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OUR PURPOSE
To grow demand and foster a competitive and sustainable tourism industry

ABOUT 
TOURISM 
AUSTRALIA

9.5 MILLION  INTERNATIONAL VISITORS $45 BILLION IN SPEND 1 IN 13 JOBS

KEY STATS 2019…
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RECOVERY
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STRONG RECOVERY WITH ROOM TO GROW IN PARTS OF ASIA

New
Zealand

United
States of
America

Singapore China India Indonesia
United

Kingdom
South
Korea

Japan Malaysia
Hong
Kong

Canada France Germany Italy

Jun-19 109,910 62,690 59,040 80,680 34,330 33,050 28,290 19,160 24,630 31,640 20,720 8,430 7,880 8,350 3,970

June-23 106,720 49,080 42,610 37,330 36,680 26,710 22,700 18,210 15,040 12,630 12,560 7,310 6,940 6,120 4,750

Month Recovery % chg 97.1% 78.3% 72.2% 46.3% 106.8% 80.8% 80.2% 95.0% 61.1% 39.9% 60.6% 86.7% 88.1% 73.3% 119.6%

 -

 20,000

 40,000

 60,000

 80,000

 100,000

 120,000

Jun-19 June-23 Month Recovery % chg

Source: ABS

82%
Total inbound 

recovery for month 

of June 2023 vs 

2019

Year ending 63%

VISITOR ARRIVALS FROM OUR TOP 15 MARKETS
Month of June 2023
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HOLIDAY HIGHER THAN VFR FOR THE MONTH OF JUNE

Source: ABS

Holiday VFR Business* Education Employment Others

Month of June 23 217,640 200,990 55,830 24,920 22,860 19,840

Month of June 19 311,440 199,820 77,160 35,040 15,910 20,960

2019 % Monthly Recovery 69.9% 100.6% 72.4% 71.1% 143.7% 94.7%

 -

 50,000

 100,000
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PURPOSE OF VISITATION
Month of June 2023

Month of June 23 Month of June 19 2019 % Monthly Recovery
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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

6

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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Aquatic & coastal Wildlife Natural beauty Family friendly Sustainable
tourism

Friendly citizens Native, 
Indigenous, or 
First Nation’s 
experiences

Vibrant city
lifestyle

Good food and
wine

Value for money

AUSTRALIA’S ASSOCIATIONS: HAVE VS HAVEN’T VISITED

Not visited Australia Have visited Australia

+33 +25 +23 +37 +35 +27 +34 +31 +28 +26
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RECOVERY HAS BEEN 
ROBUST IN THE FACE OF 
CONSIDERABLE 
ECONOMIC HEADWINDS
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SOURCE: OECD
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DURING THIS DROP IN 
CONSUMER 
CONFIDENCE, HIGH 
YIELDING TRAVELLERS 
CLAIMING TO SPEND 
MORE ON TRAVEL

9

Source: YouGov,
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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

0

500,000

1,000,000

1,500,000

2,000,000

2,500,000

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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AUSTRALIA RANKS 
SECOND FOR 
OUT-OF-REGION 
DESTINATIONS FROM 
CHINA
International passenger traffic outbound from China 
bounced back to 42% in June 2023 vs the same period in 
2019.  

Short-distance outbound travel was the first to recover, 
with 94% of tourists concentrated in Asia.

In May, the Chinese market in Australia had recovered to 
34%. Slightly below the 42% but as this chart suggests, 
Australia is very competitive vs other OOR markets.

11

SOURCE: China Tourism Academy has released 2023 H1 China Outbound Tourism Statistics Report on 28 July 2023.
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CHINA RECOVERY IS STEADY & UNDERWAY
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Source: ABS Overseas Arrivals and Departures, Short-Term Visitor 
Arrivals, June 2023 Source: ABS Arrivals Short-Term Visitors

Source: SRS Cirium 
*Sections with textured fill are forecasted schedules  
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NORTH AMERICA: THE OPPORTUNITY
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Recovery

• 557,300 - Visitor arrivals YE June 2023

3rd largest (June 2023 YE) 

• 69% compared to 2019 YE

• $3.1b in expenditure 

3rd largest (March 2023 YE)

Aviation

• 90% of 2019 capacity by Dec 2023

• 120 non-stop flights per week

Opportunity:

• Strong and high yielding holiday market –

largest holiday market for Q1

• Build on positive response to ‘Come and Say 

G’Day’ campaign in the USA

• New market segments opening with JFK 

services via AKL with Air NZ and Qantas

USA

Recovery

• 140,400 - Visitor arrivals YE June 2023

11th largest market (June 2023 YE)

• 74% compared to 2019 YE

• $0.88b in expenditure

10th largest market (March 2023 YE)

Aviation:

• 112% of 2019 capacity by Dec 2023

• 20 non-stop flights per week by Dec 2023

Opportunity:

• VFR market strong from Canada

• Market recovery strong than the USA 

demonstrated by increased intent to visit

• More access with more air lift forecast than 

2019

CANADA
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Source: IATA GAP Flight Agency Data Source: IVS, NVS Overnight, NVS Outbound
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CHALLENGES FOR THE YEAR AHEAD

15

SQUEEZE ON 
DISCRETIONARY 

SPEND

AVIATION 
CAPACITY & 

PRICING

SKILLED 
LABOUR 

SHORTAGES

FIERCE  
COMPETITOR 

ACTIVITY & SPEND 

INFLATION 
& COST OF 

LIVING

PREFERENCE 
FOR SHORT 

VS LONG HAUL
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TOURISM AUSTRALIA’S 
RESPONSE
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STRATEGIC PRIORITIES FY24

17

1.
CREATE 

DEMAND WITH 
‘COME AND SAY 

GDAY’

3. 
LEVERAGE THE 
FIFA WOMEN’S 

WORLD CUP

2.
CONVERT 

DEMAND WITH 
PARTNERS

4.
PROMOTE 
WORKING 
HOLIDAYS

6.
INDIGENOUS, 

SUSTAINABLE, 
AND 

ACCESSIBLE

7.
GROW 

BUSINESS 
EVENTS

5.
SUPPORT 
INDUSTRY 
RECOVERY

GROW DEMAND TO ENABLE A COMPETITIVE AND SUSTAINABLE TOURISM INDUSTRY



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

20

PARTNERS WORKING HOLIDAYCHINA LAUNCH CULTURAL SPIKES



Tourism Australia August 2023



Tourism Australia August 2023

22

WHILE MANY 
MARKETS RANK 
CRUISING IN THEIR 
TOP 20 INTERESTS, 
THERE ARE SOME 
MAJOR VOLUME 
OPPORTUNITIES, 
ESPECIALLY CHINA 
AND THE USA

0

2,000

4,000

6,000

8,000

10,000

12,000

0

5

10

15

20

25

30

35

INTEREST IN CRUISING VS SIZE OF AUDIENCE 

RANK OUT OF 89 EXPERIENCES SIZING ('000)
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THOSE INTERESTED IN CRUISING ARE ALSO INTERESTED IN…

AFFINITY WITH OTHER EXPERIENCES (TOP 10)
Interest %

53%

48%

44%

39%

38%

38%

34%

28%

27%

22%

Marine life watching

Aerial tours

Swimming with marine animals

Snorkelling

Other water sports

Theatre or performing arts

Indigenous performance

Sailing

4WD/off-roading

Private/charter flights

Source: Future of Demand Research, based on 20 markets including Australia 
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SIZE MATTERS: 
THERE ARE 
CONSIDERABLE 
DIFFERENCES 
BETWEEN THE 
INTERESTS 
ON THOSE 
TRAVELLING ON 
BIG VS SMALL SHIPS

• Mountain/rock sports

• Sailing

• Fishing

• Birdwatching

• Indigenous oral history/storytelling

• Scuba diving

• Craft workshops with Indigenous 

artisans

• Visiting Indigenous sites or 

communities

• Exploring wilderness/nature

• Eco tours/Ecotourism

• Coach travel/tours

• Spa treatments

• Private/charter flights

• Tasting trails

• Wine, beer or liquor pairings with food

• Aurora exploration

• Shopping

• Carnivals

• Food & drink festivals

• Theme parks

SMALL VESSEL LARGE VESSEL
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TOURISM 
AUSTRALIA:
OUR SUPPORT
FOR CRUISING
FY23

25

INDUSTRY PARTNERSHIPSMARKETING & PR

Using TA platforms to tell the story of 

some of Australia’s iconic cruise 

itineraries.

Includes destination support at key 

global cruise-related industry events 

and partnership with CLIA & ACA to 

make Australia the premier cruising 

destination for high yield travellers.

DISTRIBUTIONRESEARCH & INSIGHTS

Includes supporting research into the 

economic impact of the sector such as 
pre/post visitation.

Includes specialised cruise focused 

content as part of the Aussie Specialist 

Program.
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Image Credit: Tourism Australia

CONSUMER INFORMATIONTRADE & DISTRIBUTION
TRAVEL AGENT TRAINING MODULES
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ACCESSIBLE & 
INCLUSIVE 
TRAVEL 
IS A HUGE 
OPPORTUNITY

27

Tourism Australia’s 2022 
Future of Demand 

Accessibility Impact Survey

Accessibility needs have a 
big influence on many 

aspects of travel, especially 
choice of destination and 

activities/experiences

Travel groups including 
people with disability or 

long term health 
condition in Australia

Source: National Visitor 
Survey

Contribution to the 

visitor economy in 2021, 

or 17% of domestic day 

and overnight trips

Travellers 

considering 

Australia have an 

accessibility need

Travellers say 

accessibility influences 

their choice of 

destination

$13.5B 24% 86%
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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%
have 

accessibility 
needs

9%
cognitive:

understanding, 

learning or 

speech

8%
mobility

restrictions

6%
pushchairs/

prams

6%
reading

difficulties
4%

blindness/

low vision

4%
wheelchair

usage

4%
hearing

impairment/

deafness

INCIDENCE OF ACCESSIBILITY NEEDS (NET SELF/COMPANIONS)



August 2023Tourism Australia

CALL TO ACTION:

AUSTRALIA.COM

COME & 
SAY G’DAY
CAMPAIGN

29
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AUSSIE SPECIALIST PROGRAM 
CONTENT

DEMAND IS GROWING FOR THIS STORY TO BE TOLD

30

STORYTELLER 

PROFILES

SOCIAL MEDIA 

CONTENT
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MODEST APPEAL 
FOR INDIGENOUS 
AS A STANDALONE 
THEME

C2. How interested are you in doing these type of experiences on a future international vacation? 
C4a. How much influence would the availability of these types of experiences have on your choice of destination for a future vacation? 
C3. Please rank your dream international vacation themes, which types of vacations you would most like to do in the future?
Base: Global excl. Australia (n =22,190)

57% 41% 8%

would like or love 

to engage in 

Indigenous 

experiences on a 

future 

international 

holiday

claim Indigenous 

experiences are a 

big or main 

influence on their 

choice of 

destination

ranked 

Indigenous within 

the top 3 dream 

territories they’d 

most like to 

experience

Low appeal is driven by a lack of understanding of 

what an Indigenous experience could be.

Many expecting experiences to be remote, 

uncomfortable, time-consuming, heavily academic or 

burdensome. 

Concerns of exploitation / cultural sensitivity.
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INTENTION 
INCREASED 
SUBSTANTIALLY 
(+15%) WHEN 
TRAVELLERS ARE 
EXPOSED TO THE 
DIVERSITY OF 
EXPERIENCES

Especially when paired with another Australian 

experience which plays to our strengths:  natural 

environment, wildlife, coastal and agritourism.



Tourism Australia August 2023

CERTAIN 
EXPERIENCES 
SHOW A NATURAL 
FIT WITH 
INDIGENOUS

Strongest value-added opportunities appear to be 
driven by:

1. Indigenous connection to country (land, sea 
and wildlife)

2. Learning and preserving ancient knowledge 
(natural medicine, food, land stewardship, 
traditions and stories)

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)

Wellness

Recreation 

& Outdoor

52%

48%

Learning

Hobbies 

& Leisure

52%

47%

Aquatic

& Coastal

Heritage

52%

45%

Natural 

Environment

Events & 

Festivals

52%

44%

Agritourism

Journeys

51%

44%

Wildlife

Long

Stay

55%

49%

Food 

& Drink

Local

Culture

51%

44%

NET WILLING TO PAY MORE TO EXPERIENCE IN AN 

INDIGENOUS SETTING OR WITH INDIGENOUS PEOPLE
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ABORIGINAL 

GUIDED

PROVIDING 

STORYTELLING 

& 

CONNECTION

ENGAGING & 

AUTHENTIC 

SMALL GROUP 

TOURING

EXPORT READY 

& 

ACTIVE IN 

MARKETS

SEE AUSTRALIA ANEW 
WITH AN ABORIGINAL 
GUIDE LEADING THE 
WAY
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BRINGING THE EXPERIENCES TO LIFE THROUGH OUR 
INDIGENOUS STORYTELLERS

36
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SUSTAINABILITY: 
MORE THAN 75% OF 
TRAVELLERS ARE 
COMMITTED TO 
SUSTAINABILITY IN SOME 
WAY & 1 IN 3 ARE 
SUSTAINABILITY 
DEVOTEES OR BELIEVERS

37

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)

Many practices 

considered important to do, 

but unwilling to pay for any

10%

A couple of/some practices 

considered important to do, 

but unwilling to pay for any 

22%

A couple of/some practices 

considered important to do, 

and willing to pay for some

19%

Many practices 

considered important to do, 

and willing to pay for some

11%

A couple of/some practices 

considered important to do, 

and willing to pay for most

15%

Many practices 

considered important to do, 

and willing to pay for most

23%

SUPERFICIALIST

UNCOMMITTED DABBLER

FOCUSED

BELIEVER

DEVOTEE

N
U

M
B

E
R

 O
F

 P
R

A
C

T
IC

E
S
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O

N
S

ID
E

R
E

D
 

IM
P

O
R

T
A

N
T

NUMBER OF PRACTICES WILLING TO PAY 

EXTRA

INCIDENCE OF SUSTAINABILITY PERSONAS
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CONSUMERS HAVE 
MANY REASONS TO 
TRAVEL SUSTAINABLY

38

E3. Which of these best describe why sustainability considerations are important to you when travelling? 
Base: Global excl. Australia (n 10,646)
Source: Tourism Australia Future of Demand – quantitative deep-dive 2022

49%

44%

43%

42%

35%

32%

30%

2%

It is the right and moral thing to do

It makes me feel better about my vacation

I want future generations to be able to enjoy the
same experiences

It brings me personal joy and satisfaction

These types of vacation experiences are
enjoyable to me

It reflects how I behave in my day-to-day life

It allows me to travel more without feeling guilty
about my impact

None of the above

MOTIVATORS FOR SUSTAINABLE TRAVEL
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IMPORTANCE OF 
SUSTAINABILITY 
PRACTICES WHILE 
TRAVELLING

4 in 5 global travellers think that eco friendly 
transport and accommodation is important when 
travelling

39

E1 - How important are each of the following to you when travelling?
Base: Global excl. Australia (n = 21,322)
Source: Tourism Australia Future of Demand – quantitative deep-dive 2022

76%

76%

81%

82%

86%

89%

90%

91%

91%

92%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%100%

Off-setting travel emissions

Participating in active conservation or rehabilition
programs

Staying in eco-friendly accommodation

Using eco-friendly or sustainable transport to get
around

Supporting local businesses

Ethical treatment of local people

Ethical treatment of animals and wildlife

Protecting (not damaging) the land or natural
environment in places you visit

Respecting and following cultural practices and
customs

Respecting and preserving the cultural heritage of
the destination or community

IMPORTANCE OF SUSTAINABLE PRACTICES WHILE 

TRAVELLING
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40

STORYTELLER PROFILES
3 x Chapters 
(including one dedicated to the journey to 

Carbon Zero)
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Consumer demand for premium and luxury is 

continuing to grow, as is our offer in this space

There is an increased desire for purposeful 

travel – travel that feels good and does good

Broad trends of nature, wellness, and adventure 

continue to grow

Digital nomads are settling in and putting their 

feet up

Being inclusive and accessible broadens the net1 Health concerns have shifted to wealth concerns

Travel planning has fundamentally shifted to 

“Always on Discovery”

We’re at a technological inflexion point, and it’s 

as easy as GPT

EMERGING TRENDS FOR 2023

2

3

4

5

6

7

8
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THANK YOU
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