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- Overview @

A

A

O0Chapter 1: | n b o un grovidesingights onkdy atatistiss tabowt Australian travellers, where
they are going, and who they are. It also takes a look at Britain as a destination and its competitive set.

O0Chapter 2: EXx per i e nfeauses detaild abpue what @igtars from Australia are likely to do
in the UK, how they felt during their visit to the UK, and whether they would recommend a stay there to their
acquaintances. Perceptions of Britain held by Australians in general are also highlighted.

O0Chapter 3: Un d e r s ttakes d claseglook at aconsumeerrtrenes irbAustralia, and the booking,
planning and further travel behaviour of this source market. Some details on how to best reach Australian
consumers are indicated, too.

O0Chapter 4: Ac c e s shoasmhow peoplafrom Austtalia&raled o the UK, how to best cater
for their needs and wants during their stay, and gives insights into the Australian travel trade. Further ways of
working with VisitBritain and other useful research resources are pointed out in the appendix.

Please note that the majority of this report refers to the market conditions for travel from Australia to the UK prior
to the COVID-19 pandemic, and gives some insight on changes which have resulted from the crisis. An
international recovery sentiment tracking survey is available.
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https://www.visitbritain.org/inbound-covid-19-sentiment-tracker
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- How to use this document

A VisitBritaino6s Mar kectcompreherfsivd sansmades ef availalileaatadaadinsighss for key
inbound markets to the UK.

A Data is provided in as much detail as possible, across a range of topics. They are best used as reference documents,
rather than being read from start to finish. For further information on a market, please consult the links in the Appendix.

A To help the reader to find data which will be helpful to them, we have used signposting and summaries throughoui.

A To read key summary data points about this market, turn to the Executive Summatry.

A Within each Chapter, there are summary slides to introduce data on the following slides.
A Chapter 1 summaries: 1, 2, 3
A Chapter 2 summaries: 1, 2
A Chapter 3 summaries: 1, 2, 3, 4
A Chapter 4 summaries: 1
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- 1: Inbound market statistics

Chapter summary

A Australia is a key market for the UK. In 2019, it was the 10t largest inbound market for visits
globally, and the 5% most valuable for spend.

A ln 2019, the UK was Australiads Mmestvisited si t e o
overall (after New Zealand, Indonesia and the US).

A From 2009-2019, the Australian outbound market was demonstrating steady growth, but due 20 19
to the COVID-19 pandemic, visits to the UK from Australia declined by 84% in 2020. Pre- over £1 1bn
COVID, Australia was one of the only global markets to see inbound growth in Q1 2020, at _ "
+19% (166,000) for visits, and +38% for spend, hitting a new record for Q1 of £193m. spent In the UK

A Visits and spend from Australia to the UK are currently forecasted to recover to 2019 levels
by 2024.

A Australian visitors tend to be adventurous; they travel around the UK more than the average
visitor, are more likely to go to rural and coastal areas, and are more likely to hire a car.

A 45% of Australian travellers are in the UK visiting friends and relatives, well above the all
market average of 30%.

A Australians tend to stay longer in the UK than other markets, which may be linked to VFR
visits, distance travelled, and relative investment in a UK holiday.

A 62% of Australian holidaymakers are repeat visitors; a higher rate compared to the USA,
Canada, or New Zealand.

Source: International Passenger Survey by ONS, Oxford Economics. Please note that market-level inbound
statistics have not been produced for full-year 2020; see p. 11 for more.




- 2: Experiences and perceptions

Chapter summary

A Australians have a strong emotional link with the UK i they associate it with nostalgic
places which may be linked to their family history.

A 84% of Australians feel oO0very welcomedo in t
recommend a visit to the UK to others. 45%
A Seeing cultural attractions is the most influential motivation for a visit, but visiting friends
and relatives is also a key draw. 31% of Australians cite visiting friends and relatives as a of Australians visitors are
motivator to return to the UK (significantly higher than the all-market average of 21%). here to visit friends and
A Australians describe a potential trip to the UK as educational, fascinating and exciting. relatives (2019)
A They are looking for a holiday destination which they can explore, and the UK is seen as

the best destination to fulfil this desire.

A When it comes to activities in the UK, Australians are most keen to dine in restaurants, go
shopping, and go to the pub. All of these activities are more popular with Australians than
the global average, and generally, they are more likely than the average visitor to take part
In most activities during their trip.

Source: Anholt Nation Brands Index 2019 & 2020 (powered by Ipsos), International Passenger
Survey by ONS, VisitBritain/IPSOS 2016




- 3: Understanding the market

Chapter summary

A

A

Source: Australian Bureau of Statistics, Oxford Economics, Australian Passport Office, Skyscanner,
VisitBritain/Oxford Economics, TCI/VisitBritain/VisitScotland/VisitWales/London&Partners 2021

Australia has strong links with Britain, with 54% of the population identifying as having
Anglo-Celtic heritage.

The Australian economy was negatively impacted by the coronavirus pandemic in 2020,

but the country has seen lower infection and death rates compared to many comparable I— on d on
OECD countries. Domestic demand contributed to growth in late 2020, and the economy

entered 2021 on a 6solid footingd. In fact, WaSthes_econdmOSt
at the fastest pace seen in 32 years. booked international
Australians are among the most well-travelled people in the world, with 57% of Australians destination by
holding a passport, and the Australian Passport Office issuing over 7,000 every business Australians in 2019

day in 2019. (Skyscanner)

Sentiment research fielded in March-April 2021 revealed that 62% of Australians were
0definitely6é or o6éprobablyd considering taki
mont hs, indicating resilient oO0dreamingd fro
on outbound travel.

Australians were equally likely to consider visiting a large city on their next international
| ei sure trip, or Oroam around, Vvisiting man




- 4: Access and travel trade

Chapter summary

A

Most Australian visits to the UK are made by plane (86%), although 8% of Australian visitors
arrived via the tunnel in 2019. Arrivals by the tunnel are most likely to have come via France,
but some may have travelled via Belgium or the Netherlands.

Before COVID-19, airlines offered competitive fares between Australia and the UK via hubs in
Asia, the Middle East, Africa and North America, meaning that Australian visitors had a range
of affordable options to choose from.

There was also a non-stopping flight from Australia to the UK; from Perth to London Heathrow,
with a weekly seat capacity of 1,657 in 2019. This route was launched in 2018.

In response to the COVID-19 pandemic, the Australian government imposed an outbound
travel ban which has been in place since March 2020. Currently, the only exception to this is
guarantine free travel to New Zealand. Due to these travel restrictions, seat capacity on both
direct flights to the UK, and to gateway cities with routes to the UK, were significantly reduced
in 2020, and continue to be very limited as 2021 progresses.

When it comes to the booking process, Australians are significantly more likely to book travel
through a travel agent than the all market average, likely due to the complexity and expense
associated with such a significant journey.

Source: International Passenger Survey by ONS, Apex RdC, Australian Department of Home Affairs. Note: direct
flights keep the same flight code throughout a journey, regardless of stops (i.e. to refuel). Gateway hubs are based on
routes from Australia to gateway hubs from which it is possible to travel to the UK. They do not represent confirmed
seat capacity from Australia to the UK.

Over 348,000 weekly
departing seats

to gateway cities which have
routes to the UK (2019)
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- 1.1 Key statistics

Key insights

A

A

Source: International Passenger Survey by ONS, Oxford Economics; Please note that market-level inbound statistics have not

Australia wakrgeBtrsoutceamarkel im tering of visits, and 5" most valuable for
visitor spending in 2019.

Visits from Australia to the UK are mainly made to visit friends and relatives or for holidays
(45% and 42% of all 2019 visits from Australia to the UK respectively). Australian
holidaymakers spend slightly more in Britain than those visiting their friends or relatives (42%
and 40% of inbound spend respectively).

England outside London is the leading destination for a trip to Britain (53% of nights from
Australia to Britain were spent in these regions). Australian visitors also tend to travel around
the UK more than the average visitor (both in terms of visits including a stop in the different
regions and nations, and the total nights they spend there), and their top regions within
England by overnight stays are the North West and South East.

Australians tend to be familiar with the UK. 62% of Australian holidaymakers are repeat
visitors, and only 9% of visitors come to the UK as part of a package tour, the remaining 91%
being FIT travellers.

most valuable inbound
market for the UK In
2019

been produced by the ONS for full-year 2020 as the IPS was suspended from mid-March; latest full-year inbound data is for 2019. gﬁ @
More information is available here: https://www.visitbritain.org/2020-inbound-data
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- 1.1 Key statistics: global context and 10 year trend

Global context

2019 Measure VAEILE Nights >pend
Measure 1 (000s) (000s) (Em)

+18%

International tourism expenditure

(US$bn) 36.0

Global rank for international tourism
expenditure

Number of outbound overnight visits (m) 17.9

New

Most visited destination
Zealand

Inbound travel to the UK overview

10-year trend
2009
2010
2011
2012
2013
2014
2015
2016
2017
2018
2019

Share of UK total in
2019

Source: International Passenger Survey by ONS, UNWTO, Oxford Economics

899
944
981
886
960
980
1,048
1,015
1,120
1,039
1,063

2.6%

+3%
13,179
13,401
12,323
12,027
13,609
13,965
14,443
13,317
14,548
13,343
13,577

4.7%

+39%

843
911
908
903
1,077
1,142
1,123
1,105
1,231
1,090
1,174

4.1%
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- 1.1 Key statistics: volume and value &

Inbound volume and value Key metrics by journey purpose
Vleasure Rank out of UK Averages_ by journey N_ig_hts per Spend per S_p(_end per
top markets purposein 2019 visit night visit
o Holiday 10 £107 £1,103
Visits (000s) 1,063 +2% 10
Business** 15 £150 £2,291
Nights (000s) 13,577 +2% 6
Visiting Friends/ Relatives 16 £61 £967
Spend (Em) 1,174 +8% 5
Study** 26 £33 £866
Despite the Covid-19 outbreak in Q1 2020, visits from S
Australia to the UK increased by 19% in the first three months Misc. 4 k221 £93L
of 2020 compared to those months in 2019, at 166,000*.
All visits 13 £86 £1,104
Source: International Passenger Survey by ONS, *provisional data for ?ﬁ @

January-March 2020 **small base VisitBritain  VisitEngland



- 1.1 Key statistics: journey purpose

Journey purpose 2019 Journey purpose trends (visits 000s)
600
g am a2 — 00 .W
2 . 400
S . 30% 300
o 22% 200
©
0% 25 0 0 A—h—k ®—k ————
—— 2 § Z 9 g 3 & g § 2 @
Business Holiday Study Misc. 8 8 8 8 8 8 8 & & & <
m Australia = All markets =&—Holiday —f-Business -&-VFR =& Study Misc.
A 45% of all visits to the UK from Australia in 2019 were made AVFR visits represented 56% of nights spent in the UK by
to visit friends and relatives, followed by 42% of visits made Australian visitors in 2019, and 40% of spend.
for holiday purposes. Fewer visits were made for Business AHoliday and VFR combined account for 87% of all visits from
(6%), or Miscellaneous purposes (6%). Australia to the UK. VFR has been the leading journey

purpose from Australia since 2015.

an @
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- 1.1 Key statistics: seasonality &

Seasonality 2019 Seasonality trend (visits 000s)
500
40%
Jul 400
2 29%
> 25%  25% ., 25% 300
5 20% 22%
ﬁ 100
Jan-Mar Apr-Jun Jul-Sep Oct-Dec § g C:'; g g g g g g g g
N N N N N N N N N N N
m Australia = All markets —-Jan-Mar =@=Apr-Jun =—#&—Jul-Sep Oct-Dec

A Australian visitors tend to come to the UK in the summer months: in 2019, 2-in-5 visits from Australia to the UK were made between July and
September. This quarter has consistently been the most popular throughout the last decade.

A 1-in-4 visits happened in April-June, followed by October-December (22%).

A Q1 is a slightly less popular time among Australian visitors to the UK, with fewer visits than in any other quarter of the year (just 13% of all
visits from Australia to the UK in 2018). They have a lower propensity to visit in Q1 compared to the all market average.

an @
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- 1.1 Key statistics: length of stay and accommodation &

Accommodation stayed in, in 2019 (nights, %share) Duration of stay trend (visits 000s)
400
1% 1% 350
1% 0% 0% = Free guest with relatives g’gg ;
. 0% or friends 200 W
3% » Hotel/guest house 150
100
= Rented house/flat 58 . o *———0—0——¢ *—o—o
2 2 2 3§ g 3 8 &8 S 3 g
Bed & Breakfast T & & &8 & & &8 & & & ¥
. =@—Nil nights =#=1-3 nights =fll=4-7 nights —&—8-14 nights 15+ nights
= Camping/caravan
Own home A Australian visitors tend to stay in the UK longer than most
markets: in 2019 they stayed for 13 nights on average, compared
= Hostel/university/school to just 7 across all markets. This is driven by the high proportion
of Australians staying for 15+ nights.
= Other A The Australian inbound market to the UK is as much a VFR
market as a holiday market. This can explain why over half of the
= Paying guest family or nights spent by Australian visitors in the UK in 2019 were spent
friends house for free as a guest at friendsd «
= Holiday village/Centre as the most common accommodation type by hotel/guest house
(31%).

an @
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- 1.1 Key statistics: repeat visits and package tours &

Proportion of overnight holiday visitors to the UK who Proportion of visits that are bought as part of a package
have been to the UK before* or all-inclusive tour in 2019**
63% 19% 18%
62%
15%
60%
59%
10%
9% 9o s
56% %
5%
2%
1%
0%
Australia New Zealand USA Canada All markets Business Holiday VFR Study Misc. All
m Australia m All markets Journey
Purposes

A Australia is a mature market. In 2015, 62% of holiday visits from Australian residents (excluding British expats) to the UK were made by
repeat visitors, compared to 63% across all markets. On average an Australian holidaymaker came 3 times to the UK in the past 10
years.

A The proportion of Australian holiday visits to the UK bought as part of a package, or all-inclusive tour is slightly higher than the global
average for such visits in 2019.

International Passenger Survey by ONS. *2015, excluding British nationals; ‘(—27&\ @
**See definition of a package holiday in appendix VisitBritain  VisitEngland"



- 1.2 Getting around Britain

Annual visits to the UK (2019)

: Nights stayed . Spend

Total 13,583
Scotland (SC) 1,706
Wales (WA) 526
Northern Ireland (NI) 59
London (LDN) 3,920
North East (NE) 281
North West (NW) 1,374
Yorkshire (YO) 606
West Midlands (WM) 632
East Midlands (EM) 717
East of England (EoE) 388
South West (SW) 1,123
South East (SE) 1,371
Nil nights (Nil) N/A

Source: International Passenger Survey by ONS

1,064
148
58
5
568
44
148
86
71
62
71
113
171
11

1,174
146
58
4
513
22
83
44
41
32
58
69
105

Nights (% share, 2019@5

VisitBritain  VisitEngland”



- 1.2 Getting around Britain: regional spread and top towns/cities

Top towns and cities visited (2017-2019
P ( ) AThe Rest of England (i.e. regional England outside London) is the

leading destination for a trip to Britain; in 2019 it accounted for

Visits (000s) 53% of Australian visitors' nights in the UK.

Aln 2019, Australianséfavourite regions within England were the

London 616 - :
_ North West and South East; each comprising 10% of nights spent

Edinburgh 97 in the UK in that year.

Glasgow 48 A 29% of nights from Australia were spent in London in 2019,

significantly lower than the 41% from all markets. If we consider

Manchester 45 this by journey purpose, VFR visitors spent only 20% of their

York 29 nights in London in 2019, and demonstrate a fairly even spread
throughout English regions.

A Australians are more likely than other travellers to visit Scotland
and Wales, and indeed, Edinburgh is the second most popular
city in the UK for Australian visits.

53% A Visitors from Australia have an above-average propensity to go to

Regional spread 2019

% 41% rural and coastal areas of Britain.
= A Australian visitors are more likely than the all-market average
© visitor to hire a car. They are also more likely to use the train to go
% 13% gy around Britain more than other visitors.
< 4% 0
o - 0% 1%

Scotland Wales London Rest Of Northern

England Ireland

m Australia m All markets

an @

Source: International Passenger Survey by ONS
VisitBritain  VisitEngland™



- 1.2 Getting around Britain: visits to coast, countryside and villages

Propensity to visit coast, countryside and villages

VFR: Went to the coast or beaches

VFR: Went to countryside or villages

Business: Went to the coast or beaches

Business: Went to countryside or villages

Holiday: Went to the coast or beaches

Holiday: Went to countryside or villages

All journey purposes: Went to the coast or beaches

All journey purposes: Went to countryside or villages

m Australia

Source: International Passenger Survey by ONS 2016

m All markets

14%

30%

42%

27%

36%

27%

37%

an @
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- 1.2 Getting around Britain: use of internal modes of transport &

Propensity to use internal modes of transport

. 49%
Bus, tube, tram or metro train 60%

Taxi 38%

Train (outside town/city) 37%
Uber or other sharing app
Hired self-drive car/vehicle
Public bus/coach (outside town/city)

Private coach/minibus

Ferry/boat

1%

Domestic flight 4%
Other car/vehicle brought to the UK* O%/;%

27%
None of these 16%

m All markets B Australia

=
Source: International Passenger Survey by ONS 2018; most lorry drivers were not asked this question, and as a consequence, are not (—lj‘i‘ @
taken into account in the results for Acar/vehicle you/ group brought Vi tefpead (|



- 1.2 Getting around Britain: purchase of transport &

Transport services purchased before or during trip (%)
A Australian visitors are more likely than the all market

54% average to hire a car or vehicle when staying in the UK.
0, .
o2% A They also over-index on all other forms of transport
during their visit, whether within or outside a town or city.
40% A Usually they also tend to prefer booking those transport
36% elements before they travel, with more Australian holiday
3231 visitors booking their transport options before the trip
oy : - :
- - 6 N 57028% than during, apart from transport within London and train
24% 249% 25% travel.
2204 23%
219
15%
13%
9% 9%
ﬁ
Pre During| Pre During| Pre During| Pre During| Pre During| Pre During
Transport Train travel |Airport transfer| Coach travel Car hire Flights within
within London the UK

m Australia ® All markets

an @

Source: International Passenger Survey by ONS, VisitBritain/IPSOS 2016, base: visitors VisitBritain  VisitEngland



- 1.3 Visitor demographics &

Visitor characteristics

A Slightly more visits from Australia to the UK were made by men than women in
2019 (55% vs 45% respectively). This trend was slightly less emphasised in
2018 (51% men vs. 48% women in that year).

A In 2019, the most common age cohort of visitors was 55-64, comprising 740/
almost 1 in 4 visits. This was closely followed 35-44 year olds at 18%. Only 0
around 1% of visitors were children (aged 0-15 years).

. _ of Australian visits were
A 17% of the visits from Australian residents to the UK were made by British made by travellers living

nationals, and 76% were by Australian nationals. in the East of Australia

an ®

Source: International Passenger Survey by ONS VisitBritain  VisitEngland



- 1.3 Visitor demographics: gender and age groups &

Gender ratio of visits (2019): Age group trend (visits in 000s)
2019
|
All markets 2018
|
2017
Australia |
2016
|
m Male mFemale 2015
|
2014
Gender ratio of visits from Australia by journey purpose |
. 2013
(2019): ‘
. 2012
Misc. |
VFR 2010
Holiday 2009 ‘
Business |

0% 20% 40% 60% 80% 100%
m0-15 m16-24 m25-34 35-44 m45-54 55-64 65+

an @

Source: International Passenger Survey by ONS VisitBritain  VisitEngland"
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- 1.3 Visitor demographics: travel companions &

Who have Australian visitors to the UK travelled with?
43%

41%

Travelling on Spouse/PartnerChild(ren) agedChild(ren) agedChild(ren) aged Adult family  Adult friends Business Part of a tour
Own 0-4 5-11 12-17 member(s) colleague(s) group

m Australia = All markets

Australian visitors to the UK are most likely to travel with their spouse/partner, and this rate is significantly higher for Australians (43%) compared
to the average traveller (29%). They are also likely to travel independently (36%), and a total of 15% travel with children.

Source: International Passenger Survey by ONS, 2017, Who accompanied you on your visit to the UK, excluding UK residents you may have ?275\ @
visited during your trip? VisitBritain  VisitEngland'



- 1.3 Visitor demographics: Origin @

Visits in 000s |

Visits to the UK (2019) % share of visits

A Most visits from Australia to the UK are ] High
made by visitors from the Eastern states. B Medium _
A Just under a third of the visits from Australia [] Low Nonhsrrltnzmory

to the UK originate from New South Wales

(NSW), followed by visits from Victoria (VIC, L] None Queensland
26%), Western Australia (WA, 15%) and 142 | 14%
Queensland (QLD, 14%,). :
A About 86% of Australians live in urban Wefgeénﬁ?;:ma
areas with major urban areas being Sydney South Australia PR,
(NSW), Melbourne (VIC), Brisbane (QLD), 102 | 10%
Perth (WA), Adelaide (South Australia) and N\ ) ¢
Canberra (ACT). e

Australian Capitol
Territory

31 (3%

Victoria

279 | 26%

Other / unknown .

9 g %
0 Tasmania
9|1%

an @

Source: International Passenger Survey by ONS 2019, CIA World Factbook VisitBritain  VisitEngland"



- 1.4 The UK and its competitors (1) &

Market size, share and growth potential

A The UK was the 4t most visited destination by Australian travellers on
overnight trips in 2019, and the first within Europe.

A Before 2020, the Australian outbound market was demonstrating steady
growth; global overnight visits from this market grew by 58% from 2009 to The UK ranked
2019. ABS data revealed that outbound travel from Australia achieved a record 4th
in 2019.

A However, due to the COVID-19 pandemic, global overnight visits from
Australia shrank by 84% in 2020, and visits to the UK also declined by 84%.
Visits to the UK are forecasted to recover to 2019 levels by 2024.

among Australian
outbound destinations by
volume in 2019

=
o | @ ®
Source: Oxford Economics/VisitBritain, ABS Tourism and Transport VisitBritain  VisitEngland



- 1.4 The UK and its competitors (2)

The UKO6s market share of Aust H@tbricardd poténgal Vistts t& tREOUK Y000s)
competitor set

United Kingdom

United States

France

Italy

Japan

Germany

- .
20%
24%
3%
14% m 2009
6% m 2019

% m 2029

1400 1301

1200 /—

/
v
N /

; /
400

200

0

1997 2000 2003 2006 2009 2012 2015 2018 2021 2024 2027 2030

Source: Oxford Economics for competitor set based on overnight visits, 6 Hi st op o tce mtnidal vi sitso6 di splays tota Im i @t S
International Passenger Survey historic data and Oxford Economics forecasts with VisitBritain adaptations VisitBritain  VisitEngland"
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- 2.1 Inbound activities: summary &

Top 10 activities for Australian visitors during their visit

A Among Australian visitors, dining in restaurants is to the UK
the most popular activity, followed by shopping 1. Dining in restaurants
and going to the pub. Socialising with locals and _
sightseeing famous monuments/ buildings also 2. Shopping

often feature in visits from Australia to the UK.

A Overall, they are more likely than the all-market
average to participate in all sorts of activities in 4. Sightseeing famous monuments/buildings
Britain: playing sports, undertaking cultural
activities or sightseeing famous sites and
monuments. 6. Visiting parks or gardens

A There are also more likely to go shopping while in
the UK than the all-market average visitor, with
over half of Australian visits featuring buying 8. Visiting museums or art galleries
clothing items or shoes.

A Australian visitors are more likely to watch a live
football match than any other sports. 10.Visiting religious buildings

For more information on activities, please visit our
webpage of activities undertaken in Britain

3. Going to the pub

5. Socialising with the locals

7. Visiting castles or historic houses

9. Walking in the countryside

=
Source: International Passenger Survey by ONS, rankings based on 2006-2019 data élj‘i‘ @

VisitBritain  VisitEngland™


https://www.visitbritain.org/activities-undertaken-britain

- 2.1 Inbound activities: tourism and heritage &

Propensity to visit museums and galleries Propensity to visit built heritage sites

VFR: went sightseeing VFR: visited religious buildings

VFR: went on a guided tour

46%

VFR: visited museums and art VFR: visited castles/historic houses

galleries

46%

Holiday: went sightseeing Holiday: visited religious buildings

Holiday: went on a guided tour

. .. . . 0
Holiday: visited museums and art Holiday: visited castles/historic houses 480}37 L
galleries 0
Business: went sightseeing Business: visited religious buildings
Business: went on a guided tour
Business: visited museums and Business: visited castles/historic houses
art galleries
All journey purposes: went All journey purposes: visited religious
sightseeing buildings
All journey purposes: went on a . o ) )
guided tour All journey purposes: visited castles/historic 46%
All journey purposes: visited houses
museums/galleries
. m Australia m All markets
m Australia m All markets
=
| @ ®
Source: International Passenger Survey by ONS, 2016 VisitBritain  VisitEngland"



- 2.1 Inbound activities: culture &

Propensity to attend the performing arts Prqp_epsﬂy to participate into other culture-related
activities
All journey purposes: went to the

theatre/musical/opera/ballet . L . .
All journey purposes: visited literary, music,

All journey purposes: attended a festival TV, or film locations

All journey purposes: went to a live music
event
Business: went to the
theatre/musical/opera/ballet

Business: visited literary, music, TV or film
locations

Business: attended a festival . o _ _
Holiday: visited literary, music, TV, or film

Business: went to a live music event locations 12%
Holiday: went to the
theatre/musical/opera/ballet 22% VFR: visited literary, music, TV or film
Holiday: attended a festival locations
Holiday: went to a live music event 12%

Study: visited literary, music, TV or film
VFR: went to the locations
theatre/musical/opera/ballet

VFR: attended a festival Misc: visited literary, music, TV or film

. . locations
VFR: went to a live music event

m All markets ® Australia m All markets m Australia

an @

Source: International Passenger Survey by ONS, 2016 (performing arts) and 2013 (watch sport live) VisitBritain  VisitEngland’



- 2.1 Inbound activities: sports &

Propensity to partake in sports-related activities Number who watched sports live during trip (000s)

VFR: played golf 3% 63.1

VFR: played football

3%

VFR: took part in sports activities 3%

Holiday: played golf

Holiday: played football 32.3
Holiday: took part in sports activities 3%
All journey purposes: played golf
All journey purposes: played football 21 79
All journey purposes: took part in sports 3% 22 29
activities 0.9 0.7
| .
$ > 9 Q )
: @ \é’& S : @é}og & S Qoé
m Australia = All markets & O 2 « @,ng <2
x(
NS Ny

an @

Source: International Passenger Survey by ONS, 2016 (performing arts) and 2019 (watch sport live) VisitBritain  VisitEngland



2.1 Inbound activities: outdoors @

Propensity to go for a walk or cycle Propensity to enjoy the outdoors

VFR: Cycling/mountain-biking VFR: Going for a walk, hike or ramble

VFR: Walking along the coast VFER: visiting a National Park
51%

VFR: Walking in the countryside VFR: Visiting parks or gardens

Holiday: li tain-biki
oliday: Cycling/mountain-biking Holiday: Going for a walk, hike or ramble

Holiday: Walking along the coast ) o )
Holiday: Visiting a National Park

Holiday: Walking in the countryside

Holiday: Visiting parks or gardens 61%

Business: Cycling/mountain-biking

Business: Going for a walk, hike or ramble
Business: Walking along the coast

) o ) Business: Visiting a National Park
Business: Walking in the countryside

Business: Visiting parks or gardens

All journe &(%E)urposes:é gp J
All journey purposes: Going for a walk, hike or
Al'l journey pu ramble
Al | journey pur All journey purposes: Visiting a National Park
All journey purposes: Visiting parks or gardens
m Australia = All markets m Australia  ®All markets
an @
Source: International Passenger Survey by ONS, 2016 (visiting parks and gardens and a national park), 2010 (walking along the coast) and ()

2007 (walking in the countryside) VisitBritain  VisitEngland’



2.1 Inbound activities: going out @

Propensity to go to restaurants, or to have a traditional Propensity to go to the pub or bars and night clubs, or
afternoon tea to socialise with locals

VFR: traditional afternoon tea VFR: socialising with the locals

L 75% VFR: went to bars or night clubs
VFR: dining in restaurants 650
0

VFR: went to pub 73%

Holiday: traditional afternoon tea Holiday: socialising with the locals

o Holiday: went to pub 76%
. . 76%
Holiday: dining in restaurants .
1% Holiday: went to bars or night clubs
Business: traditional afternoon tea Business: socialising with the locals
Business: went to bars or night clubs
. S 2%
Business: dining in restaurants _
Business: went to pub
All journey purposes: traditional All journey purposes: socialising with the locals
afternoon tea . _ .
All journey purposes: went to bars or night
All journey purposes: dining in 74% clubs .
restaurants 63% All journey purposes: went to pub 1%
. m Australia m All markets
m Australia m All markets
a ®
Source: International Passenger Survey by ONS, 2008 (dining in restaurants) and 2017 (all other activities) VisitBritalri  VishErgiand



- 2.1 Inbound activities: shopping

Propensity to go to shopping

75%
VFR: went shopping
76%
Holiday: went shopping
69%
Business: went shopping
72%

All journey purposes: went
shopping

m Australia ® All markets

Source: International Passenger Survey by ONS, 2017 (shopping) and 2013 (purchase of selected items) T please note
that the data about ipurchased items is to be updated shortly given the revision of the 2009-2018 IPS data in May 2020

Propensity to purchase selected items

None of these

Other holiday souvenir

Items for your home e.qg. furnishing
Electrical or electronic items e.g. camera
CDs, DVDs, computer games etc
Food or drink

Games, toys or gifts for children
Books or stationery

Cosmetics or toiletries e.g. perfume
Bags, purses etc

Personal accessories e.g. jewellery

Clothes or shoes 54%

m Australia m All markets

an @
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- 2.2 Welcome and recommending Britain &

Feeling of o6welcomed i n Br it allikelihoodtorecommend Britain

0 85%
84% 82%

2% 2% 1% 0% 0% 0%

2% 2%

0% 0% 0% 0%
Very Welcome Neither Unwelcome Very
Welcome Unwelcome Extremely likely Likely Neutral Unlikely Not likely at all
m Australia ® All markets m Australia = All markets

an @

Source: International Passenger Survey by ONS, 2017 VisitBritain  VisitEngland"



2.2 Reasons to return to a holiday destination @

Reasons to return to a destination in general

Go back to see the sights/attractions | didn't see the previous time 44%
Visit a different part of the country 43%
The country is easy to get around o 43%
The local food/drink - 42%
Experience a new activity | did not do last time
The country is easy to get to for me
Positive interactions with locals the last time | visited
See friends/relatives in the country

The country caters well to tourists

Go back to the same part of the country

Go back to the same sights/attractions again
Stay in the same accommodation

4
10
0
1%

%

Learning new skills or crafts 18%

Accessible facilities for people
0
Other é?%

Boal needs (e.g. disabled or elder|

m All markets m Australia

Australian travellers are most likely to return to a destination in order to see sights/attractions they missed, visit a different part of the country,
and because a country is easy to get around.

an @

Source: Anholt Nation Brands Index, powered by Ipsos 2019 VisitBritain  VisitEngland"



2.2 Reasons to return to the UK

Reasons to return to the UK

%%

45%

Visit a different part of the country

Go back to see the sights/attractions | didn't see the previous time
The country is easy to get around

See friends/relatives in the country

Experience a new activity | did not do last time

The country caters well to tourists

. 0,
The local food/drink 8 56
22%

Positive interactions with locals the last time | visited 20%

Go back to the same sights/attractions again 8% 50

The country is easy to get to for me Wi 31%

49
6%

Go back to the same part of the country

o0
3%
B’ needs (e.g. disabled or elderly

Stay in the same accommodation

Learning new skills or crafts 14%
Accessible facilities for people with
Other

| don't intend to go back to the United Kingdom for a holiday again O/g%

m All markets m Australia

Motivations of Australian travellers to return to the UK are very similar to what triggers a return to other destinations, with a notable exception
being 31% being keen to see friends and relatives.
an @

Source: Anholt Nation Brands Index, powered by Ipsos 2019 VisitBritain  VisitEngland"



- 2.3 Perceptions of the UK (1) &

A Overall Australians hold very good, above average perceptions of the UK, and
rank it well above the global average for its visitorso w
vs Britainds gl obpl average rank of 11

A Australians also have a strong emotional link with Britain: it is where over a third
of them can revisit places of nostalgic importance to them, or visit places linked

to their family history. Areas of strength for the UK:

A Australian visitors are twice as likely as the global average to choose Britain as a _
destination to visit friends and relatives. Cultural attractions are also important to Culture, SpOI‘tS, Clty
them.

life, history and
famous sites

A Australians look for a holiday destination that will get them good value for money;,
provide fun and laughter and that they can explore. For the latter, they consider
Britain to be the best destination among those presented, while they think the US
woul d best deliver on the former two of

A Britain is also ranked above some competitor destinations for being a place with
lot of history and historic sites. Australians rate Britain as the top destination to
visit these iconic places.

A Experiences which would most likely motivate a trip to England are a drive
through the countryside of England, a canal boat tour through the waterways of
England, and a traditional afternoon tea.

: '
Z?i\
Source: VisitBritain/IPSOS 2016, Anholt-GfK Nation Brands Index 2018 & 2020 dA @

VisitBritain  VisitEngland



- 2.3 Perceptions of the UK (2)

UKG6s ranking (out of 50 nations)

Australian
Measure
respondents

Overall Nation Brand

All respondents

hwhmwNI

Culture (overall) 2

The country has a rich cultural heritage 6

The gountry IS an interesting and exciting place for contemporary culture such as music, films, art 5

and literature

The country excels at sports 3

People (overall) 4

If I visited the country, the people would make me feel welcome 4 11
Tourism (overall) 3

Would like to visit the country if money was no object 4

The country is rich in natural beauty 16 23
The country is rich in historic buildings and monuments 4

The country has a vibrant city life and urban attractions

an ®

Source: Anholt Nation Brands Index, powered by Ipsos 2020 VisitBritain  VisitEngland



- 2.3 Perceptions of the UK (3) &

Cultural associations Adjectives describing a potential trip to the UK
Museums 63% Educational 48%
Films 63% Fascinating 45%
Music Exciting 44%
Sports Relaxing
Opera Romantic
Modern Design None
Sculpture Spiritual
Pop videos Stressful
Street Carnival Boring
Circus Risky
None Depressing
mAll markets  mAustralia m All markets m Australia

an @

Source: Anholt Nation Brands Index, powered by Ipsos 2020 VisitBritain  VisitEngland"



- 2.3 Perceptions of the UK (4) @

Motivations for choosing Britain as a holiday destination

Cultural attractions

Visiting friends or relatives
Countryside/natural beauty
Easy to get around

Wide variety of places to visit
A mix of old and new

Ease of getting to the country
A good deal

Somewhere English-spoken
Wanted to go somewhere new
Vibrant cities

Easy to get plan/organise

Cost of staying in the destination
Meeting locals

Security / safety

Wide range of holiday activities
Try local food and drink
Accommodation (variety & quality)
Contemporary culture
Watching sport

A culture different from own
The climate / weather

Easy to visit with children

Visit a film/TV location

m Australia m All markets

Source: VisitBritain/IPSOS 2016, adjusted data, base: visitors (Market scores have been adjusted so that the sum of all motivations for each ?ﬁ @
market is equivalent to the global total, to enable meaningful comparisons)

VisitBritain  VisitEngland”



2.3 Perceptions of the UK (5) @

Sought-after Britain activities i top 18

Drive through the countryside of England

Take a canal boat tour through the waterways of England

Enjoy a traditional afternoon tea

Explore Britain's history using a historic cities app to uncover the stories 51%
A food tour of one of London's best foodie markets P2 %0

Shop for quirky gifts in a seaside town s /00,

Spot wildlife in the Scottish Highlands %160,

Walk along Hadrian's wall in Northern England

7%

60%

WA
. 59%

46%
Ride the scenic O6Hogwarts Express' (Har ﬂ%the Scottish Highland:
Stay the night in a fairy-tale castle Mo 7%

%%

Visit Madame Tussauds

Relax in Bath spa's rooftop pool 0409
Watch a musical in London's West End . 40%
Take a street art tour in one of Britain's modern cities 0%
Share stories over a pint with locals in a cosy rural pub 3836,
Visit Windsor Castle where Harry and Meghan got married 0%
Visit locations from my favourite TV/film shows filmed on location in Britain 3476
Hunt for The Loch Ness Monster with a boat cruise on Loch Ness 356,

m All markets m Australia

The most sought after activities for a future trip tofEBglaadno ©6ba
canal boat tour through the waterways of Engl anddo dndekondnterestiothese g a
activities vs. the all market average.

Source: Anholt Nation Brands Index, powered by Ipsos 2018; Rankings based on market-level scores that have been adjusted so that the ﬁ @

sum of all activities for each market is equivalent to the all-market total, to enable meaningful comparisons, including across markets VisitBritain _ Visitengland"



2.3 Perceptions of the UK (6)

Sought-after Britain activities i bottom 17

Watch your favourite movie at a London rooftop cinema
Experience a zip line adventure in Wales

Go hiking on the South West coast

Shop for vintage fashion and antiques

Climb one of Britain's highest mountains for epic views

A wine tour in the vineyards of England

Explore the Beatles Story in their home city of Liverpool

Blend your own whisky in a world famous Scotch whisky distillery
Hear the latest British bands at a music festival

Watch a Premier League football match live

Go punting (pole boating) on the rivers of Oxford or Cambridge
Learn how to make British Food in a cookery class

Watch a Premier League football match in a pub with locals
Go ice-skating outside one of London's iconic buildings

Go white water rafting

Follow a Gin Trail around London

Do a cycle tour in Britain

31%
4)
30%
.l
%
2 30%
31%

41%

%
. 36%
0

32%

%
27%
0

25%
26%

%

30%
24%
24%
22%

.l

9%
0,
9%0 %
26% _
970 m All markets m Australia

%

%

Australia consumers are highly likelytounder-i ndex on i nterest 1 n 6dgoing hi ki ng vioeyards df e
Engl anddé, o6exploring the Beatles story in their home c ifotlowingoafgintiail v er
around Londondé, and 6doing a cycle tour 1 n Bri

Source: Anholt Nation Brands Index, powered by Ipsos 2018; Rankings based on market-level scores that have been adjusted so that the ﬁ @
sum of all activities for each market is equivalent to the all-market total, to enable meaningful comparisons, including across markets

VisitBritain  VisitEngland”






- 3.1 Structural drivers

A

Australian is the 6™ largest country in the world by land area (Australian
Government). It is divided into 6 states (New South Wales, Queensland, South
Australia, Tasmania, Victoria, and Western Australia) and 2 territories
(Australian Capital Territory T ACT, and Northern Territory).

Its population (26m in 2021) is primarily located on the periphery of the
country, and is concentrated iIin its
Sydney, Melbourne, Brisbane, Perth, Adelaide, Canberra.

Demographically, Australia has strong links with Britain, with 54% of the
population identifying as having Anglo-Celtic heritage. Australia is a founding
member of the modern Commonwealth, and in June 2021, a free trade deal
between Australia and the UK was agreed.

Following a slowdown in growth after 2017, the Australian economy was
further negatively impacted by the coronavirus pandemic in 2020. However, in
the first half of 2021, recovery was relatively strong (please see more details
overleaf).

86%

of the Australian
population live in
urban areas

Source: Oxford Economics, CIA World Factbook, Statista, Australian Department of Home Affairs, Australian Bureau of Statistics, World Bank

an ®
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- 3.1 Structural drivers: economic and demographic indicators

A Australia has a highly developed mixed economy, and was
ranked t hehlangest dcahdmny byIlGBP in 2020.

A As a significant exporter of natural resources, energy and food,

Australia benefited from a surge in trade for nearly two
decades up until 2017.

A However, it entered 2018 facing challenges linked to the end of

the booming mining sector, and a sharp fall in global prices of
key export commodities.

A The COVID-19 outbreak in 2020 constituted another
challenge, with GDP shrinking by 2.4% in 2020. However,
domestic demand contributed to growth in late 2020, and the
economy entered 2021 on a

Key economic and demographic indicators

Measure (2021 data)

&

A In fact, in early 2021, Australian house prices were rising at the
fastest pace seen in 32 years, as the Sydney and Melbourne
property markets achieved a full recovery from a short lived
COVID downturn.

A Australia has experienced lower infection and death rates
compared to many comparable OECD countries, but a disrupted
vaccine roll out constitutes a risk for consumer confidence and
tourism recovery.

A As of 2019, Australia was the country with the second highest
mean and median wealth per adult (after Switzerland).
C a p g e miVarld Weslth Report shows that in 2019, Australia

6 s ol iranked B18 glopailygfas its HNWI volume*, with 284,000 HNWIs, up
by 7% on 2018.

Economic indicators (% growth) 2019 2020 2021 2022
1.9 5.2 3.3

Total population (m) 25.8 Real GDP -2.4
GDP per capita PPP (USS) 48,150 Consumer spending 1.2 -5.8 6.5 3.2
Annual average GDP growth over past decade (%) 2.2
Annual GDP growth in 2021 (%) 35 Unemployment rate (%) 5.2 6.5 5.3 4.8
Source: Oxford Economics, CIA World Factbook, Capgemni World Wealth Report 2020, ABS, Credit Suisse, Bloomberg, McKinsey, Australian Gov. =
* HNWI stands for High Net Worth Individual, definition in appendix ﬁ @

VisitBritain  VisitEngland



- 3.1 Structural drivers: exchange rate trends &

Exchange rate trends (cost of GBP in AUD)

3.50
3.00
2.50
2.00 1.82
1.50
1.00
0.50

0.00
2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

Please find the most up-to-date exchange rate trend based on monthly averages on our website.

= "
N
Source: Bank of England m @

VisitBritain  VisitEngland”



visitbritain.org/visitor-economy-facts

- 3.2 Consumer trends

A

Australians are among the most well-travelled people in the world, with 57% of the population
holding a passport, and the Australian Passport Office issuing over 7,000 every business day
in 2019.

The Australian passport is one of the most powerful globally; ranking 8th in the 2021 Arton
Passport Ranking. Australia was one of the first countries in the world to introduce e-
Passports, incorporating biometric passport technology.

For over a decade, there has been a growing tendency of Australians to holiday overseas
rather than domestically. Contributors to this trend include rising incomes, increased air
capacity and competitive air fares.

Australians are highly motivated to travel
of Australians browsing and booking holidays during work hours (an average of 57 minutes
per week).

Australians tend to stay longer abroad than visitors from most markets. Among the main
things they want from their holidays are to maximise their experience of the destination, enjoy
the landscape, and have the possibility to meet the locals and undertake authentic activities.
For that reason, multi-destination trips are quite frequent.

Due to the coronavirus, Australian borders have been closed since March 2020, and
commentators anticipate that residents may not be able to travel outbound once again before
the end of 2021. Despite this, travel sentiment remains relatively high, and trips to visit friends
and relatives may partly spur the desire to travel again as soon as it becomes possible.

Sources: Australian Passport Office, Finder, Roy Morgan

13.7m

Australians take at

least one annual .

holiday (pre COVID-
19)

an ®
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- 3.2 Consumer trends: travel trends pre COVID -19 &

A Inlate 2019, Skyscanner revealed travel trends that were predicted A Australian travellersé6 thirst fol
to become popular in 2020. Although travel plans were disrupted by 17% increase in adventure-based trips planned in 2020, jumping up
the coronavirus in early 2020, these trends may provide clues for two spots from 2019. Australia was also the market with the highest
Australian travellersd behavi our gharesofadveruxetbased trips compared to other markets in
A There was a shift in preference for Australian travellers to favour APAC.
longer trips and taking it easy in 2020, with Slow Travel set to be A Also up two spots was JOMO (joy of missing out), with 15% of
the most popular type of trip at 19%. Australian travellers motivated to go to destinations with
A The need to leisurely take time to explore destinations also placed significantly fewer tourists.
Micro Escapes (short, quick getaways nearby) in the fifth spot (28% A Travellers also indicated that they would like to travel more
growth). sustainably in 2020, with a 103% increase in the number of eco-

friendly trips planned in 2020.

Australian trip trends in 2019 vs. 2020

22%
19%
16% 16% 150 16%
14% 0 13%
11% 11%

9%
S 7% 8% 6% 7%

Slow travel Adventure travel Joy of missing out Solo trips Micro escapes Local gastronomy Sustainable travel Transformative Social media
journey inspired

m 2019 trips taken  m 2020 trips planned

=
| a B
Source: Skyscanner Australia Travel Trends 2020

VisitBritain  VisitEngland™



- 3.2 Consumer trends: visiting friends and relatives

Age of VFR travelers to the UK in the last

12 months
26%
24%
19%
13% 14%
4% I I
14-17 18-24 25-34 35-49 50-64

A In 2019, 45% of Australian visitors to the UK came to visit friends A
and relatives, and this trip purpose has been the most prominent
from the market since 2015.

A In early 2020, Roy Morgan conducted research to understand A
more about the profile, motivations and triggers of VFR travellers
in Australia.

A Demographically, these travellers tend to be in mid life (over half
aged 35-64), are likely to live in Sydney and Melbourne, with a
high average income and are 6bi &

Source: Roy Morgan 2020, Australian Bureau of Statistics

Luxurious, comfortable holiday

Holiday experiences on a VFR trip

Rest and relaxation
Socialising with others
Experiencing local culture

53%

Beach holiday
Cruise
Backpacking
Package tour
Nature holiday
Farm stay

VFR travellers are savvy and socially aware 7 likely to identify as
early adopters, value autonomy and creativity, and be open to new
opportunities.
When it comes to trip behaviour, over two thirds visited another
country in Europe during their last VFR trip to the UK, with France
coming out top. In addition to seeing friends and relatives, these
travellers visited historical places, museums, cities and gardens
during their trip, and like to eat out at restaurants.
Wnpuepnisthgyr VE-R travellerstalboehave a gileater prgpensity to e s .
return to the UK compared to the general population.

an @
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B 3.2 Consumer trends: impact of COVID -19 (1) &

The second wave of VisitBritainds | nt e r"MaitchidhAplil 20R19 pravides insjghtsSregontitei me n t
mindset of Australia travellers during the pandemic period.

Travel Intentions

A Travel sentiment from Australia remained unchanged in Wave 2 of the tracker, with 62% of Key activators for an international leisure trip
Australian respondents oO0definitelyd or Oprobablyd considering taking ar
trip in the next 12 months (vs. an all-market average of 73%). As borders are currently _ INT
closed, this is an indication of intention Australia - o ro
to travel.

A Positive sentiment was seen more among those aged 18-35 years (79%) and tended to Receiving a COVID-19 vaccination 520 43%
decrease in the older age brackets.

A Australia was among the markets with the highest proportion of travellers intending to visit Money-back guarantee should | wish . .
friends and relatives on their next trip i 47% compared to the all-market average of 34%. to cancel my trip S 4

A Of those intending to take a trip, only 5% have already booked, and 31% have decided - : :
A significant decrease in coronavirus

which destination they will go to, leaving the majority of travellers still open when it comes o 34% 34%
. . . . , . : cases at destination
to their travel choice. Wave 2 saw slightly a slightly higher proportion in the later planning
stages, but the proportion who had already booked actually decreased. Removal of quarantine policies in
. . T . L 34% 32%
A The top driver to book a trip was the availability of a vaccine (52%), followed by a money destination country

back guarantee upon cancellation (38%) and a significant decrease in cases at the
destination (34%).

A At the time of fieldwork, Australians travel sentiment was likely to cluster in early 2022
(due to government travel restrictions). 50% of Australians said that they would travel
internationally as soon as they can after being vaccinated.

You'r G.over nment 0533(90dV| czfi%on
international travel

a@n

Source: TCI/ VisitBritain/ VisitScotland/ Visit Wales/ London&Partners. Note: Sentiment data is from a tracking study, and results may change in subsequent waves VisitBritain



https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/international_covid-19_sentiment_research_-_wave_1_2021.pdf

B 3.2 Consumer trends: impact of COVID -19 (2)

&

Destination planning

A Asia was the most popular region for Australian travel 12840 0

travellers were considering Europe. These preferences remained stable vs. Wave 1.

next

Within Europe, Britain was the most popular market, followed by France, Italy, and Germany. For Australians considering Britain, England

is the most popular nation (65%), and London is the most popular destination (41%), followed by the South East (35%).

and then England. 36% perceived England to be O0safed6, and

A
A At the time of fieldwork, Australians perceived Scotland to the safest nation within Britain when it comes to coronavirus, followed by Wales,
A

54% pe

The most popular booking channel for Australians® nextectiwitht er nat i

accommodation provider o (37%)

Travel Preferences

A Travel with spouse/partner was the most popular form of travel (67%), Destination types for an international leisure
and 26% plan to travel with children under 18. trip
A 63% of Australians planned to stay in a hotel chain on their next

0,
international trip. Other options gained some popularity vs. Wave 1, with 46%

Large city

45% considering a bed and breakfast, and 42% a boutique hotel. Roam around 46%
A Australians were equally likely to consider visiting a large city on their Countryside

next trip, or oOroam around, Vi siti ngmalmadizad citytdwe g4® S O .
A When it comes to activities during an international trip, Australians were Coastline

most enthusiastic about exploring history and heritage, visiting

) ) } } . Mountains or hills
famous/iconic tourist attractions, and outdoor nature activities.

Source: TCI/ VisitBritain/ VisitScotland/ Visit Wales/ London&Partners. Note: Sentiment data is from a tracking study, and results may change in subsequent waves

a@n
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https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/international_covid-19_sentiment_research_-_wave_1_2021.pdf

- 3.3 Booking and planning

A Australian visitors have very long lead-in times compared to most other inbound

markets.
A 7 out of 10 Australian visitors starting to think of their holidays 6 months or more
prior to their trip, and about 6-in-10 decided on Britain as their destination in the
same time frame. Over half
A Over a thir.d had even boqked their trip 6 months or more in advance., and of Australian visitors had
another third had booked it between 3 and 6 months ahead of travelling. decided for Britain as
A Australians are significantly more likely to book travel to the UK through a their holiday destination
travel agent, tour operator or comparison site than the all market average. 6 months or more before
their trip

an ®

Source: VisitBritain/IPSOS 2016 VisitBritain  VisitEngland



- 3.3 Booking and planning: booking channels and ticket sales &

Propensity to make a purchase before or during trip

44%
41%

0 31%
30% 28% 28% 28%

22% 22%

11% 11%

Pre During Pre During Pre During Pre During Pre During

Theatre/musical/concert tickets Sporting event tickets Guided sightseeing tours in London|Guided sightseeing tours outside of

London

Tickets/passes for other tourist
attractions
m Australia m All markets

A Overall, Australian visitors tend to have purchased fewer activities to undertake in the UK than the global average, which is likely linked to
longerstaysit hey donot f e ebookallladivitieschefare travelling.r e

A Despite 72% of Australian visitors liking to plan carefully their holidays before they leave, they would only be more likely to have purchased
sporting event tickets before their trip rather than during their visit to Britain.

A Tickets or passes for miscellaneous tourist attractions are the one thing they are most likely to have purchased across all categories.

an @

Source: VisitBritain/IPSOS 2016, base: visitors (online survey) VisitBritain  VisitEngland"



- 3.3 Booking and planning: lead -times (1) @

Decision lead-time for visiting Britain

Starting to think about trip Deciding on the destination

6+ months 70% 49% 6+ months 59% 32%
3-6 months 20% 31% 3-6 months 27% 38%
1-2 months 2% 13% 1-2 months 8% 19%
Less than 1 month 3% 5% Less than 1 month 3% 7%
Dondt know 2% 3% Dondt know 3% 3%
Looking at options/prices Booking the trip

6+ months 50% 21% 6+ months 38% 14%
3-6 months 30% 37% 3-6 months 33% 32%
1-2 months 13% 27% 1-2 months 15% 28%
Less than 1 month 5% 12% Less than 1 month 10% 21%
Dondt know 3% 4% Dondt know 3% 5%

=
El?&‘
Source: VisitBritain/IPSOS 2016, base: visitors @
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- 3.3 Booking and planning: lead -times (2) @

Decision lead-time for visiting Britain: commentary (see tables on previous slide)

AAustralian visitors have longer lead-times than the global average for all stages of the planning and booking of their visit
to the UK.

ASeven out of ten Australian visitors start to think about their trip to Britain early, 6 months or more beforehand,
compared to about one-in-two on average globally.

AAustralians made their decision to visit Britain even further ahead of the global average with 59% doing so in the same
time frame, 6 months prior to their trip, compared to 32% for the global average. A further 27% of Australian visitors did
so between 3 and 6 months before their departure.

AHalf of Australians had looked for options and prices as early as more than six months prior to the trip, and an additional
30% did so between three and six months before. This compares with only 58% of all visitors doing so three months or
more before departure.

AFinally, a quarter of the bookings to Britain were made by Australian visitors less than two months before their trip,
against about half of previous visitors on average across all markets.

AWhen booking transport to Britain and accommodation for their stay there, they are more likely to do so directly with the
service provider (55% and 60% of Australian visitors respectively) rather than through an intermediary.

an @

Source: VisitBritain/IPSOS 2016, base: visitors VisitBritain  VisitEngland
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3.4 Reaching the consumer

Australi ads media scene Is creativel

advanced. There is a tradition of public broadcasting, but privately owned TV
and radio have the biggest audience.

The ownership of print and broadcast media is highly concentrated, with
leading conglomerates including News Corp Australia, Seven West Media and
Fairfax Media-Nine Entertainment group.

Newspapers and magazines are still highly relevant media in Australia, and
newspaper content was heavy relied upon during the COVID-19 lockdown in
2020, whether accessed in print or online.

However, broadcast TV is still seen as the most trusted source for news. Ads
on television are the number one source of new brand discovery, and Australia
has among the highest concentration of video streaming services in the world.

Australia has an internet penetration rate of 89%, and social media penetration
rate of 80%. Laptop and desktop devices hold the largest share of web traffic
compared to smartphones and tablets. Use of voice search has been growing
steadily in recent years.

Source: BBC Media profiles, Roy Morgan, Hootsuite Digital 2021, We Are Social Digital Report 2021
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technologically
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88%

of Australians aged 14+
consume newspaper
content each month
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- 3.4 Reaching the consumer: print media landscape &

A Newspapers and magazines are still highly relevant media in Australia.

A Australian newspaper circulation has been found to be among the most concentrated in the democratic world (see media interests
shapshot on slide 66). News Corp owns a paper in every state and territory, including national broadsheet The Australian.

A An estimated 88% of Australians aged 14+ read or access newspapers or newspaper content each month either via print editions,

websites, apps or news platforms, and 74% read a magazine er acce
turned to news providers in unprecedented numbers during the coronavirus pandemic, with the leading News Corp mastheads and national
broadsheet The Australian read by over 4.3 million in an average

A In early 2020, the magazine industry faced a crisis, with 7 titles dropping out of circulation in less than a week. Multiple ownership changes,
accelerated decline in advertising revenue due to COVID-19, and the reduction in supply due to the subsequent closure of titles has
reshaped the Australian magazine industry. A | arge maj otfdaigegry of Au
readership via their print editions with publishers struggling to find a sustainable way to adapt and monetise digital channels.

Newspapers Magazines

Top ranked by cross-platform audience (2020)

Top ranked by cross-platform audience (2020)

Sydney Morning Herald (daily & weekend editions) Woman's Day

The Age (daily & weekend editions) Australian Women's Weekly
Daily Telegraph (+ Sunday Telegraph) Taste.com.au Magazine
The Australian (daily & weekend editions) Take 5 (weekly)

Herald Sun (+ Sunday Herald Sun) TV Week

Australian Financial Review Take 5 Bumper Monthly
Courier-Mail (+ Sunday Mail) New Idea

Sunday Times Better Homes & Gardens
Adelaide Advertiser (+ Sunday Mail) National Geographic

West Australian Who

TS
. . \
Source: Roy Morgan, MirageNews, The Guardian «/‘\
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- 3.4 Reaching the consumer: broadcast media landscape &
TV

A The amount of broadcast media Australians watch continues to fall across the board, ABC & SBS i national public TV stations
in particular among 18-24 year olds. However, TV emerged as the favoured news BBC - national
source during the COVID-19 lockdown in 2020, and TV is still regarded as the most _ : - : -
trusted source of news. Australians watched TV for roughly 70 hours per month in Viacom/CBS International Television: Channel 10 & associated digital

2020. channels - national

A Australiabés appetite for subscription vi Nine Entertainment Co. - national
a penetration rate of 70% in Australia, among the highest in the world. Almost 50% of Seven West Media: Channel 7 & associated digital channels - national
the population subscribing to at least two SVOD services. Netflix is by far the most Foxtel i national

popular service, followed by Stan, Amazon Prime and Disney+. In 2021, a streaming
service will be offered by Paramount+.
A Australian homes are experiencing a screen explosion, with the average home

Sports only channels: FoxSport is a joint venture with Newscorp, Tabcorp;
Racing Victoria, belN

having 6.7 devices. PRIME Media Group - regional
A On average, sports fans spend nearly 6 hours watching sport per week via Southern Cross Austereo i regional
subscription, telco channels or pay TV networks, with sport the number one reason WIN Corporation - regional

many Australians continue with their pay TV subscriptions.

Key radio channels
Radio

Southern Cross Austereo: KIS FM

A Radio broadcasters are using multiple platforms to engage their audiences, including , ,
Macquarie Media

broadcast radio, as well as radio streams via podcasts, smart speakers, apps and

websites. ABC NewsRadio/ Radio National
A In 2020, 82% of Australians listened to audio content via at least one of these SBS Radio
means. This is a significantly higher rate than seen in the US, Canada or Germany. Triple J

A Broadcast radio remains the leading in-car audio entertainment (83%), and podcast

listening is growing steadily, with 17% having listened to one in the past week in NOV"_" Entert(.';unment
2020. Australian Radio Network

an ®

Source: Roy Morgan, Statista, ThinkTV, Media.info, RadioAlive, Deloitte Consumer Media Survey 2020 VisitBritain  VisitEngland



- 3.4 Reaching the consumer: media interests snapshot &

overview of the main
interests in Australian major
commercial television, radio
networks, and associated
newspapers i showing
strong consolidation of
media ownership.

This infographic provides an >

m: o
‘
Source: ACMA 2020 o @
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