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\A Victoria’s Visitor Economy - latest results

Year ending December 2024

Total spend

$40.0 billion
¢6% YoY ¢23% Dec19/24

Total tourism expenditure in Victoria
reached a new high of $40.0 billion in the
year ending December 2024 which was up
6% year-on-year. International spend
increased by 41% year-on-year with
interstate overnight spend up by 2%.
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Total visitors

88.5 million
¢1% YoY 4’12% Dec19/24

Total visitors to/within Victoria noted a
slight 1% decline year-on-year to 88.5

million which was 12% below the 2019 result.

Intrastate overnight visitors increased
year-on-year (+4%) with continued strong
growth in international visitors (+32%).
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Total nights

161.1 million
¢20% YoY ¢3% Dec19/24

Total visitor nights spent in Victoria
reached 161.1 million in the year ending
December 2024, representing an increase
of 20% year-on-year which was up 3%
compared to the 2019 result.
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A Victoria’s Visitor Economy - key results

e Victoria’s tourism sector continues to set new records, reaching an all-time high of $40 billion in visitor spending for the year ending December 2024,
a 6% increase year-on-year. This exceeded the annual growth performance in spend of all other jurisdictions. Growth was propelled by a strong
international sector, with international spend also hitting a new high of $9.0 billion as international visitors rebounded to 86% of the 2019 result. Total
visitors declined slightly by 1% year-on-year and remained 12% below 2019, largely due to a 3% decline in domestic daytrips, likely reflecting more
cautious consumer spending amid broader economic challenges.

o Domestic overnight spend growth has flatlined, remaining on par with the performance in the year ending December 2023. This stagnation reflects
tougher market conditions driven by economic weakness and restrained consumer spending, limiting growth in domestic travel spend. Domestic
visitors decreased by 2% year-on-year, driven by a 3% decline in daytrips. Interstate overnight visitation dipped slightly (-1%), while intrastate
overnight visitors increased by 4%, suggesting that some consumers are opting for more affordable travel closer to home. Changing travel behaviour
is also evident in shorter stays and reduced trip spend as consumers prioritise affordability while remaining eager to travel. However, with an
improving economic outlook, domestic demand is expected to gradually strengthen in 2025.

e Domestic overnight holiday spend, and visitors have increased year-on-year (up 5% and 4% respectively), highlighting strong demand for holidays in
Victoria despite broader economic pressures which have more negatively impacted other categories of travel such as VFR (both spend and visitors in
this segment declined year-on-year). Domestic overnight business visitors also increased year-on-year, although spend declined (-6%) as many
corporate entities adopted a more cautious approach to travel expenses.

¢ Regional Victoria faced steeper declines in domestic tourism spend while Melbourne benefitted from a strong International rebound. Persistent
weakness in domestic demand, driven by challenging economic conditions, has led to annual spend decreases in regional Victoria in daytrips (-6%),
interstate (-5%) and intrastate (-3%) overnight markets. Domestic nights in regional Victoria also fell, reflecting shorter stays and lower average spend
per trip. Positively, both interstate and intrastate overnight visitors saw moderate annual growth in regional Victoria (both +3%), though daytrip
demand remained weak (-1%).

¢ Melbourne noted ongoing weakness in the domestic sector which has been offset by strong growth in the international market which has helped buoy
the local industry. Melbourne experienced an annual decrease in domestic visitors (-4%), driven by declines in daytrip (-7%) and interstate overnight
visitors (-2%) although interstate overnight spend increased year-on-year (+4%). In comparison, intrastate overnight visitors (+6%) increased year-on-
year while spend remained flat.

¢ Melbourne remains the national leader in interstate spend, widening its lead over Sydney. Interstate overnight spend in Melbourne reached $8.2 billion,
surpassing Sydney’s $6.5 billion by $1.7 billion. Melbourne also retained its position as Australia’s top city for interstate overnight visitors, attracting 6.0
million compared to Sydney’s 5.6 million.

e Growth was noted in both domestic overnight spend and visitors from Brisbane/Gold Coast and regional Queensland reflecting positive demand from
this state. However, overnight spend and visitors from Sydney and South Australia, declined with visitors from regional New South Wales also noting a
decline year-on-year.

¢ Annual growth in domestic overnight visitors was noted in seven regions, with more negative results observed for spend as visitors adopted a more
budget-conscious approach to travel. The strongest year-on-year increases in domestic overnight visitors were in Grampians (+14%), Murray (+11%),
Gippsland (+10%), Mornington Peninsula (+9%) and Goldfields (+5%). In comparison, only three regions noted year-on-year increases in domestic
overnight spend including Yarra Valley and Dandenong Ranges (+10%), Murray (+6%) and Mornington Peninsula (+1%).



A Victoria’s Visitor Economy - key results

e International spend in Victoria has surged to a record $9.0 billion, driven by strong growth in
demand. Nine of the top 15 markets have exceeded 2019 spend levels, highlighting the sector’s
robust recovery. International nights have also surpassed 2019 levels, reaching 80.3 million.

¢ Victoria has outperformed the national annual growth rates on key metrics and was well
ahead of New South Wales and Queensland. International spend in Victoria increased by 41%
year-on-year, well above the national average (+17%) as well as New South Wales at 11% and
Queensland at 6%. Victoria has recovered to 86% of its 2019 international visitor numbers, just
behind New South Wales at 87%, while Queensland stands at 78%.

e China was Victoria’s most valuable source market which generated $2.7 billion in spend, more
than the next six markets combined. China was also Victoria’s top ranked market for visitors at
393,800 which was back to 58% of the 2019 result. Chinese spend growth was driven by
students which generated 72% of overall spend, with 12% from the holiday segment and 9% from
Visiting Friends and Relatives (VFR) visitors, reflecting the slower recovery of the leisure market.

e The second largest visitor market into Victoria was New Zealand (at 339,700 visitors) driven by
the VFR and holiday segments. Visitors from New Zealand have almost fully recovered (-7%),
while spend (+14%) and nights (+4%) have well surpassed the 2019 results.

e The Indian market continues to perform strongly with nights (+53%), spend (+41%) and visitors
(+25%) all well above the 2019 results. India was Victoria’s 2nd most valuable source market
and generated spend of $714 million, up substantially by 56% year-on-year. Victoria holds the
lead market share of Indian spend, visitors and nights and has increased share on these

metrics.

¢ The United Kingdom has recovered above 2019 spend levels (+19%), with visitors back to 89%.
The United States has recovered back to 88% of the 2019 spend level, with visitors back to 80%.
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to Victoria - YE December 2024
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e Vietnam was Victoria’s 5t top market for spend generating $363 million, and was the 8th highest ranked visitor market, reinforcing its
growing value to the state. Victoria has secured additional aviation capacity from this key market which has helped drive growth (seats per

week were up by 239% in December 2024 compared to December 2019).
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e Outbound travel continues to rise, with short-term overseas trips by Australian residents increasing by 13% year-on-year as of December 2024.
However, the depreciation of the Australian dollar against the US dollar could slow this trend, as travellers seek more affordable destinations.
Victorians travelling interstate increased year-on-year (+6%), with high annual growth noted in interstate overnight travel to South Australia
(+23%), Tasmania (+13%) and Western Australia (+11%). Notably, interstate overnight travel to New South Wales fell slightly year-on-year (-1%).

Interstate travel by Victorians remained below the year ending December 2019 result (-5%).



AVictoria's Visitor Economy - performance context

After a sluggish period, Australia’s economy appears to have moved past its low point in this cycle, with GDP growth, a strong labour
market, falling inflation, tax cuts, rising real wages, and interest rate reductions contributing to a more optimistic outlook for 2025.

Australia's economy ends its 21-month per capita recession signalling a potential economic turnaround in 2025

Australia's economy grew by 0.6% in the December 2024 quarter and was up 1.3% through the year, marking a noticeable rebound from
the slow growth seen in the September 2024 quarter. This improvement halted the downward trend experienced in recent years.
Additionally, GDP per person rose by 0.1%, ending seven consecutive quarters of decline with a more balanced mix of private demand
and government spending supporting economic growth. Refer to ABS.

Households' disposable incomes rose, as did the savings ratio, which may help boost spending

Households' disposable incomes rose by a solid 1.4 per cent in the December quarter (lifting to 5.5 per cent year-on-year), as
employee remuneration increased. The household saving ratio rose to 3.8% from 3.6% in the September quarter as gross disposable
income growth outpaced nominal household consumption growth. This may give some consumers more confidence to loosen their
purse strings and uplift spending, particularly on discretionary items such as travel. Refer to ABS.

Household spending increased fuelled by the holiday sales period

Household consumption rebounded with 0.4% growth in the December 2024 quarter as Australians made the most of retail sales and
spent more on hospitality at music and sporting events, bringing annual growth to 0.7%. Hotels, cafes and restaurants (+1.5%)
contributed to the rise, including the impacts from large sporting and music events, which boosted consumption during the quarter.
Refer to ABS

Headline inflation has moderated, and underlying inflation is moving sustainably towards the RBA's target range of 2-3%

The Consumer Price Index (CPI) indicator rose 2.4% in the 12 months to December 2024 (up 0.2% in the December quarter, as per the
September quarter). The main reasons for lower CPI inflation were due to a fall in prices for electricity and automotive fuel and
moderating price rises for new dwellings. However, the recreation and culture (+1.5%) group did note a price lift in the December quarter.
Domestic holiday travel and accommodation (+5.7%) was the main contributor to the rise due to an increase in travel demand during
the school holiday period driving up prices for airfares and accommodation. Refer to the ABS.

As international visitor growth continues, aviation capacity has further strengthened

International seat capacity into Victoria was above 2019 levels in the month of December 2024 (+6% compared to December 2019) with
some key markets well above 2019 levels including India and Vietnam (at 430% and 239% compared to 2019 levels respectively). A
number of Asian markets were also back above 2019 levels including Malaysia (+182%), Indonesia (+142%), Taiwan (+122%), China
(+114%), Thailand (+109%) and Singapore (+104%). However, key markets such as Japan (96%), New Zealand (92%), Hong Kong (82%),
and the USA (72%) remain behind 2019 levels. Source: DJSIR: Cirium data.


https://www.abs.gov.au/statistics/economy/national-accounts/australian-national-accounts-national-income-expenditure-and-product/latest-release
https://www.abs.gov.au/statistics/economy/national-accounts/australian-national-accounts-national-income-expenditure-and-product/latest-release
https://www.abs.gov.au/statistics/economy/price-indexes-and-inflation/consumer-price-index-australia/latest-release
https://www.abs.gov.au/statistics/economy/price-indexes-and-inflation/monthly-consumer-price-index-indicator/latest-release#detailed-monthly-data
https://www.abs.gov.au/statistics/economy/national-accounts/australian-national-accounts-national-income-expenditure-and-product/latest-release

_ Performance highlights - YE December 2024

Total tourism spend in Victoria reached a record high of $40.0 billion in the year ending December 2024, an increase of $271 million
from the year ending September result. International overnight spend grew its share of overall expenditure but remained below its
2019 level (23% vs. 27% in December 2019). This shift coincided with a slight decline in the contribution of daytrip and intrastate
spending (-1% for both), as international tourism regained prominence in the market mix.
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Combined results from the International and National Visitor Surveys for the year ending December 2024, published by Tourism Research Australia, March 2025.




Performance highlights — YE December 2024

Victoria’'s total visitors rose to 88.5 million in the year ending December 2024, showing an improvement from the previous quarter.
However, numbers remained slightly below the same period last year due to economic headwinds impacting household budgets
during the year. Overall, visitor levels were still 12% lower than those recorded in December 2019. International overnight visitors
maintained their 2019 share of total visitors (3%) and continued to rebound strongly, up 32% year-on-year.
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Combined results from the International and National Visitor Surveys for the year ending December 2024, published by Tourism Research Australia, March 2025.



A Performance highlights — quarterly results

The December 2024 quarter showed a stronger performance compared to the same period in 2023, signalling a shift in momentum
as economic conditions began to stabilise towards the end of last year. Daytrip visitors increased compared to the December 2023
quarter, marking an improvement from recent declines. Growth was primarily driven by the international sector, which has gained

momentum in its recovery.

Spend in Victoria in the December 2024 quarter was 3% above the
same time in 2023. Growth in international overnight spend (+14%),
offset slight declines in domestic daytrip spend and intrastate
overnight spend (both -2%). There was an increase in interstate
overnight spend in the quarter (+5%), reflecting good demand from
this key segment at the end of last year.
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Total visitors to Victoria increased by 7% in the December 2024
guarter compared to the same time in 2023, with growth across all
visitor segments. Domestic daytrips increased by 8%, while intrastate
overnight visitors increased by 5%, and interstate overnight visitors
increased by 3%, reflecting a rise in demand. International overnight
visitors saw a strong 16% increase, highlighting the continued strength
of the sector's recovery.
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Source: National Visitor Survey year ending December 2024, Tourism Research Australia, released March 2025.



\A Performance highlights - YE December 2024

Victoria noted the highest annual increase in total tourism spend of all states reflecting strong demand for the state’s tourism
experiences. Victoria remains the third highest generator of tourism spend in Australia, behind New South Wales and Queensland.

Victoria recorded a steady increase in tourism spend compared to the Visitor numbers have broadly increased compared to the year
year ending September 2024 reflecting an uptick in growth momentum. ending September 2024 results, except for Western Australia.
New South Wales was the highest generator of tourism spend at $53.2 Victoria noted growth in visitors from 86.9 million in the year
billion, followed by Queensland at $41.8 billion, with Victoria at $40.0 ending September to 88.5 million in the year ending December
billion in the year ending December 2024. Spend in Victoria was up 2024. This was down slightly from the December 2023 result (-1%),
from the year ending September 2024 result of $39.7 billion with New with larger year-on-year rates of decline noted in Queensland
South Wales and Queensland also noting marginal growth. (-2%) and in New South Wales (-5%).
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 ‘ Performance highlights — YE December 2024

Tourism spend growth in Melbourne continues to outpace regional Victoriq, fuelled by a strong rebound in international visitors that
has offset weakness in the domestic daytrip market. Meanwhile, regional Victoria has recorded annual declines in spend across all
domestic visitor segments, as well as a double-digit fall in daytrip visitors. The widening spend gap highlights a two-speed recovery,
with Melbourne boosted by international growth while regional Victoria struggles with weaker domestic tourism demand.

Total spend and visitors: Melbourne vs regional Victoria (domestic daytrip and overnight, and international overnight)

Melbourne generated more visitor spend than regional Victoria, Regional Victoria generated more visitors than Melbourne, comprising
comprising 60% of total spend in Victoria in the year ending December 64% of total visitors in Victoria in the year ending December 2024.
2024. Melbourne noted an increase in spend year-on-year (+13%), Visitors to regional Victoria were on par with the year ending

driven by the return of international visitors, while regional Victoria December 2023 result, while Melbourne noted a decline of 2%. Both
decreased by 3% reflecting recent weakness in the domestic sector. destinations were below the year ending December 2019 visitation

levels, with Melbourne down 17% and regional Victoria down 8%.
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X Performance highlights - YE December 2024

Melbourne’s tourism performance is driven by high-yield international and interstate visitors, who account for 69% of expenditure
despite comprising less than a third of total visitors. In contrast, regional Victoria depends largely on domestic daytrips and
intrastate visitors, who make up 95% of total visitors, making it more vulnerable to downturns in travel closer to home.

Total spend vs visitors in Melbourne and regional Victoria (domestic daytrip and overnight, and international overnight)

International visitors accounted for only 8% of visitors to Melbourne yet | In regional Victoria, daytrip visitors were the largest visitor segment at

generated 35% of total spend, reinforcing their significant economic
contribution to the city. Interstate overnight visitors are also of high
value with 18% of visitors generating 34% of spend. In comparison,
domestic daytrips generated 60% of visitors yet only 13% of total spend

due to their lower yield per person/trip.

were also the largest generators of spend at 31% and 52% respectively.
In contrast, international and interstate visitors constituted just 6% of

total visitors and contributed 17% of spend.
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Combined results from the International and National Visitor Surveys for the year ending December 2024, published by Tourism Research Australia, March 2025.

65%, followed by intrastate overnight visitors at 30%. These visitor types
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X Performance highlights - YE December 2024

Total Spend and visitors: Victoria’'s tourism regions (domestic daytrip and overnight, and international overnight)

The Murray and Great Ocean Road regions generated the highest
volume of total tourism spend in the year ending December 2024 with
both at $2.0 billion. All regions recorded substantial growth in spend
compared to 2019, with the highest growth in Geelong and the
Bellarine (+53%). Most regions noted declines year-on-year, reflecting
weaker growth conditions, except for Yarra Valley and Dandenong
Ranges which noted growth of 11%.
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Combined results from the International and National Visitor Surveys for the year ending December 2024, published by Tourism Research Australia, March 2025.

Mornington Peninsula attracted the highest volume of visitors at 8.0
million, followed by Goldfields (6.9 million) and Geelong and the Bellarine
(6.4 million). Phillip Island was the only region to note visitors above the
2019 result (+6%). All other regions were below 2019 levels influenced by
ongoing weakness in the daytrip market. Five regions noted annual
growth in visitors including Daylesford and the Macedon Ranges (+10%),
Grampians (+8%), Murray (+7%) and Great Ocean Road (+5%).
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, Data tables - year ending December 2024

Table 1.1 Total visitor estimates Victoria — year ending December 2024

Year ending
December

Australia

New South Wales
Victoria
Queensland
South Australia
Western Australia
Tasmania
Northern Territory
ACT

Total Visitor Expenditure Estimates ($m)*

138,469
43,308
32,476
31,355
8,077
13,490
4,155
2,787
2,822

2024 % 23/24

173,888
53,186
39,981
41,803

9,800
17,234
5134
3,155
3,593

2%
4%
6%
1%
-4%
-3%
4%
0%
-6%

%19/24

26%
23%
23%
33%

21%
28%
24%
13%
27%

2024
Share

100.0%
30.6%
23.0%
24.0%

5.6%
9.9%
3.0%
1.8%
2.1%

Total Visitor Estimates ('000)

374,506
18,451
100,369
81,551
25,636
36,268
10,802
3,635
6,127

2024 % 23/24 %19/24
323,169

101,136
88,466
71,423
21,159
30,752
9,131
2,620
5,517

-4%
-5%
-1%
-2%
-7%
-9%
6%
-10%
-5%

-14%
-15%
-12%
-12%
-17%
-15%
-15%
-28%
-10%

100.0%
31.3%
27.4%

221%
6.5%
9.5%
2.8%
0.8%

1.7%

Visitor Nights Estimates ("000)

692,384
219,132
156,574
157,877
38,823
75,424
17,063
12,365
14,601

2024 % 23/24 19/24

692,423
215,333
161,061

152,514
39,522
80,837
17,362
11,992
12,971

7%
5%
20%
4%
-1%
3%
10%
9%
-6%

%

0%
-2%
3%
-3%
2%
7%
2%
-3%
-M%

2024

Share

100.0%
311%
23.3%
22.0%
5.7%
N.7%
2.5%
1.7%
1.9%

* includes airfares and long distance transport costs

Table 1.2 Total visitor estimates Victoria — year ending December 2024

Year ending December

Domestic Daytrip
Interstate Overnight
Intrastate Overnight

Domestic Overnight

Total Domestic

International Overnight

Total Overnight

Total

Expenditure Estimates ($m)*

2019

6,671
7,965
9,013
16,979
23,650

8,826
25,805
32,476

2024 % 23/24 %19/24

8na
10,265
12556
22,821
30,935
9,046
31,867
39,981

-5%
2%
-2%
0%
-1%
4%
9%
6%

22%
29%
39%

34%

31%

2%

23%

23%

Share

20.3%
25.7%
31.4%
57.1%
77.4%
22.6%
797%
100.0%

2019

67,483
8,846
20,902
29,748
97,231
3138
32,886
100,369

Visitor Estimates (‘000)

2024 % 23/24 % 19/24

56,618
8,018
21122
29,141

85,758
2,708

31,849

88,466

-3%
-1%
4%
2%
-2%
32%
4%
-1%

-16%
-9%
1%
-2%
-12%
-14%
-3%
-12%

Share

64.0%
9.1%
23.9%
32.9%
96.9%
3.1%
36.0%
100.0%

Visitor Nights Estimates (‘000)

2019

34,284
49,226
83,510
83,510
73,064
156,574
156,574

2024 % 23/24 %19/24 Share

30,709
50,086
80,795
80,795
80,266
161,061
161,061

-7%

-1%

-3%
-3%
59%
20%
20%

Av. Stay
(Nights)

3.8
24
28

296

2024

Av. $ per
Visitor

Av. $
per
IN[e]ald

Combined results from the International and National Visitor Survey for the year ending December 2024, published by Tourism Research Australia, March 2025.




A Data tables - year ending December 2024

Table 1.3 Total visitor estimates Melbourne — year ending December 2024

Year ending December Expenditure Estimates ($m)* Visitor Estimates ('000) Visitor Nights Estimates ('000) 2024
2019 2004 %23/24 %19/24 Share 2019 2024 %2324 %19/24 Share 2019 2024 %23/24 %19/24 Share Sty Av-$per Av.§ per
(Nights)  Visitor Night
Domestic Daytrip 2,601 3,153 -4% 21% 1832%| 25,076 19,720 -7% -21%  60.3% - - - - - - 160 -
Interstate Overnight 6,260 8,203 4% 31%  34.2% 6,747 5,965 -2% -12% 18.3% | 22328 20,880 -6% -6% 21.0% 85 1,375 393
Intrastate Overnight 3,229 4,195 0% 30% 17.5% 4,688 4,446 6% -5% 13.6% 8,399 8,172 3% -3% 82% 18 944 513
Domestic Overnight 9,489 12,398 3% 31% 51.8% 11,435 10,41 1% -9% 319%| 30,727 29,051 -3.8% -5% 29.2% 2.8 1191 427
Total Domestic 12,090 15,551 1% 29% 64.9% 36,511 30,130 -4% -17% 922%| 30,727 29,051 -3.8% -5% 29.2%
International Overnight 8,215 8,401 42% 2% 35.1% 2,967 2,552 33% -14% 7.8%| 63277 70,545 62% 1%  70.8% 27.6 3,292 119
Total Overnight 17,704 20,799 16% 17% 86.8%| 14,403 12,963 6% -10% 39.7%| 94,004 99,596 35% 6% 100.0%
Total 20,305 23,952 13% 18% 100.0%| 39,478 32,682 -2% -17% 100.0%| 94,004 99,596 35% 6% 100.0%

Table 1.4 Total visitor estimates regional Victoria — year ending December 2024

Year ending December Expenditure Estimates ($m)* Visitor Estimates ('000) Visitor Nights Estimates (‘000) 2024
Av. Stay Av. $ per
2019 2024 % 23/24 % 19/24 Share 2019 2024 % 23/24 %19/24 2019 2024 % 23/24 %19/24 Share . ..
(Nights)  Visitor
Domestic Daytrip 4,070 4,961 -6% 22%  309%| 42407 36,898 -1% -18% 64.9% - - - - - - 134 -
Interstate Overnight 1,706 2062 -5% 21% 12.9% 2697 2,659 3% -1% 4.7% 11,956 9,829 -8% -18% 16.0% 3.7 776 210
Intrastate Overnight 5,784 8,367 -3% 45% 522% | 16,354 16,839 3% 3% 29.6% | 40,827 41915 -1% 3% 682% 25 497 199
Domestic Overnight 7489 10,424 -4% 39% 65.0%| 19,051 19,498 3% 2% 34.3%| 52783 51744 -3% -2%  84.2% 27 535 201
Total Domestic 1,560 15,385 -4% 33% 96.0%| 61,458 56,396 0% -8% 992%| 52,783 51,744 -3% -2% 84.2%
International Overnight 61 645 36% 6% 4.0% 594 452 26% -24% 0.8% 9,787 9,721 42% -1% 15.8% 21.5 1,427 66
Total Overnight 8101 1,069 -2% 37% 691%| 19,645 19,950 4% 2% 351%| 62,570 61,465 2% -2% 100.0%
Total 12171 16,030 -3% 32% 100.0%| 62,053 56,848 0% -8% 100.0%| 62,570 61,465 2% -2% 100.0%

To note: Annual comparisons are not available for 2023 vs 2022 for regional level international and total metrics due to IVS survey limitations. See |VS data notes for more details.

Combined results from the International and National Visitor Survey for the year ending December 2024, published by Tourism Research Australia, March 2025. s
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Results from the National Visitor Survey (NVS)
for the year ending December 2024
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DGtG SOU rce: TOU rism Resec rc h Au StrG | 1a Domestic overnight visitors in this report refers to domestic
overnight trips as travellers can undertake more than one trip in
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A Victoria - key results YE December 2024

Domestic tourism growth has slowed due to ongoing economic weakness. While overnight visitor numbers saw slight growth, spending
remained stagnant, and visitor nights declined. Annual visitor growth outpaced spend and nights, indicating a shift toward shorter,
lower cost trips. Regional Victoria experienced weaker spend results than Melbourne, although had higher annual growth in visitors.

SPEND

$22.8b 0% Yoy
+34% change YE Dec 19
Share: 20.7% -0.4% pts 19/24

+ Domestic overnight expenditure in Victoria was on
par with the year ending December 2023 at $22.8
billion, reflecting stagnant demand in the domestic
market due to weaker economic conditions.

* Spend was well above the 2019 result (+34%).

* Moderate annual growth performances were noted
in New South Wales and Queensland (both +3%),
with softer growth nationally (+1%).

* Melbourne recorded annual spend growth of 3%,
with Sydney noting a higher rate of growth (+7%).

* Spend in regional Victoria declined year-on-year
(-4%), reflecting tougher economic conditions.

Chart 21 Domestic Overnight Expenditure YoY chg
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Refer to summary data table for more information

Domestic Overnight Visitors (000s)

VISITORS

29.1m A +2% vov
-2% change YE Dec 19
Share: 25.3% 0.0% pts.19/24

Domestic overnight visitors to Victoria increased
year-on-year by 2% to 29.1 million.

Visitors remained below the 2019 result (-2%).
Annual growth was also moderate in New South
Wales and nationally (both +2%) in line with
Victoria, with slightly higher annual growth noted
in Queensland (+5%).

Overnight visitors to Melbourne noted a marginal
annual increase (+1%), below the rate of growth in
Sydney (+4%). Melbourne remained below the 2019
result (-9%).

Overnight visitors to regional Victoria increased
year-on-year (+3%) and were just above the 2019
result (+2%).
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Domestic Visitor Nights (000s)

Chart 2.3

NIGHTS
80.8m ¥ -3% vov

-3% change YE Dec 19
Share: 20.3% +0.3% pts 19/24

Visitor nights in Victoria declined year-on-year
(-3% to 80.8 million nights), indicating a trend
toward shorter stays as travellers seek to cut costs.
Domestic nights were also below the year ending
December 2019 result (-3%).

Domestic nights declined nationally year-on-year
(-1%), reflecting weaker demand across Australig,
with a 2% decline noted in New South Wales while
Queensland recorded a slight increase of 2%.
Domestic visitor nights in Melbourne declined
compared to last year (-4%), while Sydney recorded
moderate growth (+3%).

Visitor nights in regional Victoria were down year-
on-year (-3%), and below the 2019 result (-2%).
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X Victoria - key results year ending December 2024

Domestic daytrip performance remains weak, influenced by shifting travel habits and economic pressures limiting consumer
spending. Melbourne experienced a steeper drop in visitor numbers, while regional Victoria faced a sharper decline in daytrip
expenditure. The decline in daytrips has tempered overall domestic tourism results for Victoria.

DAYTRIP SPEND
$81b § -5% vov

+22% change YE Dec19
Share: 26.5% +1.1% pts 19/24

O=

* Domestic daytrip expenditure in Victoria decreased year-on-year by 5% to
$8.1 billion in the year ending December 2024.

* Daytrip spend in Victoria has exceeded the year ending December 2019
result (+22%).

* Daytrip spend decreased more in regional Victoria (-6%) than in Melbourne
(-4%) year-on-year, reflecting shifts in discretionary spending by
consumers due to economic constraints.

Chart2.4 Domestic Daytrip Expenditure YoV chg
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Refer to summary data table for more information

DAYTRIP VISITORS
56.6m ¥ -3% vov

-16% change YE Dec19
Share: 28.2% +1.1% pts19/24

Daytrip visitors to/within Victoria decreased by 3% year-on-year to 56.6
million, reflecting weaker demand in this travel category.

This was also below the year ending December 2019 result (-16%).

Daytrip visitors declined in all jurisdictions except Tasmaniaq, reinforcing the
downward trend in this travel category, with Victoria’s rate of decline (-3%)
below the national decline (-7%).

Melbourne experienced a sharper decline in daytrip visitors (-7%) compared
to regional Victoria (-1%), which saw only a slight dip. Both remain below 2019
levels, with Melbourne down 21% and regional Victoria down 13%.

Chart 2.5 Domestic Daytrip Visitors
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A State results - rolling annual data

Domestic Overnight Spend -
Rolling Annual

Domestic overnight spend in Victoria reached $22.8 billion in
the year ending December 2024 which was on par with the
year ending December 2023 and the most recent result in the
year ending September 2024, reflecting the stagnant market
performance over the year.

Overnight spend in Victoria was well ahead of the 2019 result
(+34%).

New South Wales generated the most domestic overnight
spend at $31.5 billion, up 3% year-on-year which has climbed
steadily through the year and was up from $31.3 billion in the
year ending September 2024.

Queensland also noted a year-on-year increase of 3% and
grew from $28.6 billion in the year ending September 2024 to
$29.0 billion in the year ending December 2024.
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Domestic Overnight Visitors —
Rolling Annual

Overnight visitors to Victoria increased moderately by 2% in
the year ending December 2024 to 29.1 million, however were
2% below the 2019 result. Victoria was the second most
visited state by domestic overnight visitors in Australia,
behind New South Wales at 37.5 million.

Victoria noted an uplift in visitors compared to the year
ending September 2024 (up from 28.8 million to 29.1 million)
noting a steady build in visitation.

New South Wales also noted a slight increase from the year
ending September result (up from 37.3 million to 37.5 million),
as did Queensland (up from 26.0 million to 26.2 million).

Chart 2.7
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A Victoria - key origin markets

Domestic overnight origin markets for Victoria

Growth was noted in both spend and overnight visitors from Brisbane/Gold Coast and regional Queensland reflecting positive
demand from this state. However, overnight spend and visitors declined from Sydney and South Australia, with visitors from regional

New South Wales also noting a decline year-on-year.

Chart 2.8 Overnight spend in Victoria by origin and % change (vs 2019 & 2023)

Victoria’s intrastate market was the largest source of overnight spend at
$12.6 billion. Spend from Melbourne visitors was on par with the previous
year at $7.2 billion, while spend from regional Victoria declined by 5%.

The largest interstate origin spend market was Sydney, which declined by

Chart 2.9 Overnight visitors in Victoria by origin and % change (vs 2019 & 2023)

The biggest generator of visitors to/within Victoria was Melbourne at 11.3
million, followed by regional Victoria at 9.8 million. Annual visitor growth
from Melbourne was solid (+7%) and was above the 2019 result (+6%).
Visitors from regional Victoria were flat year-on-year and remained below
the 2019 level (-4%).

3% year-on-year, with spend from South Australia also in decline (-12%).

* In comparison, annual growth was recorded from Western Australia
(+40%), Tasmania (+16%), regional Queensland (+9%), Brisbane/Gold Coast
(+5%) and regional New South Wales (+2%)

* Strong annual growth was noted in visitors from Western Australia (+44%),
regional Queensland (+35%), Tasmania (+14%) and Brisbane/Gold Coast
(+10%).

* Interstate overnight visitors from Sydney decreased year-on-year (-10%)
and were 17% below the 2019 result. South Australia (-8%) and regional
New South Wales (-6%) also declined year-on-year.
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X Purpose - domestic overnight visitors

Holiday visitors and expenditure grew year-on-year, highlighting strong demand for holidays in Victoria despite
broader economic pressures. Business visitor numbers also increased, while VFR travel declined, reflecting weaker
demand in this segment as consumers remain cautious with their spending.

Domestic overnight holiday spend, and visitors increased compared to last year (up 5% and 4% respectively). In comparison, both
spend and visitors from the VFR segment declined (down 11% and 2% respectively). Business visitors increased year-on-year (+9%)

although remained 16% below the 2019 result, with business visitor spend also down compared to the previous year (-6%), reflecting
tighter corporate spending in the face of broader economic weakness.

Chart 2.10 Chart 21
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X Length of stay and spend per trip

Changing travel behaviours, driven by cost-of-living pressures, have reshaped visitation trends. The average length of stay has fallen
year-on-year in both Melbourne and regional Victoria, as travellers opt for shorter, budget-conscious trips. In regional Victoria and
the intrastate segment overall, average spend per visit has declined, signalling a more restrained approach to local travel spending.

Domestic overnight - average length Domestic overnight - average spend
of stay (nights) - YE December per visit ($) - YE December
(o) (o)

MELBOURNE V5% vov A% veecioa MELBOURNE 2% vov T 44% veveciora
Chart 212 Chart 213

¥ 60 $1,600

-

2 50 £ $1400 $1,375

£ S $1200 o -8 $1,191

g 40 O $1,000 —

b7 P 35 Q ’ — $044

s 30 — - — 28 T $800

ES 2.0 ./.\ 8 $600

o . W 18 n

® o $400

o) 10 g $200

g 00 E $0

E 2019 2020 2021 2022 2023 2024 2019 2020 2021 2022 2023 2024

Interstate  —e=—Intrastate  ==e=Total Melbourne Interstate  =#=Intrastate  —@=Total Melbourne
o

REGIONAL VICTORIA U 6% vor VA% ve vec 10/24 REGIONAL VICTORIA 7% vov  1'36% vepeciora
Chart 214 Chart 215

% 60 $1,200

L

? 5.0 = $1,000

§ 40 ".——*_-\\‘ 37 g $800 ﬁ\ 4776

o Q

w30 ﬁ.::_——_za:t 27 O v °

= 25 g Peee - e e 535

o 20 : 9 $400 $497

c

L]

w10 2 $200

[9)] -

o 00 S0

E 2019 2020 2021 2022 2023 2024 < 2019 2020 2021 2022 2023 2024

. 23
—8-—|nterstate =0 Intrastate =8=Total Regional —@=|nterstate == Intrastate —8—Total Regional



Chart 216

Domestic Visitor Expenditure ($m)

X Melbourne - YE December 2024

Melbourne continued to outperform Sydney in both interstate overnight spend and visitor numbers, further extending its lead in spend. The
city experienced moderate year-on-year growth in overnight spend, visitor numbers, and nights, reflecting a positive outcome amid broader
economic challenges. However, the daytrip market for Melbourne remained sluggish, with interstate visitors and nights also showing a
decline in demand.

SPEND
$12.4b 4 +3% vov
+31% change YE Dec 19

Spend in Melbourne reached $12.4 billion, up 3% year-
on-year. This was well above the 2019 performance
(+31%).

Intrastate overnight spend was flat year-on-year, while
spend from the interstate overnight market grew
moderately by 4%.

Melbourne’s annual spend growth rate (+3%) was below

Brisbane (+14%), Sydney (+7%) and Gold Coast (+5%).
Melbourne’s interstate overnight spend reached $8.2
billion, surpassing Sydney at $6.5 billion. The gap in
spend between the two cities widened to $1.7 billion, up
from $1.5 billion in the year ending September 2024,
further strengthening Melbourne’s lead over Sydney.
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VISITORS

10.4m B +1% vov
-9% change YE Dec 19

Overnight visitors to Melbourne increased by 1% year-
on-year to 10.4 million.

This was below the annual growth rate noted in
Brisbane (+11%) and Sydney and Gold Coast (both
+4%).

Overnight visitors to Melbourne remained below the
2019 result (-9%), as did Sydney (-10%).

Interstate overnight visitors decreased year-on-year
(-2%) and were well below the 2019 level (-12%).

Melbourne (with 6.0 million) maintained its lead over
Sydney (with 5.6 million), as the most popular city for
interstate overnight visitors.

Daytrip visitors to Melbourne declined year-on-year
(-7%), reflecting weaker demand in this category.

Chart2.17 Domestic Overnight Visitors
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NIGHTS
29.1m § -4% Yoy
-5% change YE Dec 19

Domestic visitor nights in Melbourne reached 291
million, down 4% compared to last year.

Visitor nights remained below (-5%) the 2019 result.

Brisbane noted a strong 17% year-on-year increase,
with Sydney (+3%) and the national cities’ average
(+2%) recording modest growth, while nights in Gold
Coast were flat.

Intrastate nights grew at a solid annual rate (+3%),
while interstate nights declined (-6%), highlighting
shorter lengths of stay by interstate visitors as
consumers take a more cautious approach to travel
spending.
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A Metro Results - rolling annual data

Chart 219

Interstate Overnight Spend —
Rolling Annual Sydney

9,000 - ¢ 4 %

Melbourne Gold Coast = = Brisbane - - - Adelaide

Interstate overnight spend in Melbourne continues its lead g
over Sydney and all other key Australian cities. 5 8000 1 23/24 YE December
2 7000 - Y

Interstate overnight spend in Melbourne was $8.2 billion in b 6000 s TNemmeee
the year ending December 2024, up by 4% compared to the e Melbzume g‘:';?,?ﬁe
previous year and a further uplift from the year ending g 50004 Z‘;ir\‘/e \godsne. tifion
September result ($8.1 billion). In comparison, interstate 9 4000 | ___________y____f_/'_ _________
spend in Sydney increased by 6% year-on-year to $6.5 billion 2 3000 -
but was down from $6.6 billion in the year ending September 3 2000 |~ <«
result. As such Melbourne has expanded its lead over Sydney = ' T ~MNa e =l
to $1.7 billion, up from $1.5 billion in the year ending 1000 ~ Fs _:4/' =T
September 2024. 0 s o o oot E s an 8N e e e et . o

5 @ & o & 85 8 8 8 9 9§ 8§ 8 a4 g o 8 a9 a9 o
Interstate overnight spend in Brisbane increased strongly by By % % % % % PRI % % gﬂ % % % % % % % QQ %

= - = @
14% to reach a record high of $3.8 billion for the year ending a 2388 = i f o 738823882388
o o o a w w L
December 2024, while interstate overnight spend in the Gold S U yuws>s>s Yy sy Y ey wnwy
Coast remained flat compared to the previous year.
Interstate Overnight Visitors - Chart 2.20
Rolling Annual
Sydney Melbourne Gold Coast = = Brisbane - - - Adelaide
Interstate overnight visitors to Melbourne decreased by 2% = 8000 - o
year-on-year to 60 million however,. rgmoiqed oh'eod of § 7000 | s1/2 /o
fé(il/r;iye/'fst 5.6 million) as the most visited city by interstate g 6000 23/24 YE December
: = [t
o _ S 5000 { Melb has
Interstate overnight visitors to Sydney increased by 8% year- % 4,000 - | maintained its lead
on-year, with higher growth noted in major cities such as € 3000 ! ininterstate
Adelaide (+17%) and Brisbane (+15%). g ' | I overnight visitors
9 2000 - i over Sydney

Interstate overnight visitors have not recovered back to the £ 1,000 - -
2019 level in Melbourne (-12%), with Sydney (-11%) also below o o
the 2019 result, while Brisbane (+2%) and Gold Coast (+1%) = 2 09 2 929 85 &5 &85 8§ 8 888882543835

Q00 00 8§ 8 8 8 9 Q 9 @ 0 o 0 o o o O o
have fully recovered. & R 8 8 R & & &« &« & &8 &« &8 8 8 8 8%

8 55 ¢ 988588558855 ¢85 5 83

0> 3342500533605 344033648

ey ww Py sy Yy yweww oy

25



X Regional Victoria - YE December 2024

The challenges faced by the economy have continued to undermine domestic demand in regional Victoriqg, resulting in declining annual
spend across all visitor markets. Nights also fell, reflecting shorter stays and lower average spend per trip. Positively, both interstate and
intrastate overnight visitor numbers saw moderate growth, however daytrip demand remained weak and declined.

SPEND VISITORS NIGHTS

$10.4b ¥ -4% vov 19.5m A 3% vov 51.7m ¥ -3% vov

+39% change YE Dec 19 +2% change YE Dec 19 -2% change YE Dec 19
Domestic ove(l:night spend in regiongl Victoria + Overnight visitors to/within regional Victoria » Domestic visitor nights in regional Victoria were
declined bz;4/° ye(;nr—on—yeor, reflecting weaker increased year-on-year (+3%) to 19.5 million. 3% below the year ending December 2023 at 51.7
cohsumer eman - + This was just above the 2019 result (+2%). million nights.
;I'ehslzl\s/(clsszg/b)stontlolly above the year December 2019, Intrastate and interstate overnight visitors both  * Domestic visitor nights remained just below the

6). . ] . grew moderately year-on-year by 3%. ending December 2019 result (-2%).
:zzfgigﬁ zgirr:(; 323\'/':23 2;5/0 year-on-year with Intrastate overnight visitors were 3% above the ¢ In.terstote nights declingd year-on-year (-S%)l
i ~ 2019 result, while interstate overnight visitors with a softer rate of decline in intrastate nights
Both intrastate (+45%) and interstate (+21%) spend have almost recovered (-1%). (-1%).
wereltwell above the year ending December 2019 Daytrip visitors declined marginally year-on-year *° Intrastate nights have exceeded the year ending
resuits. by 1% and were 13% below the year ending December 2019 level (+3%), however interstate
Daytrip spend declined year-on-year (-6%), December 2019 level, reflecting weaker demand nights were still well below the 2019 result (-18%),
highlighting more cautious consumer spending which for daytrips. highlighting weaker demand in this segment.
has negatively impacted this travel category.
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 A Tourism regions - domestic overnight

Most regions have surpassed 2019 visitation levels, with weaker annual spend results noted due to challenging market conditions, as
economic pressures and evolving travel preferences continue to constrain demand for some regions, and visitors opt for shorter, more

budget conscious trips.

Victoria’'s High Country generated the highest volume of domestic
overnight spend at $1.6 billion, followed by Great Ocean Road at $1.5 billion.
Year-on-year growth was noted in three regions, with double-digit growth
in Yarra Valley and Dandenong Ranges (+10%), followed by Murray (+6%),
with marginal growth in Mornington Peninsula (+1%).

Conversely, annual declines were recorded in Victoria’s High Country (-13%),
Goldfields (-8%), Phillip Island (-6%), Grampians and Great Ocean Road
(both -5%), Daylesford & Macedon Ranges (-2%) and Geelong and the
Bellarine (-1%), with visitors to Gippsland on par with last year.

All of Victoria's regions have well exceeded the spend results noted in the
year ending December 2019, ahead of the pace of growth for visitors.

Chart 2.24 Domestic overnight spend - % change vs 2023 and 2019

% change % change
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Refer to regional data table for more information

The Murray recorded the highest level of domestic overnight visitors at 2.8
million, followed by Gippsland at 2.6 million.

Annual growth in domestic overnight visitors was noted in seven regions,
with declines in four regions reflecting softer demand for some destinations.

The strongest year-on-year increases were in Grampians (+14%), Murray
(+11%), Gippsland (+10%), Mornington Peninsula (+9%) and Goldfields (+5%).

Domestic overnight visitors have exceeded 2019 levels in seven regions,
except for the Great Ocean Road (-11%), Phillip Island (-6%), Daylesford &
Macedon Ranges and Yarra Valley and Dandenong Ranges (both -5%).

Chart 225 Domestic overnight visitors - % change vs 2023 and 2019
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A Tourism regions — domestic daytrips

Daytrip visitors noted annual growth in some regions, however, remain below the 2019 results for all regions except Phillip Island which
recorded strong increases in both visitors and spend. While most regions experienced annual declines in daytrip spend due to more
cautious discretionary spending by consumers, some experienced growth, reflecting varied performance across the state.

The Goldfields noted the highest spend from domestic day-trippers at $756
million, followed by Mornington Peninsula at $667 million.

Annual daytrip spend growth has softened, with declines noted in six regions,
with the largest decreases noted in Gippsland and Murray (both -23%),
Geelong and the Bellarine (-19%) and Daylesford & Macedon Ranges (-12%).

However, strong year-on-year growth in spend was noted in Grampians
(+25%), Yarra Valley and Dandenong Ranges (+17%) and Great Ocean Road
(+12%).

Most of Victoria’s regions recorded daytrip spend above the levels noted in
the year ending December 2019 except for Gippsland (-7%) and Daylesford &
Macedon Ranges (-4%).

Chart 2.26 Domestic daytrip spend - % change vs 2023 and 2019
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Refer to regional data table for more information

The Mornington Peninsula recorded the highest volume of daytrip visitors at
5.8 million, followed by the Yarra Valley and Dandenong Ranges at 4.8 million.
Five regions experienced year-on-year declines in daytrip visitors with a
double-digit fall recorded in Victoria’s High Country (-16%).

Annual growth was noted in Daylesford & Macedon Ranges (+15%), Great
Ocean Road (+9%), Phillip Island (+7%), Murray (+4%) and Grampians (+3%).
Domestic daytrip visitation remained below 2019 levels in all regions except
for Phillip Island with the largest rates of decline noted in Great Ocean Road
and Goldfields (both -22%), Victoria’s High Country (-19%), Daylesford &
Macedon Ranges and Murray (both -18%) and Gippsland (-13%).

Chart 2.27 Domestic daytrip visitors - % change vs 2023 and 2019
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A National Visitor Survey - YE December 2024

Table 2.1 Domestic overnight - summary of results year ending December 2024

Year ending Overnight Visitor Expenditure Estimates*

Overnight Visitor Estimates (‘000) Visitor Nights Estimates (‘000) 2024

December ($m)

% % % % % % Av. Stay Awv. $ per Av. $ per

2024 23/24 19/24 Share 23/24 19/24 Share 23/24 19/24 Share (Nights) Visitor Night

Australia 109,331 110,303 1% 37% 100.0% 12,584 14,971 2% -2% 100.0%| 402447 397,482 -1% -5% 100.0% 3.5 959 278
New South Wales 30,662 31,504 3% 33% 28.6% 36,750 37,485 2% -4% 32.6% 17,093 114,558 -2% -7% 28.8% 31 840 275
Sydney 11,427 12,187 7% 30% 11.0% 10,867 11,338 4%  -10% 9.9% 30,664 31,665 3% -9% 8.0% 28 1,075 385
Victoria 22,840 22,821 0% 34% 20.7%| # 28,459 # 29,141 2% -2% 25.3% 83,468 80,795 -3% -3% 20.3% 28 783 282
Melbourne 12,032 12,398 3% 31% 11.2%| #10,257 #10,411 1% -9% 9.1% 30,213 29,051 -4% -5% 7.3% 28 1,191 427
Regional Victoria 10,809 10,424 -4% 39% 94%| #18,891 # 19,498 3% 2% 17.0% 53,255 51,744 -3% -2% 13.0% 27 535 201
Queensland 28,266 29,049 3% 49% 26.3% 24,992 26,187 5% 1% 22.8% 97,142 99,260 2% -4% 25.0% 3.8 1109 293
South Australia 6,607 6,640 1% 27% 6.0% 7,396 7,594 3% -6% 6.6% 25,783 25,931 1% -7% 6.5% 34 874 256
Western Australia 12,072 11,506 -5% 34% 10.4% 1,074 10,854 -2% -2% 9.4% 50,138 49,533 -1% -1% 12.5% 4.6 1,060 232
Tasmania 3,778 3,738 -1% 33% 3.4% 3,028 3,192 5% -1% 28% 12,590 12,403 -1% -3% 31% 39 1171 301
Northern Territory 2,504 2,483 -1% 15% 2.3% 1,409 1,422 1% -16% 1.2% 6,939 7,384 6% -20% 1.9% 5.2 1,746 336
ACT 2,597 2,560 -1% 38% 2.3% 3,298 3,098 -6% -3% 2.7% 9,263 7540 -19% -14% 1.9% 24 826 339

* includes airfares and long distance transport costs

Table 2.2 Daytrips - summary of results year ending December 2024

Year ending

Daytrip Visitor Expenditure Estimates* ($m) Daytrip Visitor Estimates ('O00) yloyLit

December

% % % % Av. $ per

23/24 19/24 Share 23/24 19/24 Share  Visitor

Australia 32,929 30,674 -7% 16% 100.0% 248,349 216,211 200,564 7%  -19% 100.0% 153
New South Wales 9,818 9,657 -2% 17% 31.5% 75,099 65,788 59,846 -9% -20% 29.8% 161
Victoria 8,566 814 -5% 22% 26.5% # 67,483 | # 58,647 # 56,618 -3% -16% 28.2% 143
Melbourne 3,293 3,153 -4% 21% 10.3% # 25,076 # 21258 # 19,720 -7%  -21% 9.8% 160
Regional Victoria 5,272 4,961 -6% 22% 16.2% # 42,407| # 37,389 # 36,898 -1% -13% 18.4% 134
Queensland 7,240 6,533 -10% 12% 21.3% 52,854 45,862 43,078 -6% -18% 21.5% 152
South Australia 2,252 1812 -20% 9% 59% 17,055 14,982 18124  -12% -23% 6.5% 138
Western Australia 3,340 3,103 -7% 22% 10.1% 24,250 21,860 19,033 -183% -22% 9.5% 163
Tasmania 785 845 8% 8% 2.8% 7,302 5,401 5,685 5% -22% 2.8% 149
Northern Territory 195 np np np np 1,633 1,329 977 -26% -40% 0.5% np
ACT 733 407 -45% 3% 1.3% 2,654 2,328 2,204 -5% -17% 11% 185

* includes airfares and long distance transport costs

# It is important to note that as well as measuring the visitors to Victoria, we specifically measure visitors to Melbourne and regional Victoria. As some people visit both locations it is incorrect to add the
visitors for each to derive a Victoria total. Rounded percentage change estimates noted in table.

Source: National Visitor Survey, Tourism Research Australia, Canberra, year ending December 2024, released March 2025. Expenditure includes package expenditure.

Base: Australian travellers aged 15+ 29



A National Visitor Survey - YE December 2024

Table 2.3 Interstate overnight visitor estimates - summary of results year ending December 2024

Year ending Interstate Visitor Expenditure Estimates*

Interstate Overnight Visitor Estimates (‘*000) Interstate Visitor Night Estimates ('000) 2024

December ($m)

% % % % % % Av. Stay Av.$ per Av. $ per

23/24 19/24 Share 23/24 19/24 Share 23/24 19/24 Share (Nights) Visitor Night

Australia 48153 48,612 1.0% 30% 100.0% 34,919 36,372 4% -5% 100.0% 168,150 163,858 -3% -10% 100.0% 4.5 1,337 297
New South Wales 11,499 11,690 2% 1% 24.0% 1,212 11,708 4% -9% 322% 44,338 42,309 -5% -15% 25.8% 3.6 998 276
Sydney 6,137 6,515 6% 24% 13.4% 5,219 5,645 8% -11% 15.5% 18,013 18,386 2% -11% 11.2% 3.3 1,154 354
Victoria 10,020 10,265 2% 29% 211%| # 8,068 # 8,018 -1% -9% 22.0% 32,960 30,709 -7%  -10% 18.7% 3.8 1280 334
Melbourne 7,852 8203 4% 37% 16.9%| #6,076 #5965 -2% -12% 16.4% 22252 20,880 -6% -6% 12.7% 3.5 1375 393
Regional Victoria 2168 2062 -5% 21% 4.2% #2591 #2659 3% -1% 7.3% 10,708 9,829 -8%  -18% 6.0% 37 776 210
Queensland 13,149 13,064 -1% 42% 26.9% 7,469 8,132 9% 0% 22.4% 43,236 42,629 -1% -5% 26.0% 5.2 1,606 306
South Australia 3,309 3,695 12% 39% 7.6% 2,712 3,102 14% 5% 8.5% 12,487 13,544 8% 3% 8.3% 4.4 1,191 273
Western Australia 3,412 2,980 -13% 14% 6.1% 1,686 1,659 -2% -N% 4.6% 12,230 12,990 6% -12% 7.9% 7.8 1,797 229
Tasmania 2,647 2,765 4% 36% S5.7% 1,335 1,482 1% -8% 41% 8,568 8,312 -3% -5% 51% 5.6 1,866 333
Northern Territory 1,771 1,787 1% 1% 3.7% 766 912 19% -15% 2.5% 5,039 5,831 16% -21% 3.6% 6.4 1,959 306
ACT 2,341 2,364 1% 42% 4.9% 3,294 3,080 -7% -4% 8.5% 9,259 7456  -19% -15% 4.6% 24 768 317

* - Intrastate and Interstate expenditure is now regional expenditure and will now add to total domestic expenditure

(including airfares and long distance transport costs)

Table 2.4 Intrastate overnight visitor estimates - summary of results year ending December 2024

VEECE/ITE, Lildebe i ARl 2 OO S e Lo Intrastate Overnight Visitor Estimates ("000) Intrastate Visitor Night Estimates (‘000) 2024
December ($m)
A % % % % % Av. Stay Av. $ per
2024 23/24 19/24 Share 2024 23/24 19/24 Share 2024 23/24 19/24 Share (Nights) Visitor

Australia 61,178 61,691 1% 43% 100.0% 79,862 80,880 1% -1% 100.0% 234,297 233,624 0% -1%  100.0% 2.9 763 264
New South Wales 19,162 19,814 3% A% 32.1% 25,538 25,776 1% -1% 31.9% 72,755 72,249 -1% -1% 30.9% 2.8 769 274
Victoria 12,821 12,556 -2% 39% 20.4%| # 20,390 # 21122 4% 1% 26.1% 50,508 50,086 -1% 2% 21.4% 24 594 251
Melbourne 4,180 4,195 0% 30% 6.8% #4182 #4446 6% -5% 55% 7,961 8172 3% -3% 3.5% 1.8 944 513
Regional Victoria 8,641 8367 -3% 45% 186% | #16,300 # 16,839 3% 3% 208% 42547 41915 -1% 3% 7.9% 25 497 799
Queensland 15117 15,985 6% 57% 25.9% 17,523 18,055 3% 2% 22.3% 53,906 56,631 5% -3% 24.2% 341 885 282
South Australia 3,298 2,945 -MN% 15% 4.8% 4,683 4,492 -4% -12% 5.6% 13,296 12,387 -7% -16% 5.3% 2.8 656 238
Western Australia 8,660 8,526 -2% 43% 13.8% 9,388 9,196 -2% 0% 1.4% 37,908 36,543 -4% 3% 15.6% 4.0 927 233
Tasmania 1131 972 -14% 25% 1.6% 1,693 1,71 1% 6% 21% 4,022 4,091 2% 2% 1.8% 24 568 238
Northern Territory 733 696 -5% 28% 11% 643 510 -21%  -18% 0.6% 1,899 1,553 -18%  -14% 0.7% 3.0 1,366 448
ACT np np np np np np np np np np np np np np np np np np

* - Intrastate and Interstate expenditure is now regional expenditure and will now add to total domestic expenditure

(including airfares and long distance transport costs)
np - not published

# It is important to note that as well as measuring the visitors to Victoria, we specifically measure visitors to Melbourne and regional Victoria. As some people visit both locations it is incorrect to add the visitors for each to derive a Victoria
total. Rounded percentage change estimates noted in table. 30
Source: National Visitor Survey, Tourism Research Australia, Canberra, year ending December 2024, released March 2025. Expenditure includes package expenditure. Base: Australian travellers aged 15+
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Victoria’s Tourism Regions

Table 2.5 Overnight expenditure, visitors and visitor nights for regions in Victoria - year ending December 2024

Year ending December Domestic Overnight Expenditure Estimates* Domestic Overnight Visitors Estimates (‘000) Domestic Visitor Nights Estimates ('000)
($m)
% %  Share % % Share RVic % % Share RVic Av.Stay Av.$ per Av.$ per
2023 2024 23/24 19/24 R.\Vic 2024 2023 2024 23/24 19/24 2024 2023 2024 23/24 19/24 2024 (Nights) Visitor Night

High Country 1,793 1,562 -183%  40% 15.0% 2,622 2,438 -7% 1% 12.5% 7,603 7,012 -8% 9% 13.6% 29 640 223
Great Ocean Road 1,562 1477 -5% 35% 14.2% 2,443 2,465 1% -M% 12.6% 7,379 6,447 -183% -14% 12.5% 2.6 599 229
Murray 1,263 1,339 6% 22% 12.8% 2,565 2,835 1% 7% 14.5% 7,100 7,357 4%  -10% 14.2% 2.6 472 182
Mornington Peninsula 1,069 1,083 1% 37% 10.4% 1,931 2105 9% 1% 10.8% 4,738 5,362 13% -4% 10.4% 25 514 202
Gippsland 1,015 1,010 0% 55% 9.7% 2,318 2,558 10% 16% 131% 6,925 6,822 -1% 7% 13.2% 27 395 148
Geelong and the Bellarine 1,014 1,001 -1% 67% 9.6% 1,755 1,768 1% 6% 9.1% 4,773 4,457 -7% 7% 8.6% 25 566 224
Goldfields 1,040 960 -8%  36% 9.2% 221 2,314 5% 1% 1.9% 5,033 4,449 -12% -7% 8.6% 1.9 415 216
Phillip Island 652 609 -6% 47% 5.8% 118 1,014 -9% -6% 52% 3,193 2,866 -10% -2% 55% 28 601 213
Grampians 532 505 -5% 35% 4.8% 1,018 1157 14% 4% 5.9% 2,782 2,826 2% 6% 55% 24 436 179
Yarra Valley and Dandenong Ranges 113 455 10% 64% 4.4% 799 792 -1% -5% 41% 1,638 1,819 M%  -10% 3.5% 28 574 250
Daylesford and the Macedon Ranges 395 387 -2% 26% 37% 872 864 -1% -5% 4.4% 1,894 1,934 2% 8% 37% 22 448 200
Regional Victoria 10,809 10,424 -4%  39% 18,891 19,498 3% 2% 53,255 51,744 -3% -2% 2.7 535 201
Melbourne 12,032 12,398 3% 31% 10,257 10,41 1% -9% 30,213 29,051 -4% -5% 2.8 1191 427
Victoria 22,840 22,821 0%  34% 28,459 29,141 2% -2% 83,468 80,795 -3% -3% 2.8 783 282

*Includes airfares and long distance transport costs

Table 2.6 Daytrip expenditure and visitors for regions in Victoria - year ending December 2024

Year ending December Domestic Daytrip Expenditure Estimates* ($m) Daytrip Visitors Estimates (*000)

A %  Share % % Share RVic Av. $ per

23/24 19/24 R.Vic 2024 2023 2024 23/24 19/24 2024 Visitor

Goldfields 751 756 1% 17% 15.2% 4,789 4,546 5%  -22% 12.3% 166
Mornington Peninsula 700 667 -5% 31% 13.4% 6,039 5,763 -5% -9% 15.6% 16
Geelong and the Bellarine 775 628 -19% 42% 12.6% 4,533 4,519 0% -4% 12.2% 139
Yarra Valley and Dandenong Ranges 523 610 17% 40% 12.3% 4,928 4,813 -2% -4% 13.0% 127
Murray 720 556 -23% 17% 1.2% 3,278 3,408 4%  -18% 9.2% 163
Great Ocean Road 376 422 12% 15% 8.5% 2,877 3121 9%  -22% 85% 135
Gippsland 517 397 -23% -7% 8.0% 3,713 3,523 5%  -13% 9.5% 13
High Country 315 313 -1% 15% 6.3% 2,728 2,285 -16%  -19% 6.2% 137
Phillip Island 230 240 4% 75% 4.8% 1,638 1,752 7% 16% 4.7% 137
Daylesford and the Macedon Ranges 228 201 -12% -4% 41% 1,829 2,097 15% -18% 57% 96
Grampians 137 7 25% 15% 3.4% 1,037 1,072 3% -22% 2.9% 160
Regional Victoria 5,272 4,961 -6% 22% 37,389 36,898 1% -13% 134
Melbourne 3,293 3,153 -4% 21% 21,258 19,720 7%  -21% 160
Victoria 8,566 814 -5% 22% 58,647 56,618 -3% -16% 143

*Includes airfares and long distance transport costs

Source: National Visitor Survey, Tourism Research Australia, Canberra, year ending December 2024, released March 2025. Expenditure includes package expenditure.

; 31
Base: Australian travellers aged 15+
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Visitors to Victoria by origin markets

Table 2.7 Domestic overnight visitors by origin to Victoria - year ending December 2024

Overnight Visitor Expenditure Domestic Overnight Visitors Estimates Domestic Visitor Nights Estimates
Estimates* ($m) ((o]0]0)) (*000)

Victoria

% % % % % Av. Stay Av. $ per Av. $ per
ployx 2024 23/24 19/24 Share 2023 2024 23/24 19/24 Share ployx 2024 % 23/24 19/24 Share (Nights) Visitor Night

Melbourne 7141 7164 0% 43% 31.4%| 10,573 1,273 7% 6% 38.7%| 26,954 27,356 1% 6% 33.9% 24 635 262
Regional VIC 5,680 5,393 -5% 35% 23.6% 9,817 9,849 0% -4% 33.8%| 23,554 22,730 -3% -3% 281% 2.3 547 237
Sydney 2,880 2,787 -3% 19% 12.2% 2,420 2183 -10% -17%  7.5% 8,535 7,574 -N%  -10% 9.4% 3.5 1,277 368
Regional NSW 1,569 1,601 2% 1%  7.0% 1,649 1,548 -6% -NM% 53%| 6,003 5,205 -13% -14%  6.4% 34 1,034 308
Brisbane/Gold Coast 1,528 1,605 5% 38% 7.0% 1,029 1132 10% -7%  3.9% 4,502 4,336 -4%  -28% 5.4% 3.8 1,418 370
Other QLD 535 584 9% 7% 26% 362 488 35% 8% 1.7% 2,226 2,582 16% 5% 32% 5.3 1197 226
Adelaide 958 917 -4% 31%  4.0% 813 782 -4% “12% 27% 3,183 2,977 -6% -12%  3.7% 3.8 1174 308
Regional SA 416 298 -28% 27%  1.3% 478 407 -15% 18% 1.4% 1,847 1,224 -34% -28% 1.5% 3.0 734 244
WA 966 1,349 40% 56% 5.9% 431 621 44% -4% 21% 2,6M1 3,364 29% 9% 4.2% 54 2174 401
Other 1167 1123 -4% N% 49% 886 859 -3% -6% 2.9% 4,052 3,448 -15% 5% 4.3% 4.0 1,308 326

Table 2.8 Domestic overnight visitors by origin to Melbourne - year ending December 2024

Overnight Visitor Expenditure Domestic Overnight Visitors Estimates Domestic Visitor Nights Estimates
Estimates* ($m) (*'000) ((e]0]0)]

Melbourne

% % A % A Av. Stay Av. $ per
ployx 2024 23/24 19/24 Share ployx 2024 23/24 19/24 Share 2023 2024 % 23/24 19/24 Share (Nights) Visitor
Melbourne 2,153 2,194 2% 38% 17.7% m 816 15% 6% 7.8% 1,428 1,452 2% 21%  5.0% 18 2,689 1,5M
Regional VIC 2,026 2,001 -1% 22%  16.1% 3,470 3,630 5% -7% 34.9% 6,533 6,719 3% -7% 231% 19 551 298
Sydney 2,535 2,376 -6% 17% 19.2% 2,086 1,851 -M% -20% 17.8% 6,949 6,019 -13% -6% 20.7% 3.3 1,284 395
Regional NSW 1,036 1,020 -2% 18% 8.2% 980 900 -8% -12% 8.6% 3,300 2,707 -18% -14% 9.3% 3.0 1133 377
Brisbane/Gold Coast 1,247 1,341 8% 43% 10.8% 865 886 2% -17%  8.5% 3,259 2,973 -9% -30% 10.2% 3.4 1,514 431
Other QLD 402 449 12% 8% 3.6% 265 858 33% 7% 3.4% 1,324 1,658 25% 30% 5.7% 4.7 1,271 271
Adelaide 748 689 -8% 43% S5.6% 586 568 -3% -2%  5.5% 2,059 1,651 -20% -18%  5.7% 2.9 1,213 417
Regional SA 156 182 17% 36% 1.5% 209 187 -M% 23% 1.8% 562 651 16% -32% 22% SI5) 974 280
WA 865 1,210 40% 60% 9.8% 391 557 42% -2%  5.3% 2,061 2,784 35% 35% 9.6% 5.0 2173 435
Other 863 935 8% 50% 7.5% 694 663 -4%  -10% 6.4% 2,737 2,438 -M% 6% 8.4% 37 1,410 384

Rounded percentage change estimates noted in table.
Source: National Visitor Survey, Tourism Research Australia, Canberra, year ending December 2024, released March 2025. Expenditure includes package expenditure.

Base: Australian travellers aged 15+ 32



‘ National Visitor Survey - YE December 2024

Visitors to Victoria by origin markets

Table 2.9 Domestic overnight visitors by origin to regional Victoria - year ending December 2024

Regional VIC Overnight Visitor Expenditure Estimates™ Domestic Overnight Visitors Estimates ('000) Domestic Visitor Nights Estimates
- ($m) ('"000)

% o % % % % Av. Stay Av. $ per Av. $ per
Origin 2024 23/24 19/24 Share 2023 2024 2324 19/24 Share 2023 2024 23/24 19/24 Share (MNights) Visitor Night
Melbourne 4,888 4,870 0% A6% A7.7% 8,672 10,480 6% 6% 53 7% 25526 25,904 125 5% 50.1% 25 474 192
Regional VIC 3,653 3,392 -7% A3% 325% 6,428 5,359 -1%% -1%% 32B6% 17,01 16,01 -6% -1% 30.9% 25 533 212
Sydney 346 41 1924 39% 3.0% 458 440 -4% =75 2.3% 1,585 1,555 -2% -20% 3.0% 35 833 264
Regional NSW 533 581 9% 26% 5.6% 823 7382 -5% -3% 4.0% 2,703 2,498 -B%  -14% 4.8% 32 743 233
Queensland 415 399 -4% 12% 3.8% 399 525 32% 1% 2.7% 2,146 2,287 T -22% 4.4% 4.4 759 174
Soulh Auslralia 470 345 =27 9% 3.3% 568 516 -9% -B% 26% 2,410 1,899 -21% -14% 3.7% 3.7 669 182
WA 100 - - - - 86 - - - - 549 - - - - - - -
Olher 304 188 -38% 10% 1.8% 258 261 152 3% 1.3% 1,315 1,011 -23% 2% 2.0% 3.9 720 186

Figures in noted with a ‘-’ are based on small and variable sample. It is below the publishable threshold. Rounded percentage change estimates noted in table.

Source: National Visitor Survey, Tourism Research Australia, Canberra, year ending December 2024, released March 2025. Expenditure includes package expenditure.
Base: Australian travellers aged 15+
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A National Visitor Survey — YE December 2024

Data notes

Results from the National Visitor Survey, Tourism Research Australia, Canberra, year ending December 2024, released March 2025.

Base: Australian travellers aged 15+.

Further details can be found at National Visitor Survey methodology | Tourism Research Australia.

Further information on the NVS results can be found at Domestic tourism in Australia | Tourism Research Australia.

Figures noted as ’-’ or in red italics are considered unreliable as they are based on small samples sizes and/or subject to high variability.
Figures might not add up due to rounding.

Next NVS release for the year ending March 2025: 25 June 2025 (tbc)

Back to contents
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https://www.tra.gov.au/en/domestic/national-visitor-survey-methodology
https://www.tra.gov.au/en/domestic

Results from the International Visitor Survey (IVS)

for the year ending December 2024

Data Source: Tourism Research Australia

released March 2025

TO NOTE:

The IVS includes imputed estimates from April 2020 to November 2023.

These estimates were produced using a combination of airport interviews and
immigration data taken from visa applications/passports, previous travel
records and sampled incoming passenger cards.

For more detail go to International Visitor Survey (IVS) methodology | Tourism
Research Australia
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A International results year ending December 2024

Victoria’s recovery has further accelerated, surpassing 2019 results for spend and visitor nights, although is yet to return to 2019
visitation levels. Annual growth in spend, visitors, and nights has well outpaced key competitors, driven by strong international
demand, particularly from India, China, and the United Kingdom.

SPEND
$9.0b B +2% vs YE Dec 19

+41% YoY change
Share: 27.5% -0.6% pts vs.YE Dec 19.

International overnight expenditure in Victoria

reached $9.0 billion in the year ending December 2024,

up 2% on the 2019 result.

Spend was $2.6 billion higher than in 2023 (+41%), with

annual growth well above New South Wales (+11%),
Queensland (+6%) and the national performance
(+17%).

New South Wales has surpassed its 2019 spend result

by 6%, while Victoria is on par with Queensland, which

were both up by 2%.
Victoria had a 27.5% share of spend in Australia.

This was down only marginally by 0.6% points from the

year ending December 2019.

New South Wales held the highest share of spend
(36.5%).

Chart 31 International Overnight Expenditure
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Refer to data table for more information

Surpassed 2019 result EFA73
vs 2019

International Overnight Visitors - VIC (m)

VISITORS

27m @ -14% vs YE Dec 19
+32% YoY change
Share: 35.5% -0.6% pts vs.YE Dec 19.

International overnight visitors to Victoria have
increased substantially by 32% year-on-year
(+657,300 visitors).

Victoria’s annual growth rate of 32% outpaced
key competitors New South Wales (+11%) and
Queensland (+9%), highlighting the strong
acceleration in its recovery over the year.

Victoria was back to 86% of the 2019 visitor result.

New South Wales has reached 87% of its 2019
visitor numbers (slightly ahead of Victoria), while
Queensland was back at 78%, which was behind
Victoria's rate of recovery.

Victoria had a 35.5% share of all international
arrivals to Australia. This was down by 0.6%
points from the year ending December 2019.

Chart 32 International Overnight Visitors
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NIGHTS

80.3m f +10% vs YE Dec 19
+59% YoY change
Share: 27.2% +0.6% pts vs.YE Dec 19.

Visitor nights in Victoria have well surpassed
2019 levels (+10%) at 80.3 million nights.

This result was far higher than in 2023 (+59%)
and was well above the annual growth noted in
New South Wales (+15%) and Queensland (+7%).
Victoria’s growth relative to 2019, was up 10%,
and has also outpaced both New South Wales
(+4%) and Queensland (-3%) compared to their
2019 performance, further reinforcing the
strength of Victoria’s international recovery.
New South Wales had the highest share of nights
(834.2%), followed by Victoria (27.2%) and
Queensland (18.1%).

Chart 3.3 International Visitor Nights
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X International - top 15 spend markets vepec24

China was Victoria’s largest source of international spend, contributing $2.7 billion, more than the next six markets combined, while
showing strong recovery momentum. Nine of Victoria’s top 15 markets have exceeded 2019 spend levels, including key source markets
such as Indig, United Kingdom, New Zealand, Indonesia and Japan.

Chart 3.4. Top spend markets to Victoria by origin
% of return to pre-COVID level (YE Dec 2019 base)

Nine of Victoria’s top 15 markets have surpassed 2019 spend levels.

China remained the top ranked market for spend, well ahead of all other markets, and

3,500 - 79% was back to 79% of the 2019 result. Growth was fuelled by spend from Chinese students
s which comprised 72% of overall Chinese spend and was back to 87% of the 2019 level of
b s spend. Holiday spend from Chinese visitors was still well behind its 2019 result at 61%,
2 with VFR spend only 53% recovered.
9] 3,000 -
o Spend from Indian visitors has well exceeded the 2019 level (+41%) at $714 million. The
i highest value segment was students (35% of spend), with this segment back at 91% of
. the 2019 result. Very strong growth was noted in the VFR (+108% vs 2019) and holiday
§ 2,500 (+68%) segments which comprised 29% and 9% of total Indian spend respectively.
0 Spend from New Zealand has exceeded 2019 levels by 14% at $450 million.
]
£ Other key markets above the 2019 results include Hong Kong (+26%), United Kingdom
S 2,000 - (+19%), Indonesia (+17%), Japan and Thailand (both +15%). Singapore was back to 99%
E of the year ending December 2019 spend level, with the United States at 88%.
o
B Vietnam was the 5th highest-ranked market for spend, generating $363 million,
€ 1,500 - reinforcing its growing importance to Victoria.
Lih
€ Other smaller source markets such as France (+72) and Taiwan (+65%) have also
performed well and have surpassed 2019 spend results.
1,000 -
141%%
500 | 19% y
NA ~ 88% o999, 7% 16% 165% -
Tt —
CH I NZ UK VN us 5G D HK W MY JP FR KR ™
2019 3383 | 508 394 373 NA a7 319 269 243 179 asg 231 106 170 125
w2024 2,681 714 450 442 363 332 37 316 306 206 276 265 182 163 144
% changevs 2023 52% | G56% 2% 44% | B69% 8% A% 60% | 34% | 146% | &% BB% | 137% | 6B% | -9%

Refer to market data table for more information

*VFR = Visiting Friends and Relatives
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X International - top 15 visitor markets ve pec 24

China was Victoria's largest international visitor market after noting high annual growth, however, was still behind the 2019 results
(at 58% of its 2019 level). Indiq, Indonesia, South Koreq, Taiwan and France have fully recovered, with visitor numbers at or above

2019 levels.

Chart 3.5. Top visitor markets to Victoria by origin

% of return to pre-COVID level (YE Dec 2019 base)

Five of Victoria’s top 15 markets have returned to 2019 visitation levels including South
Korea (+36%), India (+25%), Taiwan (+21%), France (+1%) and Indonesia (on par with 2019).

700 58%
» China was Victoria’s highest volume international visitor market and was back to 58% of
- 2019 visitor levels, reflecting the slower pace its recovery compared to other markets due
8 500 to its late restart. Half of all Chinese visitors travelled to Victoria for a holiday (51%), which
(=] was back to 47% of the 2019 result. In comparison, education visitors comprised 15% of
o Chinese visitors and were back to 65% of the 2019 level, while VFR visitors made up 26% of
o arrivals and were back to 73% of the 2019 result.
500
g * New Zealand was back to 93% of 2019 visitation levels, driven by the VFR market which
Q comprised 48% of all visitors. This was followed by the holiday segment (37%).
‘E" 400 . * Indian visitation has surpassed 2019 levels (+25%) and was the 3rd largest visitor market
= 93% for Victoria. The majority (60%) of Indian visitors travelled for VFR, while 23% travelled for a
f holiday, with 8% travelling for business and 5% for education purposes.
E 300 * Singapore was back to 98% of 2019 visitation levels, with the United Kingdom back to 89%
o and the United States back to 80%.
45 80%
c
o
L] 200
L
52%
100 NA 100% 96% 85% 136% 1719%
o, 101%5
Sl =[]
]
CH MNZ 1M us UK 3G HK WM D GE JP KR ™ MY FR
2019 6756 | 3668 | W80 | 2478 | 2207 | 1380 | 1094 MA, 826 85.3 915 555 591 1345 | 485
m2024 3938 | 3327 | 2234 | 1982 | 1958 | 1347 DBE D38 B2E 823 782 75.2 716 EB.5 ABB
% chonge vs 2023| 106% 6% 43% 8% % 19% 55% 76% 45% 50% 64% A47% 127% 27% 32%

Refer to market data table for more information

*VFR = Visiting Friends and Relatives
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X Key states- international results

Victoria has outpaced New South Wales and Queensland in annual growth for visitors and spend, reflecting strong international
recovery momentum. Victoria has recovered to 86% of its 2019 international visitation levels, just behind New South Wales at 87%,
while Queensland stands at 78%.

Spend Visitors
VIC M41% Dec23/24 12% Dec19/24 NSW M1% Dec23/24 6% Dec19/24 VIC 132% Dec23/24 Y14% Dec19/24 NSW M1% Dec23/24 ¥13% Dec19/24

QLD 6% pec23/24 12% pec19/24 OTHER M3% Dec23/24 M9% Dec19/24 QLD 19% Dpec23/24 V22% Dec19/24 OQTHER M™M3% Dec23/24 ¥10% Dec19/24
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X Purpose - international visitors

International overnight VFR visitors are getting closer to a fully recovery back to 2019 levels, rebounding faster than other
purpose categories. Visitors from the holiday segment remain the largest purpose of visit category and are growing strongly.
Growth remains solid in the education and business segments

Chart 3.8

Holiday VFR Business
] i) %
I"I
Top 5 markets Top 5 markets Top 5 markets
1. China 1. NZ 1. Nz
2.NZ 2.India 2.China
3.US 3.China 3.US
4.UK 4.UK 4.Singapore
5.Singapore 5.US 5.India

More information available: Purpose data table Top 5 markets by purpose table

The largest purpose of visit segment into Victoria in the year ending
December 2024 was the holiday segment with 1.7 million visitors, which was
back to 77% of the 2019 result, with 38% growth year-on-year.

In comparison, the visiting friends and relatives (VFR) segment was at 97% of
the 2019 level with over 1 million visitors, up 30% year-on-year.

The education segment was at 78% of the 2019 result with 158,900 visitors,
recording an increase of 39% compared to the year ending December 2023.

The business purpose segment was back to 75% of the 2019 level signalling
steady recovery, up 20% year-on-year.

The employment segment has more than doubled its 2019 level (+201%),
reaching 92,900 visitors. Growth in this segment was very strong year-on-year
(+68%), driven by increased worker intake.

2019 result

Education Employment Other

S &

Top 5 markets
1. China
2.India
3.Vietnam
4.Indonesia
S.Singapore
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_ Purpose - International visitors by state

Victoria has outpaced key competitors in annual growth rates across all purpose of visit segments, with the strongest growth noted
in visitors from the education sector. The VFR visitor segment has nearly fully recovered and was back at 97% of 2019 levels. Victoria
leads New South Wales in business visitor recovery, but trails Queensland in this category.
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A International - Melbourne and regional results

Both Melbourne and regional Victoria have surpassed their 2019 international visitor spend, highlighting the state's strong recovery
momentum. Melbourne leads its competitors in international visitor nights, though overall visitor numbers remain below 2019 levels.
Nights in regional Victoria are also just below the 2019 result and behind the pace of recovery in regional Australia overall.

Melbourne

International spend in Melbourne has recovered back to the 2019

result (+2%), ahead of the performance of Brisbane/Gold Coast (+1%)

but behind Sydney (+5%). All key cities are yet to return to 2019
international visitor levels, with Melbourne (-14%) just behind the

national cities’ average (-13%). Victoria has well surpassed the 2019

level in nights (+11%), well ahead of key competitors.

Spend

Chart 313

% change

M2% peciofza Visitors Y14% oecio2a

Nights M™M1% beciora

Change Year ending December 2019/24

Spend Visitors

14%-14% [l -13%

-23%

m Melbourne Sydney M Brisbane/Gold Coast

Refer to data table for more information

Total Cities

Regional Victoria

International spend to/within regional Victoria has surpassed the
2019 result (+6%). Visitors have been slower to recover than other
indicators and remains 24% below the 2019 result. This trend is
consistent across regional Australia which is down by 21% compared
to 2019 levels. International nights in regional Victoria were just below
the 2019 result (-1%).

Spend 6% pecioa Visitors Y24% pecio2a

Nights V1 % beciora

Chart 3.14 .
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W Regional Victoria Regional NSW m Regional QLD Total Regional
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4 International - tourism regions

In most of Victoria's regions, international spend exceeded 2019 levels, while visitor numbers grew at a slower pace and are largely
behind the 2019 results except for two regions. Strong annual growth in visitors was noted for all regions as international demand

increased during 2024.

The regions with the highest levels of international spend were Murray (at
$131 million), Geelong and the Bellarine (at $111 million) and Great Ocean
Road (at $101 million).

Six regions have surpassed 2019 international spend levels, reflecting strong
recovery in these areas including Daylesford and the Macedon Ranges
(+172%), High Country (+65%), Murray (+36%), Geelong and the Bellarine
(+183%), Mornington Peninsula (+7%) and Phillip Island (+2%*).

Chart 3.15 International overnight spend - % change vs 2019
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Great Ocean Road attracted the highest volume of international
overnight visitors (at 153,100), followed by Geelong and the Bellarine (at
73,500).

International overnight visitors to regional Victoria were behind the
pace of recovery in spend with only two regions above 2019 results

including Geelong and the Bellarine (+16%) and Daylesford and Macedon
Ranges (+14%).

Chart 3.16 International overnight visitors - % change vs 2019
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Refer to regional data table for more information *Results in red italics are below reliable sample size and the publishable threshold. Interpret with caution.
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Spend

China

A International market highlights YE December 2024

Ranked #1
for visitors (14.5%)

% pt change in share
vs YE Dec 2019

Spend
($m)

% change % change
23/24 19/24

2,681 52% -21% 33.2% 4 +05% pts
3,484 16% -16% 43.2% M +31% pts

916 90% -43% 1M.4% W -42%pts
8,065 38% -22%
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China spend by purpose in year ending December

2019 2024
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($m) 23/24 19/24
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*Share of visitors may over add as visitors can stay overnight in more than one state/territory. VFR = Visiting Friends and Relatives. Results in red italics are below the publishable threshold and should be treated with caution.
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A International market highlights YE December 2024
G

Ranked #4 Ranked #5 A ] Ranked #6
31 o, . e o .« e
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. . . UK visitors by purpose in year ending December Singapore visitors by purpose in year ending
USA visitors by purpose in year ending December
2019 2024 December
L 2019 2024
;z:,( ?;;( 120% i . 198K 120% 138K 135K
120% [ o B 8% % - -
2% o o 100% — 7:;6 e 005 e —— iﬁ 4%
100% 2% 13 s ar® x
B0% Education 47% Education S 26% Education
= S m Business 80% m Business 60% = Business
VER 40% VR 40% VFR
m Holiday 0% m Holiday 20% m Holiday
0%
0%

*Share of visitors may over add as visitors can stay overnight in more than one state/territory. VFR = Visiting Friends and Relatives. Results in red italics are below the publishable threshold and should be treated with caution. 46



 ‘ International market highlights YE December 2024

Ranked #7
for visitors (3.6%)

% pt change in share

Spend vs YE Dec 2019

Spend % change % change

($m) 23/24 19/24

Vic 306 34% 26% 35.1% 4 +11.3% pts
NSW 309 19% -14%  35.4% . +02% pts
Qld 59 -61% -72%  6.7% W -13.4% pts
Aus 873 2% -15%

Hong Kong spend by purpose in year ending

December
2018 2024
120% $243M $306
100% 3¢ 253,
Other*
BO% hES
36% Education
. 2%
60% —— 5 75 - m Business
7%
40% 195 VFR
. u. o
0% T
] ] "
Visitors

Visitors % change % change

(*'000s) 23/24 19/24

Vic 29 55% -10% 49.6% 4. +112% pts
NSW 105 25% -22% 527% 4 +5.3% pts
Qld 16 -47% -77%  7.8% W -15.4% pts
Aus 199 18% -30%
Hong Kong visitors by purpose in year ending
December
2013 2024

20% 109K 99K

I 4% 5

100z E— 7% —_— y:

BO% 31% 36% Education

80% m Business

40% VFR

20% m Holiday

0%

To note: new IVS market
2019/ 2023 data not

Ranked #8 available.
for visitors (3.5%)

% pt change in share

Spend vs YE Dec 2019
Spend % change % change
Vietnam ($m) 23/24 19/24
Vic 363 69% NA 435% NA
NSW 302 6% NA 36.2% NA
Qld 16 -57% NA 1.9% NA
Aus 833 7% NA
Vietnam spend by purpose in year ending
December
2012 2024
120% NA $363M
oo o Other®
80% Education
60% S0 m Businass
40% . VFR
0% 17% " wholiday
0%
Visitors

Visitors % change % change

Vietnam  ('000s) 23/24 19/24

Vic 94 76% NA 585% NA
NSW 84 -1% NA 525% NA
Qld 13 -36% NA 81% NA
Aus 160 4% NA

Vietnam visitors by purpose in year ending

Decernber
2018 2024
120% MNA 94K
100% 25
— 326 Other*
B0% -
Education

0% B m Business
A0%

VFR

. n. o
0% *ir e

*Share of visitors may over add as visitors can stay overnight in more than one state/territory. VFR = Visiting Friends and Relatives. Results in red italics are below the publishable threshold and should be treated with caution.

Ranked #9
for visitors (3.1%)

% pt change in share
vs YE Dec 2019

Spend

Spend % change % change

Indonesia  ($m) 23/24 19/24

Vic 316 60% 17% 31.6% W -78% pts
NSW 391 19% 75%  39.1% 4 +6.4% pts
Qld 109 -M% 79%  11.0% a +2.0% pts
Aus 998 27% 46%
Indonesia spend by purpose in year ending
December
2019 2024

120% $269M $316M

0% 5% e Other®

Bo% Education

603 49% 43%

B m Business

40% —— 7% P aver

20% m Holiday

0%

Visitors

Visitors % change % change
Indonesia  ('000s) 23/24 19/24

Vic 83 45% 0% 40.9% W -0.9% pts
NSW 90 -1% 1% 44.7% W -05% pts
Qld 27 4% -6% 13.6% W -11%pts
Aus 202 M% 2%
Indonesia visitors by purpose in year ending
December
2019 2024
120% 83K 83K
100%
Other*
Bo% Education
0% m Business
40% WFR
20% m Holiday
0%
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Ranked #10

 ‘ International market highlights YE December 2024

for visitors (3.0%)

Spend

% pt change in share
vs YE Dec 2019

Ranked #11
for vi

Spend

Japan

sitors (2.9%)

% pt change in share
vs YE Dec 2019

Spend

% change % change

($m) 23/24 19/24

Ranked #12

for visitors (2.8%)

Spend

South
Korea

Spend
($m)

‘s
S

% pt change in share
vs YE Dec 2019

% change % change
23/24 19/24

Spend % change % change
Germany ($m) 23/24 19/24
Vic 133 0% 1%  21.8% 4 +2.3% pts
NSW 158 -21% -28% 25.8% W -58% pts
Qld 174 5% 8% 28.4% M +51% pts
Aus 612 -2% -12%
Germany spend by purpose in year ending
December
2019 2024
120% $135M $123M
100% e 15 0% S
BO% I 57 [
50% = m Business
40% VFR
20% m Holiday
0%
Visitors
Visitors % change % change
Germany (‘000s) 23/24 19/24
82 50% -4% 51.6% M +85% pts
NSwW 99 2% -21%  621% W -12% pts
Qld 64 1% -20% 40.4% W -04% pts
Aus 159 1% -19%

Germany visitors by purpose in year ending

120%

1005

80%

60%

20%

0%

December
2019 2024
85K 82K
= = i 1%
1% —— T Other®
Education
W Businass
VR
m Haoliday

Vic 265 88% 15% 18.5% W -02% pts
NSW 496 16% 29% 34.6% 4 +35% pts
Qld 529 16% 15% 36.9% W -02% pts
Aus 1,435 22% 16%
Japan spend by purpose in year ending December
2019 2024
120% $231M $265M
100% 1% Other*
18%
BO% 457 Education
m Business
VFR
m Holiday

Visitors
("000s)

% change % change
23/24 19/24

Vic 78 64% -15% 21.6% 4 +16% pts
NSW 152 25% -25% 41.9% W -22% pts
Qld 176 41% -20% 48.7% 4 +0.8% pts
Aus 362 33% -21%
Japan visitors by purpose in year ending December
2019 2024
120% 92K 78K
100% i g Other*
80% s Education
14% .
60% m Business
WFR
40%
m Holiday
20%
0%

Vic 163 68% -4% 10.4% W -56% pts
NSW 927 46% 66% 59.0% 4. +6.8% pts
Qld 359 38% 44% 22.9% W -0.6% pts
Aus 1,571 43% 47%

South Korea spend by purpose in year ending

South
Korea

December
2019 2024

$170M $163M

Other®
Education
" mBusiness
VFR

m Holiday

Visitors % change % change
("000s)

23/24 19/24

75 47% 36% 22.0% 4. +02% pts
NSW 282 30% 44% 82.3% M +51% pts
Qld 77 -7% 3% 224% W -6.8%pts
Aus 342 30% 35%

South Korea visitors by purpose in year ending

December
2019 2024
120% 55K 75K
100% 1% 5% 2% 3%
| BB Other®
BO% 13% Education
80% m Business
40% VFR
20% m Holiday
0%

*Share of visitors may over add as visitors can stay overnight in more than one state/territory. VFR = Visiting Friends and Relatives. Results in red italics are below the publishable threshold and should be treated with caution. 48



‘ International market highlights YE December 2024

Ranked #13
for visitors (2.6%)

% pt change in share

Spend vs YE Dec 2019
Spend % change % change
Taiwan ($m) 23/24 19/24
Vic 296 146% 65% 328% A& +74% pts
NSW 256 MN% 5% 28.4% W -62%pts
Qld 196 173% -5% 21.8% W -75% pts
Aus 903 61% 28%

Taiwan spend by purpose in year ending December

2019 2024
120% $178M $296M
100% 6% 5% Other*
BO% 29% Education
43%
60% — ] T . n Business
1% 2;’2 VFR
40%
n Holiday
20%
0%
Visitors
Visitors % change % change
Taiwan ("000s) 23/24 19/24
Vic 72 127% 21% 48.0% 4 +14.8% pts
NSW 82 28% 1%  54.7% M +82% pts
Qld 42 108% -47% 28.3% W -16.9% pts
Aus 149 33% -16%

Taiwan visitors by purpose in year ending

December
2019 2024
120% 59K 72K
6% - "
100% 2% =20 5%
3 Other®
B0% v 16%
Education
m Business
VFR
20% m Holiday

*includes

*Share of visitors may over add as visitors can stay overnight in more than one state/territory. VFR = Visiting Friends and Relatives. Results in red italics are below the publishable threshold and should be treated with caution.

for visitors (2.6%) ~ for visitors (1.8%)

Ranked #14 m Ranked #15 ‘ '

% pt change in share

% pt change in share
Spend vs YE Dec 2019 Spend vs YE Dec 2019

Spend % change % change Spend % change % change

Malaysia ($m) 23/24 19/24 France ($m) 23/24 19/24
Vic 276 31% -23% 40.4% 4 +32% pts Vic 182 137% 72% 26.7% & +52% pts
NSW 139 36% -31% 20.3% W -0.6% pts NSW 241 27% 36% 35.4% W -07% pts
Qld 66 -41% -21%  9.7% A +1.0% pts Qld 120 12% 39% 17.6% 4 +0.1% pts
Aus 685 16% -29% Aus 680 26% 39%
Malaysia spend by purpose in year ending France spend by purpose in year ending December
sots December somn . s
120% $359M $276M 120% $106M $1a2M
100% 20z 100% a Other*
= 7% Other® . o i
R0% BO% Education
45% 519 Education 22%
50% . 60% 49, WBUsIness
— = Business o 10% ven
s 20% R 7% ¥ VFR aHoliday
20% m Holiday 20%
Visitors Visitors
Visitors % change % change Visitors % change % change
Malaysia (‘000s) 23/24 19/24 France ('000s) 23/24 19/24
Vic 70 27% -48% 37.8% W -14%pts Vic 49 32% 1% 40.1% 4. +4.3% pts
NSW 44 -9% -52% 23.9% W -27% pts NSW 75 12% -183% 61.8% W -2.0% pts
Qld 18 -39% -62%  9.7% W -38%pts Qld 40 15% -17% 32.9% W -27% pts
Aus 184 14% -46% Aus 122 183% -10%
Malaysia visitors by purpose in year ending France visitors by purpose in year ending December
2019 December 2024 2019 2024
120% 134K 70K 120% 49K "% 40K
4% 3% 356 9%
100% 7% 7% - 100% I 10 5 . Other*
% o - Other o — % . Cotooti
o o # ducation
Bo% B Education 2135
- 35% - B Business
60% m Business 0%
40% VFR 40% VFR
m Holiday
20% m Holiday 20%
0%
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A International data tables - YE December 2024

Table 31 Summary of international results — year ending December

Year ending Visitor Expenditure Estimates* Visitor Estimates (‘000) Visitor Night Estimates (‘000)
Do % % 2024 % % 2024 % % 2024 Av. Stay Av. $ per Av. $ per
2024 304 19/24 ShOre 2009 2028 o504 1924 SMOTe 2024 53124 19/24 "' (Nights) Visitor  Night
(%) (%) (%)
Australia 31,438 32,912 17% 5% 100.0% 8,709 7,634 15% -12% 100.0%| 274,477 294,941 21% 7% 100.0% 39 4,31 12
Victoria 8,826 9,046 1% 2% 27.5% 3,138 2708 32% -14% 355%| 73,064 80,266 59% 10% 27.2% 30 3,340 13
Melbourne 8215 8401 42% 2% 25.5% 2967 2552 33% -14% 33.4% 63277 70545 62% 11% 23.9% 28 3292 779
Regional Victoria 671 645 36% 6% 20% 594 452 26% -24% 59% 9787 9721 42% -1% 3.3% 22 1427 66
New South Wales 11,382 12,026 1% 6% 36.5% 4,384 3,806 Mm% -183% 499%| 96,576 100,774 15% 4% 34.2% 26 3,160 19
Queensland 6,083 6,221 6% 2% 18.9% 2,783 2,158 9% -22% 28.3%| 54,926 53,254 7% -3% 18.1% 25 2,883 17
South Australia 1,206 1,348 3% 12% 41% 488 440 -3% -10% 5.8% 10,938 13,592 -4% 24% 4.6% 31 3,064 99
Western Australia 2,385 2,625 12% 10% 8.0% 996 865 10% -13% 1.3% 25,189 31,304 10% 24% 10.6% 36 3,035 84
Tasmania 555 551 48% -1% 17% 283 254 25% -10% 3.83% 4,247 4,959 55% 17% 17% 20 2170 m
Northern Territory 437 468 2% 7% 1.4% 299 221 18% -26% 2.9% 3,163 4,608 18%  46% 1.6% 21 217 102
ACT 565 627 27% 1% 1.9% 270 215 20% -20% 2.8% 5,860 5431 1% -7% 1.8% 25 2,919 1S

* includes package expenditure

Source: International Visitor Survey, Tourism Research Australia, Canberra, year ending December 2024, released March 2025. Expenditure includes package expenditure Base:
International visitors aged 15+ .Data considered correct at the time of publishing.
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A International data tables - YE December 2024

Table 3.2 Summary of international spend, visitors and nights to Victoria by key origin markets

Year ending December Visitor Expenditure Estimates* ($m) Visitor Estimates (*000) Visitor Night Estimates (*000)

- % % 2024 % % 2024 % % 2024 Av.Stay Av.$ per Av.$ per
(ranked by YE Dec 2024 visitors) 2019 2024 23/24 19/24 Share (%) 2024 23124 19/24 Share (%) 2028 23/24 19/24 Share (%) (Nights) Visitor  Night
China 3,383 2,681 52%  -21% 29.6% 675.6 3938 106% -42% 14.5% 18,374 15095 66% -18% 18.8% 38.3 6,809 178
New Zealand 394 450 2% 14% 5.0% 366.8 3397 6% -7% 125% 2,595 2,702 -10% 4% 3.4% 8.0 1,325 167
India 508 714 56% A% 7.9% 178.0 2234  43% 25% 82% 8,090 12367 112%  53% 15.4% 554 3,198 58
United States of America 377 332 -8% -12% 37% 247.9 198.2 8% -20% 7.3% 2,622 2,286 3% -183% 2.8% ns 1,676 145
United Kingdom 373 442  44% 19% 4.9% 220.7 195.8 1% -1% 72% 4,019 4,670  49% 16% 5.8% 23.9 2,260 95
Singapore 319 317 -1% -1% 3.5% 138.0 134.7 19% -2% 5.0% 1,682 1,507 31%  -10% 1.9% 1.2 2,355 21
Hong Kong 243 306  34% 26% 3.4% 109.4 98.6 55% -10% 3.6% 1,318 1,768 26%  34% 22% 17.9 3,10 173
Vietnam NA 363 69% NA 4.0% NA 93.8 76% NA 3.5% NA 2619 30% NA 3.3% 27.9 3,866 138
Indonesia 269 316 60% 17% 3.5% 82.6 826  45% 0% 31% 1,922 2863 118%  49% 3.6% 346 3,821 10
Germany 135 133 0% -1% 1.5% 85.3 823 50% -4% 3.0% 1,459 1665 33% 14% 21% 20.2 1,621 80
Japan 231 265 88% 15% 2.9% 91.5 782 64% -15% 2.9% 2,292 2488 173% 9% 31% 31.8 3,388 106
South Korea 170 163 68% -4% 1.8% 555 752 47%  36% 2.8% 1734 1253 86% -28% 1.6% 16.7 2,167 130
Taiwan 179 296 146%  65% 3.3% 591 76 127% 1% 2.6% 2,219 2833 161% 28% 3.5% 396 4135 105
Malaysia 359 276 31% -23% 31% 134.5 69.5 27% -48% 2.6% 2,71 1,883 69% -31% 2.3% 271 3,977 147
France 106 182  137% 72% 2.0% 48.5 48.8 32% 1% 1.8% 1,574 2471 169% 57% 3.1% 50.6 3,727 74
Canada 103 12 52% 8% 1.2% 62.9 48.2 10% -23% 1.8% 1,085 982 40% -9% 12% 204 2,317 n4
Philippines NA 105 94% NA 12% NA 391 36% NA 1.4% NA 1,584 4% NA 2.0% 40.5 2,675 66
Scandinavia 64 65 40% 2% 0.7% 371 33.9 47% -9% 1.3% 760 678 105% -11% 0.8% 20.0 1,909 95
Thailand 125 144 -9% 15% 1.6% 328 32.0 -4% -3% 12% 990 1433 -15%  45% 1.8% 448 4,505 101
Netherlands 43 42 -33% 0% 0.5% 28.4 242 21% -15% 0.9% 473 442 31% -7% 0.6% 18.2 1,749 96
Italy 73 97 80% 32% 11% 33.0 222 15% -33% 0.8% 974 1,207 81% 24% 15% 54.4 4,352 80
Switzerland 35 34 1% -4% 0.4% 17.6 15.3 9% -13% 0.6% 222 208 -18% -6% 0.3% 13.6 2,221 163
Other Asia 623 41 79% NA 4.9% 186.5 85.5 18% NA 32% 8,438 4659  45% NA 5.8% 54.5 5157 95
Other Europe 207 277 87% 34% 31% 93.8 954 15% 2% 3.5% 2,343 3,575 59% 53% 4.5% 37.5 2,905 78
Other Countries 509 492 8% -3% 5.4% 1521 126.2 3% -17% 47% 5167 7,030 35% 36% 8.8% 55.7 3,898 70
Total Victoria 8,826 9,046 1% 2% 100.0% 3,137.6 2,7081 32% -14% 100.0% 73,064 80,266 59% 10% 100.0% 29.6 3,340 13

Table ranked by visitor volume. *Includes package expenditure.
‘NA’ is for Philippines and Vietnam results, as they were only added to the survey in 2023, and a full year of comparative data will not be available until March 2025.

Source: International Visitor Survey, Tourism Research Australia, Canberra, year ending December 2024, released March 2025. Expenditure includes package expenditure
Base: International visitors aged 15+ Data considered correct at the time of publishing.
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Table 3.3 Summary of metro/ regional international spend, visitors and nights — year ending December

Year ending December Expenditure Estimates ($mill) Visitor Estimates ("000) Nights Estimates ("000)

2019 2024 2019 2024 % 2019 2024 Av.Stay Av.$ per Av.$ per

change %19/24 Share Share 2019 2024 change 9/24 Share Share 2019 2024 change %19/ Share (Nights) Visitor Night
23/24 [ 23124 (24) 23/24 % ST =

Victoria 8,826 9,046 41% 2% 31376 27081 32% -14% 73,064 80,266 59% 10% 296 3,340 13
Melbourne 8215 8,401 42% 2% 315 30%| 29672 25520 33% -14% 37% 36% 63,277 70,545 B62% n% 28% 30% 276 3,292 19
Regional VIC 611 545 36% 6% 13% 1424 5942 4520 26% -24% 21% 20% 9,787 9,721 42% -1% 182 7% 25 1,427 66
Mew South Wales 11,382 12,026 1% 6% 4,384.3 38057 1% -13% 96,576 100,774 15% 4% 265 3,160 119
Sydney 10,352 10,904 10% 5% 39% 39%| 4,106.0 3,5204 1% -14% 51% 50% 8211 83,535 143 2% 37% 35% 237 3,089 121
Regional MNSW 1,030 1,122 19% 9% 23% 243 856.2 7099 5% -17% 30% 31%| 14,465 17,240 22% 19% 27% 30% 243 1,580 65
Queensland 6,083 6,221 6% 2% 27827 2157.6 9% -22% 54,926 53,254 7% -3% 247 2,883 17
Brisbane 2,884 3,105 6% 8% 1% M%| 14776 12750 10% -14% 18% 18%| 27,063 28,073 13% 4% 123 122 220 2,435 1M
Gold CoasL 1,341 1172 3% -13% 5% 4% 1,079.9 6347 2% -A1% 13% 9% 9,765 2,021 -A% -18% 4% 3% 126 1,847 146
Brisbane/Gold Coasl 4,225 4,277 5% 1% 16% 15%| 21692 16615 7% -23% 27% 24%| 36,827 36,095 9% -2%% 17% 15% ny 2,574 na
Regional QLD 1,858 1,944 9% 5% A1%% 1% 1,2408 9339 13% -25% 43% 41%| 18,098 17,159 3% -55 34%% 30% 184 2,081 13

Table 3.4 Summary of international visitors by purpose of visit — year ending December

Year ending December Visitor Expenditure by Purpose ($m) Visitor Estimates by Purpose ('"000) Visitor Nights by Purpose ('"000)
% 2024 2024
2024 change 2024 change Share 2019 change Share AV_' Sty AV_' 3 =L _$ per
) ) Ny ) N (Nights)  Visitor Night
23/24 23/24 (36) 23/24 (%)

Holidkary 2,284 1,562 2,398 54% 5% 265%| 1,696.9 9533 11,3126 38%  -23% 48 5% 17,708 10,366 17,967 73% 1% 22.4% 137 1,827 133
Visiling Friends and Relalives 1,451 1,131 1,480 3% 2% 16.4%| 1,045.4 7822 1,015.2 30% -3% 375% | 23,334 16,084 25,452 585 9% 31.7% 251 1,458 58
Business 560 423 432 4% 4% 53% 3423 2134 2557 20%  -25% 9.4% 2,883 1,628 1,840 13% -36% 23% 72 1,884 262
Educalion 4,084 2,912 3,898 34% -5% A431% 2037 1143 158.9 39% -22% 5.9% 23,523 16,804 21,994 31% =T 27.4% 138.4 24,534 177
Employmenl 361 314 708 125% 96% 78% 452 553 929 B8% 101% 3.4% 5056 5268 12,617 139%  150% 15.7% 1359 7625 56
Olher reason (or nol asked) 86 57 a1 405 -6% 0.9% 96.0 742 881 19% -8% 3.3% 560 373 396 6% -29% 0.5% 45 915 203
Total 8,826 6,398 9,046 MN% 2% 100.0%| 3,137.6 2,050.8 2,7081 32% -14% 100.0%| 73,064 50,523 80,266 59%  10% 100.0% 296 3,340 mn3

Source: International Visitor Survey, Tourism Research Australia, Canberra, year ending December 2024, released March 2025. Expenditure includes package expenditure Base:
International visitors aged 15+ Data considered correct at the time of publishing.



A International data tables - YE December 2024

Table 3.5 Top 5 International Markets by Purpose — year ending December 2024

Year
ending
December

%
Visitors change
(000s)  23/24
2022
126.7
1n4.9
98.2
82.9

Origin

Singapore

% %pt
change change
19/24 Share* 19/24
529% W -2.4%
236% W -14%
301% W -3.1%
30.9% W -0.4%
39.5% & 61%

Visiting Friends and Relatives

% %
Visitors change change
(000s) 23/24 19/24

6%

48%

18%

19%

-2%

%pt
change

Share* 19/24
266% W -18%
491% M 3.8%
348% W -3.0%
248% W -01%
257% W -15%

Visitors
Origin (000s)
Nz
China
us

Singapore

Origin

India

Business

%pt
change

Share* 19/24
325% . 0.1%
47.6% & 27%
27.5% W -3.8%
372% M 7.5%
446% M 7.4%

China
India

Singa

Origin

Vietnam
Indonesia

Education

% %
change change
23/24 19/24

%pt
change

Share* 19/24
30.3% W -3.7%
41.5% W -6.0%
50.4% n/a
40.8% 4  52%
442% M 162%

Visitors
(000s)

pore

Table 3.6 Summary of international spend, visitors and nights by region — year ending December 2024

Year ending December

International Overnight Expenditure Estimates* International Overnight Visitors Estimates (*000)

International Visitor Nights Estimates (*000)

($m)
Share Share Share Av. $
R.Vic R.Vic R.Vic Av. Stay per Av.$ per
2019 2024 % 23/24 %19/24 2024 2019 2024 % 23/24 %19/24 2024 2019 2024 % 23/24 %19/24 2024 (Nights) Visitor Night

Murray 96 131 M7% 36% 20.3% 61 57 26% -6% 12.6% 1,966 319 120% 59% 321% 54.7 2,301 42
Geelong and the Bellarine 98 m 142% 183% 17.2% 64 74 49% 16% 16.3% 1,523 1292 57% -15% 13.3% 17.6 1,506 86
Great Ocean Road m 101 -12% -8% 15.7% 243 153 19% -37% 33.9% 1,047 899 -3% -14% 9.3% 5.9 661 13
Mornington Peninsula 78 84 30% 7% 13.0% 73 59 47% -19% 13.0% 1146 787 -21% -31% 81% 13.3 1,417 106
Goldfields 52 51 -13% 0% 8.0% 56 53 58% -6% Nn7% 902 953 34% 6% 9.8% 18.0 969 54
High Country 22 36 103% 65% 5.5% 36 30 19% -17% 6.6% 362 551 160% 52% S5.7% 18.4 1186 65
Gippsland 38 32 8% -15% 5.0% 86 55 32% -36% 121% 774 575 30% -26% 5.9% 10.5 592 56
Daylesford and the Macedon Ranges mn 29 680% 172% 4.5% 20 23 88% 14% S51% 292 626 225% 15% 6.4% 27.3 1,269 46
Phillip Island 26 26 126% 2% 4.0% 57 40 43% -29% 8.9% 149 276 1% 86% 2.8% 6.9 6517 94
Yarra Valley and Dandenong Ranges 59 25 -45% -58% 3.9% 62 36 7% -43% 7.9% 1,317 446 -30% -66% 4.6% 124 693 56
Grampians 20 9 -2% -6% 29% 57 34 8% -41% 7.5% 276 196 -21% -29% 2.0% 5.8 563 97
Regional Vic 61 645 36% 6% 594 452 26% -24% 9,787 9,721 42% -1% 21.5 1,427 66
Melbourne 8,215 8,401 42% 2% 2,967 2,552 33% -14% 63,277 70,545 62% 1% 27.6 3,292 119
Victoria 8,826 9,046 A1% 2% 3,138 2,708 32% -14% 73,064 80,266 59% 10% 29.6 3,340 13
Results in red italics are below the publishable threshold and should be treated with caution.
Source: International Visitor Survey, Tourism Research Australia, Canberra, year ending December 2024, released March 2025. Expenditure includes package expenditure Base:
International visitors aged 15+ Data considered correct at the time of publishing. 53



A International Visitor Survey - YE December 2024

Data notes

Results from the International Visitor Survey (IVS), published by Tourism Research Australia (TRA), year ending December 2024, released March 2025.

Base: Only those trips where International visitors aged 15 years who have stayed in Australia for less than 12 months are in scope.

Figures that are unreliable and unable to be published are represented by ’-’. Figures highlighted in red are considered unreliable as they are based on
small samples sizes and/or subject to high variability, but some are included in this unpublished document for completeness. Figures might not add up
due to rounding. Further information on international visitor statistics: can be found at International tourism to Australia | Tourism Research Australia

TO NOTE: The IVS produces international visitation estimates using a combination of airport interviews and immigration data taken from visa
applications/passports, previous travel records and sampled incoming passenger cards. Due to COVID-19 and the need for international border
restrictions, interviewing was limited from late December 2020. A small number of New Zealand interviews were undertaken during the months of
December, May, December and July 2021 and recommenced more broadly in 2022 when international borders reopened.

When IVS survey data has not been available, TRA estimates for international visitors have been produced by using more extensive administrative
immigration data and incoming passenger card information (with all cards currently being processed rather than sampled). TRA have imputed data and
matched historical IVS spend to the OAD using IVS records with at least 14 days in the first stopover to mimic hotel quarantine. Border and airport
closures were noted in the process of extracting the IVS donor records. Spend has been calculated using a statistical method drawn from IVS groups and
based on a range of characteristics (IVS spend is randomly assigned to the OAD within the same market, duration and port of entry strata). Stopover
regions were derived as that of the port of entry and the main intended destination of stay. Expenditure items were also adjusted by several factors,
such as proportions from the NVS. The changes in the data approach and processing have resulted in a range of limitations.

International figures for the year ending December 2024 are based on a full year of interview data. Results from the year ending December 2020 to
November 2023 are based on a combination of interviews and inputted data and only limited estimates are available below the state level and for key
metrics in this period e.g., purpose and regional level data.

For more detail go to International Visitor Survey (IVS) methodology | Tourism Research Australia

Next IVS release for the year ending March 2025: 25 June 2025 (tbc)
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https://www.tra.gov.au/en/international/international-visitor-survey-methodology
https://www.tra.gov.au/en/international
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State
Government

Back to contents

Report produced by the Tourism and Events Research Unit

Department of Jobs, Skills, Industry and Regions
Victorian Government

Data published March 2025

Further information can be found at Tourism Research Australia

or at Victoria’s Tourism and Events Research and Insights Hub

Data is considered correct at the time of publishing.

Due care is taken in the production of this report, however DJSIR accepts no
responsibility for use of this information.

Please contact: research@ecodev.vic.gov.au with any queries.
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