











TIEV* and expenditure

« Visitors from New Zealand had a Total Inbound Economic Value (TIEV) of $2 billion on trips to Australia in
2009. This was a decrease of 8% on 2008.

« Visitors from New Zealand spent on average $1,940 per trip.

Figure 7 - Total Inbound Economic Value (TIEV) by first and repeat visit
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Table 4 - Visitors and average expenditure on specified items, 2009

Average spend ($)

Organised tours 250
Domestic airfares 258
International airfares 515
Rental vehicles 316
Petrol and oil costs 102
Other transport fares 81
Food, drink and accommodation 713
Shopping to use in Australia 150
Shopping to take home 319
Gambling 116
Entertainment 117
Motor vehicles 6,740
Education 2,996
Phone, fax and postage 60
Package tour 1,190
Other 305
Total 1,940

1 TIEV represents the total amount of money that flows to the Australian tourism industry through the exportation of the
tourism product.



Trip planning and booking horizons

- Visitors from New Zealand travelling for VFR were more likely to have shorter planning and booking periods
than holiday visitors.

+ Around one third (32%) of holiday visitors planned their trip one to three months before travelling.

- Visitors from New Zealand were more likely to book their flights to Australia one to three months prior to
travelling.

Figure 8 — Planning horizons by purpose, 2009
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Figure 9 — Flight booking horizons by purpose, 2009
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Information sources and internet usage

+ The most common information sources used by first-time visitors to Australia were internet (50%), friend or
relative living in Australia (27%) and travel agent (25%).

+ The most common information sources used by repeat visitors to Australia were internet (43%), previous
visit (37%) and travel agent (19%).

+ The most common reason for visitors using the internet was to look for airfares or air schedules to Australia
(67%) and to look for accommodation (46%).

Figure 10 — Information sources, 2009
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Figure 11 — Reasons for internet usage

Other reasons

To find out about accommodation in Australia

To help plan other transport options within Australia
(e.g. car rental, public transport, etc.)

To look for airfares or air schedules: for travel within Australia
To look for airfares or air schedules: for travel to Australia

To find out about events or activities within Australia

To find a travel agent for Australia

To help plan Australian trip itinerary

To find out more about Australia after deciding to visit

To help decide whether or not to visit Australia
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