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IT’S BEEN A 
CHALLENGING 
FEW YEARS… 
BUT WE ARE 
STEADILY 
POWERING 
OUR WAY 
BACK TO 
PRE COVID-19 
LEVELS  

SHORT TERM VISITOR ARRIVALS

Source: Australian Bureau of Statistics, Overseas Arrivals and Departures, Australia, December 2022
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HOW OUR 15 KEY MARKETS ARE REBUILDING
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HOW OUR VISITOR ECONOMY IS REBUILDING
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WE KEPT THE 
LIGHTS ON
INTERNATIONALLY…

PUBLIC RELATIONS CONTENT AUSSIE SPECIALIST 
PROGRAM
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AND WE MOVED 
OUR FOCUS TO 
DOMESTIC…
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WE ALSO SUPPORTED INDUSTRY OPERATORS WITH THE
NATIONAL EXPERIENCE CONTENT INITIATIVE

DEVELOPING NEW IMAGE 
AND VIDEO ASSETS

SPANNING 57 TOURISM 
REGIONS

COVERING UP TO 1,400
EXPERIENCES
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FUTURE DEMAND FOR AUSTRALIA
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THIS IS A MOMENT OF EXTREME COMPETITION

Travellers are 
more worried 

about their 
finances

FEWER TRAVELLERS

Airline 
capacity to 

Australia is still 
rebuilding

People are still 
staying closer 

to home

MORE COMPETITION

All countries 
rebuilding
their visitor 
economies

Media costs 
& inflation 
continue to 

rise

Global 
creative work 
is better than 

ever
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THE FUTURE FOR 
TOURISM IS BRIGHT, 
BUT WILL BE HARD 
FOUGHT

Source: Tourism Research Australia, International Visitor Survey YE December 2010- 2021; Thrive 2030 A Reimagined Visitor Economy YE 
December 2024 & 2030; Oxford Economics Forecast Arrivals, Australia Expenditure. *Total Visitor Expenditure, YE December, excluding expenditure 
of long-term international students.
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A PROJECTED VIEW OF AUSTRALIA’S INTERNATIONAL LEISURE TOURISM 
EXPENDITURE RECOVERY

A decade of growth

A bright future

Thrive 2030:
$44bn by 2030*

Thrive 2030:
$22bn by 2024*

Projected recovery /
Job ahead of us
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February 2023 levels:
India: 271% of seats scheduled
South Korea:       111% of seats scheduled
Indonesia: 102% of seats scheduled
Canada: 85% of seats scheduled
Singapore: 84% of seats scheduled
NZ: 76% of seats scheduled
USA: 76% of seats scheduled
Malaysia: 73% of seats scheduled
Japan: 65% of seats scheduled
China: 23% of seats scheduled

Qatar: 128% of seats scheduled
Singapore A’lines:84% of seats scheduled
Qantas: 78% of seats scheduled 
Cathay Pacific: 59% of seats scheduled
Emirates: 50% of seats scheduled
Etihad: 42% of seats scheduled

INTERNATIONAL 
RECOVERY - AVIATION 
SEAT CAPACITY

Source: Cirium SRS Analyser air schedules data as at 30 Jan-23

% SEATS RECOVERED TO AUSTRALIA
(Compared to same month in 2019)

ALL INTERNATIONAL MARKETS
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TOURISM AUSTRALIA’S 
RESPONSE
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AREAS OF FOCUS 2023

1. 3. 2. 4. 5. 6.
CONVERSION & 

AVIATION 
MARKETING

INDIGENOUS & 
SUSTAINABILITY

ADVOCACY & 
FAMILS 

BRAND & 
MARKETING

INDUSTRY
PARTNERSHIPS

BUSINESS 
EVENTS & MAJOR 

EVENTS
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OUR FOCUS IS ACROSS 15 MARKETS
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21 FEBRUARY 2022 - BORDERS OPENED ‘COME AND SAY G’DAY’!
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MARKETING
FOUNDATIONS OF 
‘COME AND SAY G’DAY’ Invitation to 

the world

Developed 
collaboratively with 

teams in 15 
markets 

GLOBAL IN NATURE

Brand Codes
Destination Drivers

Proposition
Creative Territories

Concept & 
Execution

BACKED BY RESEARCH

Healthy brand 
investment across 

9 priority ‘grow 
markets’ plus 

partnership budget

BRAND FOCUS

Emotion
Story Arc

Music
Fluent Devices

Characters
Talent

PRINCIPLES OF 
EFFECTIVE 

ADVERTISING
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WE LEVERAGED AUSTRALIAN ICONS TO REMIND THE WORLD 
WHAT THEY KNOW AND LOVE ABOUT AUSTRALIA

AUSSIE LOCATIONS, PEOPLE  
& EXPERIENCES

TALENT MUSICCHARACTERS

+ + +
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GLOBAL LAUNCH EVENT HIGHLIGHTS

FRANCEGERMANYITALYSINGAPORE

UK USA JAPAN
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20

COME & SAY G'DAY CAMPAIGN APPROACH

Drive fame and impact for launch.
Platform for PR amplification.

Establish story of Ruby, our new “brand 
ambassador”.

Hardworking advertising and content 
partnerships to showcase our 

destinations, experiences and 
welcoming Australians.

Capture demand from high yield 
travellers through strategic partnerships 

with airlines and key distribution partners.

SHORT FILM ADVERTISING & 
MID-FUNNEL CONTENT

PARTNERSHIPS
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ADVERTISING – 60"

21
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TA'S 
MEASUREMENT 
FRAMEWORK

Dark blue (bottom row) section results based on 19/10-31/12/2022,  EAV 11/10-31/12/2022 to capture Japan launch event

0 to 6 
MONTHS

6 MONTHS + 

12 - 24 
MONTHS +

OVERNIGHT EXPENDITURE*
LEISURE EXPENDITURE

TOTAL EXPENDITURE

AWARENESS CONSIDERATION PARTNERSHIPS
TARGETS, ROI

EARNED
EAV

ARTICLES

OWNED
ORGANIC WEBSITE

TIME ON SITE
BOUNCE RATE

ORGANIC SOCIAL 
IMPRESSIONS

PAID
PAID MEDIA REACH

VIEWS
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WHAT’S NEXT…
NEW OPPORTUNITIES
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AVIATION IN CHINA IS LOOKING VERY PROMISING

23% 36% 80%

Scheduled seat 
capacity

February 2023

Scheduled seat 
capacity

June 2023

Predicted
December 2023

Source: Cirium Source: Cirium Source: Civil Aviation 
Administration of China (CAAC) 

capacity 

o Air China will commence 3fpw Beijing-SYD and 
Beijing-MEL in Feb-23 using A330s.

o China Eastern’s Shanghai-SYD service increases from 
3-7fpw (B777s) and Shanghai-MEL increases from 
3-4fpw (787-9s) in Feb-23.

o China Southern’s Guangzhou-SYD service increases 
4-7fpw (A350s) and CZ recommence Guangzhou-MEL 
with 7fpw in Feb-23 using A350-9s. SYD/MEL 
frequencies are then set to increase from 7-10fpw on 
26 Mar-23.

o Xiamen Air will increase Xiamen-SYD at 2-4fpw (B787-
9s), commence Xiamen-MEL to 3fpw (787-9s), and 
operate Fuzhou-SYD at 2fpw and Fuzhou-MEL at 
2fpw (all B787-9s).

o Sichuan Airlines recommences Chengdu-MEL with 
2fpw in Feb-23 using A330s.

o Beijing Capital’s resumption of Australia with 2fpw 
Qingdao-MEL starting 14 Feb-23 increasing to 3fpw in 
Mar-23.
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CHINA MARKET REOPENING ACTIVITY OVERVIEW

LEVERAGE THE RETURN OF TWO-WAY 
QUARANTINE FREE TRAVEL WITH PR AND 

SOCIAL ACTIVITY

PAID MEDIA AND CTRIP LAUNCH OF IN-MARKET CAMPAIGN

PHASE 1: AWARENESS

(26 Dec 2022 to Feb 2023)

PHASE 2: CONSIDERATION & 
CONVERSION
(March to June 2023)

PHASE 3: 
COME AND SAY G’DAY

WeChat

https://mp.weixin.qq.com/s/qzeHSWJbZ7s5VjUk0BY5fg
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B2C AND B2B EVENTS ARE RETURNING

FIFA WOMEN’S WORLD CUPSYDNEY WORLD PRIDE BUSINESS EVENTS

Source: Bloomberg
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HIGH YIELD TRAVELLERS SEEK RECONNECTION AND EXPLORATION

Future of Global Tourism Demand Research, Quantitative validation phase, April-May 2022  
A4. When you travel, which of the following are you most often looking for?
Base: Global excl. Australia (n=22,190), High Yield Traveller excl. Australia (n=6,070), Luxury Traveller excl. Australia (n=1,050), Long Stay excl. Australia (n=956), Working Holiday Maker excl. 
Australia (n=1,960) 

RECONNECTION

INTO NATURE

EXPLORATION

ADVENTURE

TRANSFORMATION

PASSIONS, 
HOBBIES

RESTORATION

17%

17%

17%

14%

13%

14%

7%

20%

16%

20%

11%

12%

13%

7%

18%

17%

16%

15%

16%

12%

6%

15%

17%

12%

21%

15%

15%

6%

13%

16%

14%

20%

17%

17%

4%

TRAVELLER TYPOLOGY PROFILE X DEMAND SEGMENTS

TOTAL Out of Region 
Traveller (excl. Aus)

High Yield 
Traveller 

Luxury 
Traveller

Long-stay 
Traveller

Working Holiday Maker 
Considerers
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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

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
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NUMBER OF PRACTICES WILLING TO PAY 
EXTRA

INCIDENCE OF SUSTAINABILITY PERSONAS
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INDIGENOUS: 
AN ABORIGINAL LENS 
CAN ENRICH THE 
OTHER EXPERIENCES 
TRAVELLERS SEEK

Future of Global Tourism Demand Research, Quantitative validation phase, April-May 2022  
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)

17%

16%

19%

16%

14%

15%

14%

15%

12%

12%

10%

11%

9%

9%

39%

36%

33%

36%

38%

36%

36%

34%

36%

35%

35%

33%

35%

33%

31%

32%

30%

32%

34%

35%

33%

32%

35%

36%

38%

36%

38%

39%

9%

11%

13%

10%

10%

10%

13%

13%

12%

12%

12%

14%

12%

13%

4%

5%

4%

5%

4%

4%

4%

6%

5%

4%

5%

6%

5%

7%

Wildlife

Wellness

Learning

Aquatic & Coastal

Natural Environment

Food & Drink

Agritourism

Long Stay

Recreation & Outdoor

Hobbies & Leisure

Heritage

Events & Festivals

Local Culture

Journeys

WILLINGNESS TO PAY MORE FOR INDIGENOUS EXPERIENCES

Pay a lot more for it compared to a non-Indigenous experience Pay a little more for it compared to a non-Indigenous experience
Interested if it cost the same as a non-Indigenous experience Interested if it cost less than a non-Indigenous experience
Not interested, even if it cost less than a non-Indigenous experience
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EVOLUTION OF AI – EMPOWERING TRAVELLERS TO CREATE 
PERSONALISED EXPERIENCES

EVOLVING AI TO IMPROVE CUSTOMER EXPERIENCE

Conversational AI to enable the 
tourism industry to provide a deeper 
more personalised customer 
experience.

It can assist guests with pre travel 
planning, helping to tailor their 
travel and experiences to a highly 
personalised level.

Whether its transactions such as 
trip planning and booking, check-in, 
online activity during their stay, 
check-out or any of the digital touch 
points in the customer journey.

Source: Bloomberg

Source: Accor.
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THANK YOU
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