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UPDATE

Recap on Tourism Australia markets and focus

State of play and outlook

Future trends and research

How to get involved
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TOURISM AUSTRALIA’S FY26 STRATEGIC PRIORITIES

| CREATE DEMAND |

CONVERT DEMAND
I \

PARTNERSHIPS DISTRIBUTION

SECTOR INTELLIGENCE CHAMPION INDUSTRY
I | I

TARGET AUDIENCES
! \

BUSINESS

EVENTS

Purpose of trip: Business
Event; Incentive and
Association
(B2B activity only)

Incentlve: New Zealand,
China, North America, India,
Southeast Asia

Assoclation: United Kingdom,
Europe, North America
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PRIORITY MARKETS
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AUSTRALIA'’S VISITATION OUTLOOK TO 2029

Canada

0.26m Germany

0.24m

China & Hong Kong
2.48m

taly
0.09

m
FRANCE
0.18m

South Korea
Malaysia 0.50m
0.55m Vietnam
0.22m
Indonesia

0.30m New Zealand
1.98M

13.19M

INTERNATIONALVISITORS
YE Dec 2029

Singapore
0.60m

Solid

Source: Oxford Economics, Global Travel Service, Forecast as at 27/04/2025 Deliverer







Total visitor expenditure
grew to a record

billion

Data source: Tourism Research Australia, International Visitors Survey, September 2024.
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Tourism Australia

Total international Short-Term visitors
Year to date data (millions)

8.6

INTERNATIONAL

ARRIVALS REACH
8.3M BY MAR

2025. 6% GROWTH
FROM 2024.

8.0

7.8

7.8

7.6

7.4

Short Term Visitor Arrivals to Australia

7.2
7.0

6.8
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1.60

1.40

1.20

1.00

0.80

0.60

0.40

0.20

0.00

1.351.37 25%
0.92
0.73
New China
Zealand

INTERNATIONAL ARRIVALS BY KEY MARKET

0.710.71

United
States of
America

0.45
0.41 0.42
I I 0.38 I

m Annual Arrivals March 2024

0.210.24

South Korea Indonesia Hong Kong Malaysia Germany

Total Short-Term Arrivals by TA Market
Rolling YTD March 2025 Arrivals and Growth (millions)

12%
10%

5%

02M395 | ,50.20 0.160.17

= Annual Arrivals March 2025 =—=YoY Growth

30%

25%

20%

15%

10%
8%

0.190.1 0%
'1% 0.120.13
il m =
mE
Canada France Italy
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4.0

3.5

3.0

2.5

2.0

15

1.0

0.5

0.0

Holiday

3.6

HOLIDAY MAKERS IN THE LEAD

Annual visitation by trip type
Year to March 2025 vs. March 2024 (millions)

6%

Visiting friends and relatives Business

I Purpose of arrival, March 2024

0.7 0.7

2%

0.5

Education

[ Purpose of arrival, March 2025

7%

0.3 0.3

Employment

—=YoY Growth

-2%

0.3 0.3

Other
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12%

10%

8%

6%

4%

2%

0%

-2%

-4%
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WHILST DOMESTIC
WILL CONTINUETO
ACCOUNT FORTHE
BULK OF VISITORS,
THE PACE OF GROWTH
FOR INTERNATIONAL
IS EXPECTED TO BE
HIGHER

5-YEAR AVERAGE ANNUAL GROWTH RATES (%) DOMESTIC VS INTERNATIONAL

Expenditure in real terms

m Domestic = International
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SIXMACRO TRENDS IMPACTING AUSTRALIA

IE -
Q&f“‘ —

THE RUN T(I:-IE ASIAN EXPERIENCES MAJOR EVENTS
T0 YIELD ENTURY ARE RUNWAY
CONTINUES EVERYTHING
Competitionincreasing While high volume Breadth of experiences Australia has a wealth
atvalue, not the volume markets remain China, and journeys drive of upcoming events

end of tourism

US, UK, and NZ, Asian
markets are growing
quickly

destination choice

leading to Brishane
2032

TRAVEL FOR
GOOD

PATHSTO
PURCHASE

Rising demand for
experiences that do
good, not just feel good

Travellers increasingly
mixing and matching
how they book, and with
who
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AS AUSTRALIA IS A COMPLEX, LONG-HAUL AND INFREQUENTLY
VISITED DESTINATION, DISTRIBUTION IS CRITICAL FOR CONVERSION

LEAD UP TO THE PANDEMIC

——ummafpe] Onl ravel

Social Media il
s
. ' . S LT T L
+ ! <zl 5
. B TNt TIrze=wtTT
. L @ =T -
s - H PP L R
¢ et ame T e
D i o
0 I s
DRRE = ' S
"5 e T g 5
\ T ) . .
. Teal el S *u
. ~.a_ ol .
. P o —— e
\ ' e el
. v Thell N
Search | Travel
Meta T

.

»r
TOURISM AUSTRAL|A\7



Tourism Australia

CONTINUING IMPORTANCE
OF DISTRIBUTION

THE COMPLEXITY OF
AUSTRALIA

CAN BE A BARRIER
WHICH DISTRIBUTION
HELPS TO OVERCOME

.
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FOUR MEGA THEMES SHAPE THE EVOLUTION OF
DISTRIBUTION

RISING TECH
EXPECTATIONS DEMOCRATISATION

COMPLEXITY
INTENSIFIES

CHANNEL

PROLIFERATION

Deloitte.



SOCIAL COMMERCE WILL SHIFT TRAVEL TRENDS

' 9:41 ol ® -

(ARG

a@@@,

Content

Influencers
& Media Brands &
Products
"oy e
A Q ® © 9
Data
Western Market Platforms Eastern Market Platforms
I~ T T T T T T T T T T T T TS T T T T TS T T T T T T T T T T ST ST ST ST T T T T T ST eSS = 1
| ! : |
: l@l n @ @ : : @ lkakao @ @ :
| ! : |
: Instagram Facebook Pinterest TikTok i i Little Red Book  Kakao Line Douyin i
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TECHNOLOGY IS CHANGING EVERYTHING

TRIP PLANNING & PRICE BOOKING CHATBOT &
g SEARL PERSONALISATION PREDICTION APPS CONCIERGE AL RERULES
o
= EECI\ @® — @ 0 O e -
lCI-) Google Baidu Pickyourtrail GuideGeek Rome2Rio Hopper Hotel Tonight Airbnb KAYAK Tripadvisor Triplt Travel Spend iTranslate
— |
(&)

WEBSITE & CONTENT BOOKINGS WORKFORCE REVIEWS & BRAND

DISTRIBUTION CREATION & DYNAMIC PRICING ENQUIRIES MANAGEMENT EFFICIENCIES SENTIMENT

TRANSLATION
=d >~ [ ©

cinefly Localize =~ MarketMuse Magpie boostAR Amadeus Chat 2 TourConnect Rezdy  TourRadar Localis Deputy Brand24 Podium

PRODUCTIVITY

b 4

TOURISM AUSTRALIA ,
P

Deloitte.



THE FUTURE OF DISTRIBUTION REPORT

FUTURE OF DISTRIBUTION
INSIGHTS REPORT.

Personalisation matters more than ever before '

Consumers have come to expect personatisation as a standard offering. 71% of
ersonolisation from the brands and businesses they choose and
76% get frustroted when they don't have it*

consumers expect per

Travel s seen chekce fecrease
expoentisdy from setares to hoted
expertences and peatiiecation of
Presvra

I the Current tandicape, the abiity
10 offer Eherse options and
experiences that Cates to tedwidaal
preferences has become incremsinggy
crucia for attractiog aed retaining
Customers. 80% of customers are
more Bhely % purchase from 3
company that offers

perionalied experiences !

snivichual prefesences and intesests

operatons and ntermesiaries to Cater
10 Peciic cultural and iestyle
eeterences. This enaoies the

of the traveller’s idereity and
eprrations.

- espectaly important a5 many
Juences have Smportant ultural
ruances to consiter

1 M. T it f et persanazaten ght-wr weng-t
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FUTURE OF DISTRIBUTION

W‘%l; T§é6REPU RT.

India

Multiple points of influence during planning
Conuusmens 1 2 20 uing multighe wource to fan travel

Facomemedaions. from ends or tamly when s a0

lanning trgs

Wt YouTute, Googie and Mt ace peomiinent anlive sowces
p——— e

S aconologsal MRovation In pe sonatked cootent wil ATGEy

e pvotal ole of oriing sources 1n U awel FanAG.

Planiing traet to AustTa demands SpuTCast time and fnancisl

vestment ghen B3 dhversity of destinaions and varked Cmata

gt out of tan travellrs plan mst detals et of Dt iy,

The consumer’s travel purchase journey: touchpoints and channel dynamics

1 B Wi thetr tancdency 16 Conaut 3 ange of paturme for
vl rearch 208 planeing, COncumar e RSO 3
D Rt 260 0ch whan T Comes 22 Backing

oy scusce mrkas,

it - I3 (verius £2°) book drectly Raer. Dy 2 more
S g

marketpace e g, Hotecom, Bkt comd 30 bt et
When taveing 10 Asaba 1 16 T s e 7% of s
Palitay it bockd TAgAES wi) trand agerts 60 jarice ans
cotret Poxt pandoe. 1ndan Cavellen, 26 Wéreatigly
Comfortatie Soking RIGhts ey wEh aVBees, wEh DS shaw
riging 1o S0 1 e year enging e 2034 Desgite B, ek
et e 2n WTgrtane bocking Chaneet, Narcii 3E%.of 2%
Daokgs for s halitay Weltor 3o Atidia

tourism.australia.com/futureofdistribution
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SOTHAT'SALOL...
.....WHAT ARE WE DOING ABOUT IT?



Tourism Australia 2025

COME AND SAY G’'DAY CONTINUES TO SPEARHEAD OUR WORK
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PR & SOCIAL MEDI

australia ©
At Music + Walking Time

australia ® Golden hour isn'tjust for perfect lighting - its also
the best time to spot our kangaroos {} i, Heading out on a
wander around dawn or dusk is your best chance to spot many
Aussie animals, from cheeky 'roos like these to wallabies. koalas
and echidnas B3 As well as wildiife, sunset strolls in Dhilba
Guuranda-Innes National Park include sweeping views over
@yo ninsuia’s breathtaking coastal wildemess

?: Dhilba Guuranda-Iinnes National Park. @yorkeps

1D: Two kangaroos standing on white sand surrounded by bushes
during a golden sunset.

leogpiz® QOOOO °

ks Reply

mari_tereg @O ©

young kor @ D@ >

tiogara. M@K o

hakijagrabovica QYRS O & ©
§kes Reply

marylene julien @ @ o
4lkes Reply

igorandriychuk @ P RAONOPOud S o

nicola.diaz. 585 @ % B °

cristiancabrera120576 @ M P ©

oQv A

* Liked by oceanviewecovillas and 7.366 others

SOUTH AUSTRALIA

TASTING AUSTRALIA

2 - 11 May 2025

South Australia’s most extraordinary producers, chefs, wineries and distillers
collide at Tasting Australia, a ten day celebration of curiosity-feeding

experiences from 2 - 11 May 2025.

Curated by Karena Armstrong (Salopian Inn) and Kane Pollard (PLACE Dining),
the 18th edition promises more than 150 events across Adelaide / Tarntanya

and regional South Australia.

Festival highlights include two extraordinary Tasting Australia Airlines
adventures - an overnight expedition to the Northern Flinders Ranges and a
‘aourmet dav trip alona the Murrav River, as well as a ten-hour rail journey

austraia © The rugged beauty of the Findars Ranges hat been
many years m the making £, Around 3 fve hour drve from
Tamtanya (@ctyotacelacie) & South Austrata's biggest

tain cange. D fendericmngesan . Wathin this sncient
scape youllfind wiiife, Abongmsl cutursl experiences and
tic cutback stations. Expiore allthals on offer with 3 tay
- and enyoy Piking. hel ours and 4D
advetures amangat the wikdomsss P

@ S0
2

1D: Text arver video reads “This outback Landscape i over 600
milion yesrs old” 25 two pecple are driving and hking through
agged mountan rangs

{@ chresa_ Thark you 50 much for tagging ust @

(D) e s g
) e wmatin patof o bl courtry.with 30 mary
o 10 e, peredie andcapos b 100 i Spectacuir
aee e eperioced ook you o o o ki

@B !inthesatymaiiu The drve through hae would be unestl
eyt ugh e o

@) i s s O, &

@ pussppert eoe &

oaQv R

4824 lkes

Parwana and Africola will serve a feast

0 Adelaide's central Victoria Square
lasses led by international talents
a Berg (UK), alongside Australian

e Alvarez.

astralia’s website.

N
o= |
i Toulaisn

— T

australia ©
Siackaop + Tides

s_ australia @ Welcome to the Flindars Ranges, an outback
landscape 800 milkon years in the making @ In this spectacular
shice of @southaustralia you'l find abundant wildiife. ancient
cultures and truly unbelievabie sunsets. Base yourself in a kuxe

eco-villa at Grawnsieyparkststion and explore caning sites.
sacred canyons, rock art and wilderness with local
Adeyamathanha guides from @wadnsyurs B

1D: Text over video reads “This is South Australia's largest
mountain range" a5 a series of videos show two people exploring
3 mountain range with emus, rock art and vibrant sunsets.

semra_smith We will see you soon 000

e

ks Reply

View replie

awaywithmaja Defirstely one of the most underrated parts of

()

e Mes Reply
-
m&nzgubo':(l 00PANAR °
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“ altanscottsculpture SO OO O °
- Thhe Reply
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R Liked by mrs_sarahmack and 4,602 others
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I'MIN...
....HOW CAN | GET INVOLVED?



WAYS TO ALIGN WITH WHAT TA IS DOING

CORPORATE RESEARCH & KEY PR, FAMILS &
WEBSITE INSIGHTS DISTRIBUTION SOCIAL MEDIA

LSS G UB  TOURISM.AUSTRALIA.COM/  TOURISM.AUSTRALIA.COM/  TOURISM.AUSTRALIA.COM/
STATS MARKETREGIONS WORKINGWITHMEDIA

L 330308y UPDATE ATDW | NEWSLETTERS WORKING
WITH TA GUIDE

WORKING
vrmﬂl

TOURISM.AUSTRALIA.COM/ ATDW.com.au TOURISM.AUSTRALIA.COM/  TOURISM.AUSTRALIA.COM/
EVENTS SUBSCRIBE WORKINGWITHTA
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Tourism Australia

TRADE EVENTS

Including Australian Tourism Exchange
and Marketplace Events

27-29 July 2025:

Australia Marketplace South East Asia, Jakarta
31 July - 2 August 2025:

Australia Marketplace India, Jaipur
15-17 September 2025:

Australia Marketplace North America, LA
10-13 November 2025:

Australia Marketplace China, Xi’an

1-3 December 2025:

Australia Next, Melbourne

10 - 14 May 2026:

Australian Tourism Exchange, Adelaide

29

TOURISM.AUSTRALIA.COM/EVENTS
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Tourism Australia

CONNECTWITHTA

Subscribe to our newsletters
tourism.australia.com/subscribe

Follow us on Linkedin

Kristy Malapa

Industry Relations Manager

kmalapa@tourism.australia.com
+61 404 054 543
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