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*Pre-COVID figures

9.5 MILLION VISITORS $45 BILLION SPEND m
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INDIGENOUS TOURISM EXPERIENCES

1.4 MILLION 167 1 137

INTERNATIONAL VISITORS MORE INTERNATIONAL VISITORS MORE DOMESTIC TRAVELLERS
(17 PER CENT) ENJOYING AN ENJOYING AN ABORIGINAL AND TORRES STRAIT ENJOYING AN ABORIGINAL AND TORRES STRAIT
ABORIGINAL AND TORRES STRAIT ISLANDER ISLANDER TOURISM EXPERIENCE WHILST ISLANDER TOURISM EXPERIENCE IN 2019
TOURISM EXPERIENCE WHILST VISITING AUSTRALIA VISITING AUSTRALIA IN 2019
IN 2013

Source: Tourism Research Australia, International Visitor Survey and
National Visitor Survey, December 2019.
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INCREASINGLY TRAVELLERS ARE SEEKING TO CHOOSE
INDIGENOUS EXPERIENCES, PEOPLE & CULTURES

CHOOSE TO INCLUDE INDIGENOUS EXPERIENCE WHEN TRAVELLING INTERNATIONALLY

Every time 12%

Most of the time 30%

Some of the time

Never 18%

INDX1. Thinking about when you travel internationally for leisure, how often do you choose to include experiences with Indigenous people or cultures, where available?
Base: Global excl. Australia May ‘24 n=4,200, North America n=500, UK & Europe n=1,000, North Asia n=1,200, South/Southeast Asia n=1,200, New Zealand n=300
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UNDERSTANDING THE BARRIERS WILL HELP TO

FURTHER UNLOCK THE OPPORTUNITIES

BARRIERSTO NOT ALWAYS CHOOSING EXPERIENCES IN INDIGENOUS SETTINGS WHEN TRAVELLING IN
AUSTRALA - BY SOURCE REGION

Worried it might be unsafe

Afraid it would be more expensive (adds cost)
| don’t understand enough about it

Not enough time while on vacation/ prefer to prioritise other things

Afraid | would do or say something to offend

Concerned it might exploit Indigenous groups or CUtOTes Tor pTeTT 16%
Hard to find destinations that offer such Indigenous experiences 16%
Concerned it might lack authenticity e.g. be tokenistic or overly touristy 16%
Expect such experiences would be too far or difficult to get to 15%
Concerned they might have a lower standard of hygiene / cleanliness 15%
Not aligned to the things | enjoy doing when travelling for leisure 13%
Concerned it would be too confronting or make me feel uncomfortable 13%
| don’t know how to identify if providers offer this 12%
Not interested in Indigenous experiences when travelling for leisure 10%
Think they would be inferior experiences (lower quality) 6%
Other reason 3%

INDX3. Still thinking about when you travel internationally for leisure, which of the following prevent you from choosing experiences in Indigenous settings or with Indigenous peoples more often?
Base: Global excl. Australia who don’t always choose indigenous experiences May ‘24 n=3,682, North America n=441, UK & Europe n=857, North Asia n=1,139, South/Southeast Asia n=1,977, New Zealand n=268
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LOW AWARENESS EXISTS, SO THERE IS STILLAJOB T0O DO
TOTELL THE BREADTH & DEPTH OF OUR STORY

ausrrau| NORTH  UKE  NORTH sﬁﬂi'ﬂ'&(s LI
AMERICA  EUROPE  ASIA ™o, ™ ZEALAND Visiting the outback indigenous settlements. UK

What comes to mind are digeridoos and festivals. USA

7%

Would be in remote areas and would teach us primitive ways of living and

Very high awareness I 3%
would be a completely new experience. INDIA

Enjoy dance and song performances in traditional ceremonies performed by
talented native dancers, meet traditional families in their hometowns and
see several ancient rock formations. INDONESIA

High awareness

Open-air barbecue, delicious seafood, special dance. CHINA

Moderate awareness 20% 24% 25%

Following traditional ceremonies, learning handicrafts and exploring nature
is all about understanding and appreciating their heritage. MALAYSIA

Traditional festivals and traditional crafts. JAPAN

L
oW awareness 30% 31% 29% 31% Tour an indigenous village and watch a performance. SOUTH KOREA
Australia's indigenous tourism seems to be the most legitimate of those we
considered. It seems like it would be a very rewarding experience to engage
No awareness 25% 28% with such a culture. CANADA

INDX4A. How aware are you of the Indigenous/Aboriginal & Torres Strait Islanders tourism experiences offered in Australia? >
INDXS5. Please explain what comes to your mind when you think of Australian Indigenous/Aboriginal & Torres Strait Islanders tourism experiences. We are very interested in your answer, please give as much detail as you can. J flftyflve5
Base: Global excl. Australia who are aware of Australia as a holiday destination May 24 n=2,333, North America n=248, UK & Europe n=458, North Asia n=593, South/Southeast Asia n=784, New Zealand n=250 TOURISM AUSTRALIA P Part of Accenture Song




AND WHEN WE DO SHOW THE
DIVERSITY OF EXPERIENCES..
INTENTION INCREASES
SUBSTANTIALLY (+15%)

Especially when paired with another Australian
experience which plays to our strengths: natural
environment, wildlife, coastal and agritourism.

Source: Tourism Australia, Future of Demand.
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THERE IS GROWING INTENT TO SEEK OUT AN INDIGENOUS EXPERIENCE
ACROSS OUR KEY MARKETS

AUSTRALIA! CHINA  [BERMA :g:g MPAN  MALAYSIA PR s'"BEAPDR ls(g::: oo [ USA| CANADA FRANCE Ly

Certain 6% 8% 6% | 4% | 1% 4% 6% 5% 4% 3% 6% | 7% 7% 8% 1%

Very likely 20% 16%  22% | 28% | 14% 1% 18%  13%  13% 8% 17% | 25% | 17%  16% 6%
Likely 44% 36% | 31% \39%[ 55% 44%  56% 38%  49%  47%  47% \43% [ 41%  40%  51%
Unlikely 22% 24% 39% 23%  19% 5% 6%  32% 13%  29% 27% 32% 25% 15%  20%  22%  24%

Not at all likely 9% 17% | 2% 6%  11% 0% 0% 9% 7% 15% 6%  11% 5% 9% 15%  15%  17%

INDX6 - How likely would you be to engage in Indigenous/Aboriginal & Torres Strait Islanders tourism experiences if you were traveling in Australia for a holiday in the next 4 years?? r flft flv
Base: Global excl. Australia May ‘24 n=4,200, North America n=500, UK & Europe n=1,000, North Asia n=1,200, South/Southeast Asia n=1,200, New Zealand n=300 TOURISM AUSTRA LIA\? y
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FOOD, HIKING, ART & CRAFT TOP THE LIST OF INDIGENOUS EXPERIENCES

TYPES OF INDIGENOUS/ABORIGINAL AND TORRES STRAIT ISLANDER EXPERIENCES OF INTEREST TO TRAVELLERS SOUTH/
VISITING AUSTRALIA - BY SOURCE REGION NORTH UKE NORTH  coineast . NEW
AMERICA EUROPE ASIA ASIA ZEALAND
Enjoying Indigenous/Aboriginal food/cuisine 53% 56% 55% 47% 58% 50%
Cultural hikes 41% 46% 45% 34% 45% 32%
Watc igenous/Aboriginal painting, art and craft demonstrations 409 37% 36% 39% 45% 39%
Having a hands-on experience/learning a new skill (e.g. basket \évssll/]l;]g) 35% 37% 36% 26% 41% 34%
Purchasing Indigenous/Aboriginal paintings, arts and crafts 31% 35% 28% 34% 31% 28%
Overnight stays 31% 27% 29% 27% 39% 22%
Urban or Metropolitan Walking tours 28% 39% 27% 23% 33% 19%
Active water-based adventures (Kayaking, Paddle boarding, snorkelling) 28% 29% 26% 24% 32% 24%
Wouldn't be interested in any 9% 7% 9% 15% 4% 18%
Other 1% 1% 1% 0% 1% 2%
Bate, Gabal excl. ALAHTatA whe bre e of Australs a3 oty desunaton May 4 1e2.535. North ATserica 245, K & Lorape S8, Novth Abta =555, Sonth/Southenst Aci T, New Zeaand o350 TOURISM AUSTRALIA\/’) f'fffyf“s’e



TRAVELLERS WILL PAY MORE FOR INDIGENQUS EXPERIENCES

WILLINGNESS TO PAY MORE FOR INDIGENOUS/ABORIGINAL AND TORRES STRAIT ISLANDER EXPERIENCES WHEN VISITING AUSTRALIA
— BY SOURCE REGION

| would not be interested, even if it cost less than a non-Indigenous experience = | would only be interested if it cost less than a non-Indigenous experience NET: WILLING TO PAY MORE
(EXcL AUS]§ AMERICA  EUROPE ASIA ASIA ZEALAND
Nature & Wildlife |32 12% 31% 39% 53% 54% - 47% 57% 47%
Exclusive Accommodation 7% 15% 33% 34% 46% 43% 46% 42% 53% 35%
Immersive Journeys 9% 16% 33% 32% 43% 41% 50% 39% 44% 35%
Coastal & Aquatic 33% 32% 42% 42% 4%  39%  45%  33%
Bush & Outback 8% 14% 36% 32% 42% 41% 47% 36% 46% 35%
Culinary Experiences 8% 14% 36% 32% 42% 38% 44% 39% 45% 33%
Active Adventures 10% 15% 35% 30% 40% 36% 39% 38% 48% 26%
Art & Museum 8% 16% 37% 30% 40% 36% 44% 34% 45% 33%
Urban Culture 7% 16% 43% 26% 34% 29% 34% 33% 41% -

INDX9. If visiting Australia and you had the opportunity to do the following types of experiences in an Indigenous/Aboriginal & Torres Strait Islanders setting or with Indigenous/Aboriginal & Torres Strait Islanders people, which of the following is true? T flftyflve
Base: Global excl. Australia who are aware of Australia as a holiday destination May ‘24 n=2,333, North America n=248, UK & Europe n=458, North Asia n=593, South/Southeast Asia n=784, New Zealand n=250 TOURISM AUSTRALIA
j Part of Accenture Song
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INDIGENOUS TOURISM: OUR JOURNEY TO DATE
2020 | | T g

INTERNAL: PURPOSE, ROLE & ACTION

IMPROVE EVOLVE OUR LEAD WITH
AWARENESS & FOCUS & ADVOCACY &
UNDERSTANDING PURPOSE

CONSULT & RE-ESTABLISH ENGAGE & GUIDE DEVELOP & MARKET
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STRETCH

Culture Connect, Balngarrawarra Country
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MARKETING - COME AND SAY G’DAY
T s

OPERATORS AND TALENT




CAMPAIGNS & CONTENT



Tourism Australia

RECOGNISING &
CELEBRATING
CULTURE
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DISCOVER
ABORIGINAL
EXPERIENCES

38 (2018)
48 (2024)
55 (2025)

MEMBERSHIP

GROWTH

. EXPORTREADY
- : EXPERIENCES




Sc 0 0 G ENGAGING & PROVIDING
EXP E R I E N c E S AUTHENTIC STORVTELLING
SMALL GROUP & CONNECTION

TOURING

SEE AUSTRALIA ANEW WITH AN
ABORIGINAL GUIDE LEADING THE
WAY

OUR FOCUS

 Shift perceptions

» Showcase diversity - thematic journey approach
* Drive leads

» Show how - flavouring itineraries
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VISITORS FROM SIGNIFICANT
70 COUNTRIES JUMP IN TRADE
TOP IS AUST (487%) PORTAL USAGE &

6 USA (347) DOWNLOADS
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