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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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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
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Total visitor expenditure
grew to a record

$48.4

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 S

2025. 6% GROWTH
FROM 2024.
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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%
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6%
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2%
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FUTURE TRENDS



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 -
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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
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Tourism Australia

CONTINUING IMPORTANCE
OF DISTRIBUTION

THE COMPLEXITY OF
AUSTRALIA

CAN BE A BARRIER
WHICH DISTRIBUTION
HELPS TO OVERCOME




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 ® -
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Content

Influencers
& Media Brands &
Products
"oy e
A Q ® © 9
Data
Western Market Platforms Eastern Market Platforms
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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
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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
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FUTURE OF DISTRIBUTION
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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
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tourism.australia.com/futureofdistribution

TOURISM AUSTRALIA P

>




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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ROCK SHOP
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PR & SOCIAL MEDIA
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YARRA VALLEY, VICTORIA
remoweed Yarta Vlley from hae 2025.Set ks the cling vioeyards o the

LEVANTINE HILLHOTEL ==msmimiss

Opening June 2025 The ol wh feature 3 by e st read X105 Two s
e e ate ey whth psor ik vieyard views, 3 v e,
sty
Sdte whl bt esio 0, g estoc. Cohar 1 b - et o1
exmcute sys o ot escopes.

oy
) 2 seamess blsa of meaiern logance and natural beauty fox
enthusiasts to enjoy,
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Drive one hour from Melbourne

for the ride of a lifetime

> ,
Yarta Volley and Dandénong

7

ROnHAA \VimdArnia [Ill l;

Austrotm 42

allanaramaa @
/ Yarra Valley

s] australia & .
Yarra Valley Victoria

australia & Scenic rides never looked so good @ An easy, one-
hour drive from Narrm (@visitmelbourne) will deliver you to the
lush @yarravalleydandenongranges. *Literally* rise and shine with
@globalballooningaustralia’s sunrise hot air balloon ride, before
making your way to @puffingbillyrailway to cruise through the
Dandenong Ranges with the wind in your hair @

@ : @globalballooningaustralia

?: @globalballooningaustralia and @puffingbillyrailway,
ar ges, #Victoria ( urne)

#SeeAustralia #ComeAndSayGday #Melbourne

#YarraValleyDandeongRanges

ID: Text over video reads “Drive one hour from Melbourne for the
ride of a lifetime” followed by a series of videos that show people

{ VARRAVALLEY,VICTORIA

CHANDON AUSTRALIA
HOMESTEAD

‘meticdously reimagined historic estate nestied in the Yarea Valiey - just ane.
our' drve from Melboume / Narm.

is
i @ SCHANDONAUS
( prirria e
Opened February 2025 heeses and ot moges on request Cotoct gour kel Tourtam Ausiralie
{abieside cookiog to garden partes. or et

artists The vemae hoases a spacios lobby, keunge and dining room, ntimate
‘mecting spaces and 2 wizp-around verandah.

allanaramaa # Edited = 17w

“ne_ = B We arrived that day without ©
A day spent in wine country >>> @ {}

tha risffis hillhe train wac full and wa wara
*trip provided by Tourism @Australia W

#SeeAustralia #brandedcontent
nd 5,542 others

Melbourne attraction! (R () Vi

Tlikes Reply

itsgeorgia.louise 17w
I love Australia for you @ Q

@ byamygee 17w
Oh Puffing Billy is a classic

llike Reply

0 yasminay.o 17w

So many beautiful gems in the Yarra
Valley so glad you got to experience ()
<ama of it

oQv R N
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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 “. | c VICTORIA ;:::;:'\ ‘:;;

Including Australian Tourism Exchange cdi
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, Location TBC

1-3 December 2025:

Australia Next, Melbourne

10 - 14 May 2026: TOURISM.AUSTRALIA.COM/EVENTS

Australian Tourism Exchange, Adelaide

r
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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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