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 MARKET OVERVIEW 

 Australian received more than 6.8million international visitors in the year ending September 2014.  

  

 

   
 

   

   INTRODUCTION 



 EASTERN MARKETS VS  
WESTERN MARKETS   

  

 The traditional western hemisphere markets are still 
important:  
ï In 2013/2014, approximately 50% of all international 

visitors to Victoria were from the western markets.   

ï Western markets stay longer and have higher dispersal 

 

 UNDERSTANDING ASIA  
 

 China is leading the growth but there are 

opportunities from all the Asian markets:  
ï 365,000 Chinese tourists visited Victoria in the year 

ending September 2014.   

ï There are more than 200,000 visitors to Victoria from 
the establish Asian markets in Singapore and Malaysia 

ï China, Indonesia, India and Malaysia arrivals showing 
recent strong growth 

 

   MARKET OVERVIEW 

 
Source: Tourism Victoria. Data: International Visitor Survey, Tourism Research Australia, Canberra, year 
ending June 2008 to 2013: Population 15+. TRA Spring Forecast 2013 Issue 2, October 2013.  



 TRAVEL SEGMENTS  
  

 There are six key international visitor segments based on 
purpose of visit:  
ï Holiday 
ï Visiting Friends & Relatives (VFR) 
ï Business  
ï Education  
ï Employment  

   

 TRAVEL STYLES 
  

 It is important to consider a visitors ability to visit your product 
or region 
ï Group Vs FIT 
ï Self Drive 
ï Backpackers 
ï Working Holiday Makers 

   

 LENGTH OF STAY 
  

 Visitor length of stay varies considerably between segments and 
markets 
ï In YE June 2014, Chinese holiday visitors spent 3.8 nights in 

Melbourne compared to 40 nights for the VFR market 

   UNDERSTANDING THE MARKET 

 
Source: Tourism Victoria. Data: International Visitor Survey, Tourism Research Australia, Canberra, year ending June 2014.  



  

PRACTICAL 
OPPORTUNITIES 



  PRACTICAL TIPS  

 WORKING WITH THE  
INTERNATIONAL MARKETS 

  

 To help you identify the practical opportunities to work 

with the international tourism markets, we have 
identified four key areas:  

 
ï Product Development  
ï Act Local 
ï Marketing and Promotion 
ï Business and Community Links  

 
 For many businesses, a key questions is are we ready / 

appropriate for the international tourism markets? 

 



 TARGET MARKETS 
  

 Clearly identify which international target market/s are 

right for your business:   
ï Country  
ï Demographics  
ï Segment  
ï Traveller Style 

 
  

 

    

   PRODUCT DEVELOPMENT 
  

 

 

 

 
 

 

  
 

VISITOR INTERESTS 
 

Understand the motivators and drivers of 
international visitors. 
 

ï What are they currently doing?  
ï What do they like doing? 
ï How are they consuming tourism experiences? 



 INTERNATIONAL READY 
PRODUCT 

 

 Considerations for international 
experience development: 
ï Value your existing visitors 

ï Ensuring your customers can get to your 
product 

ï Enhancing / refinement  

ï Keeping it authentic  

ï Safety and comfort 

ï Language and cultural Considerations  

   PRODUCT DEVELOPMENT 

Consumer passions and interest segmentation 

 
Source: Tourism Australia, Consumer Demand Project ς Understanding the Chinese consumer. May 2014 



 PARTNERSHIPS 
  

 Importance of partnerships 
ï Local, regional and state tourism organisations  

 (Eg. Western Melbourne Tourism, Destination Melbourne 
and Tourism Victoria)  

ï Tour operators and other local tourism products / 
experiences  

ï Non-tourism partners 
 

 Reaching visitors   
ï Target visitors when they are in Melbourne through local 

channels such as hotels and Visitor Centres  

ï Utilise existing resources and programs (Eg. Tourism 
±ƛŎǘƻǊƛŀΩǎ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ǿŜōǎƛǘŜύ ŀƴŘ 

 

 Victoria University 
ï Graduation Packages 

ï Educational tourism products 

ï Footscray University Town  

ï Centenary Celebration  

 

   ACT LOCAL 



 INTERNATIONAL STUDENTS 

 International education brings tourism opportunities 
ï 413,032 enrolments of full-fee paying international students at year-to-date 

March 2015  

ï Key markets: China, India, Vietnam and Korea 

  

 

        

   ACT LOCAL  

Source: Department of Education and Training, Monthly Summary of International Student Enrolment Data 

άLƴǘŜǊƴŀǘƛƻƴŀƭ ǎǘǳŘŜƴǘǎ ǎǘǳŘȅƛƴƎ ƛƴ !ǳǎǘǊŀƭƛŀΣ 
ǘƻƎŜǘƘŜǊ ǿƛǘƘ ǾƛǎƛǘƛƴƎ ŦŀƳƛƭȅ ŀƴŘ ŦǊƛŜƴŘǎΧ 
make a significant contribution to 
!ǳǎǘǊŀƭƛŀΩǎ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅΧέ  

Draft National Strategy for International 
Education, April 2015 



Source: Davidson et al. (2010) International education visitation ς tourism opportunities, CRC for Sustainable Tourism. 

 INTERNATIONAL STUDENTS 
           

 Students are travellers 
ï 84.9% international students travel while studying in 

Australia 
ï Short trips are more popular: 24% day trips, 38.2% 

one to three day trips 
ï Sightseeing and shopping for pleasure are popular 

activities  
 

 Alumni return to travel 
ï 64% of China based alumni travelled back to 

Australia in the last five years. 
ï The majority have visited Australia twice or more in 

the last five years. 18% have travelled five or more 
times. 

ï 62% stayed for more than two weeks with 38% 
staying for more than four weeks. 

ï They tend to combine business and professional 
activities with their holiday. 

ï Majority stayed with friends (44%) or family 
members (28%).  

ï 93% intend to travel back to Australia. 21% intend to 
travel five or more times in the next five years.  

 

 Source: Pyke, J. et al. (2013) The role and influence of China based Australian Alumni on 
travel and tourism, Centre for Tourism and Services Research, Victoria University.  

 
 

   ACT LOCAL  



 REACHING INTERNATIONAL VISITORS 
  

 International visitors and particularly Asian visitors 

rely heavily on the internet, travel agents and word of 
mouth recommendations when planning and booking 

their holidays.  

 

 

 

   MARKETING AND PROMOTION 

  
 
 
 
 
 

 

  
 
 
 THE INTERNATIONAL TRAVEL TRADE  
 

 The travel trade plays an important role in international tourism. 
Working with the travel trade, it is important to consider:  

 

ï Focusing your efforts on the local tour operators / Inbound  tour operators 
ï Working with regional and state partners to leverage their trade marketing 

and development activities 
ï Understanding commission structures 



 LEVERAGE DIGITAL OPPORTUNITIES
  

 Online Tourism Platforms 
ï International programs should integrate with broader 

online marketing activities.  

ï Sites such as trip advisor / booking.com are 
automatically linked to their foreign language variants  

ï Access to Wifi is important to international visitors.  

ï Social / mobile platforms are essential to international 
visitors, particularly from Asia.   

ï Many of the major social media / online platforms are 
blocked in China.  

ï Engagement Vs Followers  

 

    

 MARKETING AND PROMOTION 



 ENGAGING WITH THE COMMUNITY 
 

 Work with the international students to reach the 
VFR market 
ï 57.5% of students indicated that they have had friends 

and family from their home country visit 

ï Most VFR stayed 1-2 weeks (40.3%). 23.9% stayed 
more than two weeks and 20.1% stayed more than 
one month  

ï The majority anticipate that at least one of their 
friends (83.4%) and family (85%) will visit Australia, 
most expect two friends and two family members to 
visit them 

 

The local community can help develop and deliver 
international / VFR experiences and services:   
ï Acting as a channel to reach international visitors 

ï Provide services appropriate for international visitors 

ï Supporting tourism business catering for international 
visitors  

 

 

BUSINESS AND COMMUNITY LINKS 

Where VFR of Chinese students stay 

Source: Davidson et al. (2010) International education visitation ς tourism opportunities, CRC for Sustainable Tourism. 



Source̔ IƻǘŜƭǎΦŎƻƳϰ /ƘƛƴŜǎŜ LƴǘŜǊƴŀǘƛƻƴŀƭ ¢ǊŀǾŜƭ 
Monitor 2014 

 FESTIVALS AND EVENTS  
   

 Western Melbourne has a number of major 
events and festivals that could provide a platform 
for international tourism development.  

 

 These include:  
ï Spring Racing Carnival  
ï Australian International Airshow 
ï Lunar New Year (Docklands)  

 
 BUSINESS AND ECONOMIC LINKAGES 
  

 Business and economic development can help 
drive international tourism. Opportunities might 
include:  
ï Meetings, incentives, conferences and events 

tourism 
ï Business travel 
ï International investment in tourism 

infrastructure  

 
 

 
 

BUSINESS AND COMMUNITY LINKS 


