OUTBOUND CHINA AND ASIA TRAVEL

AND TOURISM GROWTH QUTLOOK
JOHN O'SULLIVAN | MANAGING DIRECTOR
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TOUP TO <E AND POTENTIALLY
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OVERNIGHT DOMESTIC & INTERNATIONAL VISITOR SPEND 2025 :

INTERNATIONAL VISITOR SPEND BY 2020
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QUTLOOK: WHERE THE GROWTH WILL COME FROM

EUROPEA GREATER CHINA
' UNITED KINGDOM a ey - B CHINA # A
o S HONG KONG
SOUTH KOREA
7 MALAYSIA

' NORTH AMERICA + 4

USA
CANADA
LEGEND
MARKET VALUE BY 2020 BUSINESS EVENTS FOCUS
* Incentive
Worth over (3)5b by 2020
@ by A Association

Worth over (%) 2.5b by2020 -
SINGAPORE
NEW ZEALAND &

Worth over (3} 1!




GROWING IMPORTANCE OF ASIAN INBOUND

SHARE OF INTERNATIONAL VISITORS
AT WEST.
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BY 2020
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IN'O/NIGHT SPEND ——

~ 501 MILLION VISITOR NIGHTS, +23%

- INCREASINGLY FREE AND INDEPENDENT TRAVEL (FIT),
NOW AT 45%

- AVERAGE TRIP SPEND OF $8K PLUS
r - L3




EXPERIENCES

WORLD CLASS NATURE, FOOD & WINE,
AQUATIC & COASTAL

TWO-THIRDS
OF TRAVELLERS ARE <35 YEARS OLD

04%
SHARE TRAVEL ON SOCIAL

60%
s USE INTERNET TO RESEARCH TRAVEL

42% ,
OF LUXURY ONLINE REVIEWS POSTED BY = ##7°
CHINESE TRAVELLERS




CHINA SEASONALITY

Arrivals Seasonality from China in 2016

8.10%
0 7.80% 6_83% 7-14%
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TOURISM AUSTRALIA'S
STRATEGY IS LED BY:

e GEOGRAPHICAL PRESENCE IN
MAJOR CENTRES

« AVIATION PARTNERSHIPS
* CHINADIGITAL STRATEGY

~+ TAILORED MARKETING
EXPERIENCES

"%+ KEY DISTRIBUTION PARTNERS







Number of Arrivals
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BUT CHINA IS NOT OUR ONLY ASIAN MARKET..

+12% INTERNATIONAL VISITORS TO AUSTRALIA
YEAR END MARCH 2017
Source: Australian Bureau of Statistics
|0 7% 8% qay
a— g_:17% +15% +1%
Nz | CN | | JP | My | KR

EXPENDITURE BY VISITORS
YEAR END MARCH 2017

Source: International Visitor Survey, Tourism Research Australia

+18%

+10% +0%  +18% +9% 1%
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ASIAN CONSUMER WILL CONTINUE TO CHANGE

NEXT

« MORE ADVENTUROUS —« SEARCHING FOR UNIQUE EXPERIENCES
o SHARING STORIES o INCREASED DISPERSAL
o DIGITALLY CONNECTED —« INCREASINGLY DEMANDING

« NEW MARKETS



NOW

ASI/B EXPERIENCES

10 AS MUCH AS F00D & WINE, RICH
R T HISTORY & HERITAGE,

MARCH 2017 YE
$2 7B WORLD CLASS NATURE,
. AQUATIC & COASTAL

IN'O/NIGHT SPEND

BY 2020

W 424K PLUS VISITORS, +18%
. = SPEND GROWTH ALSO UP 18%
m MAJORITY ARE HOLIDAY VISITORS (67%)
- m 54% OF LEISURE VISITORS AGED 30 PLUS
m SYDNEY - GOLD COAST - REEF




EXPERIENCES

FOOD & WINE,
VALUE FOR MONEY,
FAMILY FRIENDLY,
AQUATIC & COASTAL ‘.I
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=\ m 268K PLUS VISITORS, +15%
L | = SPEND GROWTH UP 18%
m MAJORITY ARE LEISURE VISITORS (68%
m 69% OF LEISURE VISITORS AGED 46 PLUS
= SYDNEY - MELBOURNE - GOLD COAST




- EXPERIENCES

WORLD CLASS NATURE, AQUATIC

o 10 & COASTAL CLEAN CITIES &
]B 4 NFRASTRUCTURE. AND
FRIENDLY PEOPLE y
IN O/NIGHT SPEND =
BY 2020

® 79K PLUS VISITORS, +18%
m SPEND GROWTH UP 10%
= = MAJORITY ARE HOLIDAY VISITORS (67%)
= m 76% OF LEISURE VISITORS AGED 30 PLUS

' m SYDNEY - MELBOURNE - PERTH
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THANK YOU

Subscribe to Essentials:
www.tourism.australia.com/
subscribe

Follow us on Twitter:
@TourismAus
@australia

Visit our corporate site:
www.tourism.australia.com

TOURISM AUSTRALIA
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