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Executive Summary 
 

China is a critical growth market for the Western Australian tourism industry. While our 

traditional source markets in Europe are maturing, China is a potential source of long term 

tourism growth. Working together the industry is confident Chinese tourism can rapidly grow 

from 18,000 to 100,000 visitors per annum. 

 

Western Australia has a limited window of opportunity to forge our own brand with Chinese 

ǾƛǎƛǘƻǊǎΦ hǳǊ ŜŀǊƭȅ ǾƛǎƛǘƻǊǎ ǿƛƭƭ ǎƘŀǇŜ /ƘƛƴŜǎŜ ǇŜǊŎŜǇǘƛƻƴǎ ƻŦ ²ŜǎǘŜǊƴ !ǳǎǘǊŀƭƛŀ ǘƘǊƻǳƎƘ ΨǿƻǊŘ 

ƻŦ ƳƻǳǘƘΩ ŀƴŘ ǎƻŎƛŀƭ media.  Hence the quality of tourism services we deliver to our Chinese 

guests over the next few years will determine our long term reputation in China as a visitor 

destination. 

 

As an emerging market, Chinese tourism also brings new challenges for the tourism industry. 

We must develop quality experiences that meet the language, cultural and tourism 

expectations of our Chinese visitors. 

 

Success depends on a partnership between the tourism industry, the State Government and 

the broader community. We must work together to not only promote our state to Chinese 

visitors but to deliver an extraordinary experience when they arrive. 

 

The Chinese Tourism Industry Action Plan is a firm commitment by Tourism Council WA and 

tourism businesses to take early action and develop quality experiences for our Chinese 

visitors. While the tourism industry must take the lead, we are also calling on government and 

ǘƘŜ ōǊƻŀŘŜǊ ŎƻƳƳǳƴƛǘȅ ǘƻ ǿƻǊƪ ǿƛǘƘ ǘƘŜ ƛƴŘǳǎǘǊȅ ǘƻ ƳŀƪŜ ²ŜǎǘŜǊƴ !ǳǎǘǊŀƭƛŀ ŀ ΨŎƘƛƴŀ ǊŜŀŘȅΩ 

destination. 
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1. The Chinese Visitor Market to Australia 
 

1.1  Who is the Chinese visitor? 
According to the United Nations World Tourism Organisation (UNWTO), 66 million Chinese 

citizens travelled abroad in 2011, 15 per cent more than in 2010.     

 

Much of this outbound growth can be attributed to strong economic performance, growing 

income levels, a rising middle class, increased aviation capacity and liberalisation of outbound 

travel policies by the Chinese Government. 

 

This growing affluence is clearly demonstrated through the increasing expenditure of Chinese 

travellers. The UNWTO noted one of the most significant changes to the top ten ranking by 

international tourism spenders in 2010 was China, moving up into third position of highest 

tourism spenders (US$ 55 billion) and overtaking the United Kingdom (US$ 49 billion).  

 

ά/Ƙƛƴŀ Ƙŀǎ ǎƘƻǿƴ ōȅ ŦŀǊ ǘƘŜ ŦŀǎǘŜǎǘ ƎǊƻǿǘƘ ǿƛǘƘ ǊŜƎŀǊŘ ǘƻ ŜȄǇŜƴŘƛǘǳǊŜ ƻƴ ƛƴǘŜǊƴŀǘƛƻƴŀƭ 

tourism in the last decade, multiplying expenditure four times since 2000. Ranking as 

the seventh biggest source market in 2005, it has since overtaken, respectively, Italy, 

WŀǇŀƴΣ CǊŀƴŎŜ ŀƴŘ ǘƘŜ ¦ƴƛǘŜŘ YƛƴƎŘƻƳέΦ  

 

According to the ITB World Travel Trends Report 2011/12 the travel habits of the Chinese are 

undergoing significant changeΦ  άΧtƻŘŀȅΩǎ όŀƴŘΣ ŀōƻǾŜ ŀƭƭΣ ǘƻƳƻǊǊƻǿΩǎύ /ƘƛƴŜǎŜ ǘƻǳǊƛǎǘǎ ŀǊŜ 

young, affluent, well-dressed and hi-tech, and they want individual experiences combined with 

Chinese-ǊŜŀŘȅ ǎŜǊǾƛŎŜǎέ. These affluent Chinese travellers are also, on average, 20 years 

younger compared to their US and Europe counterparts. The new Chinese traveller can be 

characterised by: 

¶ Increasingly seeking individual travel opportunities; 

¶ Young, highly educated, middle and upper class; 

¶ Big shoppers, especially of well-known western brands;  

¶ Language and culture remain very important for them ς understanding of these 

aspects demonstrates respect;  

¶ Use online media extensively for travel planning and information purposes, yet still 

rely on the convenience of travel agents to arrange flights, hotels, and visas; 

¶ Heavy users of social media platforms post-travel to share experiences.  Social media 

is the most influential medium in modern China and is generally more trusted than 

government controlled media; 

¶ Moving towards an experienced-based choice model from a price-based choice 

model; 

¶ Demand high quality services; and 

¶ Chinese language services and information are seen as essential. 

 

Tourism Australia has identified their target market as άŀŦŦƭǳŜƴǘ /ƘƛƴŜǎŜ ŎƻǳǇƭŜǎ ǿƘƻ ƘŀǾŜ ŀƴ 

independent travel mindset and want to explore and experience local culture. This group 

delivers high volume and ǎǇŜƴŘ ŀƴŘ ŀǊŜ ƎŜƻƎǊŀǇƘƛŎŀƭƭȅ ŎƻƴŎŜƴǘǊŀǘŜŘ ƛƴ ¢ƻǳǊƛǎƳ !ǳǎǘǊŀƭƛŀΩǎ 

ŎǳǊǊŜƴǘ ǇǊƛƻǊƛǘȅ ŎƛǘƛŜǎέ1. 

 

1.2  The Approved Destination Status (ADS) Scheme  
In 1995 the Chinese Government introduced the Approved Destination Status (ADS) Scheme.  

The ADS is a bilateral tourism arrangement between the Chinese Government and a foreign 

destination, whereby Chinese tourists are permitted to undertake leisure travel in groups to 

that destination.  

                                                           
1
 Tourism Australia, 2020 China Strategic Plan Summary 
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Australia and New Zealand were the first western countries to be granted ADS in 1999. Initially, 

only residents of Beijing, Shanghai and Guangdong were allowed to travel to Australia under 

the ADS scheme however in July 2004, six new regions were added to cover approximately 432 

million people. Currently Australia is one of over 100 countries with ADS status.  

 

The ADS permits the Australian Government to promote Australia as a leisure travel 

destination in China. Approved travel agents in China are trained by Tourism Australia as 

'Aussie Specialists' and receive training and approval from the Department of Immigration and 

Citizenship and the China National Tourism Administration. The ADS also approves Australian 

Inbound Tour Operators who provide inbound tours to Australia. The scheme is managed by 

the Department of Resources, Energy and Tourism (RET) in conjunction with the Department 

of Immigration and Citizenship and Tourism Australia. 

 

The ADS scheme is an important part of this inbound 

tourism growth and has seen Australia host over 

610,000 Chinese tourists undertaking leisure travel in 

over 44,000 groups since inception. While ADS 

provides a highly effective visa for leisure visitors, it is 

not the only type of travel available. Chinese visitors 

can travel on non-!5{ ǾƛǎŀΩǎ for free independent 

travel, business and government delegations, study 

groups etc. However this travel must still be booked 

through an approved outbound agent.   

             

There has been a shift away from group ADS travel, in 2009ς10, 77 804 people arrived on ADS 

visas compared with 85 482 in 2008ς09 and 94 503 in 2007ς08. In an increasingly competitive 

environment, it is important for Australia to look beyond the scheme to new emerging 

segments to remain competitive2. 

 

In April 2011, the Chinese and Australian governments reaffirmed their commitment by signing 

a broader Memorandum of Understanding (MoU) to strengthen tourism cooperation. This 

MoU will build on the existing ADS scheme to further promote cooperation in emerging travel 

segments such as individual, education and company paid incentive travel and result in a more 

streamlined visa process for Chinese travellers, making it more attractive for them to holiday in 

Australia. 

 

The MoU also acknowledges other areas of cooperation including, industry supply-side 

development and supporting the safety of Chinese tourists in Australia. The evolution of the 

ADS and the recent MoU supports increasing independent travel from China to Australia. 

 

1.3  Chinese Visitors to Australia 
China is now Australia's 3rd largest (behind NZ and the UK) and fastest-growing inbound 

market, with visitor arrivals from China expected to reach 958,000 in 20203. As at the end of 

December 20114: 

¶ Chinese visitors to Australia had grown an estimated 18.8 per cent to 512, 600 from 

431, 400 on the previous year; and 

¶ /Ƙƛƴŀ ǿŀǎ !ǳǎǘǊŀƭƛŀΩǎ ƘƛƎƘŜǎǘ ȅƛŜƭŘƛƴƎ ƳŀǊƪŜǘΣ ǿƛǘƘ нлмм ǎŜŜƛƴƎ ŀƴ ƛƴŎǊŜŀǎŜ ƛƴ 

expenditure of 17.7 per cent on 2010 to $2,676 million.  

 

                                                           
2
 Department of Immigration and Citizenship, Fact Sheet 58 ς China: Approved Destination Status 

3
 Tourism Forecasting Committee, Forecast 2011 Issue 2, Tourism Research Australia, Canberra 

4
 Tourism Research Australia, International Visitor Survey, December 2011  

Source: Tourism Australia 
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While growth has been experienced across all market segments, Australia is facing increasing 

competition from other destinations, all of which will be trying to capture this emerging 

market.  

 

In 2010 Australia ranked 14th amongst all outbound destinations for Chinese travellers (top 5 

being Hong Kong, Macau, Korea, Singapore and Japan) with a slight drop in market share 

experienced (from 1.1 per cent in 2000 to 0.8 per cent in 2010). However, when looking at 

ǿƘŀǘ ƛǎ ǊŜŦŜǊǊŜŘ ǘƻ ŀǎ Ψƻǳǘ-of-ǊŜƎƛƻƴΩ ǘǊŀǾŜƭΣ ǘǊŀǾŜƭ ƻǳǘǎƛŘŜ ƻŦ bƻǊǘƘ 9ŀǎǘ !ǎƛŀΣ  !ǳǎǘǊŀƭƛŀ ǊŀƴƪŜŘ 

10th reflecting an increase in market share from 2.6 per cent in 2000 to 3 per cent in 20105. 

 

While much of this growth can be contributed to factors mentioned previously (a growing 

Chinese economy and rising income levels in China), another significant contributor to the 

growth has been the increase in air capacity, with a number of airlines increasing frequency 

and introducing new routes to Australia. 

 

 

 

 
Case Study: China Southern Airlines 
/Ƙƛƴŀ {ƻǳǘƘŜǊƴ !ƛǊƭƛƴŜǎ ƛǎ ŀ /ƘƛƴŜǎŜ ŘƻƳŜǎǘƛŎ ŀƴŘ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ŎŀǊǊƛŜǊΦ Lǘ ƛǎ ǘƘŜ ǿƻǊƭŘΩǎ  
sixth-largest airline and Asia's largest airline in terms of passengers carried.  
 
/Ƙƛƴŀ {ƻǳǘƘŜǊƴ !ƛǊƭƛƴŜǎ /9h ¢ŀƴ ²ŀƴΩƎŜƴƎ ǎǘŀǘŜŘ όнл-Jan-2012) that the carrier believes 
Australia is on the "cusp of a growth boom" which will see more than one million Chinese 
visiting Australia by 2020. Mr Tan believes the boom had the potential to generate USD4 
billion in direct benefits and USD15 billion in indirect benefits for the Australian economy by 
ǘƘŜ ŜƴŘ ƻŦ ǘƘŜ ŘŜŎŀŘŜΦ   IŜ ōŜƭƛŜǾŜǎ άǘƘƛǎ ǿƛƭƭ ŀƳƻǳƴǘ ǘƻ ŀ ǘǊŀǾŜƭ ōƻƴŀƴȊŀ ŦƻǊ !ǳǎǘǊŀƭƛŀ ŀƴŘ 
!ǳǎǘǊŀƭƛŀƴǎΣέ  ǿƛǘƘ ǘƘŜ ŀƛǊƭƛƴŜ ƛƴǘŜƴŘƛƴƎ ǘƻ ōŜ ŀ ŘǊƛǾƛƴƎ force for travel between Australia and 
/Ƙƛƴŀ ōȅ ƛƴŎǊŜŀǎƛƴƎ ƛǘǎ ǇǊŜǎŜƴǘ ор ǿŜŜƪƭȅ ǎŜǊǾƛŎŜǎ ǘƻ рр ōȅ нлмрΦ IŜ ǎǘŀǘŜŘ ǘƘŀǘ άōȅ нлмрΣ 
China Southern will carry an estimated 1.2 million passengers between Australia and China, 
around half of them Chinese travellers coming to Australia for pleasure or business."   
 
Source: CAPA Centre for Aviation, China Southern Airlines: Australia is on 'cusp of a growth 
boom, <http://www.centreforaviation.com/> visited 23-Jan-12 

 

 

 

 
 
1.4  Distribution of Chinese Visitors across Australia 
At year end September 2011,6 NSW received 42 per cent of all Chinese visitor nights, 

significantly more than the next most visited State being Victoria (29 per cent), followed by 

Queensland (14 per cent), South Australia (5.4 per cent) and then Western Australia (3.8 per 

cent). 

 

When looking at visitor dispersal, there is a clear preference for major cities.  The top 6 

regional areas outside of capital cities, by visitor nights, were the Gold Coast (QLD), followed 

by the South Coast (NSW), Hunter (NSW), Tropical North Queensland, New England North 

West (NSW) and Northern Rivers (NSW)7.   

 

                                                           
5
 Tourism Australia, China Market Profile 

6
 Tourism Research Australia, International Visitor Survey, September 2011 

7
 Tourism Research Australia, International Visitor Survey, 2006 -2010 
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2. The Chinese Visitor Market to Western Australia 
 
2.1  Chinese Visitors to Western Australia 
At year end September 2011, Chinese visitors to WA had increased by 55.8 per cent to 18,700, 

ǿƛǘƘ ŀ ŎƻǊǊŜǎǇƻƴŘƛƴƎ ƎǊƻǿǘƘ ƛƴ ŜȄǇŜƴŘƛǘǳǊŜ ƻŦ нуΦс ǇŜǊ ŎŜƴǘ ǘƻ Ϸфф ƳƛƭƭƛƻƴΣ ƳŀƪƛƴƎ ƛǘ ²!Ωǎ 

fastest growing inbound market in terms of visitor numbers8. 

 

Chinese visitors spent 991,000 nights in WA for the same period, accounting for 5 per cent of 

total international visitor nights in WA, behind the UK, New Zealand, Malaysia , Singapore , and 

the USA.  However this only accounts for a 3.8 per cent market share of visitor nights to 

Australia, up by 0.9 per cent on the previous year9Φ ¢Ƙƛǎ ƳŀƪŜǎ /Ƙƛƴŀ ²ŜǎǘŜǊƴ !ǳǎǘǊŀƭƛŀΩǎΥ 

¶ 10th largest inbound market by visitor numbers;  

¶ 8th largest by visitor nights; and  

¶ 7th largest by visitor expenditure.  

 

2.2 Market Segments 
 

Holiday and businesses travel account for the 

greatest share of visitors, and also showed 

the most significant growth, with 

holiday/leisure travel showing an increase of 

110 per cent, followed by business travel with 

83 per cent10.   

 

 

 

 

 

 

 
2.3  Regional Dispersal in Western Australia 
Visitor dispersal is currently minimal outside of Perth and it would be reasonable to assume 

that, in the in early stages of growth, the focus will continue to be on Perth as the gateway and 

a demonstrated preference for capital cities. 

 

Travel over long distances is generally not 

favoured, unless it involves travel to a 

significant attraction.   

 

There will obviously be potential for this 

dispersal to grow, on the back of increasing 

visitor numbers and development of 

appropriate tour product, as both the market 

and destination mature.  

ACC ς !ǳǎǘǊŀƭƛŀΩǎ /ƻǊŀƭ /ƻŀǎǘ 

AGO ς !ǳǎǘǊŀƭƛŀΩǎ ƎƻƭŘŜƴ hǳǘōŀŎƪ 

ANW ς !ǳǎǘǊŀƭƛŀΩǎ bƻǊǘƘ ²Ŝǎǘ 

ASW ς !ǳǎǘǊŀƭƛŀΩǎ {ƻǳǘƘ ²Ŝǎǘ 

EP ς Experience Perth 

                                                           
8
 Tourism Research Australia, International Visitor Survey, September 2011 

9
 Tourism Research Australia, International Visitor Survey, September 2011 

10
 Tourism Western Australia, Quarterly Visitor Snapshot Year Ending September 2011, December 2011 

Source: Quarterly Visitor Snapshot, Year Ending 
September 2011, Tourism Western Australia, December 
2011 
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3Φ aŀƪƛƴƎ ²ŜǎǘŜǊƴ !ǳǎǘǊŀƭƛŀ ŀ Ψ/Ƙƛƴŀ wŜŀŘȅΩ 5Ŝǎǘƛƴŀǘƛƻƴ 
 

The Western Australian Government has recognised the importance of the growing Chinese 

market and in 2011 committed $5.2 million for China Market Development.  This led to a 

marketing partnership with China Southern Airlines to fly direct from China to Perth, with 

flights commencing in November 2011. The partnership could essentially double the current 

number of Chinese travellers to WA, with Tourism WA having set a target of 100,000 Chinese 

visitors per year by 2020. 

 

While there is significant investment in attracting demand from the Chinese inbound market, 

there is also work to be done on the supply side to ensure Western Australia is able to deliver 

relevant, high quality tourism products and experiences that will meet the needs and 

expectations of this market.   

 

Keeping in mind that the Chinese market differs significantly to other key traditional markets 

such as the UK, Singapore and New Zealand, there is a marked gap in market knowledge for 

the broader industry that has little experience dealing with the Chinese travel market.  

 

With the commencement of China Southern thrice weekly direct flights to Perth in November 

2011, a clear plan of action is vital for Western Australia to achieve optimal growth and 

establish itself as a competitive destination. There is much that must be done across industry 

in product and infrastructure development, private and public, to cater to this important 

market.   

 

3.1  Industry Leaders Forum 
In August 2011, Tourism Council WA hosted an 
Industry Leaders Forum bringing together 
representatives from all sectors of tourism and 
related industries including; 

¶ Accommodation, Venues, Hospitality 

and Retail; 

¶ Education, Training and Workforce 

Development; 

¶ Attractions, Tours and Experiences; 

¶ Park, Precinct and Place Managers; and 

¶ Destination Promotion. 

 
The premise of the forum was tƻ ŜȄŀƳƛƴŜ ά5Ŝǎǘƛƴŀǘƛƻƴ ²!έ ŦǊƻƳ ǘƘŜ /ƘƛƴŜǎŜ ǾƛǎƛǘƻǊǎΩ 
perspective while mapping a way forward for the State as a whole.  Participants considered a 
range of scenarios and itineraries from the perspective of a Chinese visitor. The industry 
leaders forum identified the following key priorities for making Western Australia a China 
Ready destination:  

¶ Practical visitor information, orientation, transport and safety needs; 

¶ Language and cultural needs; 

¶ Catering to the expectations and interests of the Chinese visitor; and 

¶ Delivering a competitive experience that will achieve repeat visitation. 

 

9ŀŎƘ ƻŦ ǘƘŜ ƛƴŘǳǎǘǊȅ ƭŜŀŘŜǊǎ ƳŀŘŜ ΨǇƭŜŘƎŜǎΩ ǘƻ ŀǎǎƛǎǘ ǘƘŜƛǊ ōǳǎƛƴŜǎǎŜǎΣ ŦŀŎƛƭƛǘƛŜǎ ŀƴŘ ƛƴŘǳǎǘǊƛŜǎ 

ƎŜǘ Ψ/Ƙƛƴŀ wŜŀŘȅΩΦ  

 

 

 

TCWA Industry Leaders Forum 
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Case Study: Chinese language signage and guides 
Targeting the next generation of international 
travellers seems to be catching on in Europe, with 
both Schiphol Airport in Amsterdam and Charles 
de Gaulle in Paris launching Chinese versions of 
their mobile apps. Released on Android and iPhone 
devices, directions, facility information, baggage 
services and flight details are now translated into 
Mandarin.  

 

 

 

3.2  China Ready Industry Workshops 
Tourism Council WA, supported by Tourism WA and Perth Airport, has already delivered a 

ǇǊƻƎǊŀƳ ƻŦ ά/Ƙƛƴŀ wŜŀŘȅέ ǘǊŀƛƴƛƴƎ ǿƻǊƪǎƘƻǇǎΦ ¢ƘŜ ǿƻǊƪǎƘƻǇǎ ǿŜǊŜ designed to equip the WA 

tourism industry with basic exposure to the China market from both a marketing and product 

delivery perspective, to tourism operators throughout WA.   

 
Five full day workshops were delivered in 2011 to some 140 attendees and 80 businesses. Each 
ǿƻǊƪǎƘƻǇ ƛƴŎƭǳŘŜŘ ǎŜǎǎƛƻƴǎ ƻƴ ōƻǘƘ ΨaŀǊƪŜǘƛƴƎ ǘƻ /ƘƛƴŀΩ ŀƴŘ Ψ{ŜǊǾƛŎƛƴƎ /ƘƛƴŜǎŜ ±ƛǎƛǘƻǊǎΩΦ The 
topics covered include; 

¶ China market intelligence; 

¶ Understanding the Chinese consumer/traveller; 

¶ Travel preferences and booking patterns; 

¶ Regional and socio-economic differences; 

¶ The Approved Destination Status (ADS) Scheme; 

¶ Inbound tour operators and tourism distribution networks; 

¶ Language/culture and traditions; 

¶ Business etiquette; 

¶ Meeting, greeting and serving; 

¶ Service standards and taboos; 

¶ Food and eating; and  

¶ Basic greetings and phrases in mandarin. 

 

Each of the workshop participants ƳŀŘŜ ΨǇƭŜŘƎŜǎΩ ǘƻ ŀǎǎƛǎǘ ǘƘŜƛǊ ōǳǎƛƴŜǎǎŜǎΣ ŦŀŎƛƭƛǘƛŜǎ ŀƴŘ 

ƛƴŘǳǎǘǊƛŜǎ ǘƻ ƎŜǘ Ψ/Ƙƛƴŀ wŜŀŘȅΩΦ  

 

3.3  Industry Pledges 
Participants in the Industry Leaders Forum and China Ready workshops were invited to 
ŎƻƳǇƭŜǘŜ ΨǇƭŜŘƎŜǎΩ ς actions that they would implement in their own business, in the short 
ǘŜǊƳΣ ōŀǎŜŘ ƻƴ ǘƘŜƛǊ ƭŜŀǊƴƛƴƎΩǎ ŦǊƻƳ ǘƘŜ workshops. Pledges were received from 58 businesses.  
Examples of pledges received included: 

¶ Have all staff participate in cultural awareness training;  

¶ Invest in translated marketing materials, brochures, signage etc.; 

¶ Translate business cards, welcome maps and compendiums;  

¶ Ensure rooms have appropriate items such as slippers, toothbrush, kettle etc.; and 

¶ ¦ǇŘŀǘŜ ƳŜƴǳΩǎ ǘƻ ƛƴŎƻǊǇƻǊŀǘŜ /ƘƛƴŜǎŜ ƳŜŀƭ ƻǇǘƛƻƴǎΦ 

 

Input was also sought from participants with regards to priorities and actions necessary, for 

both the private and public sector, to enable WA to move towards becoming a China Ready 

destination.  This input has been incorporated into the China Tourism Industry Action Plan.  

Translated Airport Signage 
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