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INTRODUCTION 

Chinese enthusiasm for international travel continues, enabled by a strong economy and a growing 
middle class. The Chinese holiday market to Australia is a mix of travellers on group tours, which 
appeals to those new to international travel, and the more experienced outbound travellers who are 
choosing to travel independently, commonly known as free and independent travellers (FITs). 

The competition to attract the Chinese traveller is strong, with Chinese outbound travellers already 
ranked among the top spenders globally on a per-trip and per-night basis. The redistribution of 
Chinese households toward the middle and upper income classes will raise the value of Chinese 
travellers to international destinations as their preferences continue to shift toward long-haul travel, 
higher-cost accommodation and upscale shopping1.  

Australia’s natural landscapes, fresh air and peaceful lifestyle are the perfect antidote to the rapid 
modernisation and industrialisation in China. The relatively short travel distance between China and 
Australia reduces the problem of jet lag, making Australia a viable destination for first and repeat 
visits. 

As the home to a large number of Chinese immigrants (387,400 as at the 2011 Census), and hosting 
around 150,000 Chinese international students,  Australia is a very tourist-friendly destination for 
Chinese visitors who want to travel independently, with its greater prevalence of Chinatowns and 
Chinese residents in comparison to other Western countries.  

The recent improved visa access for Chinese FIT travellers to Australia presents significant 
opportunities to increase the flow of these travellers to NSW. 

This factsheet profiles and compares two segments: 

 Chinese FIT holiday visitors 

 Other Eastern countries FIT holiday visitors to NSW. 

FIT visitors are that whose purpose of visit is holiday but does not include visitors who arrived in 
Australia as part of a group tour. 

Definition and Notes 

The ‘other Eastern countries’ are defined in this factsheet as including Japan, Republic of Korea, Singapore, 
India, Malaysia, Thailand, Taiwan, Indonesia and other Asia, excluding China. 

Figures for this factsheet are sourced from Tourism Research Australia’s International Visitor Survey for the year 
ending September 2014.  

                                                      
1
 The Future of Chinese Travel, a report by Oxford Economics for InterContinental Hotels Group
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MARKET SIZE  

In the year ending (YE) September 2014, there were 211,400 Chinese FIT holiday visitors to Australia 
spending 2.7 million nights in our country.  

The Chinese FIT holiday market contributed 46% of all Chinese holiday visitors to Australia and 70% 
of Chinese holiday nights. 

 The size of the Chinese FIT holiday visitor market to Australia in 2014 VS. 2013 grew at a 
stronger rate (27%) than for the other Eastern countries FIT holiday market (12%). There was 
solid growth in Chinese FIT holiday nights in Australia (31%) in 2014 compared with 2013, 
substantially higher than the 7% increase in the other Eastern countries FIT holiday nights. 

 The top five regional destinations in Australia visited by the Chinese FIT holiday market to 
Australia were Sydney (54% of visitors), Melbourne (45%), Tropical North Queensland (27%), 
Gold Coast (24%), and Brisbane (14%). 

In terms of State comparisons, NSW dominates visitor numbers, however due to a lower average 
length of stay, NSW ranks just behind Victoria for Chinese FIT holiday nights to Australia.  

 NSW hosted overnight stays for well over half of the Chinese FIT holiday visitors to Australia 
in 2014 (57% or 120,000 visitors) while Queensland and Victoria each hosted 49% of Chinese 
FIT holiday visitors or 103,000 visitors each.  

 Just over a quarter of the market visited the smaller states/territories. 

 The major Eastern seaboard states of NSW, Queensland and Victoria accounted for 86% of all 
Chinese FIT holiday nights spent in Australia in 2014. NSW accommodated 793,500 nights, a 
little less than Victoria’s 860,000 nights but above Queensland‘s 677,000 nights. 

 Chinese FIT holiday visitors had an average length of stay of 6.6 nights in NSW, equal to 
Queensland’s average of 6.6 nights but less than Victoria’s 8.4 nights. 

In the YE September 2014, there were 120,000 Chinese FIT holiday visitors to NSW spending 793,500 
nights in our State. Chinese FIT holiday visitors contributed 40% of all Chinese holiday visitors and 
65% of all Chinese holiday nights to NSW.  

 Compared to the previous year, the size of the Chinese FIT holiday market to NSW grew by 
29% compared to 10% for the other Eastern countries FIT holiday market. Although there 
was an increase in visitor numbers, nights spent in NSW by the Chinese FIT holiday market 
were steady (due to a shorter average length of stay) compared with 2013, while nights for 
the other Eastern countries FIT holiday market increased by 15%. 

VISITOR EXPENDITURE OF THE OVERALL HOLIDAY MARKET 

The overall Chinese holiday market to NSW (comprised of FIT and group visitors) had an expenditure 
of $366 million in the YE September 2014, which was 33% of the overall Eastern market holiday 
expenditure in the State. China has the highest market spend of any of the Eastern markets, 
considerably ahead of the second ranked Korea ($215 million).  

Chinese holiday visitors to NSW spent a little less per visitor ($1,232 VS. $1,486) when compared to 
the other Eastern countries holiday visitors, however they spent much more per night ($300 VS. $86).  
Chinese holiday visitors to NSW had a shorter average length of stay in NSW compared to their other 
Eastern market counterparts (4.1 VS. 17.4 nights). This difference in length of stay is due to the 
Chinese holiday market having a higher proportion of short stay group travellers than their other 
Eastern market counterparts. 
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Note: the overall holiday market expenditure from TRA’s modelled expenditure data is shown in the 
table below, due to expenditure estimates not being available for the FIT holiday market. 

Table 1: Overall Holiday Visitor Expenditure by Eastern markets to NSW 

Visitors  

(000s) 

Nights  

(000s) 

Average 
length 
of stay 
(nights) 

Visitor 
expenditure  

($ millions) 

per 
visitor 
spend 

 $ 

per 
night 
spend 

 $ 

Korea 109 2,583 23.7 215 1,972 83 

Taiwan 47 1,665 35.2 86 1,817 52 

Japan 85 1,720 20.2 146 1,710 85 

Hong Kong 53 861 16.3 82 1,557 96 

Thailand 13 265 20.8 19 1,523 73 

China 297 1,223 4.1 366 1,232 300

Singapore 50 314 6.2 56 1,108 178 

Indonesia 27 192 7.2 26 978 135 

Malaysia 42 285 6.8 41 973 144 

India 35 316 8.9 31 864 97 

Other Asia 29 311 10.8 27 938 87 

Other Eastern countries 490 8,512 17.4 729 1,486 86

Overall Eastern markets 788 9,735 12.4 1,095 1,390 113 
 Source: Modelled expenditure, International Visitor Survey, Year Ending September 2014. 

The Chinese love of shopping while on holidays is well known; indeed it is one of the ways they 
engage with a destination. One in every five dollars spent during their trip in Australia by the Chinese 
FIT holiday market to NSW was devoted to shopping, with most of the spending on items to take 
home.  

VISITOR PROFILE 

The profile of the Chinese FIT holiday market to NSW in the YE September 2014, in comparison to the 
other Eastern countries FIT holiday market is as follows: 

Travel party, age and gender 
The most common travel party amongst the Chinese FIT holiday market who visited NSW was those 
travelling ‘unaccompanied’ (34%) followed by’ family groups’ (30%),’ adult couples’ (18%) and 
‘friends and /or relatives travelling together’ (17%). 

In comparison to the other Eastern countries FIT holiday market, the Chinese FITs had a lower 
proportion of ‘unaccompanied’ travellers (34% VS. 44%) but a higher proportion of the’ family group 
- parents with children’ (30% VS. 20%).   

The Chinese FIT holiday market was far more likely to be female than male (60% VS.40%), while the 
other Eastern countries FIT holiday market also had a female skew but to a lesser extent, 54% female 
VS. 46% male.  

The biggest Chinese FIT holiday age segment was 30 to 44 years (32%), closely followed by 15 to 29 
years (31%), 45 to 59 years (29%), and 60 years+ (7%).  

Compared to the other Eastern countries FIT holiday market, the Chinese FIT holiday market had a 
lower proportion of people aged 15 to 44 years (63% VS. 73%) but more in the 45+ years age range 
(37% VS. 27%).  
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First VS. Repeat visitors 
Chinese FIT holiday visitors to NSW were much more likely to be on their first visit to Australia (70%) 
compared to the other Eastern countries counterparts (58%).   

Transport 
Transport used between stopovers by the Chinese FIT holiday market in comparison to their other 
Eastern countries counterparts showed they were more likely to travel by ‘aircraft between 
stopovers’ (52% VS. 39%) followed by ‘private or company car’ (22% VS. 17%).  

Less popular options for the Chinese FIT holiday market were taxi, local public transport, charter or 
tour bus, or rental car which ranged in use between 12% and 4% of visitors.  

Accommodation 
Compared to the other Eastern countries FIT holiday market, the Chinese FIT holiday market was far 
more likely to stay in hotel accommodation during their stay in NSW, (42% of nights VS. 9% of 
nights). The preference for the Chinese market was for standard hotel/motel (below 4 star) 
accommodation (27% of nights) while 15% of nights were spent in luxury hotel/luxury serviced 
apartments (4 star and above). The Chinese FIT holiday market also spent more nights in the homes 
of friends and relatives, accounting for 37% of their nights VS. 13% for their other Eastern countries 
counterparts. 

Rented house / apartment / unit / flat was the main choice for the other Eastern countries FIT 
holiday market (60% of nights VS. only 6% for the Chinese market). 

Dispersal to Regional NSW 
The Chinese FIT holiday market to NSW spent the vast majority of their nights in Sydney (90%) with 
only 10% of their nights in Regional NSW, which was similar to their other Eastern countries 
counterparts, with 85% of their nights spent in Sydney and 15% in Regional NSW. 

The regions which picked up some overnight visitation from the Chinese FIT holiday market to NSW 
were the Hunter (4%), South Coast (3%), North Coast (3%) and Blue Mountains (1%). 

Precincts and attractions visited  
Places visited by the Chinese FIT holiday market to NSW in 2014 are compared with the other Eastern 
countries FIT holiday market to NSW in Table 2 below.  

The Sydney Opera House and Sydney Harbour Bridge were the two most visited attractions in Sydney 
while Chinatown and Darling Harbour were the top two tourist precincts.  

Other popular Sydney attractions were the Royal Botanic Gardens, Sydney Aquarium, Sydney Tower, 
Taronga Zoo, the Australian Museum and the Star City Casino. Chinatown was popular with the other 
Eastern countries FIT holiday market but as expected, more so for the Chinese FIT holiday market. 

Precincts and attractions visited (continued) 
The Chinese FIT holiday market’s visits to places outside of Sydney were primarily taken as a daytrip 
from Sydney, rather than as an overnight stay. This was also true of the other Eastern countries FIT 
holiday market.  

Twenty seven per cent of the Chinese FIT holiday market to NSW visited the Blue Mountains in the YE 
September 2014; less than the other Eastern countries FIT holiday market of whom 46% visited the 
Blue Mountains. Other places visited in Regional NSW were Port Stephens (10%), Central Coast (9%), 
Byron Bay/Northern Rivers and Wollongong/South Coast (7% each) and Hunter (5%). 
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Table 2: Precincts and attractions visited  

FIT Holiday visitors to NSW 

China 

 

Other Eastern 
Countries 

 Sydney Attractions 

Sydney Opera House 92% 86% 

Sydney Harbour Bridge 88% 79% 

Royal Botanical Gardens 39% 28% 

Sydney Aquarium 26% 22% 

Sydney Tower 23% 22% 

Taronga Zoo 15% 18% 

Australian Museum 15% 11% 

The Star 12% 14% 

Art Gallery of NSW 12% 12% 

Sydney Fish Markets 11% 8% 

Museum of Contemporary Art 9% 11% 

Sydney Wildlife World 8% 13% 

Powerhouse Museum 2% 3% 

Sydney Precincts 

Chinatown 77% 61% 

Darling Harbour 77% 80% 

The Rocks 34% 50% 

Bondi 33% 46% 

Kings Cross 18% 26% 

Manly 16% 29% 

Note: respondents were only able to select places, precincts and attractions from the list above, there may have been other 
places visited which were not included on the list.  

Source: International Visitor Survey, Year Ending September 2014. 

Activities 
Both the Chinese FIT holiday market and the other Eastern countries FIT holiday market had very 
high participation rates in activities which involved a social element (98% VS. 99%). The participation 
rates for ‘Outdoor/Nature’ (93% VS. 89%) and the activities involving ‘Local attractions/Tourist 
activities’ (86% VS. 88%) were also popular followed by ‘Arts/Heritage’ (65% VS. 72%) and ‘Active 
outdoor/Sports’ (40% VS. 29%).  

Chinese FIT holiday visitors had higher participation than their Other Eastern countries counterparts 
in ‘Indigenous culture activities’ (17% VS. 11%).  

The activities undertaken by the Chinese FIT holiday market to NSW during their trip in Australia was 
similar to that of the other Eastern countries counterparts, with the main differences being that the 
Chinese FIT holiday market was more likely to go to the beach, and visit botanical gardens or other 
public gardens. 

Compared to their Chinese counterparts the other Eastern countries FIT holiday market to NSW, 
showed a stronger interest in visiting history/heritage buildings, sites or monuments. 
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Table 3: Activities undertaken during trip in Australia 

Activities (continued) 

FIT holiday visitors to NSW 

China  Other Eastern Countries  

Go shopping for pleasure 88% 85% 

Go to the beach (incl. swimming, surfing, diving) 86% 74% 

Sightseeing/looking around 74% 81% 

Visit national parks / State parks 62% 58% 

Go to markets (from 2000  onwards) 57% 60% 

Visit botanical or other public gardens 

Visit wildlife parks / zoos / aquariums 

57% 

56% 

41% 

54% 

Visit museums or art galleries 48% 42% 

Visit history / heritage buildings, sites or monuments 39% 50% 

Charter boat / cruise / ferry  33% 40% 

Bushwalking / rainforest walks  33% 26% 

Go on guided tours or excursions 29% 23% 

Visit amusements / theme parks 28% 19% 

Visit farms 27% 14% 

Visit casinos 25% 22% 

Tourist trains 22% 17% 

Visit wineries 21% 14% 

Scuba diving 17% 4% 

Attend Movies/Cinema 16% 13% 

Pubs, clubs, discos etc. 16% 27% 

Go whale or dolphin watching (in the ocean) 16% 14% 

Snorkelling  15% 8% 

Attend festivals / fairs or cultural events 12% 17% 

Attend aboriginal performance  11% 4% 

Visit the outback 10% 7% 

Attend theatre, concerts or other performing arts 8% 13% 

Visit art / craft workshops / studios 8% 7% 

Experience aboriginal art / craft and cultural displays 8% 7% 

Visit a health spa  7% 3% 

Go fishing 6% 6% 

Visit an aboriginal site / community 6% 3% 

 Source: International Visitor Survey, Year Ending September 2014. 

Trip planning and booking timeframes 
The most popular timeframe for planning the trip to NSW by the Chinese FIT holiday market was       
1 – 3 months (42%), followed by 3 – 6 months (21%) and 3 – 4 weeks (17%). 

The Chinese FIT holiday market’s preference was to book the trip 1 – 3 months ahead of the trip 
(38%), followed by 3 – 4 weeks (22%) and 3 – 6 months (14%). 
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In comparison to the Chinese FIT holiday market, their other Eastern countries counterparts had a 
slight preference for shorter planning and booking timeframes. 

Information Sources 
‘The Internet’ and ‘Friend or relative living in Australia’ were the main sources of information used by 
Chinese FIT holiday visitors to NSW and their other Eastern counterparts to plan the trip. A friend or 
relative living in Australia was more important as an information source to the Chinese market than 
for their other Eastern counterparts (35% VS. 23%). A travel agent as an information source was used 
by around one in ten of each of the markets, although it is likely that this was a reference to bricks 
and mortar travel agents. On-line travel agents (OTAs), on the other hand, were likely to be reported 
as ‘Internet’ as an information source. 

Table 4: Top information sources used before the trip to Australia 

FIT Holiday visitors to NSW 

China Other Eastern Countries 

Internet 58% 63% 

Friend or relative living in Australia 

Friend or relative who has visited Australia 

35% 

9% 

23% 

11% 

Travel Agent 

No information obtained 

9% 

9% 

12% 

8% 

Travel book or guide 

Previous visit(s) 

8% 

8% 

17% 

10% 
Source: International Visitor Survey, Year Ending September 2014. 

Internet Use  
Over half of the Chinese FIT holiday market to NSW used the Internet for planning before the trip, 
similar to the use by other Eastern countries counterparts (58% VS. 63%).  

The Chinese FIT holiday market’s main use of the Internet before the trip was ‘to look for airfares or 
air schedules: - for travel to Australia’ (63%), and ‘to find out more about Australia after deciding to 
visit’ (59%).  

By contrast, fewer of the other Eastern countries FIT holiday market looked for airfares or schedules 
for travel to Australia online (48%).  

More of the Chinese FIT holiday market used the Internet ‘to look for airfares or air schedules: - for 
travel within Australia’ than their other Eastern countries counterparts (39% VS. 21%). 
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Internet Use (continued) 

Table 5: Reasons for using the Internet (amongst those who used the Internet for information) 

FIT Holiday visitors to 
NSW 

China Other 
Eastern 

Countries 

To look for airfares or air schedules: - for travel to Australia 63% 48% 

To find out more about Australia after you decided to visit 59% 53% 

To help plan your Australian trip itinerary 57% 52% 

To find out about accommodation in Australia 52% 46% 

To look for airfares or air schedules: - for travel within Australia 39% 21% 

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

36% 28% 

To find out about events or activities within Australia 30% 33% 

To organise VISA's and travel insurance relating to this trip to Australia 27% 31% 

To help decide whether or not to visit Australia 23% 17% 

To find a travel agent for Australia 19% 11% 

Source: International Visitor Survey, Year Ending September 2014. 

Items pre-booked using the Internet 
Of those Chinese FIT holiday visitors to NSW who pre-booked their trip via the Internet (56%), the 
main items pre-booked were: international airfares (92%), accommodation (66%), domestic airfares 
(45%), rental vehicles (19%), visas (14%), organised tours (14%), travel insurance (12%) and 
entertainment (6%). 

Compared to their Eastern countries counterparts, the Chinese FIT holiday market to NSW was just 
as likely to book elements of their trip on the internet prior to arrival in Australia (56% VS. 58%).  The 
main difference between the two markets in terms of items pre-booked was that more of the 
Chinese market pre-booked domestic airfares (45% VS. 23%). 

Note: information about other methods of pre-booking travel items, such as the use of travel agents, 
is not available from the International Visitor Survey.  

CONCLUSIONS 

As the Chinese travel market evolves, the demand for group leisure travel is unlikely to diminish, as a 
large proportion of the increase in Chinese outbound arrivals will be made by first-time outbound 
travellers. However, Chinese travellers making their second international trip and those in higher 
income brackets are more likely to opt for FIT travel. 

The Chinese FIT holiday market to NSW is growing faster than the Other Eastern FIT holiday market 
and spends more per night than its other Eastern market counterparts, driven by shopping and 
higher use of hotel accommodation. 

Three in four of the Chinese FIT holiday market came to Australia for the first time, with Sydney the 
most popular destination in Australia.   
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Chinese FIT holiday visitors’ choice of accommodation was a mix of hotels and staying with friends 
and relatives. 

Compared to their other Eastern market counterparts, Chinese FIT holiday visitors to NSW are far 
more likely to be female, older, and travelling unaccompanied or with family.  

The Internet is the main source of information used to plan and book elements of the trip. The strong 
presence of OTAs on the web also assists in the planning and booking of outbound travel. 

Given the sizable Chinese community in NSW, friends and relatives living in Australia are also an 
important source for information about Australia. 

The Sydney Opera House, Sydney Harbour Bridge, Chinatown and Darling Harbour were by far the 
most favoured Sydney tourist attractions/precincts, suggesting that this market may need more 
information about some of the other tourism opportunities on offer to experience the city and its 
surrounds. While their love of cities as leisure destinations is well known, Chinese FIT holiday 
travellers also admire nature and gardens which are abundant in destinations surrounding Sydney. 

More information  

For more information and statistics about international visitors to NSW, see the ‘Tourism – Facts and 
Figures’ page on the Destination NSW Corporate website at www.destinationnsw.com.au 

http://www.destinationnsw.com.au/

