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More Tasmanian tourism statistics are available on
Tourism Tasmani abds cc
www.tourismtasmania.com.au/research
and via the interactive TVS Analyser at

www.TVSAnalyser.com.au



http://www.tourismtasmania.com.au/research
http://www.tvsanalyser.com.au/

TASMANIAN TOURISM
SNAPSHOT

Year ending December 2021

This Snapshot explores the changes in visitation to Tasmania over
the past year, providing insights primarily from the Tasmanian Visitor
Survey (TVS). The TVS Analyser (www.tvsanalyser.com.au) is an
interactive always-on and up-to-date dashboard for visitation data,
and has been recently upgraded to allow analysis on a variety of
visitor characteristics.

declines in visitation due to COVID-19. However despite periods of
restricted travel over the past year, the state did see months of
record domestic visitation and spend.

@ As with all destinations globally, Tasmania has seen significant

Tasmania welcomed 682,300 interstate and international visitors in the
year to December 2021, up 41% from 2020. Total nights were up 65% to
7.33 million, and visitor spend was $1.86 billion, up 68% on the year
ending December 2020.

B

Visitation to Tasmania in 2021 was almost entirely supplemented by
interstate visitors, with 677,500 mainland Australians visiting state. This is
59% of the domestic visitation seen in 2019.

Tasmani a6s border generally remained Oopen throu

domestic travellers, with tighter restrictions primarily from winter through
to summer for Victoria and New South Wales, and periods of high-risk
area restrictions from other states. Domestic travel resumed with limited
restrictions from all states from December 15, 2021. Limited international
travel temporarily resumed between April and June 2021 from New
Zealand, with a direct Hobart-Auckland flight for the first time in 20 years.

the year, including interstate and international campaigns and
providing travel vouchers to interstate audiences for the first
time.

@ Tourism Tasmani ads ancarketthioughout e mai ned i n

The 6Come Down for Airdé campaign was active "‘vifv‘-
fromsummer2020-2 1 t hrough to autumn, with the 0Off
in the cooler months. As NSW and VIC were challenged by further

COVID-19 outbreaks, attention was shifted to QLD, SA and WA, and in

the lead up to summer 2021-22, these markets were invited to apply for a

Tassie Holiday Voucher for use through November and December.

Tasmanians were encouraged to travel their own state throughout the

year, Vvia the oMake Yourself at Homed intrastat

campaign was active from autumn through to spring for Tasmanians, and
the voucher program was managed by the Department of State Growth.

Further i nformati on about Touri sm Tasmani aos
local industry can get involved, can be found at
www.tourismtasmania.com.au/marketing/campaigns



http://www.tvsanalyser.com.au/
https://www.tourismtasmania.com.au/marketing/campaigns

@ Comparing 2021 to pre-COVID
TASMANIAN Ongoing changes to travel restrictions within Australia through 2021

TOURISM resulted in varied visitation patterns to Tasmania, including state of origin
PRLAPSHOT and purpose of visit. Using 2019 as a baseline for tracking recovery of

domestic visitation, the below char"
Year ending against the same months in 2019, demonstrating how changes in visitor
0 2021 type resulted in higher rates of spend and more nights in the state

compared to numbers of visitors.
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@ Spend recovery continued to outpace visitation through 2021

Tasmania recorded five months where domestic spend was above the

spend in the same months in 2019, or indeed any previous year. This

spend was primarily from holiday visitors during a period where Tasmania
was one of the few travel options for Australians and was seen as a
relatively O6safed destination in th

' @ Average spend per visitor (ASPV) reached record highs

With visitation recovery lagging behind spend, the average spend per

domestic visitor (ASPV) has been substantially higher than in 2019.

Although all markets saw some lift in ASPV, the overall gain was driven

by two key factors:

A A significant drop in shorter stay, lower spending visitors from the two
big markets of NSW and VIC primarily for visiting friends and family.

A An increase in visitors from longer stay, higher spending markets (WA,

QLD).

Like to see more numbers?
The TVS Analyser interactive dashboard is available at www.tvsnalayser.com.au

Further research on Tasmani ads Vvisitor econom
site www.tourismtasmania.com.au/research
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As travel restrictions disrupted traditional key domestic
markets of Victoria and New South Wales in the second half of
the year, Queenslanders became the dominant market

In 2019 there was relatively consistent market share across the states
throughout the year. In 2021 as VIC and NSW were often under
lockdowns it was Queenslanders who flocked to Tasmania, followed by
South Australians. When looking at the full 12 months of 2021, there were
overall fewer trips by Queenslanders; however, November and December
set records for those months compared to previous years.

fewer visitors overall

- despite record b
Jan Mar May Jul Sep Nov Jan Mar May Jul Sep Nov numbers of '
2019 2021 Queenslanders.

Holiday and VFR visitors were most responsive to changing
travel restrictions; business has remained sluggish to recover

As some interstate travel resumed from late 2020, the first quarter of 2021
saw an influx of predominantly VFR visitors, flowing into quarter two
where holiday visitation saw record levels of visitors, nights and spend.
Although there was a surge in Queenslanders, the overall recovery of
visitation declined through the second half of the year as restrictions
tightened from key domestic markets.
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Visitors increased their length of stay in Tasmania in 2021,
averaging an extra 2.5 nights each compared to previous years

Significant increases were noted in the last quarter of the year as visitation
was dominated by visitors from states further away from Tasmaniai QLD,
SA and WA'T who typically stay longer than those from NSW or VIC.
Despite fluctuations in visitation through the year, the average length of
stay (ALOS) for interstate visitors increased on average 2.5 nights.

In terms of which towns and regions visitors spent their nights, 2021
generally returned to similar shares as 2019, despite fluctuations across
individual months.
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The pandemic has increased the desirability of nature-based
experiences and attractions, self-drive trips, and appeal of

Tasmani ads food, wine and bever ac
Tasmani aébs natwural | andscapes and w
influences for holiday visitors to choose the state, in line with previous

years. However the appeal of the st
scenery grew as holiday visitorso t.

2019-21, as people sought out more open-space places in response to the
confinement of the pandemic, and perhaps a cautiousness of crowds.

The second influence todtiraeedr ¢ wn d:«
supports the dispersal of visitors along with a desire to experience the
stateds food, wine and beverages (t

Australians rediscovered their interest in local produce.

2021 % |%pt change

RIS WiUETes SEE from 2019
1 |[To see wilderness, wildlife & natural scenery 65% X +5%
2 | To selidrive / tour around 55% X +3%
3 | To experience Tas. food and wine / beverages 46% X +8%
4 | To experience Tas. history / heritage 35% y -1%
5 | Wanted to return to see and do more 29% y +2%

The strong influence of outdoor experiences also translates
through to activity on the ground by domestic visitors, with
bushwalking and hiking, visiting historic sites and national

parks the top activities

Bushwalking (from a couple of hours to overnight trips) continued to be the
top activity before and through COVID for domestic visitors, and gained a
further 9%pts of the share of activities undertaken. Almost all the activities
of the 35 surveyed in the TVS saw an increase in participation based on
share, meaning visitors were each participating in more activities during
their trip than in previous years. This is likely to contribute to the elevated
spend per person through greater dispersal around the state.

For domestic holiday visitors, the trend was even more pronounced; 69%
of them patrticipated in some sort of bushwalk, which is the highest
participation rate ever seen (up 5%pts from 2019).

The influences and activities are reflected in the attractions
domestic holiday visitors experienced in 2021, as they visited
more outdoor and nature-based places

While Salamanca Market, kunanyi / Mt Wellington and MONA remained in
the top three visited attractions, Freycinet National Park moved
substantially up the most-visited rankings from 7t to 4™ (2019 to 2021) as
visitors explored regional destinations. Cataract Gorge (5") and Cradle
Mountain (6") maintained their rankings.



