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Tourism recovery in 
Australia and around 
the world

What are the 
emerging trends 
we can see?

Today.

Will rising costs impact 
the recovery? 

Will we travel differently?

Understanding the 
return of demand and 
consumer sentiment



Where is global tourism at?

2019
1.5 

billion
Global tourist 

arrivals

400 
million

2020

415
million

2021

250
million 
(Jan-May)

2022

• 83% UNWTO panel of 
experts see better 
prospects for 2022,
though still only 50-60% 
of pre-pandemic level

• Greater optimism around 
recovery of international 
arrivals (48% expect 
international arrivals 
to return to 2019 levels in 
2023 – compared to 32% 
in January)

Source: United Nations World Tourism Organization (UNWTO), July 2022.



How is recovery tracking around the world?

Source: United Nations World Tourism Organization (UNWTO), July 2022.
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Tourism recovery in Australia

Source: Tourism Research Australia. 

Domestic travel expenditure – relative to same quarter in 2019
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Tourism recovery in Australia

Source: Tourism Research Australia. 

Domestic travel expenditure – relative to same month in 2019
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How are key segments doing?

Source: United Nations World Tourism Organization (UNWTO), Recovery Tracker, index to same month in 2019
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Pent-up demand moderated by [some] travel hesitancy.

Source: Deloitte Global State of the Consumer Tracker, August 2022 [Australian residents]
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Intentions continue to strengthen in the leisure market. 

Source: Deloitte Global State of the Consumer Tracker, July 2022

Question: How likely are you to do the following for leisure travel [take an international flight] in the next three months (% Very likely/Somewhat likely)? 
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Intentions continue to strengthen in the leisure market. 

2020 2021

Hotel
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accommodation

Domestic flight
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Source: Deloitte Global State of the Consumer Tracker, April 2020 to August 2022 [Australian residents] 

Question: How likely are you to do the following for leisure travel in the next three months (% Very likely/Somewhat likely)? 

2022
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Strong intentions in the cruising market.

Source: Deloitte Global State of the Consumer Tracker, August 2022

Question: How likely are you to do the following for leisure travel [cruise] in the next three months (% Very likely/Somewhat likely)? 

CruiseLikelihood to take a cruise in the next three months – Australian residents
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Strong intentions in the cruising market.

Source: Deloitte Global State of the Consumer Tracker, August 2022

Question: How likely are you to do the following for leisure travel [cruise] in the next three months (% Very likely/Somewhat likely)? 

CruiseLikelihood to take a cruise in the next three months – key source markets
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Strong intentions in the cruising market.

Source: Deloitte Global State of the Consumer Tracker, August 2022 [Australian residents]

By age group By income level
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The recovery of cruising 

Skift, 2021

SKIFT Travel
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Are financial concerns likely to impact travel?

Source: Deloitte Global State of the Consumer Tracker, August 2022 

Questions: Over the next month, roughly how much do you expect to spend on the following [travel]? To what extend do you agree or disagree with the following statements? 

“I am concerned that prices for the things I buy often will go up.”

Australians' intention to spend on travel vs concerns over price increases for everyday purchases – Australian residents
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Are financial concerns likely to impact travel?

Source: Deloitte Global State of the Consumer Tracker, August 2022 

Questions: Over the next month, roughly how much do you expect to spend on the following [travel]? To what extend do you agree or disagree with the following statements? 

“I am concerned that prices for the things I buy often will go up (agree/strongly agree).”

Intention to spend on travel vs concerns over price increases for everyday purchases
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Will we travel differently?
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The shift in Australian major cities and regions

2019
$138 billion

2020
$71 billion

2021
$80 billion

Capital cities, incl. Gold Coast Regional destinations
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Source: Tourism Research Australia.

Shift in visitation and expenditure across capital cities and regional destinations, 2019-2021
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Different pace of recovery across major cities and regions

Source: Tourism Research Australia.
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Travel outside major centres

Why regional? – international travellers

Source: Tourism Research Australia, Understanding visitor regional dispersal in Australia, 2019.
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Travel outside major centres

What would influence you to visit regional Australia? – international

Source: Tourism Research Australia, Understanding visitor regional dispersal in Australia, 2019.

What would influence you to visit regional Australia? – domestic 
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Emerging travel trends and behaviours

Bucket list experiences

WFH becomes WFA

Regenerative travel

Greatest of All Trips

Health tourism
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Have confidence in the return of travel, and travellers. 

There will be bumps in the road, keep a reserve of 
resilience.

We have changed, our traveller has changed. And, our 
industry is changed.

Travel is resilient, and needed. 

In closing



Thank you.

Adele Labine-Romain
National Travel, Hospitality and Leisure Sector Leader

Partner, Deloitte Access Economics

Contact: alabine-romain@deloitte.com.au
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