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Our purpose: Three core functions:

GrOW.demand Create Demand
enabllng a ﬁ\jAocrI'(e’ripg to mokeThAus’rrolio the most desirable
competitive and

Sustainable Convert Demand
Australian tourism T e TEs G Te
lIldllStI'y Support Industry

Provide leadership, insight, and advocacy to help
the Australian tourism industry thrive
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TA’s core markets and projected visitation by 2030

Germany Greater China

0.24m 2.63m

[taly
0.09m
France
0.18m

Malaysia :
0.58m Vietnam

0.22m

Indonesia

31
oS New Zealand

201M

13.62M

International Visitors
YE Dec 2030

Singapore
0.61m

Solid
Deliverer

Source: Oxford Economics, Global Travel Service, Forecast as at 28/04/2025
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Total international
visitor trip expenditure .
has grown to a record e Thon ofhers

* Macro pressures remain in many
5 markefts
o

1 1 O n SSSSSS : Tourism Research Austral ia, International Visitor Survey, Year Ending March 2025

« Right direction

Australia
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International visitation continues to trend in the
right direction

8.4

o as g3y 840
7.97
million visitors |
in past year — and the 7.
numbers are growing
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International visitors to Australia: Rolling 12 months
ABS Short-term arrivals, Year ending June 2025
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Total arrivals market

Total short-term arrivals by TA market
ABS, YE June 2025 vs. YE June 2024, Arrivals and Growth
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People who visit
Australia

have a high
propensity to
come bac

Percentage of first time vs. repeat visitors

23
4
40 3
52
77
40 66
48

Total Holiday NZ Holiday UK Holiday China Holiday US Holiday

NB: First time visitation to Australia

isup on 2019 in 2025

m First Time ®Return

Source: Tourism Research Australia, International Visitors Survey, YE March 2025
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Visitor arrivals to Australia on path to steady growth

International visitors to Australia: Rolling 12 months
ABS Short-term arrivals, Year ending June 2025
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YoY: +5.5%
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Vs. 2019: -10%
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Six macro trends impacting Australia to 2035

The Asian Century L Major Events D » Travel for Good

Continues B T Runway ' . There is a rising
High volume 3 &7 Australia's g ” X ' demopd for fravel
markets remain k. significant pipeline experiences that

but Asian markets of world-class & | > ) | offer o.posi’rive
are growing sporting and | ¥4 social or
quickly ( : cultural events ? environmental
. impact

L

The Run To Yield : ,m Experiences Are L Paths to Purchase
Competing on S Y A Everything ?f anl Yi’ ~ Travellers are
value and unique . el Travellers are 7 ‘”v - ig71 l increasingly using
offerings F, RERRN . prioritising diverse, SRR {;: a mix of booking

v authentic d B $ methods and

experiences and o | s platforms
unique journeys
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Run to yield: Overtourism is forcing destinations to
think differently

Croatia Austria Greece Japan
Prohibiting new short Erected wooden 20k per day limit on Infroduced fees and Ban on short term
stay accommodation fences to obstruct view  visitors to the Acropolis visitor caps for Mount rentals from 2028
of Hallstatt (Frozen) Fuji
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Asian Century

Different regions &
markets are growing at
different rates
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Historic and forecast visitation
All trip types, short-term visitor arrivals

2010 2019

Source: Oxford Economics GTS, Forecast as at November 2024, ABS Short-Term Visitor Arrivals 2010 to 2019.
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Travellers are looking for a multitude of
experiences

Global number of experiences travellers are interested in

5%

1-5 6-10 11-15 16-20 21-25 26-30 31-35 36-40 41-45

Source: Tourism Australia Future of Demand 2022
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Come and Say G’'day Chapter 1 Results to Date

Campaign period October 2022 — June 2025

Advertising Marketing Advertising

Top 1% +20pP +15pp

of ads tested globally by Incr.eose !n global Increase in consideration
System1 Research consideration across amongst those who have
brand markets. seen the campaign versus

not seen

Sources: System1, Ad Testing Results, FY23 & FY24; Tourism Australia, Consumer Demand Report via FifityFive5, FY23 to FY25; Tourism Australia Consumer Demand Project, Tourism Australia, 2023 & 2024

Tourism j
Australia

15 ACA Conference | September 2025



Maintained our successful creative foundations

COME AND SAY

r0lO4

Distinctive character Unique Warm & Indigenous
destinations welcoming Creativity
& experiences: Nature

Fresh and familiar

- N A "‘-'
Tourism o
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Moving from global to a localised talent and
storytelling for increased advocacy

FROM: TO:
One global onscreen talent Localised approach to drive advocacy and
earned opportunities

: Tourism \ gy’
in key markets Australia
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From a single global ad
to market-by-market approach

Chine 90 South Kores 60 USA 80
mwrsEilaT mesmoriE e i
EemaE 1EanEE B aiEs
- o

e 60 Qermany 80 Sepen 80
i == — |
UK 60
=
AT =

FROM: TO:
One global set of assets A modular and more localised set of assets

. S >
Tourism g f
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The Compilation - from 5 brand market edits
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How Tourism Australia supports cruising

Marketing, Content ..
& Public Relations esieandn el it

Using TA platforms to tell
the story of some of
Australia’s iconic
cruise ifineraries.

Industry partnerships

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.

'//-./? AUSTRALIAN
CLIK D&
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Distribution

Includes working with key
travel consortia who are
engaged in the cruise
sector.

Agent fraining including the
Aussie Specialist Program to
target cruise-focused agents

AUSTRALIAN
CRUISING

Coral
Expeditions

Includes supporting
research into the
economic impact of
the sector such as pre/post

visitation.
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Stay connected via
tourism.australia.com

Continue to use #SeeAustralia or tag
@australia on your social posts

Please let the TA PR team know of any new
product or updates, exciting news, stories or
content you may have to share via
internationalmedia@tourism.australia.com

Social toolkit rolling out shortly...stay tuned!
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