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OVERVIEW

« International Focus
*  Market Recovery

*  Market Insight
Dream Promotion

* Upcoming

Opportunities
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MARKET RECOVERY

Pre-pandemic, China was WA’s |argest
international market by visitor spend and 5th
largest by number of visitors, with 72,900 visitors.

In the YE end June 2024, China resumed its 2019
position as WA’s largest source market according
to visitor spend, and the 4t largest international
market by visitor numbers.

Over 75,000 Chinese tourists visited WA, 2%
above 2019, contributing $328 million to the
state’s economy.




CHINA MARKET INSIGHTS

Bi-lateral relationship has improved between China and Australia. Tourism is on the list of cooperation.

* China’s economy has 5% YOY growth in the first half year of 2024, in line with the annual growth targets.

e Post- COVID, tailor made/premium small groups is a trend.

* Post-COVID, WA packages have price advantages against east coast itineraries. ADS groups are likely to pick up.

 Media landscape is quite different from other countries and changed significantly, social media become the main media

outlet.
e Safety is the top consideration for Chinese holiday makers.
e Supply issues such as lack of Chinese speaking guides and accommodation in regional WA.

* Fierce competition from states on the East Coast and other global destinations.




MOST POPULAR WA ITINERARY
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Target Audience

(High Yield Travellers/HYTs)

Premium and experienced long-haul travellers who
prefer authentic nature experiences;

middle class families from Tier 1 & new tier 1 cities:
Shanghai, Guangzhou, Shenzhen, Beijing, Chengdu
and Hangzhou;

Frequent travellers who seek adventures and unique

experiences
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ABORIGINAL
EXPERIENCES
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WA - Home of Road Trip

worldclass Coastlines in WA

Discover your dream drive and

leave the everyday behind on a
road trip adventure in Western

Australia.
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ROAD TRIP ASSETS
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The luxury in WA is emerge into
Nature and your inner heart not a

physical luxury




Upcoming
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