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1. Introduction

Indigenous tourism is a key segment of the Australian tourism industry. In 2009, spending by Indigenous 
tourism visitors1 was valued at $7.2 billion, representing 12% of total visitor expenditure in Australia. 

Indigenous tourism is recognised by the Australian Government as important to the Australian 
tourism industry’s competitiveness and a means for economic development for Indigenous Australians. 
Consequently, as part of the National Long-Term Tourism Strategy, an Indigenous Tourism Working Group 
was set up to address issues with the sector and to improve opportunities for Indigenous people to have 
greater involvement in the Australian tourism industry (Department of Resources, Energy & Tourism, 2009). 

There are over 300 Indigenous tourism businesses in operation in Australia, of which 247 operate on a 
regular basis (Dept. Resources, Energy & Tourism, 2008). Over half of all Indigenous tourism businesses 
are located in remote or very remote areas, which is not surprising given a considerable proportion of the 
Indigenous population lives in regional and remote Australia (Buultjens & White, 2008).

In 2009, 3 million visitors participated in Indigenous tourism in Australia. While almost three quarters of 
these visitors (71%) were domestic overnight visitors, proportionally more international visitors participated 
in Indigenous tourism activities (17%) than domestic visitors (3%). The low participation of domestic visitors 
in Indigenous tourism activities results from their expectations of relaxation, recharging, breaking the 
routine and indulging themselves, and the perception that these requirements were not able to be met by 
an Indigenous tourism experience (TRA, 2007; Tourism Australia, 2009a). However, the importance of the 
domestic Indigenous tourism market is often overlooked: these visitors spent $3 billion while travelling in 
Australia in 2009 and spent more per night ($190) than their international counterparts ($91 per night).

Indigenous tourism research has predominantly focused on the international market (Tremblay, 2009). The 
consensus is that the profile of the typical international Indigenous tourism visitor is:

• primarily young (15–24) or older retired (55+)

• professionally employed

• travels for longer periods (8 nights on average)

• spends more per trip ($1,440) and per night ($190) than other domestic visitors 
(Brereton, et al, 2007; Tremblay, 2007).

For international visitors, while participating in Indigenous tourism is important, it is not regarded as 
a primary motivator to visit Australia. While there is widespread interest in Indigenous culture, it is not 
viewed as a ‘must see’ attraction, with visitors often participating in only one Indigenous activity while in 
Australia (Neilsen, et al, 2008).

Although domestic visitors represent over 70% of the total Indigenous tourism sector, limited research has 
been conducted in profiling the domestic Indigenous tourism market. However, previous research identified 
some issues associated with domestic Indigenous tourism visitors, in particular a lack of understanding of 
what an Indigenous tourism experience constitutes, and scepticism for tourism products claiming to offer 
an ‘Aboriginal cultural experience’ (Tourism Queensland, 2000). Australians often perceive the Indigenous 
product to be contrived, lacking authenticity and developed for the international market. Similar to 
international visitors, Indigenous tourism experiences are not key drivers for domestic visitors, rather they 
are a desirable component of the total domestic holiday (Brereton, et al, 2007; Tourism Australia, 2009a & 
2010). Indigenous tourism product is generally regarded by the industry to be relatively underdeveloped, 
with a mismatch between experiences sought and product offered (Buultjens & White, 2008).

1 Indigenous tourism visitors are domestic overnight and international visitors who participated in at least one of the following 
ten activities while travelling in Australia in 2009: Go on a tour with an Indigenous guide; Stay in Indigenous accommodation; 
Visit an Indigenous cultural centre; Visit an Indigenous gallery; Attend an Indigenous festival; See Indigenous dance or a theatre 
performance; See any Indigenous art, craft or cultural display; See an Indigenous site or Indigenous community; Purchase 
Indigenous art, craft or souvenirs; or Some other experience or interaction with Indigenous people.
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Stereotypes associated with Indigenous tourism product do not reflect the diversity of the Indigenous 
tourism experience currently available. In fact, recent domestic Indigenous market research, jointly 
commissioned by Tourism Australia and the Department of Resources, Energy and Tourism, found that the 
appeal of an Indigenous tourism experience increased greatly once domestic visitors were aware of the 
scope of the Indigenous tourism product available (Tourism Australia, 2009a). In order to overcome these 
consumer misconceptions, industry needs better information that provides a clear picture of the domestic 
market, particularly to enable more effective communication and marketing.

Consultation with industry and government revealed a need for current research to:

• establish the size of the domestic sector – in terms of the number of visitors and their spending 

• provide a profile of domestic Indigenous tourism visitors

• identify segments of domestic visitors that engage in Indigenous tourism experiences while travelling.

Recognising the need for more detailed information on Indigenous tourism visitors, Tourism Research 
Australia included supplementary questions relating to the sector in the International Visitor Survey (IVS) 
and National Visitor Survey (NVS) in 2008 and 2009. These questions were developed in consultation with 
industry, marketing bodies and policy makers, with the primary objective to obtain a greater understanding 
of the characteristics and travel behaviours of the international and domestic Indigenous tourism markets.

In this report, domestic Indigenous tourism visitors are defined as overnight visitors who participated in at 
least one of the following ten activities while travelling in Australia in 2009:

• Go on a tour with an Indigenous guide

• Stay in Indigenous accommodation

• Visit an Indigenous cultural centre

• Visit an Indigenous gallery

• Attend an Indigenous festival

• See Indigenous dance or a theatre performance

• See any Indigenous art, craft or cultural display

• See an Indigenous site or Indigenous community

• Purchase Indigenous art, craft or souvenirs

• Some other interaction with Indigenous people.

The identification of an Indigenous tourism experience can differ from one visitor to another. For example, 
one visitor may identify a trip to a museum with an Indigenous exhibition or an impromptu conversation 
in a hotel with an Indigenous person as an Indigenous tourism experience, while another may not. The 
Indigenous tourism experience is a personal one that depends on the visitor’s level of engagement. If 
participation in an Indigenous tourism activity is a memorable one, then it is a valid Indigenous tourism 
experience.

This report summarises the key findings of the Indigenous supplementary questions from the National 
Visitor Survey (NVS) in 2009. A profile of the domestic Indigenous tourism market is presented, along with 
five specific Indigenous tourism visitor segments featuring differences in the demographic and trip profiles 
of these segments.
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2. Who are domestic Indigenous tourism visitors?

In 2009, 3 million domestic and international visitors engaged in at least one Indigenous tourism 
experience while travelling in Australia, with these trips lasting a combined total of 61 million nights. Of 
these visitors, close to three quarters (71%) were domestic overnight visitors. Indigenous tourism visitors 
spent $7.2 billion in Australia, representing 12% of total tourism expenditure in 2009 (Table 1).

Table 1 Domestic and international Indigenous tourism visitors, nights and expenditure, 2009
Share Average 

Share of Share of of total length of 
Visitors total visitors Nights total nights Expenditure expenditure stay

(million) (%) (million) (%) ($ million) (%) (nights)

Domestic overnight

Indigenous visitors 2.1 71 16.0 26 3,045.0 42 8

*Other visitors 64.0 94 240.7 65 39,323.5 75 4

Total domestic 66.1 93 256.7 59 42,368.5 71 4

International

Indigenous visitors 0.9 29 45.3 74 4,131.7 58 51

Other visitors 4.3 6 131.8 35 13,013.8 25 31

Total international 5.2 7 177.1 41 17,145.6 29 34

Total visitors

Indigenous visitors 3.0 100 61.3 100 7,176.8 100 20

Other visitors 68.3 100 372.5 100 52,337.3 100 5

Total visitors 71.3 100 433.8 100 59,514.1 100 6

Source: TRA, 2010a and 2010b. 
*Other visitors are those who did not participate in any Indigenous tourism activities while travelling in Australia.

In 2009, there were 2.1 million domestic overnight Indigenous tourism visitors in Australia, accounting for 
3% of all domestic overnight visitors. These visitors stayed a total of 16 million nights and spent $3 billion 
while travelling in Australia (Table 1). 

There are important differences between Indigenous tourism and other visitors. On average, domestic 
Indigenous tourism visitors travelled for twice as long (eight nights) as other visitors (four nights). Given 
this longer average length of trip, Indigenous tourism visitors spent much more per trip ($1,440) than other 
visitors ($615). Indigenous tourism visitors also had higher daily expenditure, spending an average of $190 
per night, compared to $163 per night for other visitors (Figure 1).

Figure 1 Indigenous tourism and other visitors: Average expenditure per trip and per night and 
average length of trip
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Significantly more Indigenous tourism visitors were aged 45–64 years (45%) compared to other visitors 
(36%), while significantly less Indigenous tourism visitors were aged 15–34 years (22%) compared to other 
visitors (29%) (Figure 2). Indigenous tourism visitors were mainly female (56%), with over two thirds of 
Indigenous tourism visitors employed either full-time or part-time (66%), and close to a fifth (18%) were 
retired or on a pension. Indigenous tourism visitors were most commonly parents (37%), older non-working 
(19%) or older working (18%).

Figure 2 Indigenous tourism and other visitors: Share of visitors by age group

The most common travel party type for both Indigenous tourism and other visitors was travelling as an 
adult couple. Indigenous tourism visitors had a greater propensity to travel in groups (49%) than other 
visitors (43%), particularly with friends and relatives (23%), while other visitors were more likely to travel 
alone (25%) than Indigenous tourism visitors (15%) (Figure 3).

Figure 3 Indigenous tourism and other visitors: Share of visitors by travel party type

The majority of Indigenous tourism visitors (80%) sought information about their trip prior to travel, with 
the most common information source being the internet (54%). This finding is consistent with other 
recent research showing that domestic Indigenous tourism visitors mainly used the internet to plan their 
Indigenous experience (Tourism Australia, 2009a).Travel books and brochures were a more important 
information source for Indigenous tourism visitors (17%) than for other visitors (3%), as was word-of-mouth 
via friends and relatives (18%) (Figure 4). 
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Figure 4 Indigenous tourism and other visitors: Share of visitors by information sources used

Far more Indigenous tourism visitors travelled for holiday purposes (65%) than other visitors (44%). In 
contrast, Indigenous tourism visitors were significantly less likely to be visiting friends and relatives (VFR) 
(15%) compared to other visitors (33%) (Figure 5).

Figure 5 Indigenous tourism and other visitors: Share of visitors by trip purpose

Hotels, motels, motor inns and serviced apartments were the preferred accommodation type for Indigenous 
tourism visitors (39%). In particular, more than half of these visitors stayed in hotel accommodation 
rated below four stars. Indigenous tourism visitors were also significantly more likely to stay in caravan or 
camping accommodation (22%) than other visitors (11%). Consistent with the remote location of many 
Indigenous tourism businesses, a smaller share of Indigenous tourism visitors chose to stay with friends 
and relatives (19%) than other visitors (38%) (Figure 6).
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Figure 6 Indigenous tourism and other visitors: Share of visitors by accommodation type

Significantly more Indigenous tourism visitors (15%) visited the Northern Territory (NT) during their trip 
than other visitors (1%). They were also much more likely than other visitors to visit regional areas of 
Queensland (19%), the NT (12%), Western Australia (9%) and South Australia (8%) and the NT (specifically 
the Tropical North Queensland and Alice Springs tourism regions) (Figure 7).

Figure 7 Share of Indigenous tourism and other visitors by capital city and regional areas of each 
state/territory visited



It is no surprise that the NT featured heavily in Indigenous tourism visitors’ destination planning. The 
NT is home to many Indigenous tourism products, including a third of the 220 market and export ready 
Indigenous tourism products in Tourism Australia’s Indigenous Product Manual (Tourism Australia, 2009b). 
Further, for most visitors to the NT (93%), there was an expectation that they would be able to meet and 
interact with Indigenous people while in the NT (TRA, 2008). For almost three quarters (72%) of domestic 
visitors to the NT, this expectation of interaction with Indigenous people was an important component of 
their trip to the NT (TRA, 2008). 

Canberra was also a prominent destination for Indigenous tourism visitors. While the ACT is not home to 
many well known Indigenous tourism products, there are a few notable examples of formal Indigenous 
art and cultural and heritage displays (such as those in the National Gallery of Australia and the National 
Museum of Australia) as well as a few informal displays (such as the Aboriginal Tent Embassy outside of Old 
Parliament House) that form part of the typical Canberra visitor trail. For this group of visitors to Canberra, a 
trip to one or more of these attractions created a memorable Indigenous tourism experience.

Around 13% of Indigenous tourism visitors travelled on a package holiday, compared to just 5% of other 
visitors. However, the majority (87%) of Indigenous tourism visitors still preferred the flexibility of non-
package travel. In terms of transport, private car was predominantly used by both Indigenous tourism (55%) 
and other visitors (71%). This was particularly the case for NSW, Victoria and WA where significantly more 
Indigenous tourism visitors travelled intrastate. However, for the NT and Queensland, where significantly 
more Indigenous tourism visitors travelled interstate, Indigenous tourism visitors more commonly travelled 
by air.

7
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3. What do domestic Indigenous tourism visitors do?

On average in 2009, Indigenous tourism visitors participated in two Indigenous tourism activities during 
their trip. The most popular activities were:

• See any Indigenous art, craft or cultural display (54%)

• Visit an Indigenous site or community (27%)

• Visit an Indigenous gallery (24%)

• Visit an Indigenous cultural centre (22%)

• Some other experience or interaction with Indigenous people (20%).

Around a quarter of Indigenous tourism visitors went on an organised tour at some point during their 
trip2. These visitors participated in more Indigenous tourism activities on average (2.1 activities) than those 
visitors who did not go on an organised tour during their trip (1.6 activities). Compared with all domestic 
Indigenous tourism visitors, organised tour visitors were more likely to go on a guided tour with an 
Indigenous guide (16% compared to 6%), visit an Indigenous cultural centre (28% compared to 22%) and see 
an Indigenous dance or theatre performance (11% compared to 8%) (Figure 8). 

Figure 8 Indigenous tourism visitors: Comparison of all visitors with organised tour visitors by 
Indigenous tourism activity

2  An organised tour is defined as a guided tour, where a group of people are led by a qualified guide.
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While the majority of Indigenous tourism visitors (61%) had at least one Indigenous learning experience 
during their trip – the most common being learning about authentic Indigenous art or craft (62%) – over a 
third (39%) did not have any Indigenous learning experiences (Figure 9).

Figure 9 Proportion of visitors by Indigenous learning experiences 
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4. Identifying domestic Indigenous tourism  
visitor segments

Cluster analysis3 was used to identify specific segments of domestic overnight Indigenous tourism 
visitors in Australia in 2009. Cluster analysis categorises visitors into common groups, based on similar 
combinations of demographic factors and trip tendencies.

There were five distinct segments of domestic Indigenous tourism visitors (Figure 10):

• Active NT focused

• Young singles Indigenous introduction 

• Business meeting excursioners

• Retired regional self-drive

• Leisure opportunists.

Close to half of all Indigenous tourism visitors fell into the Leisure opportunists segment, followed by Retired 
regional self-drive, Business meeting excursioners, Young singles Indigenous introduction and Active NT 
focused (Figure 10). Visitor nights and expenditure followed a similar distribution.

Figure 10 Proportion of visitors, nights and expenditure for five Indigenous tourism  
visitor segments

While results showed that Indigenous tourism visitors were most likely to fall in either the Leisure 
opportunists or Retired regional self-drive segments, it is important to also examine average expenditure per 
trip and per night, and average length of trip for each segment, to better understand the market.

The Active NT focused and Leisure opportunists Indigenous tourism segments spent more on average than 
Indigenous tourism visitors generally ($2,615 and $1,744 respectively – compared with $1,440), which 
reflected a longer average trip length (10 and 12 nights respectively – compared with eight nights) and a 
higher level of average expenditure per night ($250 and $255 respectively – compared with $190) (Figure 
11). The Active NT focused segment’s high average expenditure also reflected the high average expenditure 
by domestic overnight visitors generally in the NT ($1,313 per trip) and the longer distance required for 
visitors to travel to the NT. Trips taken further from home often involve visitors spending more time and 
money at the destination.

3 Multiple correspondence analysis was applied to the data set to find spatial coordinate positions of the data, using the SAS 
CORESP procedure. K-Means clustering using the SAS FASTCLUS procedure was then used to cluster Indigenous tourism visitors 
into groups of visitors with common demographic profiles (Arimond & Elfessi, 2001). Various cluster solutions were considered 
and a combination of methods was used to determine the final solution, including a number of statistics (for example obvious 
peaks in the Cubic Clustering Criterion (CCC) and Pseudo F Statistic, and observing the R2 statistic) in addition to subjective 
assessment using industry knowledge (Collins, 2006).
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Figure 11 Visitor segments by average trip expenditure and length of trip

The Business meeting excursioners and Young singles Indigenous introduction segments exhibited lower 
than average expenditure per trip ($701 and $380 respectively); a reflection of the two segments’ shorter 
average trip length (four and five nights respectively) and lower average expenditure per night ($170 and 
$75 respectively). 

For the Business meeting excursioners segment, low average trip length and average expenditure per night 
were likely to be a result of constraints imposed by time away from work and travel budgets. Similarly, the 
Young singles Indigenous introduction segment were likely to also be constrained by low average incomes 
and limited opportunities to travel due to study commitments.

The Retired regional self-drive segment spent the longest amount of time travelling (12 nights), and on 
average spent the same amount per trip ($1,440) as all Indigenous tourism visitors. However, this segment 
spent less per night ($119) than Indigenous tourism visitors generally, which may be a reflection of their 
lower income and subsequent limited funds.
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4.1 Who are Active NT focused visitors?
Active NT focused visitors were mainly:

• aged between 35–64 years

• parents, or older working

• employed either full-time or part-time

• travelling in family groups with children or as adult couples

• sourcing pre-trip information predominantly from the internet

• travelling for holiday purposes

• staying in hotel and caravan or camping accommodation.

Travel within regional areas of the NT was popular, particularly in the tourism regions of Darwin, Petermann 
and Alice Springs.

Active NT focused visitors spent an average of $250 per night and $2,615 per trip – higher than the average 
expenditure per trip and per night for all Indigenous tourism visitors. They also had a long average trip 
length, travelling on average for 11 nights.

Individuals in this segment who were not parents had a slightly different demographic and trip profile 
to those who were parents. In particular, the non-parent group was older (45–64 years), stayed more in 
caravan and camping accommodation, travelled as adult couples, and extended their trip to visit regional 
areas of the NT, Queensland, NSW and WA.

Active NT focused visitors were most likely to participate in social, nature based and cultural and 
heritage type activities, in particular visiting national parks, general sightseeing, shopping for pleasure 
and bushwalking. On average, this segment participated in the most activities while travelling (six–15 
activities).

This segment was very active, participating on average in 5.1 Indigenous experiences while travelling; 
the largest participation of all of the domestic Indigenous tourism visitor segments. This suggests that 
an Indigenous experience played an important part in this segment’s trip. The most popular Indigenous 
tourism activities in which they participated were:

• See any Indigenous art, craft or cultural display

• Visit an Indigenous cultural centre

• Visit an Indigenous gallery

• Purchase Indigenous art, craft or souvenirs

• See an Indigenous site or Indigenous community

• Some other experience or interaction with Indigenous people

• Go on a tour with an Indigenous guide.

4.2 Who are Young singles Indigenous introduction visitors?
Young singles Indigenous introduction visitors were mainly:

• aged between 15–24 years

• young singles, or parents

• studying

• travelling for holiday purposes

• staying in hotel accommodation (mainly standard hotel accommodation of below 4 stars), with friends 
and relatives or caravan or camping

• travelling in family groups with children 

• sourcing pre-trip information from the internet, from a previous visit or from friends and relatives.
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Young singles Indigenous introduction visitors spent an average of $75 per night and $380 per trip. On 
average they travelled for less than a week, with an average trip length of 5 nights.

This segment generally participated in three to ten activities while travelling, particularly social and nature 
based activities. In particular, they engaged in general sightseeing, shopping for pleasure and visiting 
national parks. 

On average they participated in 1.4 Indigenous activities, mainly ‘Seeing any Indigenous art, craft or cultural 
display’. For the majority of this segment, ‘Seeing any Indigenous art, craft or cultural display’ was the 
only Indigenous tourism activity that they undertook while travelling. This suggests that an Indigenous 
experience was not a key component of their trip, rather it was an opportunity for them to gain a ‘taste’ of 
an Indigenous tourism experience. Consequently, an opportunity exists for operators to create a memorable 
experience for this segment, ensuring they return in the future to broaden their Indigenous tourism 
experience.

4.3 Who are Business meeting excursioners visitors?
Business meeting excursioners were mainly:

• aged between 35–64 years

• parents, or older working

• employed either full-time or part-time

• travelling for business purposes – to attend business meetings or conventions

• staying in hotel accommodation, mainly below 4 stars

• travelling alone

• sourcing pre-trip information predominantly from the internet.

This segment was most likely to travel within regional areas of NSW and the NT.

Business meeting excursioners spent an average of $170 per night and $701 per trip. Of all domestic 
Indigenous tourism visitors, this segment spent the shortest amount of time travelling, with an average 
trip length of four nights. While the low average expenditure and trip length may be due to business 
constraints, this segment’s low level of average spending per night was unusual for business travellers, 
who commonly have a high level of spending per night. However, travel costs may have been paid by the 
meeting or convention organiser and not the traveller.

Given Business meeting excursioners specifically travel to attend a business event, an Indigenous tourism 
experience was unlikely to be a key driver for their trip, and more likely to be as a result of participation in 
organised excursions and familiarisations. This would explain the segment’s low participation in Indigenous 
tourism activities – on average 1.4 activities during their trip. For this segment, the most popular 
Indigenous tourism activities in which they participated were:

• See an Indigenous site or Indigenous community

• Some other experience or interaction with Indigenous people

• See any Indigenous art, craft or cultural display.

Business meeting excursioners most commonly chose to participate in more social type activities, 
particularly going to pubs and clubs, visiting friends and relatives and general sightseeing.
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4.4 Who are Retired regional self-drive visitors?
Retired regional self-drive visitors were mainly:

• aged 55 years or more

• older non-working and retired

• travelling for holiday purposes

• staying in hotel accommodation (mostly standard hotel accommodation below 4 stars), caravan or 
camping or with friends and relatives

• travelling by private car

• travelling as adult couples

• sourcing pre-trip information either from the internet, a previous visit or word-of-mouth through friends 
and relatives.

Travel within regional areas of the NT, Victoria and SA was popular, particularly in the tourism regions of 
Alice Springs (NT), Mallee (Vic) and Flinders Ranges (SA).

Retired regional self-drive visitors spent an average of $119 per night and $1,440 per trip. Of all domestic 
Indigenous tourism visitors, this segment spent the longest amount of time travelling, with an average trip 
length of 12 nights.

Retired regional self-drive visitors participated in three to ten activities while travelling, particularly social 
and nature based activities. Activities including general sightseeing, visiting friends and relatives, shopping, 
visiting national parks and bushwalking were the most popular for this segment.

Retired regional self-drive visitors had less time constraints than other segments, explaining their longer 
average trip length. Despite this, these visitors participated on average in only 1.5 Indigenous tourism 
activities while travelling, and were most likely to:

• See any Indigenous art, craft or cultural display

• Visit an Indigenous gallery

• See an Indigenous site or Indigenous community.

4.5 Who are Leisure opportunists visitors?
Leisure opportunists were mainly:

• aged between 35–54 years

• parents

• employed either full-time or part-time

• travelling for holiday purposes or to visit friends and relatives

• staying in hotel accommodation (mostly luxury hotel accommodation of 4 or 5 stars), caravan or 
camping or with friends and relatives

• travelling by private car

• travelling as adult couples, or in family groups with children

• sourcing pre-trip information either from the internet, from a previous visit or word-of-mouth through 
friends and relatives.

Travel within regional areas of NSW and Queensland was popular, particularly in the tourism regions of Mid 
North Coast (NSW), South Coast (NSW) and Tropical North Queensland. This segment also spent a lot of 
time travelling in the major capital cities of Sydney and Melbourne, as well as the Brisbane/Gold Coast area.

Leisure opportunists spent an average of $255 per night and $1,744 per trip, and travelled for an average of 
seven nights.



These visitors on average participated in 1.4 Indigenous experiences while travelling and were most  
likely to:

• See any Indigenous art, craft or cultural display

• Visit an Indigenous gallery

• See an Indigenous site or Indigenous community

• Visit an Indigenous cultural centre.

For this segment, an Indigenous tourism experience was an opportunity to expand their leisure holiday 
into a more memorable experience. However, given they also participated in three to ten activities while 
travelling, and only one of those was an Indigenous tourism activity, Indigenous tourism experiences were 
not the main driver for this segment’s trip, but were instead an opportunity to add value to their total trip.

Other than Indigenous tourism activities, Leisure opportunists most commonly participated in  
social, nature based and cultural and heritage activities, including shopping, general sightseeing, going  
to the beach, visiting friends and relatives, bushwalking, visiting national parks and visiting museums and  
art galleries.

16



17

5. Implications and opportunities

This research aims to fill a void in Indigenous tourism research in Australia by identifying and presenting  
a profile of the domestic Indigenous tourism market and providing an analysis of five distinct segments  
of domestic Indigenous tourism visitors.

The implications and opportunities for industry and governments that have emerged from this  
research are:

1. Product marketing and information dissemination channels

2. Product packaging and cross promotion with other mainstream tourism products

3. Opportunity leveraging from the convention and conference market

4. Consistency in product quality and authenticity

5. Product accessibility 

5.1 Product marketing and information dissemination channels
The internet was an extremely popular information source for Indigenous tourism visitors, particularly 
for the Active NT focused and Leisure opportunists segments. It is important that both Indigenous and 
mainstream tourism businesses maintain an online presence, and operators need to not only ensure they 
have an easily accessible website for visitors to find information, but also provide online booking services to 
enable the conversion from information searching to booking the product.

As a large share of Indigenous tourism visitors used travel books and brochures to find information about 
their trip, and they mainly stayed in either hotels (below 4 star) or caravan and camping accommodation, 
further opportunities exist for Indigenous tourism operators to increase brochure-type advertising 
targeting accommodation providers. This could include placement in accommodation lobbies or in-room 
destination guides which could improve visitors’ access to this information and aid their trip planning.

The reliance of Indigenous tourism visitors on word-of-mouth from friends and relatives further highlights 
the need for consistency in product quality and delivery, so as to increase the impact of positive word-of-
mouth about the product. This type of promotion is free and highly effective.

5.2 Product packaging, cross promotion and partnerships with mainstream  
tourism products
Generally, Indigenous tourism visitors participated in only one Indigenous tourism activity while travelling 
in Australia. This suggests that the Indigenous tourism experience was not a key driver for domestic 
Indigenous tourism visitors, and that it was instead more of an ‘add-on’ experience to a domestic holiday. 
This view is further supported by other recent domestic research (Tourism Australia, 2009a).

There are significant additional opportunities for Indigenous tourism operators to create partnerships 
with mainstream tourism operators. The benefit is two-way: Indigenous tourism operators gain valuable 
cross-promotion from the mainstream business, thus increasing the number of visitors purchasing their 
product, while the mainstream business gains a unique point of difference to their product offering. While 
partnerships of this kind may present many challenges at the outset, the long term benefits are numerous. 
This opportunity has also been highlighted by Tourism Australia who suggest that ‘adding an Indigenous 
element to an existing experience will have a powerful, value-add effect and provide a point of difference’ 
(Tourism Australia, 2010).

Given Indigenous tourism visitors had a high propensity to also participate in nature based and cultural/
heritage type activities, there is also a natural opportunity to package complimentary experiences with 
Indigenous tourism product. The key attributes of these types of activities can be leveraged through 
bundling with Indigenous tourism experiences (Tourism Australia, 2009a).
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5.3 Opportunity leveraging from the convention and  
conference market
Opportunities exist for Indigenous tourism operators to leverage off the convention and conference 
market. The Business meeting excursioners segment’s high propensity to attend either a business meeting 
or convention while travelling raises the opportunity for Indigenous tourism operators to take advantage 
of the convention and conference market. While this segment of Indigenous tourism visitors is one of the 
lowest spenders, their exposure to a memorable Indigenous tourism experience could translate into this 
segment undertaking other Indigenous tourism experiences on future trips.

5.4 Consistency in product quality and authenticity
The Young singles Indigenous introduction segment presents the opportunity to use Indigenous tourism 
experiences to create a memorable travel experience they will remember forever. Given this segment had 
a high reliance on information from friends or relatives or from a previous visit, developing this memory by 
delivering a quality and authentic experience will ensure that they either return to participate in the activity 
again, or will be motivated to broaden their experience to other types of Indigenous tourism products.

The Active NT focused segment participated in more Indigenous tourism activities while travelling in 
Australia and they had higher average spend and longer trip length than all other Indigenous tourism 
segments (on average 5.1 activities). Consequently, it is essential their Indigenous tourism experiences are 
of a consistently high quality, which will support positive word-of-mouth to feed the information search 
by other segments such as the Young singles Indigenous introduction, Retired regional self-drive and Leisure 
opportunists. These segments had a high reliance on information from friends and relatives when planning 
their domestic trips.

Accreditation programs are one way of ensuring a high quality Indigenous tourism product and consistent 
delivery. Gaining a minimum level of tourism industry accreditation not only ensures the product meets 
industry standards but also informs and reassures potential customers about the quality of that product 
(Tourism Australia, 2009a).

The quality of Indigenous tourism product can also be improved by employing Indigenous people to deliver 
the Indigenous tourism experience, which can help to increase visitors’ perception that the experience 
is authentic. Indigenous people bring a unique skill set and cultural opportunity to the tourism industry. 
Employing and engaging with Indigenous people creates opportunities for tourism operators to transform 
a mainstream product into one with greater value and appeal to both the domestic and international 
markets. Having Indigenous people deliver Indigenous tourism products can create an interactive and 
authentic Indigenous tourism experience for visitors. This is particularly important for the domestic market, 
where authenticity and opportunities for unstaged interaction are key components of the Indigenous 
tourism experience. Indigenous engagement in the tourism industry can also help to enhance the social 
and economic status of Indigenous people, as they benefit from the economic activity and wealth creation 
that tourism can provide. 

5.5 Product accessibility
Accessibility is a leading barrier to broader participation in Indigenous tourism experiences by the domestic 
market (Tourism Australia, 2009a). Given a large proportion of Indigenous tourism visitors were older or 
travelled as family groups with children, there is a need for Indigenous tourism experiences to be accessible 
not only in terms of location, but also in terms of time and cost. Important issues for these groups include 
ensuring the time required to travel to and participate in Indigenous tourism activities is reasonable, that 
the activity is well organised and that it represents value for money. Assisting operators in their business 
planning, product marketing and development, and price setting, as well as help with gaining accreditation 
will help to overcome the accessibility barrier.
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6. Conclusion

Indigenous tourism visitors are an important component of the Australian domestic tourism industry. 
Not only do Indigenous tourism visitors spend more per trip and per night and travel on average for 
longer periods than other domestic visitors, but tourism can provide a means for economic development 
for Indigenous Australians while celebrating their country and culture. For this reason, and many others, 
Indigenous tourism is recognised and supported by the Australian Government in its National Long-Term 
Tourism Strategy.

In 2009, 2.1 million domestic Indigenous tourism visitors spent 16 million nights and $3 billion while 
travelling in Australia. Among these visitors, there are five distinct domestic Indigenous tourism visitor 
segments, each with their own characteristics that present different opportunities for Indigenous tourism 
operators. The segments are:

• Active NT focused

• Young singles Indigenous introduction

• Business meeting excursioners

• Retired regional self-drive

• Leisure opportunists.

The implications and opportunities for the domestic Indigenous tourism market outlined in this report 
provide guidance to Indigenous tourism operators and governments in terms of product marketing 
and information dissemination; product packaging and cross promotion; opportunity leveraging from 
the convention and conference market; consistency in product quality and authenticity; and product 
accessibility.

In the context of a relatively flat outlook for the domestic tourism industry (Tourism Forecasting Committee, 
2009), this report provides a snapshot of domestic Indigenous tourism visitors in 2009. However, additional 
and consistent time-series data are needed to measure trends in the market. This report has highlighted 
that the domestic Indigenous tourism market offers significant growth potential, particularly given its 
linkages to the active older traveller segment and the potential small business side-trip market. 

However, there are some cautionary points to note about these findings which merit additional research:

• This report does not capture the value of spending specifically on Indigenous tourism products. Instead, 
information on the total trip spend of Indigenous tourism visitors in Australia is presented. Additional 
research is needed to confirm the relationship between total trip expenditure and direct spending on 
Indigenous tourism products. 

• The relative prices of Indigenous tourism products compared with other tourism products available to 
the domestic tourism market are not assessed in this report. If Indigenous tourism products are priced 
higher than the equivalent other tourism product, the segment may be more susceptible in economic 
downturns.

• Most of the analysis in this report is based on data for 2009. The economic downturn in 2009 resulted in 
a particularly difficult year for tourism globally. As a result, the visitor behaviour upon which the analysis 
in this report is based may not reflect usual patterns. 

Given the importance of the Indigenous tourism market, it is recommended that the following research be 
undertaken to further improve understanding of the sector:

• This research could be replicated once the Australian and global economies have stabilised, to confirm 
the characteristics of the domestic market segments.



• Although the domestic sector offers the greatest potential for Indigenous tourism in Australia, the 
importance of the international sector should not be disregarded. This research could be replicated 
for the international Indigenous tourism market in Australia to identify current international market 
segments. This would provide industry with a total picture of the international and domestic Indigenous 
tourism markets in Australia for the same period.

• Other research including measuring the product ‘gap’ in the Indigenous tourism product offering could 
be undertaken. Identifying the specific types of activities and experiences that domestic Indigenous 
tourism visitors are interested in and comparing this to the current product offering would help the 
industry deliver an Indigenous tourism experience that satisfies the needs of more domestic visitors.

20
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Appendix A – Indigenous supplementary questions overview and 
research limitations

The Indigenous supplementary questions in the IVS and NVS collect information on: 

• The type of Indigenous tourism activities in which visitors participated

• Whether any of those activities were undertaken as part of an organised tour

• If they had undertaken a tour with an Indigenous guide, the length of that tour

• The level of learning and experiences gained from participation in those activities

• The importance of having an Indigenous experience in their trip decision (international visitors only).

Visitors can have an Indigenous experience by participating in a range of activities while travelling in 
Australia. In this report, Indigenous tourism visitors are domestic overnight visitors who participated in at 
least one of the following ten activities while travelling in Australia in 2009:

• Go on a tour with an Indigenous guide

• Stay in Indigenous accommodation

• Visit an Indigenous cultural centre

• Visit an Indigenous gallery

• Attend an Indigenous festival

• See Indigenous dance or a theatre performance

• See any Indigenous art, craft or cultural display

• See an Indigenous site or Indigenous community

• Purchase Indigenous art, craft or souvenirs

• Some other experience or interaction with Indigenous people.

Domestic overnight visitors within scope of the NVS are aged 15 years or older, and must have returned 
from an overnight trip in Australia within the 4 weeks prior to being interviewed which involved at least 
one night away and a journey of at least 40 kilometres from their home.

There are some limitations in the coverage of the NVS data for domestic overnight Indigenous tourism 
visitors:

• Domestic overnight trips can involve many different experiences and activities. Not all respondents 
will remember and report all activities and experiences they participated in while travelling, including 
Indigenous activities.

• Due to restrictions on interview length in the IVS and NVS, data collection on visitors’ participation in 
Indigenous tourism activities is limited to the ten activities identified above. It is recognised that visitors 
can have an Indigenous experience from a much wider range of Indigenous activities, however, analysis 
of Indigenous tourism visitors in this report is limited to those ten activities included in the NVS.

• Respondents in the NVS self-identify whether they participated in one of the ten listed Indigenous 
activities. Consequently, one respondent’s interpretation of an Indigenous art, craft or cultural display 
(for example) can be different to another respondent’s interpretation. 

• While the results of the NVS are weighted and benchmarked to Australian Population Census data and 
all efforts are made to ensure the survey results are representative of the Australian population, some 
level of survey error will remain and is unavoidable in survey research.
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Appendix B – IVS and NVS Indigenous  
supplementary questions

IVS INDIGENOUS SUPPLEMENTARY QUESTIONS

Q110a I am now going to ask you some questions 
about some Aboriginal related activities 
you may have undertaken on this recent 
trip to Australia.  Looking at Card Q110a 
(PAUSE), did you do any of these activities? 

 MULTIPLE RESPONSE
 ACTIVITIES
 Go on a tour with an Aboriginal guide 1
 Stay in Aboriginal accommodation 2
 Visit an Aboriginal cultural centre 3
 Visit an Aboriginal gallery 4
 Attend an Aboriginal festival 5
 See Aboriginal dance or a theatre 

performance 6
 See any Aboriginal art, craft 

or cultural display 7
 See an Aboriginal site or 

Aboriginal community 8
 Purchase Aboriginal art / craft  

or souvenirs 9
 Some other interaction with  

Aboriginal People 10 
 None / Don’t know 99 g Q72

Q.110b Were any of these activities undertaken as 
a part of an organised tour while on this 
trip to Australia?  

 MULTIPLE RESPONSE
 ACTIVITIES
 Go on a tour with an Aboriginal guide   1
 Stay in Aboriginal accommodation   2
 Visit an Aboriginal cultural centre   3
 Visit an Aboriginal gallery   4
 Attend an Aboriginal festival   5
 See Aboriginal dance or a  

theatre performance   6
 See any Aboriginal art, craft 

or cultural display   7
 See an Aboriginal site or 

Aboriginal community   8
 Purchase Aboriginal art / craft  

or souvenirs   9
 Some other interaction with  

Aboriginal people   10
 None / Don’t know   99
 IF Q.110A = 1 ASK Q.110f

Q.110f  How long did your tour with an  
Aboriginal guide take in total?

 Half day or less   1
 Full day   2
 Other (SPECIFY)   3
 Don’t know   9
 IF Q.110A = 1 TO 8 ASK Q.110g

Q.110g Looking at CARD 110g (PAUSE),  
did you experience or learn about any  
of the following…?

 MULTIPLE RESPONSE
 ACTIVITIES
    The Dreamtime   01
 Traditional hunting and gathering   02
 Aboriginal bush tucker (food)   03
 Aboriginal boomerangs, spears  

or other weapons   04
 Aboriginal music  

(including didgeridoos)   05
 Authentic Aboriginal art or craft   06 
 Authentic Aboriginal cave /  

rock paintings, carvings or art   07
 Aboriginal dancing or performance   08
 None   97

Q.110h Looking at Card Q110h, how important was 
having indigenous or Australian Aboriginal 
experiences in your decision to go on this 
trip to Australia?  Was it…?

 The most important factor   1
 A major factor   2
 An influence on your decision 

but not a major factor   3
 Of little or no influence on  

your decision   4
 Don’t know   9
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NVS INDIGENOUS SUPPLEMENTARY QUESTIONS

S21 I am now going to ask you some questions 
about some Aboriginal related activities 
you may have undertaken on this trip.  Did 
you do any of the following activities? 
READ OUT
MULTIPLE RESPONSE

 
 

Activities 
Visit or attend an Aboriginal event or 
Cultural centre

Yes No DK

See an Aboriginal site, visit a 
community or stay in Aboriginal 
accommodation

Yes No DK

Go on a tour with an Aboriginal guide Yes No DK
See any Aboriginal art, craft or 
souvenirs or any type of Aboriginal 
cultural display

Yes No DK

None Yes No DK

IF NONE g S2

If S21 = 1 THEN ASK S22 3, 4, 5, 6 AND 10

If S21 = 2 THEN ASK S22 2, 8 AND 10

If S21 = 3 THEN AUTOFILL S22 AND ASK 10

If S21 = 4 THEN ASK S22 3, 4, 6, 7, 9 AND 10

S22 I am now going to ask you some further 
questions about these Aboriginal related 
activities you may have undertaken on this 
trip.  Did you do any of these activities? 
READ OUT  

 MULTIPLE RESPONSE
 ACTIVITIES
 
 
 
 

Go on a tour with an Aboriginal guide   1
Stay in Aboriginal accommodation   2
Visit an Aboriginal cultural centre   3
Visit an Aboriginal gallery   4

 Attend an Aboriginal festival   5
 See an Aboriginal dance or a 

theatre performance   6
 See any Aboriginal art, craft 

or cultural display   7
 See an Aboriginal site or 

Aboriginal community   8
 Purchase Aboriginal art, craft 

or souvenirs   9
 Some other experience or interaction  

with Aboriginal people   10
 None / Don’t know   99 
IF S22 (CODES 1, 2, 3, 4, 5, 6, 7, 8, 10) ASK S23

S23 Which, if any, of these activities were 
undertaken as a part of an organised tour?  

 MULTIPLE RESPONSE
 LIST ALL ACTIVITIES FROM S22
 Go on a tour with an Aboriginal guide   1
 Stay in Aboriginal accommodation   2
 Visit an Aboriginal cultural centre   3
 Visit an Aboriginal gallery   4
 Attend an Aboriginal festival   5
 See an Aboriginal dance or a  

theatre performance   6
 See any Aboriginal art, craft 

or cultural display   7
 See an Aboriginal site or 

Aboriginal community   8
 Purchase Aboriginal art, craft 

or souvenirs   9
 Some other experience or interaction  

with Aboriginal people   10
 None / Don’t know   99
IF S22 = 1 ASK S27

S27 How long did your tour with an Aboriginal 
guide take in total?

 Half day or less   1
 Full day   2
 Other (SPECIFY)   3
 Don’t know   9
IF S22 (CODES 1, 2, 3, 4, 5, 6, 7, 8) ASK S28

S28 Did you experience or learn about any of 
the following…?

 MULTIPLE RESPONSE – READ OUT
 ACTIVITIES
    The Dreamtime   1
 Traditional hunting and gathering   2
 Aboriginal bush tucker (food)   3
 Aboriginal boomerangs, spears  

or other weapons   4
 Aboriginal music  

(including didgeridoos)   5
 Authentic Aboriginal art or craft   6 
 Authentic Aboriginal cave / rock  

paintings, carvings or art   7
 Aboriginal dancing or performance   8
 None   97
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Appendix C – Detailed data tables

C.1 Specific characteristics of Indigenous tourism visitors
  Visitors Nights Expenditure

(‘000) % (‘000) % ($ million) %

Indigenous tourism activities participated in

See any Indigenous art, craft or cultural display 1,132.8 54 8,684.9 54 1,815.0 60

See an Indigenous site or Indigenous community 568.6 27 4,737.8 30 822.6 27

Visit an Indigenous gallery 517.5 24 4,299.6 27 979.7 32

Visit an Indigenous cultural centre 459.0 22 4,541.1 28 861.6 28

Some other personal interaction with Indigenous people 421.0 20 3,414.4 21 590.2 19

Purchase Indigenous art, craft or souvenirs 208.5 10 2,653.8 17 575.1 19

See an Indigenous dance or a theatre performance 159.0 8 1,362.7 9 232.5 8

Go on a tour with an Indigenous guide 129.9 6 1,627.0 10 330.9 11

Stay in Indigenous accommodation 50.2 2 395.9 2 69.5 2

Attend an Indigenous festival np np np np np np

Total Indigenous tourism visitors 2,114.4 100 16,014.0 100 3,045.0 100

Average number of Indigenous tourism activities participated in

1 1,399.7 66 9,638.4 60 1,762.5 58

2 353.7 17 2,617.6 16 502.9 17

3 143.7 7 1,425.6 9 294.7 10

4 or more 217.3 10 2,332.4 15 484.9 16

Total Indigenous tourism visitors 2,114.4 100 16,014.0 100 3,045.0 100

Indigenous tourism activities participated in as part of an organised tour

See any Indigenous art, craft or cultural display 184.7 37 1,472.4 37 334.9 42

Visit an Indigenous cultural centre 138.3 28 954.2 24 243.5 30

See an Indigenous site or Indigenous community 135.6 27 943.3 24 190.8 24

Visit an Indigenous gallery 127.6 25 741.2 18 214.9 27

Go on a tour with an Indigenous guide 82.6 16 1,096.9 27 244.8 31

See an Indigenous dance or a theatre performance np np np np np np

Stay in Indigenous accommodation np np np np np np

Attend an Indigenous festival np np np np np np

Some other personal interaction with Indigenous people 102.9 21 744.5 19 157.5 20

None 1,597.2 76 11,739.0 73 2,193.0 72

Total organised tour Indigenous tourism visitors 501.0 24 4,011.2 25 798.9 26

Average number of Indigenous tourism activities participated in by organised tour visitors

1 299.6 60 2,095.9 52 407.5 51

2 78.4 16 728.5 18 104.8 13

3 31.2 6 337.5 8 98.7 12

4 or more 91.8 18 849.3 21 187.9 24

Total organised tour Indigenous tourism visitors 501.0 24 4,011.2 25 798.9 26

Average number of Indigenous tourism activities participated in by non-organised tour visitors

1 1,083.8 68 7,278.7 62 1,301.9 59

2 275.3 17 1,889.1 16 398.0 18

3 112.5 7 1,088.1 9 196.0 9

4 or more 125.5 8 1,483.1 13 297.1 14

 Total non-organised tour Indigenous tourism visitors 1,597.2 76 11,739.0 73 2,193.0 72

Continued…
Source: TRA, National Visitor Survey, 2010.
Note: Percentages may sum to more than 100 due to multiple responses.
np: Data are not published due to insufficient survey sample.
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C.1 Specific characteristics of Indigenous tourism visitors (continued)

  Visitors Nights Expenditure

(‘000) % (‘000) % ($ million) %

Indigenous tourism learning experience

Authentic Indigenous art or craft 745.7 35 6,892.1 43 - -

Authentic Indigenous cave or rock paintings, carvings or art 429.4 20 4,888.2 31 - -

Indigenous bush tucker (food) 426.8 20 4,651.2 29 - -

The Dreamtime 427.5 20 4,332.5 27 - -

Traditional hunting and gathering 398.3 19 4,414.2 28 - -

Indigenous music (including didgeridoos) 356.1 17 3,375.7 21 - -

Indigenous boomerangs, spears or other weapons 322.5 15 3,527.2 22 - -

Aboriginal dancing or performance 243.3 12 1,879.2 12 - -

None 751.6 36 4,886.8 31 - -

Total Indigenous tourism visitors 2,114.4 100 16,014.0 100 3,045.0 100

Source: TRA, National Visitor Survey, 2010.
Note: Percentages may sum to more than 100 due to multiple responses.
np: Data are not published due to insufficient survey sample..
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C.2 Selected characteristics of Indigenous tourism visitors
Visitors Nights Expenditure

(‘000) % (‘000) % ($ million) %

Age group

15-24 years 216.4 10 993.7 6 123.4 4

25-34 years 252.8 12 1,759.7 11 339.8 11

35-44 years 432.2 20 2,529.3 16 701.5 23

45-54 years 520.8 25 3,406.7 21 811.3 27

55-64 years 431.8 20 4,173.7 26 691.1 23

65 years or older 260.4 12 3,151.0 20 378.0 12

Gender

Female 1,180.8 56 9,441.1 59 1,659.7 55

Male 933.5 44 6,573.0 41 1,385.3 45

Employment

Full-time 1,011.1 48 6,074.3 38 1,575.1 52

Retired/on a pension 387.1 18 5,164.9 32 587.7 19

Part-time 385.6 18 2,816.3 18 584.7 19

Studying 184.4 9 734.5 5 59.6 2

Unemployed/home duties 98.3 5 752.7 5 136.3 4

Other np np np np np np

Lifecycle group

Parent 785.5 37 4,922.5 31 1,343.5 44

Older non-working 400.9 19 5,238.6 33 577.9 19

Older working 386.7 18 2,747.3 17 581.0 19

Young/midlife couple, no kids 244.8 12 1,447.4 9 272.5 9

Midlife single 137.7 7 833.2 5 202.8 7

Young single 152.6 7 757.1 5 57.7 2

Household income

$1 - $25,999 pa 119.9 6 1,423.3 9 146.6 5

$26,000 - $36,399 pa 106.6 5 1,390.0 9 142.6 5

$36,400 - $51,999 pa 167.1 8 1,363.7 9 186.8 6

$52,000 - $77,999 pa 309.6 15 2,349.0 15 370.1 12

$78,000 - $103,999 pa 319.1 15 2,152.0 13 443.5 15

$104,000 - $129,999 pa 234.5 11 1,421.0 9 331.6 11

$130,000 - $149,999 pa 170.4 8 1,013.8 6 199.4 7

$150,000+ 392.1 19 2,833.9 18 795.5 26

Other 295.2 14 2,067.3 13 429.0 14

Home State/Territory 0.0

NSW 685.9 32 4,778.7 30 894.3 29

Vic 510.1 24 4,162.3 26 882.5 29

Qld 395.4 19 2,841.7 18 571.1 19

SA 159.8 8 1,291.5 8 231.9 8

WA 167.4 8 1,374.9 9 227.7 7

Tas 49.9 2 738.8 5 109.9 4

NT 87.6 4 418.9 3 58.9 2

 ACT np np np np np np

Continued…

Source: TRA, National Visitor Survey, 2010.
Note: Percentages may sum to more than 100 due to multiple responses.
np: Data are not published due to insufficient survey sample.
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C.2 Selected characteristics of Indigenous tourism visitors (continued)
  Visitors Nights Expenditure

(‘000) % (‘000) % ($ million) %

Information sources used

Internet 1,145.5 54 8,898.0 56 - -

Previous visit 424.3 20 2,596.1 16 - -

Friends or relatives 390.8 18 3,333.1 21 - -

Travel book or brochure 249.0 12 3,385.5 21 - -

Tourist office/visitor information centre 105.1 5 1,613.0 10 - -

Work/business colleague 104.2 5 497.5 3 - -

Advertising/travel article/documentaries 83.1 4 702.2 4 - -

Travel agent 77.8 4 770.9 5 - -

Other 168.9 8 2,394.3 15 - -

None 414.3 20 2,553.6 16 - -

Travel party type

Adult couple 636.9 30 6,168.8 39 1,078.0 35

Friends or relatives 496.1 23 3,863.0 24 661.3 22

Family group with kids 451.8 21 3,021.8 19 771.0 25

Travelling alone 311.6 15 1,954.0 12 349.3 11

Business associates 130.6 6 506.7 3 124.4 4

Other 87.5 4 499.8 3 61.1 2

Trip purpose

Holiday 1,378.3 65 11,874.7 74 2,418.4 79

Business 329.4 16 1,554.5 10 301.8 10

VFR 325.3 15 2,048.6 13 260.3 9

Other np np np np np np

Accommodation type used

Caravan or camping 463.7 22 4,898.3 31 675.4 22

Friend’s or relative’s property 402.4 19 2,908.2 18 354.0 12

Standard hotel 397.5 19 2,110.1 13 521.6 17

Luxury hotel 306.3 14 1,775.0 11 622.9 20

Rented house, apartment, flat or unit 238.3 11 1,507.4 9 375.5 12

Serviced apartment 111.0 5 694.3 4 226.4 7

Other 195.2 9 2,120.6 13 269.3 9

Transport

Private car 1,173.4 55 7,583.4 47 1,096.7 36

Air 698.6 33 5,674.6 35 1,482.0 49

Other 143.7 7 2,062.8 13 322.1 11

Bus/coach 98.7 5 693.3 4 144.2 5

Package tour

Package 281.5 13 2,354.2 15 580.4 19

Non-package 1,832.8 87 13,659.8 85 2,464.6 81

Backpacker

Yes np np np np np np

 No 2,082.1 98 15,641.2 98 2,993.2 98

Continued…

Source: TRA, National Visitor Survey, 2010.    
Note: Percentages may sum to more than 100 due to multiple responses. 
np: Data are not published due to insufficient survey sample.
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C.2 Selected characteristics of Indigenous tourism visitors (continued)
  Visitors Nights Expenditure

(‘000) % (‘000) % ($ million) %

Destination visited

Sydney 164.1 8 598.6 4 - -

Regional NSW 529.5 25 2,622.0 16 - -

NSW 653.2 31 3,220.6 20 - -

Melbourne 115.4 5 369.6 2 - -

Regional Victoria 264.6 13 1,041.3 7 - -

Vic 356.8 17 1,410.9 9 - -

Brisbane & Gold Coast 200.6 9 911.9 6 - -

Regional Queensland 394.5 19 3,686.3 23 - -

Qld 553.1 26 4,598.3 29 - -

Adelaide 68.7 3 326.3 2 - -

Regional South Australia 158.9 8 1,111.2 7 - -

SA 197.4 9 1,437.6 9 - -

Experience Perth 87.0 4 463.3 3 - -

Regional Western Australia 187.5 9 1,382.2 9 - -

WA 230.4 11 1,845.5 12 - -

Hobart np np np np - -

Regional Tasmania np np np np - -

Tas 53.4 3 298.1 2 - -

Darwin 133.6 6 1,114.0 7 - -

Regional Northern Territory 260.4 12 1,708.1 11 - -

NT 323.9 15 2,822.0 18 - -

ACT 112.5 5 381.0 2 - -

Total capital cities 1,553.7 73 11,717.1 73 - -

Total regional areas 850.6 40 4,296.9 27 - -

Inter/intrastate visitors in each state/territory

   Interstate

NSW 243.6 12 1,418.2 9 - -

Vic 112.8 5 542.9 3 - -

Qld 284.2 13 2,994.6 19 - -

SA 127.3 6 1,089.6 7 - -

WA 99.7 5 1,233.0 8 - -

Tas np np np np - -

NT 250.1 12 2,527.0 16 - -

ACT 112.5 5 381.0 2 - -

Total interstate 1,055.0 50 10,426.2 65 - -

   Intrastate

NSW 409.6 19 1,802.5 11 - -

Vic 244.0 12 868.0 5 - -

Qld 268.8 13 1,603.7 10 - -

SA 70.1 3 347.9 2 - -

WA 130.7 6 612.5 4 - -

Tas np np np np - -

NT 73.7 3 295.1 2 - -

ACT np np np np - -

Total intrastate 1,213.6 57 5,587.9 35 - -

Total 2,114.4 100 16,014.0 100 3,045.0 100

Source: TRA, National Visitor Survey, 2010.    
Note: Percentages may sum to more than 100 due to multiple responses.    
np: Data are not published due to insufficient survey sample.   
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C.3 Selected characteristics of other (non-Indigenous tourism) visitors
Visitors Nights Expenditure

(‘000) % (‘000) % ($ million) %

Age group

15-24 years 9,425.2 15 31,199.2 13 3,254.7 8

25-34 years 9,284.2 15 29,792.4 12 5,744.5 15

35-44 years 13,969.0 22 48,543.9 20 10,621.7 27

45-54 years 12,656.7 20 41,342.7 17 8,904.2 23

55-64 years 10,244.0 16 41,416.5 17 6,229.9 16

65-74 years 6,215.1 10 35,609.9 15 3,641.7 9

75 years or older 2,168.7 3 12,761.5 5 926.7 2

Gender

Female 33,379.5 52 121,237.5 50 21,482.7 55

Male 30,583.4 48 119,428.5 50 17,840.8 45

Employment

Full-time 33,071.7 52 104,982.1 44 22,688.5 58

Retired/on a pension 10,843.5 17 61,850.6 26 5,892.2 15

Part-time 10,104.4 16 36,477.4 15 6,352.9 16

Studying 4,850.1 8 17,414.2 7 1,333.8 3

Unemployed/home duties 3,784.4 6 15,075.2 6 2,244.9 6

Other 1,308.7 2 4,866.6 2 811.3 2

Lifecycle group

Parent 24,122.2 38 81,578.4 34 17,725.8 45

Older non-working 11,143.9 17 63,539.0 26 6,017.6 15

Older working 9,996.2 16 34,704.9 14 6,221.1 16

Young/midlife couple, no kids 7,792.3 12 24,065.3 10 5,143.1 13

Young single 7,253.8 11 24,644.3 10 2,249.9 6

Midlife single 3,501.8 5 11,528.3 5 1,866.8 5

Household income

$1 - $25,999 pa 4,228.0 7 21,871.2 9 1,781.8 5

$26,000 - $36,399 pa 3,140.9 5 14,578.3 6 1,537.8 4

$36,400 - $51,999 pa 5,406.3 8 21,308.3 9 2,926.3 7

$52,000 - $77,999 pa 8,941.7 14 32,366.6 13 5,039.8 13

$78,000 - $103,999 pa 10,328.5 16 36,812.0 15 6,488.6 17

$104,000 - $129,999 pa 7,298.6 11 25,184.6 10 4,833.6 12

$130,000 - $149,999 pa 3,955.9 6 13,024.6 5 2,760.3 7

$150,000+ 10,430.7 16 32,215.8 13 8,856.0 23

Other 10,232.3 16 43,304.8 18 5,099.4 13

Home State/Territory

NSW 21,470.2 34 76,240.9 32 12,944.3 33

Vic 15,440.2 24 57,375.8 24 9,076.1 23

Qld 13,983.7 22 53,764.4 22 8,181.1 21

SA 4,551.6 7 18,176.2 8 3,004.1 8

WA 4,846.1 8 19,935.9 8 3,372.0 9

Tas 1,532.5 2 5,846.3 2 1,030.8 3

NT 604.7 1 3,682.7 2 764.5 2

 ACT 1,533.9 2 5,643.8 2 950.5 2

Continued…

Source: TRA, National Visitor Survey, 2010.    
Note: Percentages may sum to more than 100 due to multiple responses.    
np: Data are not published due to insufficient survey sample.   
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C.3 Selected characteristics of other tourism visitors (continued)
Visitors Nights Expenditure

(‘000) % (‘000) % ($ million) %

Information sources used

Internet 22,705.6 35 93,179.7 39 - -

Previous visit 10,726.2 17 42,441.7 18 - -

Friends or relatives 7,880.4 12 31,150.8 13 - -

Work/business colleague 1,864.4 3 5,894.8 2 - -

Travel book or brochure 1,642.5 3 10,334.2 4 - -

Travel agent 906.7 1 5,354.5 2 - -

Advertising/travel article/documentaries 702.4 1 2,916.8 1 - -

Tourist office/visitor information centre 638.1 1 3,825.5 2 - -

Other 2,407.5 4 11,451.2 5 - -

None 26,643.2 42 91,285.2 38 - -

Travel party type

Adult couple 17,571.1 27 73,526.4 31 12,090.9 31

Travelling alone 16,032.5 25 54,423.7 23 7,375.1 19

Family group with kids 15,128.5 24 60,485.5 25 11,397.6 29

Friends or relatives 11,168.5 17 39,371.3 16 6,444.3 16

Business associates 3,157.3 5 9,514.0 4 1,610.3 4

Other 904.9 1 3,345.2 1 405.2 1

Trip purpose

Holiday 28,131.4 44 120,034.7 50 22,545.1 57

VFR 21,144.7 33 75,516.7 31 8,404.7 21

Business 11,886.8 19 35,181.3 15 6,952.0 18

Other 2,799.9 4 9,933.3 4 1,421.8 4

Accommodation type used

Friend’s or relative’s property 24,468.9 38 90,997.5 38 9,167.3 23

Standard hotel 11,688.5 18 32,151.2 13 7,539.1 19

Luxury hotel 7,760.3 12 22,421.5 9 7,760.5 20

Caravan or camping 7,195.8 11 36,083.8 15 3,991.7 10

Rented house, apartment, flat or unit 5,234.7 8 25,688.7 11 5,327.4 14

Serviced apartment 2,130.3 3 9,329.3 4 2,762.5 7

Other 5,484.4 9 23,994.0 10 2,775.0 7

Transport

Private car 45,188.5 71 153,338.5 64 21,161.1 54

Air 14,380.2 22 65,765.5 27 15,320.3 39

Bus/coach 1,199.1 2 4,481.1 2 504.2 1

Other 3,195.0 5 17,080.9 7 2,337.9 6

Package tour

Package 3,072.3 5 12,701.2 5 2,986.5 8

Non-package 60,890.5 95 227,964.9 95 36,337.0 92

Backpacker

Yes 419.2 1 1,397.9 1 261.9 1

 No 63,543.7 99 239,268.2 99 39,061.6 99

Continued…

Source: TRA, National Visitor Survey, 2010.    
Note: Percentages may sum to more than 100 due to multiple responses.    
np: Data are not published due to insufficient survey sample.   
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C.3 Selected characteristics of other tourism visitors (continued)
Visitors Nights Expenditure

(‘000) % (‘000) % ($ million) %

Destination visited

Sydney 6,653.9 10 18,478.9 8 - -

Regional NSW 15,798.0 25 55,291.8 23 - -

NSW 21,969.9 34 73,770.7 31 - -

Melbourne 6,141.5 10 17,732.8 7 - -

Regional Victoria 9,768.3 15 30,306.8 13 - -

Vic 15,384.6 24 48,039.6 20 - -

Brisbane & Gold Coast 6,957.7 11 26,046.2 11 - -

Regional Queensland 8,724.1 14 39,134.8 16 - -

Qld 15,175.5 24 65,181.0 27 - -

Adelaide 1,993.7 3 7,011.1 3 - -

Regional South Australia 2,777.8 4 9,799.1 4 - -

SA 4,548.5 7 16,810.2 7 - -

Experience Perth 2,370.1 4 8,716.1 4 - -

Regional Western Australia 2,739.9 4 11,930.4 5 - -

WA 4,891.4 8 20,646.5 9 - -

Hobart 808.6 1 2,926.1 1 - -

Regional Tasmania 1,275.4 2 5,462.3 2 - -

Tas 1,828.4 3 8,388.3 3 - -

Darwin 467.0 1 2,177.8 1 - -

Regional Northern Territory 276.7 0 1,244.3 1 - -

NT 701.7 1 3,422.1 1 - -

ACT 1,615.4 3 4,267.9 2 - -

Total capital cities 40,271.7 63 153,169.5 64 - -

Total regional areas 26,488.5 41 87,496.6 36 - -

Inter/intrastate visitors in each state/territory

   Interstate

New South Wales 6,918.2 16 28,089.0 21 - -

Victoria 5,141.5 12 20,443.3 15 - -

Queensland 4,776.9 11 30,066.9 22 - -

South Australia 1,675.6 4 8,396.1 6 - -

Western Australia 847.6 2 6,323.1 5 - -

Tasmania 867.0 2 6,007.6 4 - -

Northern Territory 395.1 1 2,498.0 2 - -

Australia Capital Territory 1,598.0 4 4,197.9 3 - -

Total interstate 21,241.1 48 106,021.8 79 - -

   Intrastate

New South Wales 15,051.6 34 45,681.7 34 - -

Victoria 10,243.1 23 27,596.3 20 - -

Queensland 10,398.6 24 35,114.1 26 - -

South Australia 2,872.8 7 8,414.2 6 - -

Western Australia 4,043.7 9 14,323.4 11 - -

Tasmania 961.4 2 2,380.7 2 - -

Northern Territory 306.6 1 924.2 1 - -

Australia Capital Territory np np np np - -

Total intrastate 43,901.5 100 134,644.2 100 - -

Total 63,962.8 100 240,666.0 100 39,323.5 100

Source: TRA, National Visitor Survey, 2010.    
Note: Percentages may sum to more than 100 due to multiple responses.    
np: Data are not published due to insufficient survey sample.   
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