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What we will cover

 The now - How are we doing?
e The fFuture - What is the forward view?

* The opportunity - Where is the demand?
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International tourism is
still in recovery
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Global | . .
Re bO U n d 136% 105% 100%

International tourism has reached
97% pre-pandemic levelsin Q1 2024.

(% change over 2019)

136%

Arrivals in APAC recovered 82% of
pre-pandemic levels after recovering
65% in 2023.

Northern Territory is at 69% OF 2019 — Asia Pacific Americans Africa Middle East
(NAT 85% YE Jul24).
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Source: UNWTO, Q1 2024



Travel sector is normalizing with
significant gains yet to be reached
from international recovery
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“New Normal” gives way to Normal

100%

Hypergrowth Rebound

80%

Recent research (US, Aug 2024)
captures well what we are also seeing
in Australia and NT.

60%
0% Back to Normal
20%
0% T o I Yo T O LT O LI O RXTTe)

-20%

The travel sector worldwide is
stabilising after experiencing s
‘rebound hypergrowth’. 0%
o . oo 0 a q V D A q

Recent pace of growth in travel is not F L L P E L, L L L L LLLLLLLLLLSF S
sustainable. Normalisation is a sign of
strength as the industry moves past
wild swings of the COVID era.

-40%

% Change from Prior Year

Source: Skift State of Play (US) Aug 2024




How are we doing in the
Territory?
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Territory aligned to sector

stabilisation trend

25 $3.0
. NT Visitors and Visitor Expenditure
Spend remains well above 2019 levels. » P 525
International growing share of NT visitation .. "0
and spend. E s 2
NT INTERNATIONAL g l I ' . ‘ | I o &
@ . l - . - . I . ' $0.5
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? N ntra-Territory N [nterstate International e |ntra-Territory spend
e nterstate spend International spend e===Total spend
EXPENDITURE $435M __—

+35%

e

Source: International and National Visitor Survey — Year Ending June 2024
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Northern Territory

1.6M VISITORS -2.9%
$2.6B EXPENDITURE -0.5%

INTRA-

INTERSTATE  rgrriTory NTERNATIONAL
® 0 C

visiTors 548,000 547,000 202,000
-2.7% -18% +36%

EXPENDITURE  >1-6B $771M $435M
-10% +14% +35%

International and National Visitor Survey — Year Ending June 2024

HOLIDAY

804,000
-1.7%

$1.4B
+1.3%

VFR BUSINESS

D G

220,000 503,000
+5.5% -5.4%

$211M $621M
+40% -8.0%




Top End

400 Top End Holiday Visitation Recovery
International visitation continues
strong towards recovery and Top .
End with Darwin is leading the uplift 0 .

INTERNATIONAL

150

% 100
%) 50 1
117,000 /

0
0,
+36£ YE Mar 18 YE Mar 19 YE Mar 20 YE Mar 21 YE Mar 22 YE Mar 23 YE Mar 24

Year Ending (Rolling Annual)

152

Holiday Visitor Numbers (000s)

Interstate @ |ntra-Territory e |nternational

e
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Source: International and National Visitor Survey — Year Ending June 2024 4 TERR”ORY



Ce n tre b Centre Holiday Visitation Recovery
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International continues strong towards
recovery and Centre with Alice is capturing
the pent-up demand

Holiday Visitor Numbers (000s)

107 t

100
CENTRE 2N |
INTERNATIONAL 50
ALICE
X INTERNATIONAL
0
EP D YE Jun YE Jun YE Jun YE Jun YE Jun YE Jun YE Jun YE Jun YE Jun YE Jun YE Jun YE Jun YE Jun YE Jun YE Jun YE Jun YE Jun YE Jun
% 07 08 09 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24
:PD Year Ending (Rolling Annual)
115,000
Interstate e |ntra-Territory e |nternational
+50%

54,000
+52%

e
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Top 5 international markets
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Source: International and National Visitor Survey — Year Ending June 2024




N o rt h e r n Te r ri to ry NT INTERNATIONAL HOLIDAY VISITOR SOURCE MARKETS

Y
114

202,000 VISITORS +36%

UNITED STATES OF AMERICA ‘ CHINA*
$435M EXPENDITURE +35%

VISITORS 23,000 +19% VISITORS 9,000 t

—
4> UNITED KINGDOM FRANCE
HOLIDAY BUSINESS  OTHER gl: VISITORS 20,000 +40% ‘ ’ VISITORS 6000 ¢
@ . @ @ GERMANY #.m‘ KOREA
VISITORS 18,000 +66% Q} ”r VISITORS 5,000 1
150,000 26,000 10,000 26,000
+43% +79% +12% +7.0%
/. JAPAN {|I scANDINAVIA
/‘ VISITORS 11,000 +221% 1'7 VISITORS 5,000 1
== NEW ZEALAND A, NETHERLANDS
VISITORS 10,000 +113% - VISITORS 5,000 1
/

L
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* China includes — Mainland China, Taiwan and Hong Kong “ : TERR”ORY

Source: International Visitor Survey — Year Ending June 2024, as compared to Year Ending June 2023



Spend

171%

150% Territory International $ Recovery
134% 132% g
UK, Singapore and NZ
visitors are spending .
more than pre 100% ——————mm e —— N ____ - -
pandemic. 83% 83% 84%
71% °
Once they come to the 6%
Territory, International aa% 4%
visitors are also staying I 34% 8% o 30%

longer — on average 24
days (more than double
pre pandemic).

35%

Canada Germany France Italy Japan China* Singapore Nz
North America Europe East and South Asia Southeast Asia and Oceania
W Total M Holiday e —

R
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Source: International and National Visitor Survey — Year Ending June 2024 ::. TERRHORY



Travelis a top 5 ‘'splurge’ category

Travel is a priority for

. Categories Millennials and Gen Z Intend to Increase Spending on in the Next 12 Months
young generations

Beauty and Personal Care 9%
Books, Movies, and Entertainment 8%
Dining Out and Fine Dining 7%
TO p Sp I.U rg e Ca teg 0 ry FO r Arts and Culture (e.g., theater, concerts, museums) 7%
) Travel and Vacation |— . 7%

Millenials and Gen Z in Automotive and Accessories 7%

Fitness and Wellness 6%
US a nd EU rO pe Fashion and Clothing 6%
Electronics and Gadgets 5%
Collectibles and Memorabilia 5%

. . Hobbies and Recreation 5%
ThlS trend Wlll FU rther Spa and Relaxation Treatments 4%
Gaming and Entertainment Systems 4%

Support growth OF the Home Decor and Furnishings 4% '

o Personal Development and Education 4%
Ca tegory Overtlme Gadgets and Smart Home Devices 3%
Jewelry and Watches 3%
Sports and Outdoor Equipment 3%
Luxury ltems and Accessories | 2%
Other(s) 2%

L —

NORTHERN

Source: Skift Research Millennial and Gen Z Survey, Dec 2023, UK (n=470), US (n=523), DE (n=511). o TERRITORY



Preference for Travel is a Global Phenomenon

Global generational shift in favour of
spending $ on travel rather than things
—just as true in US and EU as it is in Asia.

Millennials becoming peak purchasing
power

Gen Zs are entering workforce
generating own income for 15t time.

More recent surveys support this trend
which should provide long-term growth
for international travel.

Millennial / Gen Z Survey:
I'd Rather Spend Money on Travel Than on Things

Yes No

75%
63% 60% 60%

UK Australia China India

P D 9 .

L —

Source: Skift Research 2019 Millennial/Gen Z Traveler Survey. N=1000, for each US, China, India and N=500 each for UK and Australia.




The Future
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5-YEAR AVERAGE ANNUAL GROWTH RATES (%) DOMESTIC VS INTERNATIONAL

Expenditure in real terms

National growth
projections are strong

2013 - 2018 2023-2028

= Domestic International

INTERNATIONAL, DOMESTIC AND TOTAL TOURISM SPEND IN AUSTRALIA

MNominal, annual values in A% billion, not adjusted for inflation.

TRA 5 year Forecasts predicting consistent and Actual data to 2022, forecast values from 2023 to 20Z8.

stable Future growth rate for International 220 S

200
s
150 138.468423
100
78.416385
50

visitation and spend.

Spend in Australia (Sbillion)

2008 2010 2012 2014 2016 2018 2020 2022 2024 2026

mmmm International spend in Australia s Domestic spend

2028

Total spend in Australia

NORTHERN

Source: Tourism Research Australia IVS & NVS forecasts. . TERRITORV




Macro-economic pressures are
impacting rate of recovery

Top Challenges for International Travel in 2024
% of Tourism Experts Surveyed in May 2024

Higher Transport and Accommodation Costs 60%

Economic Environment 59%

3 of to 5 challenges for
international travelin 2024 are Extreme Weather Events |, 30%

cost related Tha Hamas/Israel Confiict | 05
Staff Shortages l_ 24%
The Russian Offensive on Ukraine | 19°¢
Low Consumer Confidence [N 5%
Geopdlitical Risks [ 159
Airport Congestions, Flight Delays, Cancellations l— 15%
Travel Restrictions Including Visa Requirements [ 1%

L —

Source: Skift State of Travel June 2024(US), UN WTO Barometer May 2024.



Eastern markets to fuel the
Forward pace

Top 5 Countries in Outbound Tourism Expenditure in 2023 (in USS Billion)

m2019 =2023

China is back being a big travel
spender s255

While outbound is still to recover - »

to 2019 levels, Chinese travellers su2 . »

are back to being biggest 93 ss6

spenders on international travel - s51 849
O = - & O

US, UK and DE have already Gemmany
surpassed pre covid spend levels

L

Source: Skift State of Travel June 2024(US), UN WTO Barometer May 2024.



Changing dynamics of international
spending

India expected to more than double the
2019 international travel spend in 2027 T

in 2019 to 5% Largest in 2027 $127 A RARA:
Eastern markets expected to take larger W S o
proportion of the outbound travel spend e Yo oo
- 2 of top 5 Eastern markets will make A
up 40% of outbound spend! Y o

Eastern markets expected to fuel
international growth beyond recovery

L —

Source: Bernstein India Blackbook, Dec 2023.




Let’s not forget the Americans

U.S. Citizen Departures to International Regions

7 Trailing 12M Moving Average (in Millions) Mey2é
Fastest and top market to recover to
Australia and NT!
Uplift of +2m US outbound travellers! VENLSL——
(surpassed pre pandemic levels)

Share of U.S. Population Who Traveled, Jan 2020 - Mar 2024

Share of Americans who travel on the rise B
—approx. 2/3 of Americans taking at least
1tripin Q12024.

—

e

) NORTHERN

Source: NTTO, data as at June 2024; US Travel Trends Q1 2024, Exploring Day Tours & Experiences, N=1004, Apr 2024 . i TERRITORY



The opportunity
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Set jetting
Indigenous
Sustainability
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More than 1/3 of OOR have been
influenced by tv show / movie

LEVEL OF INFLUENCE OF TV SHOWS/MOVIES ON TRAVEL PLANS BY global (excl. Australia) AND SOURCE MARKETS

5% 5%

5%

7%

11%

South / Southeast Asia leading
the way on Setjetting!

Netflix bring on the Territory!
Because..

Global excl Australia North America UK & Europe North Asia South/Southeast Asia New Zealand

Mincreased M Stayed the same Decreased

" NORTHERN
Source: Tourism Australia CDP, FiftyFive5.

WLES. Within the last 12 months, has the influence of TV shows and movies on your travel plans increased, decreased or stayed the same? TERR'TORV
Base: Jun '24, Those who were influenced by a TV show or movie, Global excl. Australia n=2,588, North America n=304, UK & Europe n=520, North Asia n=691, South/Southeast Asia n=919, New Zealand n=154



Australia as 2" most influenced
destination by set jetting

Top 10 destinations influenced by tv shows/movies (global excl. Australia)

Australia are the destinations japan
oor travellers tell us they were
most influenced to visit after
watching tv shorts/movies,

20%

Australia 20%

USA (ex Hawaii)

15%

South Korea

11%

With the rank order largely taly
reflective of the appeal of the Dubai, Abu Dhabi, Saudi Arabis, Qatar
destination

10%

Thailand 8%

Interest highest from SE/A & NZ France

United Kingdom

=
= o
&

Hawaii

e

Source: Tourism Australia CDP, FiftyFive5.

WLE3A. Please list the destinations that you previously considered, researched and/ or travelled to because of a movie/ TV show.
Base: Jun ‘24, Those who were influenced by a TV show or movie, Global excl. Australia n=2,588, North America n=304, UK & Europe n=520, North Asia n=691, South/Southeast Asia n=919, New Zealand n=154



2% of international travellers seek ou
Indigenous experiences

Enjoying indigenous food is the top
experience of interest, fFollowed by

| Types of indigenous/Aboriginal and Torres Strait Islander Experiences of interest

l l h . k d l F . Enjoying Indigenous/Aboriginal food/cuisine 53%
Cultural hikes 41%
. . g . . . . Watching Indi Aboriginal painti tand craftd trati %
Choose to include indigenous experience when travelling internationally atching Indigenous/Aboriginal painting, art and craft demonstrations 40%
Having a hands-on experience/learning a new skill (e.g. basket weaving, cooking) 35%
Every time 129% ] = Purchasing Indigenous/Aboriginal paintings, arts and crafts 31%
Overnight stays 31%
Most of the time 30% . '
Urban or Metropolitan Walking tours 28%
Active water-based adventures (Kayaking, Paddle boarding, snorkelling) 28%
Some of the time 40%
Wouldn't be interested in any 9%
Other 1%

Never

L —

NORTHERN

Source: Tourism Australia CDP, FiftyFive5. i 'I'ERR"‘O Rv
INDX7. Which of the following types of Indigenous/Aboriginal & Torres Strait Islanders experiences would you be interested in participating in if you were traveling in Australia for a holiday in the next 4 years?
Base: Global excl. Australia who are aware of Australia as a holiday destination May ‘24 n=2,333, North America n=248, UK & Europe n=458, North Asia n=593, South/Southeast Asia n=784, New Zealand n=250



Enhancing Indigenous experiences wit
Nature & Wildlife increases willingness to pay

Willingness to pay more for indigenous/Aboriginal and Torres Strait Islander Experiences

B | would not be interested, even if it cost less than a non-Indigenous experience | would only be interested if it cost less than a non-Indigenous experience
I would only be interested if it cost the same as a non-Indigenous experience I'd pay a little more for it compared to a non-Indigenous experience
I'd pay a lot more for it compared to a non-Indigenous experience

Nature & Wildlife 4% 12% 31% 39%
Exclusive Accommodation 7% 15% 33% 34%
Immersive Journeys 9% 16% 33% 32%
Coastal & Aquatic 9% 15% 33% 32%
Bush & Outback 8% 14% 36% 32%
Culinary Experiences 36% 32%
Active Adventures 10% 15% 35% 30%
Art & Museum 8% 16% 37% 30%

Urban Culture 7% 16% 43% 26%

NORTHERN

Source: Tourism Australia CDP, FiftyFive5. o 'I'ERR"‘O RY
INDX9: If visiting Australia and you had the opportunity to do the following types of experiences in an Indigenous/Aboriginal & Torres Strait Islander setting or with Indigenous/Aboriginal & Torres Strait Islander

people, which of the following is true?

Base: Global excl. Australia who are aware of Australia as a holiday destination May ‘24 n=2,333, North America n=248, UK & Europe n=458, North Asia n=593, South/Southeast Asia n=784, New Zealand n=250



Localisation increases the opportunity

Respect and preservation of local
cultures and traditions is important to
travellers as is supporting local
businesses

Sustainability lens enhances offerings
Custodianship of Indigenous culture

and traditions is an expression of
Sustainabiltiy

Source: Tourism Australia CDP, FiftyFive5.

IMPORTANCE OF SUSTAINABLE FACTORS

Tours/activities that respect and preserve local cultures and traditions 34%
Tours/activities that prioritise the conservation & protection of natural environments 33%
Purchasing souvenirs & goods from local businesses 33%
Animaliwildlife tours/activities that prioritise animal welfare & conservation 32%
Transport options with lower carbon emissions 30%
Accommodation options with sustainable practices 30%
Destinations that prioritise sustainable environmental practices 29%
Destinations that prioritise local people & communities, & cultural preservation 29%

Low impact tours or activities 24%

Destinations that prioritise the fair distribution of benefits from tourism to create
positive social impact

Businesses that actively work to reduce their environmental footprint 21%
Businesses that have sustainable certifications or programs 15%

Educationallvolunteer opportunities 13%

None of these _ 11%

NORTHERN

.
! LR e
ST3. Which of the following types sustainable practices do you look for/consider when thinking about where and how to travel? TERRITO Rv
Base: Global excl. Australia who are aware of Australia as a holiday destination Apr ‘24 n=4,203, North America n=500 UK & Europe n=1000, North Asia n=1200, South/Southeast Asia n=1202 New Zealand n=301




Key takeouts

v International travel is still in recovery — normalizing sector a sign
of strength and stability

v Eastern markets expected to fuel international growth beyond
recovery

v New generations to shape trends in international travel

v Positioning Territory strengths to meet global traveller needs
shaped by recent trends

v NT has it all!
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International snapshot and Market fact
sheets now available

NORTHERN

Visitor Data Snapshot TRITORY
International Snapshot TERRITORY $2.6 BILLION Torews
YE June 2024 = = 5

ATOTAL 1,60 MALION VISITORS.

Region Purpose

REPO

Traveller type

bl 2 Sy
w = s TOURISM TRENDS: vear ENDING A
s ) stete. 1,507 75 1,655
VISITOR EXPENDITURE YE JUNE 2024 veroRs o st o v
FROM 202,000 INTERNATIONAL VISITORS r)}; 5 %'; 000
S el ; SESTRREER SR
c S8 L Lo VISITORS .
o o = RAGE PURPOSE OF VISIT YE JUNE 2024 @ o
Q g @ ‘ ‘ -
202,000 234 $2,149 0 @ @ 500
150,000 26,000 10,000 26,000
149,000 238 $2,157 +43% +79% “12% +7.0%
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