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A look of visitor expenditure and resident spending
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The mix of tourism expenditure by visitors in Australia
International and domestic tourism expenditure increased from 
$77 billion in 2009 to $138 billion in 2019, an impressive 6.1% 
increase annually over the last 10 years. 

o Total tourism spend in Australia is worth $152 
billion in 2019

o Both international and domestic tourism 
expenditure have recorded significant growth, 
with an average annual growth of 9.4% and 7.6% 
respectively over the last decade.

o 70% of the spending comes from Australians 
travelling around the country, of which 75% were 
from overnight visitors

o Australians are ready to travel again when 
restrictions are lifted, though travel patterns will 
be different

o Unlikely international tourism will return before 
the end of 2020 (perhaps travel to New Zealand 
earlier… !)

Tourism expenditure mix in Australia
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The mix of tourism expenditure in Victoria
International and domestic tourism expenditure increased from 
$16 billion in 2009 to $32 billion in 2019, an impressive 7.1% 
increase annually over the last 10 years. 

o Total tourism spend in Victoria is worth $32 
billion in 2019

o Almost 45% come from Victorians travelling 
around their home state

o Both international and domestic tourism 
expenditure have recorded significant growth, 
with an average annual growth of 9.9% and 6.3% 
respectively over the last decade.

Tourism expenditure mix in Victoria
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The restart of the tourism sector will be right here in 
Australia, with home region travel to first to revive…

o Australians spent more than $170 billion on travel –
domestic and overseas – about $6,600 per capita

o Australians took just under 10 million trips outside of 
Australia in 2019, spending a total of $65 billion, of 
which an estimated 12% (or $8 billion) stayed in the 
Australian economy (such as flights on domestic 
carriers and commissions for overseas travel) 

o 40% of travel spend is Australians travelling within 
their home state or territory

o Domestic travel will be more important than ever for 
Australia after the crisis at least for the moment, 
though household propensity to travel is expected 
to be weaker

o Australians could increase their spending on 
intrastate trips in the early stage of the recovery as 
they redirect (at least some) of the spending they 
would usually  be making on interstate and 
overseas trips.

Source: Deloitte Access Economics, Tourism Research Australia
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What is the opportunity to redirect and retain spending across the country?
Australians could increase their spending on intrastate trips in the early stage of the recovery as they redirect (at least some) 
of the spending they would usually be making on interstate and overseas trips.
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o The dark grey above shows the total visitor spend usually occurring within each state from international markets, interstate markets and from residents traveling within their 
home states (intrastate visitors). 

o While the spending of intrastate visitors once state-level travel restrictions ease will provide an initial step up in activity for tourism industry operators (beyond strictly local 
demand), redirecting residents usual  interstate and overseas spend provides a chance to make up for the shortfall in interstate and international visitor spending.
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New South Wales

Queensland

Victoria

South Australia

Northern 
Territory

Western 
Australia

Tasmania

Queensland

Spend (2019, pre-COVID) $31 b

Residents’ spend (intrastate) $15 b

Potential retained interstate spend $7 b

Potential retained overseas spend $11 b

Potential net impact $2 b

New South Wales

Spend (2019, pre-COVID) $43 b

Residents’ spend (intrastate) $21 b

Potential retained interstate spend $12 b

Potential retained overseas spend $25 b

Potential net impact $15 b

Victoria

Spend (2019, pre-COVID) $32 b

Residents’ spend (intrastate) $15 b

Potential retained interstate spend $10 b

Potential retained overseas spend $17 b

Potential net impact $10 b

Tasmania

Spend (2019, pre-COVID) $4 b

Residents’ spend (intrastate) $1 b

Potential retained interstate spend $1 b

Potential retained overseas spend $0.8b

Potential net impact -$1.2 b

Western Australia

Spend (2019, pre-COVID) $13 b

Residents’ spend (intrastate) $8 b

Potential retained interstate spend $3 b

Potential retained overseas spend $7 b

Potential net impact $5 b

Northern Territory

Spend (2019, pre-COVID) $3 b

Residents’ spend (intrastate) $1 b

Potential retained interstate spend $1 b

Potential retained overseas spend $0.4 b

Potential net impact -$0.6 b

South Australia

Spend (2019, pre-COVID) $8 b

Residents’ spend (intrastate) $4 b

Potential retained interstate spend $3 b

Potential retained overseas spend $3 b

Potential net impact $2 b

Australian Capital Territory

Spend (2019, pre-COVID) $3 b

Residents’ spend (intrastate) $0.2 b

Potential retained interstate spend $2 b

Potential retained overseas spend $1.0 b

Potential net impact $0.2 b

ACT

Potential net gain

Potential net loss

Source: Deloitte Access Economics, Tourism Research Australia
Note: Overseas spend data as at Sep 19, all other spend data as at Dec 19)

What is the opportunity to redirect and retain spending across the country
Australians could increase their spending on intrastate trips in the early stage of the recovery as they redirect (at least some) of the 
spending they would usually be making on interstate and overseas trips.



A look at capital cities and regional destinations
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The outlook for cities and regional destinations
Capital cities have bigger challenges to redirect intrastate spend 
compared to the regions with only a third of tourism revenue 
from this segment

Tourism expenditure mix in capital cities vs. regional destinations, 2019
o Capital cities attract a greater share of interstate and 

international visitors than regional destinations, and 
therefore the task of replacing this revenue in the 
short term during the intrastate travel only period 
will be a greater one given the share of intrastate 
spending in capital cities is 34%, while across regional 
destinations intrastate spend represents 66% of their 
total tourism revenue .

o Furthermore, over a third of tourism spend in 
regional destinations is from local visitors compared 
to just 20% in capital cities.

Source: Deloitte Access Economics, Tourism Research Australia

Note: International visitor spend for Australia includes pre-arrival expenditure
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The outlook for Melbourne and regional Victoria
Capital cities have bigger challenges to redirect intrastate spend 
compared to the regions with only a third of tourism revenue 
from this segment

Tourism expenditure mix in Melbourne vs. regional Victoria, 2019
o Tourism accounts for 6.5% of Victoria’s economy and 

employs 7.8% of the state’s workforce.

o Melbourne faces a greater challenge in redirecting travel 
spend from Victorians, with over 70% of its tourism 
revenue from interstate and international visitors, 
compared to just 20% for regional Victoria. 

o 80% of tourism spend in regional Victoria are from 
Victorians.

Source: Deloitte Access Economics, Tourism Research Australia
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Breaking down intrastate travel – how local is local?
Cities and regional areas  attract a mix of local visitors and others from the rest of the state (or territory). The 
relative importance of these two groups varies considerably across cities, with regional destinations generally less 
dependent on interstate and international visitors.

Mix of tourism expenditure by segment across jurisdictions, 2019

Source: Deloitte Access Economics, Tourism Research Australia
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Where to focus attention in the near term
The level and mix of spending, and the scale of the opportunity to redirect some of the retained spending, differs 

between residents of cities and regional areas. could help fill their growing wanderlust.

Circles on map are not to scale. 

Residents’ visitor expenditure across segments, 2019

Hobart, $1.7
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Source: Deloitte Access Economics, Tourism Research Australia

The two inner bands represent residents’ spending on intrastate travel pursuits.

The two outer bands represent residents usual spending on interstate and 
international trips that is curtailed at the moment that could be repurposed and 
redirected to the current mission of restarting tourism.
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The opportunity to redirect and retain travel spend across Victoria
The potential to redirect travel spend is greater for Melbourne and surrounding regions with a larger population base. 

Residents’ spend

Tourism regions
Visitor 

spend, 2019
In region Rest VIC Interstate Outbound

Potential net 
gain/loss

Melbourne $20,341 $2,704 $5,319 $7,117 $12,988 $7,787

Yarra Valley and the 
Dandenong Ranges

$771 $69 $659 $569 $641 $1,167

Daylesford and Macedon 
Ranges

$214 $25 $354 $141 $315 $621

Gippsland $727 $184 $548 $342 $243 $590

Mornington Peninsula $1,375 $89 $685 $513 $638 $550

Geelong and the 
Bellarine

$1,134 $136 $612 $365 $571 $550

Goldfields $613 $31 $400 $177 $241 $236

Grampians $199 $9 $122 $23 $26 -$19

Murray $573 $37 $265 $143 $75 -$53

Phillip Island $579 $9 $114 $46 $66 -$344

Great Ocean Road $1,576 $127 $505 $200 $327 -$417

Victoria's High Country $1,269 $70 $244 $303 $124 -$528

Visitor spend and residents’ tourism spend across Victoria, 2019 (000s)

Loss                                                                                                                         Gain 

$590 M

Gippsland

High Country
Goldfields
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and the 

Dandenong 
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Great Ocean 
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Melbourne
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Phillip 
Island

Great Ocean 
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and the 
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Source: Deloitte Access Economics, Tourism Research Australia
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Transport used by Australians travelling in Australia
Drive tourism has long been a mainstay of the Australian 
tourism sector.

Australia

Propensity to drive by residents (share of domestic trips taken by car), 2019

o 8 out of 10 domestic trips involve a component of 
self drive element. 

o Out of the 117 million overnight domestic trips in 
2019 taken, 7 in 10 of these were self-drive trips. 

o This trend is even more pronounced for daytrips, 
with 92% of daytrips taken by car, totalling 244 
million trips. 

o Overall, self-drive domestic trips accounted for 
nearly $70 billion in expenditure across the 
country, approximately half of all the domestic 
and international tourism expenditure in 2019.  

o For regional Australia, drive tourism is even more 
crucial. For Victoria, New South Wales and South 
Australia’s regions, drive tourism accounts for 
more than 93% of trips, and over $8 in every $10 
brought to the regions. 

Source: Deloitte Access Economics, Tourism Research Australia

https://app.powerbi.com/reports/7a4d1e1c-38e9-4065-becd-d47bef8bd198/ReportSectionfc209a860fddb0fcb67b?pbi_source=PowerPoint
https://app.powerbi.com/reports/7a4d1e1c-38e9-4065-becd-d47bef8bd198/ReportSectionfc209a860fddb0fcb67b?pbi_source=PowerPoint
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Restarting tourism… a look at a Trans-Tasman bubble
Without any competition from other international destinations for the time being, the trans-Tasman bubble presents a 
significant – if uneven – opportunity for both countries. 
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Source: Deloitte Access Economics, Tourism Research Australia; Stats NZ

Source of international visitors to Australia (left) and New Zealand (right)
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Source: Deloitte Access Economics, Tourism Research Australia; World Bank

Share of inbound (left) and outbound (right) international tourism expenditure, 2019

o Around 1.3 million New Zealanders visited Australia in 2019, representing 15% of all international trips in Australia. More than 1.5 million Australians went the other way across the 
Tasman, accounting for 40% of all international visits to New Zealand. Australia is a much more significant destination for New Zealanders travelling overseas, than New Zealand is for 
outbound Australians. Kiwis spent an estimated A$7.6 billion on overseas travel in 2019, a third of which was spent in Australia. In contrast, of the A$64.9 billion that Australians spent on 
international travel, only 4% was in New Zealand.

o If, for example, 25% of the amount Australians spend on overseas travel outside of New Zealand was redirected to New Zealand over 12 months of the trans-Tasman bubble being in 
place, that could see Australians pouring an additional $15.6 billion into New Zealand’s tourism industry (more than offsetting the loss of expenditure from all other international 
visitors). Coming west across the Tasman, if 25% of the remaining usual amount spent on overseas travel would mean New Zealanders spending an additional $1.2 billion in Australia.



Roadmap for recovery?
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Tourism business roadmap for Recovery & Beyond
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Reflect
Where do you stand today?

Restart
What can you kick start now?

We have created a framework tool to help your business through its recovery phase

Revitalise
How can you start to shape your 

future?

1. What has worked? What are you proud of?

2. What has been learned, and what has been missed 

in the response?

3. What needs to change?

4. What has the impact been on your workers?

5. What has the impact been on your competitors?

1. What steps are required to restart your business?

2. What does it look like? What products and services, 

digital and physical?

3. What workforce is critical to restarting?

4. How will you comply with COVID restrictions. How do 

you measure compliance, and what processes need to 

be in place?

1. Has COVID revealed new opportunities for your 

business?

2. What workforce productivity lessons did you learn and 

how you optimise moving forward?

3. Is there opportunity to scale virtual service offering, 

and how could you best minimise

the bottom line?

4. Did COVID impact your reputation (by industry or 

business actions) and how can you optimise or 

mitigate this shift?

5. How could you better optimise your supply chain?

Getting up to speed on the
impacts to your business

Identifying immediate steps for your 
business to action

Re-visiting and forecasting to seize opportunities

There are many ways for small businesses to recover from the changes brought on by COVID-19. To help, we have created a tool to help your business get up to speed with what’s 

changed, mobilise what you can already control, and understand opportunities for growth in the future.

What is 
the value?

What stage of 
recovery is your 
business at?

Recover

How do you 
understand 
the stages of 
business action 
to plan for 
and address?

Some example questions 

the tool covers, over a 

range of different areas 

of your business.
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This tool is segmented into the areas of your business that are likely to have been critically impacted by COVID-19 and which may be a priority for recovery planning. The tool will step 

through assessment criteria and questions to help you kickstart planning and activating your recovery. It applies a language style that a small business can use with its people to create 

ownership of tasks and acceptance that navigating COVID response will require effort from everyone in a business.

1. Understanding 
your customers’ 
needs

How have expectations 

changed, and how do you 

communicate? 

2. Getting your cash 
flow in order

Understanding the 

current health of your 

business, to prepare for 

the 'new normal’.

3. Re-organising 
your supply chain

How to evaluate your 

supply landscape, 

understand how it's 

changed and forecast 

your future needs.

4. Rethinking your 
workforce

How do impacts from the crisis 

impact on the capacity, 

capability, and affordability of 

your workforce?

5. Digitally enabling 
your business

How business can make 

use of digital tools and 

assets to increase its 

growth.

6. What’s changed for 
your workplace?

How does COVID impact 
your approach to managing 
physical and virtual 
workplaces, and address 
risk and compliance?

Across each of the six areas, where can you Reflect, Restart and Revitalise?

Reflect
Where do you stand today?

Restart
What can you kick start now?

Revitalise
How can you start to shape your future?

This framework can be used to assess your business across priority areas 
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