARE T0 2019

DOMESTIC T0 ACT

INTERNATIONAL TO AUSTRALIA

% average fare recovery to 2019
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CANBERRA DESTINATION ASSOCIATIONS

Value for money

A vibrant city lifestyle

A family friendly destination

Beautiful natural
environments

Different and interesting
local wildlife

Good food, wine/beverages,
local cuisine and produce

Interesting events and
festivals

Source: Tourism Australia Consumer Demand Project

CANBERRA’S CURRENT ASSOCIATIONS

GLOBAL EXCL. AUSTRALIA
11%
18%
15%
10%
9%
17%
14%

B7. Which of these Australian destinations do you associate with the following attributes?
Base: Oct-Dec 23 Global excl. Australia (n=12,616) , North America n=1,504, UK & Europe n=3,006, North Asia n=3,600, South/Southeast Asia n=3,605,
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PROXIMITY PLAYS A BIG PART IN DEPTH OF UNDERSTANDING

CANBERRA DESTINATION ASSOCIATIONS BY SOURCE MARKET REGIONS

Value for money

A vibrant city lifestyle

A family friendly destination

Beautiful natural
environments

Different and interesting
local wildlife

Good food, wine/beverages,
local cuisine and produce

Interesting events and
festivals

Source: Tourism Australia Consumer Demand Project

B7. Which of these Australian destinations do you associate with the following attributes?
Base: Oct-Dec 23 Global excl. Australia (n=12,616) , North America n=1,504, UK & Europe n=3,006, North Asia n=3,600, South/Southeast Asia n=3,605,

GLOBAL EXCL. AUSTRALIA
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9%

12%

11%

UK & EUROPE
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14%
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17%
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16%
21%
17%
13%
11%
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18%
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IN GOOD NEWS...CANBERRA SELLS!

PLANNING T0 VISIT

(of those who have already
decided to visit Australia for their

CONSIDERATION OF DESTINATIONS

(of those considering Australia in the
next 4 years)

AWARENESS OF DESTINATIONS

(of those aware of Australia)

next holiday)

Sydney 82% Sydney Sydney 55%
Melbourne 62% Melbourne Melbourne 28%
Gold Coast 54% Gold Coast Gold Coast 22%
Brisbane 42% Brisbane 30% Brisbane 16%
Perth 36% Perth 25% Canberra 15%
Kangaroo Island 35% Kangaroo Island 24% Kangaroo Island 14%
Sunshine Coast 35% Canberra 24% Blue Mountains 13%
Blue Mountains 35% Cairns/ GBR 20% Perth 12%
Cairns/ GBR 34% Blue Mountains 19% Sunshine Coast 10%
Canberra 33% Sunshine Coast 18% Cairns/ GBR 10%
Tasmania 27% Kakadu National Park 16% Tasmania 9%
Kakadu National Park 27% Tasmania 16% Kakadu National Park 9%
Adelaide 25% Adelaide 15% Adelaide 9%
Great Ocean Road 22% Darwin 12% Darwin 9%
Uluru/ Ayers Rock 22% Uluru/ Ayers Rock 12% Uluru/ Ayers Rock 8%
Darwin 20% Great Ocean Road 12% Great Ocean Road 7%
Phillip Island 19% Phillip Island 10% Byron Bay 7%
Byron Bay 18% Byron Bay 9% Phillip Island 6%
Margaret River 14% Margaret River 8% Margaret River 4%
The Barossa 9% Broome/Kimberley 4% The Barossa 4%
6% The Barossa 4% Broome/Kimberley 2%

Broome/Kimberley

Source: CDP VISITCANBERRA 2023
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AND IN GENERAL, AUSTRALIA STILL OVER DELIVERS

DESTINATION ASSOCIATIONS - BY PAST FIVE YEARS VISITATION

S0 +33 +28 +28 +2] +26 +23 +22 +22 +20 +18
50%
40%
30%
20%
10%
0%
A family friendly Appealing climate  Good food, Theme parks, World class Authentic Value for money A vibrant city Different and  Natural wonders
destination or weather wine/beverages,  zoos, and/or beaches, indigenous lifestyle interesting local  to explore e.g.
local cuisine and aquariums coastlines, and experiences wildlife world heritage
produce marine wildlife sites

m Visitor Non-Visitor

Source: Tourism Australia Consumer Demand Project
Base: Oct-Dec 23 Global excl. Australia (n=12,616)
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)
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Tourism Australia June 2024

THE BRAND CAMPAIGN CONTINUES TO SPEARHEAD OUR W

PriceBreaker

AUSTRAL/A
TRAVEL FEST

15-21 PR 2024 | GREAT WORLD ATRUM

Ganberra, >, .&USTHAL\A
Australian Capital Territory A i ~ }
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SUPPORTED BY A BREADTH OF ACTIVITIES

T A Y, 3

e o TURN YOUR CAREER ¢

: = §

{los Angeles Times AUSTRALIA seeaoo =1 INTO AN VENTUR&‘
A Muslim-Friendly To Victoria Park, N COMEAND SAY &W IR T
GREAT Perth’s Cool Local Neighbourhood You Must m ey
Visit j y

I P g X i J

..... - B 0 o o B

COIOURSIOE/AUSTRAIA

(Taylor's Version)

‘ 1 Aus RAIAN IIIIIIIIIII
'FEELING RESTORED 'EXHILARATING MOMENTS EXPLORING DEEPER - i
NeanTas
o

@

a Park, Perth, and how to get there?

Malibu Pier Jo Barrett

.
CONTENT CAMPAIGNS EVENTS

MEDIA KIT

512 AzND48.AV G’day

INDISTINCT DISHES PREPARED WITH
SALTBUSH & DESERT LIME
'LEAVING YOUWITH AN APPETITE FOR MORE.
THERES NOTHING LIKE AUSTRALIA.

TOURISM AUSTRALIA i/ W

SOCIAL MEDIA GLOBAL PR ~ ADVOCACY CONTENT PARTNERSHIPS BUSINESS EVENTS
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FILL SEATS VIA AIRLINE PARTNERSHIPS
4 €

cEmAtE  SEmAMS > CATHAY PACIFIC malaysia ¥

CHINA SOUTHERN CHINA EASTERN airlines

KSREAN AIR

SOUTH KOREA

T T B
2 e Tl
DURE Tl o
Wausrralia N\oANTAS SN RLINES UNITED 3] @ AIR CANADA
—— M E——

and Say G'da) ywmo Itas | To nsmAgl ia (30,

Fliige nach Australien ab

€999

Jetzt buchen al r.com/australien
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s H I F" N G 0 U R FO cus WORLD TO AUSTRALIA ARRIVALS & FORECAST
TOTHENEXT CHAPTER

OF SUSTAINABLE -

GROWTH
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e Australian Arrivals = = = (F Forecast World to Australia

Sources: Oxford Economics (OE) Forecasts, December 2023.
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GROWING AUSTRALIAN TOURISM IN THE LONGER TERM

DRIVE DEMAND ENABLING A COMPETITIVE AND SUSTAINABLE TOURISM INDUSTRY

RECOVER DRIVE DIVERSIFY

GET BACK T0 2019 LEVELS MAINTAIN A HIGH GROWTH RATE DRIVE NEW, SUSTAINABLE GROWTH

‘REACTIVE OPPORTUNITIES’ ‘INVEST IN CURRENT COMPETITIVE ADVANTAGES’ ‘BROADEN APPEAL FOR FUTURE ADVANTAGES’

AAAAAAAAAAAAAAAA
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