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WE CAN LEARN FROM THE LAST GLOBAL PANDEMIC?
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COVID-19 HAS THROWN UP MORE CHALLENGES

Inflation rate
April Qtr. 2019 vs. April Qtr. 2022
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Source: Various Government Agencies via Trading Economics, 2022

Household Savings
Savings as a % of household disposable income
2019 - 2022
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Source: OECD, Net Savings % of Household Disposable Income, Household
Savings Forecast. Quarterly 2019-2022



COVID-1

9 HAS THROWN UP MORE CHALLENGES

Consumer Confidence
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(80.4 points, down 6.6pts)

Base: Australians 14+ RECORD WEEKLY LOW - March 28/289, 2020 (65.3 —>
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Source: ANZ - Roy Morgan, ANZ Research



LET’S SEE WHAT WE KNOW BY MARKET
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INTRASTATE

Overnight

Leisure trips! (000s)

6,164
5,638

2019 2020

Travel Intention — next 12 months?
Overseas Interstate intrastate

2019 79% 58% 59%
2022 56% 67% 66%
Change -23% +9% +7%
1. TRA NVS

2. Tourism WA Brand Tracker provided by Kantar

6,454

2021

2021 v 2019

Trips up by 5%

Average nights/trip up by 12%
Average spend/night up by 43%
Average spend/trip up by 60%
Overall spend up by 68%

I plan to take more trips in WA this year than | did last year?

Apr-22

M Disagree
ar-22 BT e
W Agree

Feb-22






Overnight Leisure

Trip51 (000s) 2019 2020 2021
> Victoria ey s 30 s 86
New South Wales IEEEEESSs———— ) /(0 m 94 m 15
INTERSTATE
Queensland e 5] . 5] mmm 75
South Australia s 09 m 14 mm 45
Northern Territory
— 882 =15 277 =36 378
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LENUERIE] 17 " 14
| plan to mainly | feel confident
Travel Intention — next 12 months? travelinmy own  about planning /
state this year? ~ booking a holiday
in WA?
Overseas Interstate intrastate Feb 39% 24%
2019 85% 66% 55% March 35% 33%
2022 69% 73% 64% April 37% 44%
Change -16% +7% +9% May 32% 49%

TRANVS
Tourism WA Brand Tracker provided by Kantar




Leisure interstate travel in 2019
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INTERSTATE HOLIDAY IMPORTANCE FACTORS
v 2022 2019

INTERSTATE

A place where | can relax and unwind

Value for Money

A Range of Things to See and Do
Great Food and Beverage

Easy to Get To and Around

Unspoilt Natural Beauty

Easy to plan and book

Truly Unique Places and Experiences
Welcoming people

A Place to Get Away From It All
History and Heritage Attractions
Active adventures and experiences
Good for re-connecting with myself and/or others
Close interactions with native wildlife

Good nightlife and entertainment experiences

Authentic Indigenous Experiences

0% 10% 20% 30% 40% 50% 60% 70% 0% 10% 20% 30% 40% 50% 60% 70%

Tourism WA Interstate Brand tracker: Which of these are most important to you personally, when choosing a holiday destination? (Multiple Response)



INTERSTATE HOLIDAY IMPORTANCE FACTORS
v 2022 2019

INTERSTATE

A place where | can relax and unwind

+8%

Value for Money
A Range of Things to See and Do

Great Food and Beverage

+5%
+6%
+4%
+6%

Easy to Get To and Around

Unspoilt Natural Beauty

Easy to plan and book

Truly Unique Places and Experiences
Welcoming people

A Place to Get Away From It All +5%
History and Heritage Attractions

Active adventures and experiences

Good for re-connecting with myself and/or others

Close interactions with native wildlife

Good nightlife and entertainment experiences

Authentic Indigenous Experiences

0% 10% 20% 30% 40% 50% 60% 70% 0% 10% 20% 30% 40% 50% 60% 70%

Tourism WA Interstate Brand tracker: Which of these are most important to you personally, when choosing a holiday destination? (Multiple Response)



A COUPLE OF OBSERVATIONS ABOUT THE DOMESTIC

BOOKING PATTERNS

Flight Searches to WA in May - by travel date

11.60%
2019 29.6%

9.60%
2022 29.2%

B May-Jun B Jul-Oct Nov-Jan
Flight bookings to WA in 2022 - lead time

2019 32.0% 36.00%
2022 38.0% 39.00%

B 0-14 days W 15-59 days 1 60+ days

Source: ForwardKeys, Flight Bookings, Skyscanner flight searches

Flight Booking Source

2019 2022 Diff
On-line TA 7% 7% S
Corporate TA 21% 12% -9%
Retail TA 39% 33% -6%
Other TA 3% 2% -1%
Airline Direct 30% 47% | +17%







INTERNATIONAL

Overnight Leisure
Trips?! (000s)
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Is Australia a safe place to travel to??
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1. TRAIVS
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2. TA Greenlight sentiment tracker
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INTERNATIONAL HOLIDAY

INTERNATIONAL )
Safety & security

WC nature & wildlife
Good food & wine
Value for money
Friendly citizens
Family friendly

W(C aquatic & coastal
Clean cities

Ease of entering a country / obtaining a...

Range of accomm.
Romantic destination
Vibrant city lifestyle
Luxury accomm.
Great shopping

WC events/festivals
Local festivals
Museums & galleries

Authentic native, indigenous / First...

20

2022
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Tourism Australia: Consumer Demand Project 12 market aggregate

2019

20

IMPORTANCE FACTORS

40

60



INTERNATIONAL HOLIDAY

INTERNATIONAL )
Safety & security

WC nature & wildlife
Good food & wine
Value for money
Friendly citizens
Family friendly

W(C aquatic & coastal
Clean cities

Ease of entering a country / obtaining a...

Range of accomm.
Romantic destination
Vibrant city lifestyle
Luxury accomm.
Great shopping

WC events/festivals
Local festivals
Museums & galleries

Authentic native, indigenous / First...

2022

— -5%

I +6%
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Tourism Australia: Consumer Demand Project 12 market aggregate
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INTERNATIONAL

50%

45%

40%

35%

30%

25%

20%

REASONS FOR NOT TRAVELLING
INTERNATIONALLY IN THE NEXT 6 MONTHS

International Sentiment Tracker 12 Market aggregate
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Wave 33 (09/12/21) Wave 34 19/01/22) Wave 35 (15/02/22) Wave 36 (16/03/22) Wave 37 (14/04/22) Wave 38 (15/05/22)
B Covid === Financial

Source: Tourism Australia International Sentiment Tracker, Waves 33 - 38
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THANK
YOU

For more information:
@ @TourismWesternAustralia

@ @TourismWesternAustralia
@WesternAustralia

m Tourism-western-Australia

d‘ @westernaustralia

TikTok

#ThislsWA

Subscribe to Talking Tourism

TOURISM.WA.GOV.AU



