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TODAY’S 
UPDATE

A BIT ABOUT US

HOW ARE THINGS LOOKING?

Tourism Australia

COME ALONG WITH US ON THE JOURNEY

WHAT ARE WE DOING ABOUT IT?
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WHO IS TOURISM 
AUSTRALIA?

OUR VISION
To make Australia the most 

desirable & memorable 
destination on earth

OUR PURPOSE
To create demand enabling a 

sustainable and competitive Australian 
tourism industry

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

BRAND & MARKETING
Providing the overall tourism messaging 
under which overseas consumers view 

Australia through activities including 
marketing campaigns

PARTNERSHIPS & 
DISTRIBUTION

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

Specialist Program 

AVIATION
Leading a Team Australia approach with the 

involvement of airports, STOs, Austrade, DFAT, 
DITRDC and Home Affairs

PUBLIC RELATIONS & FAMILS
Including Public Relations, the International 

Media Hosting and Friends of Australia 
programs

INSIGHTS
Including the Consumer Demand Project and 

the Future of Demand

AUSTRALIA.COM & SOCIAL
Running the Australia.com consumer 

site and Tourism Australia’s social 
media presence

BUSINESS EVENTS AUSTRALIA
Business Events Australia (BEA) is a specialist 

business unit of TA dedicated to promoting 
Australia as a destination for business events

INDUSTRY EVENTS
Key onshore and offshore B2B industry 

events including ATE and Australia 
Marketplace events
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*Pre-COVID figures

9.5 MILLION  VISITORS $45 BILLION SPEND 1 IN 13 JOBS

OUR TARGET
MARKETS
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OUR TARGET SEGMENTS

HIGH YIELDING 
TRAVELLERS

PREMIUM/ 
LUXURY

WORKING 
HOLIDAY 
MAKERS

BUSINESS 
EVENTS
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FY24 AUDIENCE AND MARKET PRIORITISATION

GROW DEMAND TO 
ENABLE A 

COMPETITIVE AND 
SUSTAINABLE 

TOURISM INDUSTRY

PURPOSE 4 AUDIENCES

CHINA, USA, UK
UK, FRANCE, SOUTH KOREA

GROW
CHINA, USA, UK, GERMANY, SINGAPORE, JAPAN, INDIA, SOUTH KOREA

SUSTAIN
NEW ZEALAND, FRANCE, INDONESIA, ITALY, MALAYSIA, CANADA

ACROSS 15 MARKETS

HIGH YIELDING TRAVELLERS
$9.8BN

PREMIUM: $0.6BN

WORKING HOLIDAY MAKERS: 1.35BN

BUSINESS EVENTS
$2.7BN

INCENTIVE: NZ, CHINA, NORTH AMERICA, UK, S/SEASIA

ASSOCIATION: UK/EUROPE, NORTH AMERICA

DIVERSIFICATION 
MARKETS FOR 

FUTURE GROWTH

NB: VALUES BASED ON 2019 DATA, SOURCE TRA IVS
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2023

How are things looking?
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A TOUGH FEW YEARS HERE, BUT OUR RECOVERY IS 
PROGRESSING
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Source: Australian Bureau of Statistics, Overseas Arrivals and Departures, Australia, December 2022

SHORT TERM VISITOR ARRIVALS
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MARCH ARRIVALS WERE STRONG AT 73% OF 2019

Source: ABS Arrivals Short Term Visitor Arrivals
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VOLUME OF HOLIDAYMAKERS IS INCREASING

Source: ABS Arrivals Month of March 2023
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INTERNATIONAL 
AVIATION CAPACITY 
INTO AUSTRALIA IS 
BOUNCING BACK, 
AND WITH MORE 
COMPETITION WE 
EXPECT PRICING TO 
IMPROVE BY NEXT 
YEAR

12

Source: Cirium SRS Analyser air schedules data as at 24 Apr-23
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CAPACITY IS 
RETURNING WITH 
SOME STANDOUT 
MARKETS/CARRIERS
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May 2023 levels:
India: 255% of seats scheduled
South Korea: 161% of seats scheduled
Qatar: 112% of seats scheduled
Indonesia: 110% of seats scheduled
Canada: 95% of seats scheduled
NZ: 94% of seats scheduled
Japan: 92% of seats scheduled
Singapore: 92% of seats scheduled
Malaysia: 76% of seats scheduled
USA: 68% of seats scheduled
China: 42% of seats scheduled

Singapore Airlines: 87% of seats scheduled
Emirates: 85% of seats scheduled
Qantas: 84% of seats scheduled
Cathay Pacific: 65% of seats scheduled
Etihad: 39% of seats scheduled

Source: Cirium SRS Analyser air schedules data as at 24 Apr-23
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AUSTRALIA IS STILL 
VERY COMPETITIVE 
IN THIS MOMENT.  
OUR NET 
PROMOTER SCORE 
HAS INCREASED 
SHARPLY POST 
PANDEMIC

Question: On a scale of 0 to 10, where 0 is not at all likely and 10 is extremely likely, how likely are you to recommend each of the following destination(s) as a holiday destination to a family member, 
friend or colleague?
Global aggregate includes Indonesia, NZ, Singapore, Malaysia, South Korea, Japan, China, India, Germany, USA, UK and Hong Kong. Data before 2016 excludes Hong Kong. 
Source: Tourism Australia Consumer Demand Project December 2022 via BDA Marketing Planning
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45
(#7th)

61
(#4th)

JULY 2019 DECEMBER 2022

NET PROMOTER SCORE
Visited destination in the last 12 months

Global aggregate – OOR travellers
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AUSTRALIA OVERDELIVERS VS EXPECTATIONS

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 December 2022 via BDA Marketing Planning
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WE’RE THROUGH THE 
PANDEMIC, BUT NOT 
OUT OF THE WOODS 
YET…

(SAVINGS) INTEREST RATES

INFLATIONFOREX

RECESSION

(WEALTH)

CAPACITYFUEL / AVGAS COSTS CONFLICT
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RECOVERY HAS 
BEEN ROBUST IN 
THE FACE OF 
CONSIDERABLE 
ECONOMIC 
HEADWINDS

17

SOURCE: OECD

94

95

96

97

98

99

100

101

102

20
06

-0
3

20
06

-0
8

20
07

-0
1

20
07

-0
6

20
07

-1
1

20
08

-0
4

20
08

-0
9

20
09

-0
2

20
09

-0
7

20
09

-1
2

20
10

-0
5

20
10

-1
0

20
11

-0
3

20
11

-0
8

20
12

-0
1

20
12

-0
6

20
12

-1
1

20
13

-0
4

20
13

-0
9

20
14

-0
2

20
14

-0
7

20
14

-1
2

20
15

-0
5

20
15

-1
0

20
16

-0
3

20
16

-0
8

20
17

-0
1

20
17

-0
6

20
17

-1
1

20
18

-0
4

20
18

-0
9

20
19

-0
2

20
19

-0
7

20
19

-1
2

20
20

-0
5

20
20

-1
0

20
21

-0
3

20
21

-0
8

20
22

-0
1

20
22

-0
6

20
22

-1
1

CONSUMER CONFIDENCE

GFC

COVID



Tourism Australia 2023

DURING THIS DROP 
IN CONSUMER 
CONFIDENCE, HIGH 
YIELDING 
TRAVELLERS 
CLAIMING TO 
SPEND MORE ON 
TRAVEL

Source: YouGov,
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OUTBOUND IS RECOVERING RAPIDLY

19

Source: ABS
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Source: Oxford Economics
2022 Onwards represents estimated forecasted data

CHINA WILL STILL BE 
THE DOMINANT FORCE 
IN AUSTRALIAN 
INBOUND TOURISM FOR 
THE NEXT DECADE
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PAST & PREDICTED OOR VISITATION ARRIVALS TO 
AUSTRALIA FROM TOP 15 MARKETS 

CY 2005 - CY 2029

HONG KONG, 392,526

CHINA, 2,257,687

Italy, 95,429

INDONESIA, 299,449

NEW ZEALAND, 1,982,128

FRANCE, 165,674

MALAYSIA, 539,414

CANADA, 246,172

KOREA, 384,737

SINGAPORE, 611,708

GERMANY, 248,732

INDIA, 618,022

JAPAN, 679,516

UK, 940,022
USA, 1,045,475
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PROJECTED GROWTH IN 
OUTBOUND LEISURE 
TOURISM
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THE AVERAGE TRAVELLER IS ONLY CONSIDERING THREE PLACES

22

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

USA NEW ZEALAND SOUTH AFRICAJAPAN CANADA FRANCE HAWAII
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2023

What are we doing about it?
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A GLOBAL CAMPAIGN LEVERAGING AUSTRALIAN ICONS

24

AUSSIE LOCATIONS, PEOPLE  
& EXPERIENCES

TALENT CHARACTERS

+ + +
MUSIC



Uluru-Kata Tjuta National Park
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STAY THE COURSE: FRESH AND FAMILIAR

27

PARTNERs Working holidayChina launch Cultural spikes
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Download at www.tourism.australia.com
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2023

Come along with us on the journey
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TOURISM.AUSTRALIA.COM

TOURISM 
AUSTRALIA’S 
CORPORATE 
WEBSITE
Home to all of the tools and resources 
needed to help you optimise your business 
for the international market.
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AUSTRALIA.COM
Enhanced ATDW integration within 
our consumer site.

Ensure that your product is listed via ATDW 
including relevant offers.

Remember that ATDW also feeds through to 
many other platforms – Including pulling 
through any deals and offers.

DNSW.COM.AU/GETCONNECTED
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TOURISM.AUSTRALIA.COM/WORKINGWITHMEDIA
SEND YOUR STORIES TO 

INTERNATIONALMEDIA@TOURISM.AUSTRALIA.COM

GENERATING 
PUBLICITY & 
MEDIA HOSTING
Building media relationships

Writing a media release

Using images & video

Hosting media

Getting involved in TA & STO programs 
including ‘The Hot List’ and ‘Australian 
Stories’
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TOURISM.AUSTRALIA.COM/MARKETREGIONS
“Working in Market’

KEY DISTRIBUTION 
PARTNERS
As a partnership marketing organisation, 
we work with over 200 commercial 
partners annually, including Airlines, Key 
Distribution Partners, STOs and Affinity 
partners, to engage and convert Australia’s 
target customers.

To make the most of our campaigns it 
helps to be aware of who these are for 
each market.
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TRADE EVENTS
Including Australian Tourism Exchange 
and Marketplace Events

Australian Tourism Exchange 2024
19-23 May 2024 (Melbourne)

Australia Marketplace Events:
19 -21 July 2023 (Southeast Asia)

23 – 26 July 2023 (India)

6 – 8  August 2023 (North America)

Early December (China)

G’Day Australia:
9-12 October 2023 (Cairns)
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ECOTOURISM.ORG.AU/STRIVE-4-SUSTAINABILITY
EARTHCHECK.ORG/WHAT-WE-DO/TRAINING/EARTHCHECK-TRAINING

SUSTAINABILITY
Many ways to start and progress 
your sustainable journey
- Earthcheck Academy -

Sustainability 101 modules
- Ecotourism Australia –

Strive 4 Sustainability
- Accreditation through various 

organisations such as 
Earthcheck, Ecotourism 
Australia, B Corp etc
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A FULL SUITE OF 
NEW RESEARCH 
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SUSTAINABILITY: 
MORE THAN 75% OF 
TRAVELLERS ARE 
COMMITTED TO 
SUSTAINABILITY IN 
SOME WAY
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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15%
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considered important to do, 
and willing to pay for most
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INDIGENOUS: 
AN ABORIGINAL 
LENS CAN ENRICH 
THE OTHER 
EXPERIENTIAL 
TERRITORIES 
TRAVELLERS SEEK

Future of Global Tourism Demand Research, Quantitative validation phase, April-May 2022  
E5. If you had the opportunity to do the following types of experiences in an Indigenous setting or with Indigenous people, which of the following is true?
Base: Global excl. Australia (n = 1,536 to 8,251)

17%

16%

19%

16%

14%

15%

14%

15%

12%

12%

10%

11%

9%

9%

39%

36%

33%

36%

38%

36%

36%

34%

36%

35%

35%

33%

35%

33%

31%

32%

30%

32%

34%

35%

33%

32%

35%

36%

38%

36%

38%

39%

9%

11%

13%

10%

10%

10%

13%

13%

12%

12%

12%

14%

12%

13%

4%

5%

4%

5%

4%

4%

4%

6%

5%

4%

5%

6%

5%

7%

Wildlife

Wellness

Learning

Aquatic & Coastal

Natural Environment
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WILLINGNESS TO PAY MORE FOR INDIGENOUS EXPERIENCES

Pay a lot more for it compared to a non-Indigenous experience
Pay a little more for it compared to a non-Indigenous experience
Interested if it cost the same as a non-Indigenous experience
Interested if it cost less than a non-Indigenous experience
Not interested, even if it cost less than a non-Indigenous experience
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ACCESSIBILITY: 
THOSE WITH 
DIVERSE NEEDS 
REPRESENT A 
SIGNIFICANT 
OPPORTUNITY
Future of Global Tourism Demand Research, Quantitative validation phase, April-May 2022  
A5. What accessibility needs do you or anyone you travel with have when travelling? 
Base: Global excl. Australia (n=22,190)

23%
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accessibility 
needs

9%
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speech

8%
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reading

difficulties 4%
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wheelchair

usage

4%
hearing

impairment/
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INCIDENCE OF ACCESSIBILITY NEEDS (NET SELF/COMPANIONS)
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Questions?
Subscribe to our newsletters

tourism.australia.com/subscribe

Follow us on Twitter: TourismAUS

Follow us on Linkedin

Dominic Mehling
Industry Relations Manager – ACT, 
NSW & QLD

dmehling@tourism.australia.com

+61 400 935 173

THANK YOU!

mailto:dmehling@tourism.australia.com
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