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In February 2018, the Australian Government established the Beyond Tourism 2020 Steering 
Committee to report to Government on its vision for the future of the tourism industry.  
The Committee submitted its industry report to Government in December 2018.
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Emerging markets
•  �With China and India predicted to add an estimated 1.2 billion 
to their middle class populations by 2030, travel from China 
and India will continue to dominate global travel growth in 
the next decade. Given Australia is high on the aspirational 
‘destination to visit’ list, it is well placed to benefit from this 
burgeoning consumer class. 

•  �While Australia works to ensure the destination remains 
competitive to maximise the opportunity from China, 
attention and efforts need to be geared to other emerging 
markets such as India, South-East Asia and South America.

Popularity of online education 
•  �This trend may mean there is a decline in international 
students (many of which are currently captured in tourism 
figures) visiting Australia. This will likely have flow on effects 

on the number of international visitors travelling to Australia 
to visit friends and families.

•  �There is an opportunity to enhance development of 
destination experiences to ensure Australia remains 
competitive as an education destination relative to online 
education.

Social licence
•  �With growing global tourism comes the potential for 
issues relating to local community acceptance of crowds 
and over-use of resources at popular tourist destinations 
around the world. A yield diversification strategy focussed on 
enticing visitors to stay longer may alleviate some of these 
social licence issues in addition to the development of a 
communication strategy to convey the benefits of tourism and 
the visitor economy.

The Committee believes an ambitious approach to forecast growth should be taken with the following overnight visitor 
expenditure target range. Modelling by BDA Marketing found that without intervention, international visitation is likely to 
increase from 8.8 million trips in 2017 to 13.7 million trips by 2030 and domestic visitation is likely to increase from 97.2 million 
in 2017 to 111.7 million trips by 2030.9 If Australian tourism was to improve its performance and grow at a faster rate using 
targeted industry and government interventions, international visitation is forecast to increase to between 15.3 and 21.2 million 
trips by 2030. Over the same period, domestic visitation is forecast to increase to between 124.5 and 172.2 million trips by 2030. 

What does achieving the tourism 2030 goals mean for the Australian economy?
The economic impact of the lower demand scenario to the wider Australian economy is projected to be an additional $6.2 
billion (in nominal GDP) in 2030 compared to the baseline demand scenario. Under the upper demand scenario, the economy is 
projected to be $29.6 billion larger in 2030 compared to the baseline.

Achievement of the targets requires a review of a number of areas of policy that facilitate growth, and investment in areas that 
will generate substantial incremental revenues to the economy and job creation.

P R O P O S E D  E X P E N D I T U R E  TA R G E T S  A N D  S U P P LY  R E Q U I R E M E N T S

• �By 2025, achieve $152-$195 billion in overnight visitor 
expenditure10

• �By 2030, achieve $181-250 billion in overnight visitor 
expenditure ($89.1-$123.3 in international  
expenditure and $91.6-$126.7 in domestic expenditure)11

• �Accommodation: In achieving the 2030 expenditure goals, 
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9� 10 11 BDA Marketing, 2018, Demand side modelling to support the development of the 2030 tourism strategy
12�World Economic Outlook, April 2018, International Monetary Fund

ST R AT E G I C  P I L L A R S  TO  D R I V E  G R O W T H

1. Drive demand
This report’s long-term tourism visitor expenditure forecast 
target of $181-250 billion represents very aspirational growth of 
over 130 per cent from 2017. The global economic outlook and 
environment facing Australia is much more positive compared 
to a decade ago when the global financial crisis shocked many 
parts of key advanced economies. World growth strengthened in 
2017 to 3.8 per cent, driven by investment recovery in advanced 
economies, continued strong growth in Asia and a notable 
upswing in emerging Europe.12 Asia and other emerging regions 
will continue to be the growth engines of the global economy, 
and many of these markets are at Australia’s doorstep. Next 
generation aircraft now enable Australia to be served non-
stop from long haul cities in Europe and North America, which 
opens new growth markets and traveller segments. Business 
events, major sporting events, and international education 
have important roles in generating whole-of-lifecycle visitor 
demand to enable Australia to fully capitalise on the economic 
potential of the visitor economy. Together, these sectors will 
elevate Australia’s global profile to attract greater tourism 
demand and investment interest. Major events also leverage 

significant investment being made in convention venues and 
stadia across the country. Given the intense global competition 
for the tourism dollar, it is more important than ever for 
Australia to maintain and improve its competitiveness to ensure 
the destination remains front of mind for the international 
traveller. Targeted marketing to potential visitors will be 
enabled by improvements in the capture and analysis of big 
data. Indigenous tourism is one of Australia’s unique features 
and should continue to be promoted. Driving sustainable 
tourist volumes and encouraging visitor dispersal to regional 
centres will be a fundamental focus to deliver growth and yield. 
Greater alignment between government and industry to build 
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rising urbanisation and associated commuter traffic puts 
pressure on transport nodes servicing airports and visitor 
gateways. Ensuring airports are supported by connecting 
surface transport is vital to supporting visitor growth. Airports 
largely reliant on road transport to connect to city centres 
may face significant congestion issues. Offering efficient and 
affordable public transport options at airports, including road 
and rail transport connections, enhance choice for travellers and 
ease pressure on existing modes of transport.

Staying overnight
By 2030, 47 per cent of the increase in total commercial 
accommodation needed across the eight capital cities, 
Cairns and the Gold Coast will be required in Sydney and 
Melbourne.14 Given the significance of Sydney as a gateway 
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4. Harness technology to enhance visitor experience
Technology will continue to play an important role in building 
an accessible and productive tourism industry. Over the 
past decade, advances in technology have fundamentally 
changed the traveller experience, with tourism operators and 
government adopting innovative solutions to simplify and 
improve the travel experience and tourism product for visitors. 
As travellers increasingly seek customised travel information 
and real-time digital interactions, technology advances will 
continue to transform the visitor experience beyond 2020. In 
this environment, tourism operators will be expected to deliver 
uniquely tailored travel options for customers across multiple 
digital platforms and harness a range of new technology. 

Applying for a visa and then efficient, safe and modern 
facilitation of passengers through Australia’s border is 
paramount to shaping first impressions of Australia. The 
continued implementation of cutting edge technologies at 
international ports will ensure Australia’s passenger facilitation 
processes balance efficiency with security and position Australia 
as a safe and welcoming destination.

Given the tourism industry is made up of a number of different 
sectors at the forefront of technology solutions (e.g. transport, 
travel and accommodation), Australia’s tourism industry has 
an important early agitator/adopter role to play in ensuring 
governments provide the right environment for these 
technologies to be fully exploited. Beyond 2020, Australian 
tourism operators must ensure they are prepared for rapid 
change. Social media has provided a low-cost marketing platform 
for smaller operators and facilitated new market entrants. Further 
disruption from outside the sector is inevitable.

To remain internationally competitive, the tourism industry 
will need to optimise the use of new digital platforms and 
technologies as they emerge, ensuring tourism products and 
services are available in formats that meet the ever changing 
needs of the domestic and global consumer. This includes 
providing access to digital booking/purchasing platforms, 
flexible payment options, new forms of transportation and 
virtual experiences.  

5. Establish a suitably skilled and available workforce that 
aligns with Australia’s world-class positioning
The Australian labour market is highly competitive, with many 
tourism businesses facing challenges in attracting and retaining 
quality staff, particularly in regional and remote areas. Tourism 
occupations can be negatively associated with poor conditions, 
long hours and low remuneration. Employment in tourism is 
often viewed as a short term solution for the youth market and 
an activity undertaken during holidays ahead of commencing a 
longer term or “actual” career. These issues are compounded in 
regional areas and, in some cases, result in tourism businesses 
needing to fill labour shortages with temporary foreign labour. 

On top of this, in part due to the relatively high cost of wages, 
Australia is a high cost destination for international visitors. 
Australia must ensure our service standards meet expectations 

associated with this higher price positioning. Elevating the 
profile of tourism careers will help to increase service standards. 

Industry and education and training institutions must 
collaborate in a regular and systematic manner to facilitate 
high quality outcomes for Australia’s tourism service economy. 
Due to changes in financing, vocational education and training 
(VET) courses are now less competitive against higher education 
courses and there is an observable shift away from VET. This has 
reduced the number of students receiving practical, on the job 
training that is provided through vocational education. This may 
result in greater shortages in skilled occupations, such as chefs, 
as school leavers pursue a university degree rather than enrol 
in apprenticeships. Reflecting this shift, it is now critical for 
more of a direct link to be established at a local level between 
individual tourism businesses and industry associations and 

BEYOND TOURISM 2020 STEERING COMMITTEE 
R E P O R T  T O  G O V E R N M E N T

15Source: https://www.adobe.com/content/dam/acom/en/customer-success/pdfs/london-heathrow-airport-case-study.pdf 

CA S E  STUDY:  D I G I TA L  I NNOVAT ION  AND  
P E R SONA L I SAT ION  AT  H EATH ROW  A I R PORT

To create personal experiences for 78 million travellers, Heathrow Airport engages customers with relevant, targeted offers 
that increase revenue. New digital initiatives bring more interactivity to apps, from “Blue Dot” wayfinding that guides 
passengers directly to their gates, to augmented reality (AR) that lets children enjoy interactive games and take pictures 
with cartoon characters while waiting for flights to board. With geolocation targeting, Heathrow can push relevant offers, 
such as duty-free or other promotions, to travellers as they pass the shops. Using iBeacons spread throughout the airport, 
contextual notifications based on location are sent to travellers’ Bluetooth enabled smartphones.15
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tertiary education providers. This will help ensure programs 
are appropriately targeted to workforce needs and students 
graduating from tourism qualifications are job-ready. 

Increasing automation may reduce the demand for low skilled 
workers and impact labour supply. As the uptake of technology 
increases, emphasising the opportunities of a tourism career 
and associated training pathways will be paramount. 

Many tourism businesses do not have the capacity or resources 
required to access government programs and address labour 
challenges. Service providers (training and employment) have 
an important role to play in connecting tourism businesses 
with local schools and education and training providers. This 
facilitation could enable school career counsellors to learn 
about the benefits and opportunities for students in tourism 
and hospitality. Local ambassadors working in tourism 
and hospitality could be used to change perceptions about 
opportunities and career paths that exist in the sector.

Given the tourism industry’s prominence in regional Australia, 
it can be a key driver of employment in these regions, including 
for Indigenous Australians. When regional tourism businesses 
are unable to source local labour, there must be better regional 
visas available for them to meet these needs. The forecast 
growth in the sector and range of positions available means 
young Australians have a range of possible pathways in the 
sector. State and territory governments have an important 
role to play in providing funding for training for priority 
occupations and should continue to prioritise tourism and 
hospitality qualifications. 

6. Build a sustainable tourism industry
Travel and tourism are an overwhelmingly positive vehicle for 
job creation and economic activity. However, like many other 
industries, with success comes a responsibility for the sector 
to grow in a sustainable manner, ensuring tourism continues 
to be positively perceived by local communities and does not 
negatively impact the natural environment, social fabric, culture 
and supporting infrastructure around which it occurs. While 
this has been successfully balanced to date, as global visitor 
numbers increase, some of the most popular international 
tourist destinations are facing significant economic, social, and 
environmental challenges in managing conflicting community 
and visitor pressures. 

Maintaining a ‘social licence’ (i.e. a community’s permission 
for an industry to operate in the community in which it exists) 
to operate will be important to the long-term success of the 

industry. Australia needs to ensure greater visitor volumes 
do not unduly create carrying capacity issues within regions. 
In regional Australia, collaboration between industry and 
government will be necessary to ensure local facilities, such as 
rest stops and parking bays, are readily available and do not 
become overburdened. 

Tourism fosters much broader economic opportunities than 
visitor spend alone. There is a well established relationship 
between travel and trade. Research shows Chinese visitors 
are 40 per cent more likely to buy Australian products 
and services after returning home, and 50 per cent say 
they probably or will definitely pursue deeper economic 
engagement with Australia through business engagement 
and international education.16 Business travel also helps 
support international relations between trading partners and 
within companies. Australian expertise in developing tourism 
destinations has been established over many decades with 
many Australian companies exporting services and products 
across the tourism supply chain. With a strong emphasis on 
nature based tourism, Australia excels in eco, sustainable, 
cultural and conservation oriented tourism with tourism 
planning and some of tourism product and training rated 
as the best in the world. Ten of the top 50 universities in 
the academic ranking for world universities for tourism and 
hospitality are Australian and our vocational qualifications 
and training systems in tourism and hospitality are also 
highly regarded with several providers operating offshore. This 
makes Australian expertise for tourism consultants, products, 
professional services and training highly valued. 

The Committee encourages government and industry to 
consider how to export Australian tourism capability and 
internationalise Australian businesses. Stronger domestic 
firms that are global in outlook and more competitive can 
lead to a more sophisticated, high quality, innovative local 
product. Encouraging export ready businesses to actively 
seek opportunities in global markets has not been part of any 
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R I S K S  A N D  O P P O RT U N I T I E S

In implementation of Australia’s next tourism strategy, there 
will be a need to monitor emerging risks particularly in the 
following areas: financial, environmental and disease-related 
shocks and geopolitical shifts. The tourism industry is limited in 
the extent to which it can control or influence the majority of 
these issues, however it must be prepared to respond and adapt 
to changes in its operating environment that may arise from 
these emerging risks. Changes to the geopolitical environment 
will require ongoing additional collaboration among various 

government agencies, international organisations and travellers. 
This will inevitably impact ease of travel, during a period where 
consumers are expecting greater efficiency and have a lower 
tolerance for entry barriers and delays (e.g. visa wait time). On 
the other hand, new opportunities will also naturally emerge 
over the coming decade. While some of these are unforeseeable, 
it will be important to embrace them as they arise to facilitate 
continued growth of the tourism industry. 

Australia is globally recognised for its world class national 
tourism surveys and analytical research programs, administered 
by Tourism Research Australia (TRA). These include the NVS 
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BEYOND TOURISM 2020:  PROPOSED STRATEGIC ACTIONS AND MEASURES OF SUCCESS

Goal Action Measure of success

Maximise visitation and expenditure from 
non-leisure visitors (e.g. business events 
and international education)

•  �Build Australia’s profile as a leading business events and international education destination 
•  �Promote business events and education as part of the trade, investment and knowledge capabilities of 
Australia

•  �Increase conversion of new international business events to Australia by providing financial support to 
destinations in the bidding process.

•  �Incorporate business events into government policy settings with associated government investment 
and support

•  �Boost delegate attendance at business events confirmed for Australia

•  �Increased global market share
•  �Increased visitor spend per trip and per night

Leverage export sectors other than tourism •  �Better leverage other export sectors, such as the wine industry, agricultural exports (agritourism) and 
international sports, etc.

•  �Leverage opportunities from the international education sector in growing the VFR market to build 
a pool of future business ‘alumni’ to connect and revisit, set up business ventures and/or invest in 
Australia

•  �Increased repeat visitation and trade

Develop experiences and attractions 
(including indigenous, metropolitan and 
regional)

•  �
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Goal Action Measure of success

2.INVEST IN AGGREGATED AND SEGMENTED DATA ANALYTICS CAPABILITY

Enhance data capture methods by using 
big data op-portunities

•  �Supplement the IVS/NVS data set with big data and geospatial methods that can be linked and cross-
tabulated (eg financial, accommodation, social and telecommunications intelligence)

•  Improved range of data offerings

Expand visitor data sets and improve 
access to tourism data 

•  Enable the provision of responsive research insights to industry
•  �Conduct regular research into the value of the business events sector and improve measurement of 
all aspects of the visitor economy

•  �Develop a central repository of curated data sets for shared use by industry and government, 
including trend analysis opportunities with broader data sets

•  �Establish central, responsive data and 
research for shared use by industry and 
government

Better profile visitor interests to 
personalise Australian itineraries

•  �Establish a data mining platform and associated technology to provide meaningful insights to better 
understand consumers’ travel decision making processes and behaviours during visits 

•  �
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Goal Action Measure of success

Improve capacity restrictions in Sydney 
Airport’s operating environment

•  �Improve efficiencies by addressing airport operating restrictions, particularly the hourly movement 
restrictions at Sydney Airport and the flow on implications across the national network

•  •  
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Goal Action Measure of success

4. HARNESS TECHNOLOGY TO ENHANCE VISITOR EXPERIENCE

Educate industry on technology 
opportunities

•  




