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Prevailing market conditions – Australia  
 

• In a report released in May 2020, Tourism Research Australia noted that tourism continued 
to be a driver of significant growth for the economy in 2018/19, driven by an increase in 
domestic travel and spend. For the first time, Australian domestic spend exceeded $100 
billion. 1 
 

• Tourism-related GDP (3.4 per cent) also grew faster than the national economy (3.1 per 
cent), when contributing $60.8 billion to it.2 
 

• However, in early 2020, bushfires spread across nine Australian tourism regions and had a 
significant impact on the tourism industry.  
 

• Major fire-affected regions accounted for 3.5 per cent of the National GDP and 3.8 per cent 
of employment. Michael Blythe, Chief Economist at Commonwealth Bank estimated that at 
least 20 per cent of jobs affected by the bushfire could be linked to tourism. 3  
 

• Despite the ongoing COVID-19 tourism shutdown, strong investor sentiment remains. 
investors are still interested in potential buying opportunities. A recent survey indicated that 
72 per cent of CBRE Hotel Market Survey respondents reflected they were mildly fazed by 
COVID-19 effects and its impact on their plan to invest. More than 50 per cent of those 
respondents were investors or owner-operators. 4  
 

• Australia has also retained its AAA credit rating throughout the COVID-19 global recession as 
a result of our economy’s strengths and related good governance.5  
 

• According to economists, Melbourne’s lockdown will result in a $6 billion reduction in third-
quarter National GDP given Victoria’s economy makes up for 25 per cent of the Australian 
economy. It has also been stated that continued border closures will cost as much as $2 
billion a week.6 
 
 
 
 
 
 
 
 

 
1 Tourism Research Australia: State of the industry 2018-19, 11 May 2020 
2 Tourism Research Australia: National Tourism Satellite Account, 11 May 2020 
3 AFR: Bushfire toll on growth risk jobs outlook, January, 20 2020 
4 HM: Hotel Investors not swayed by COVID-19 CBRE, 23 April 2020 
5 AFR Moody’s affirms Australia’s’ AAA Credit rating , June 23 2020   
6 AFR: Victoria’s bitter $12b hit from return to lockdown, July 7 2020 
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Impact on hotel performance  
• The Australian tourism sector has grown in value from $86b - $152b over the past 10 years, 

with 70 per cent of this spend coming stemming from domestic travellers.7  
 

• Deloitte agree that recovery will come initially in the form of intra and interstate travel, 
noting that Victorians last year spent $17b overseas and $10b in other states, reflecting a 
$27b opportunity for this spend to be redirected back into the local state economy (Ibid). 

  
• Deloitte also highlight what will be significant ‘pent up travel demand’ that will exist as state 

borders are reopened, given individuals have had time to reflect and realise the power and 
benefits of travel, while they have been self-isolating at home (Ibid).  

 
• Deloitte note that CBD and metropolitan hotels will have a bigger ‘revenue gap’ to fill than 

their regional counterparts, given 80 per cent of tourism spending in regional Victoria is 
made by Victorians, while only circa 33 per cent of usual visitor spending in cities stems from 
Victorians travelling within their state (Ibid).  

 
• Deloitte reflect that a proposed Trans Tasman Travel Bubble will provide a good 

opportunity to test new travel protocols, prior to a broader reopening of travel borders, but 
note a lopsided benefit to New Zealand, given Kiwis spent a total of $8b in overseas travel 
last year ($1.5b in Australia), while Victorians alone spent $17b overseas, over the same 
period (Ibid).   
 

• An expected slow and staggered recovery from the COVID-19 pandemic is predicted for the 
Australian hotel industry, as revenue declines of more than 30 per cent over the next 12-24 
months are forecast. 8  
 

• The hotel construction boom, which was expected to peak in 2020, could damage existing 
hotel performance, as extra stock results in lower occupancy rates and RevPAR declines. 9  
 

• During its July 2020 Pacific Hotel COVID-19 Performance Update, STR noted that Australia is 
in the middle of a development boom, 10,678 rooms opened between 2007-2009, 31,553 
projected between 2020-2022, with 20,000 of these rooms currently under construction, 
while the remaining 10,000 may be put on hold. A further 34,000 planned rooms are 
unconfirmed or not under construction.10  
 

• STR also noted regional hotels currently reflect 63.4 per cent of Australia’s revenue pie, 
while capital cities hold 36.6 per cent.  This time last year capital city hotels accounted for 55 
per cent of this revenue (Ibid).   
 

• STR reports hotel occupancy rates, for those hotels still operating, of 21 per cent Australia 
wide. This figure would, of course, be worse, if reflecting total hotel room stock. (Ibid)   
 

 
7 Deloitte Tourism Industry Presentation, June, 5 2020 
8 AFR: Hotel Face years more of ‘revenue destruction’ 4 May, 2020 
9 AFR: Hotel Building boom hurts performance, 16 December 2019 
10 STR Webinar: Friday 17th July 2020 
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• STR notes this is an “enormous strain on hotel cash flows,” particularly given most hotels 
need to be trading at least at 30 per cent occupancy to break even (Ibid).  
 

• Nationally, STR report that Perth was the best performing capital city market during the 
national lockdown, driven by the fact it is a hub for FIFO workers, that weren’t required to 
quarantine (Ibid).   

 
• Occupancies in other capital cities during the period were predominantly driven by the 

need for hotels to accommodate returning travellers, for quarantine purposes.  
 

• The easing of travel restrictions is also very new and will obviously be adversely impacted by 
restrictions being reimposed on travel by most Victorians and continuing border restrictions 
in other states and territories, as a second wave of COVID-19 cases emerges.  
 

• As such, there hasn’t been a material uptick in hotel demand over the 90 day forecast, 
particularly in mid-week corporate demand. Group and business event business is obviously 
also some way off, appreciating that this typically serves as good ‘baseline’ business, from 
which to build hotel occupancies.  

Prevailing market conditions – Melbourne 
• Dean Dransfield predicted circa 5,000 rooms will “exit the development pipeline, as the 

construction of new hotels becomes less feasible” in an environment of lower economic 
growth. He expects 3,000 of these will be in Melbourne. 4  

 
• Dransfield believes RevPAR destruction will be significant over the next 12-24 months. On 

average the RevPAR of Melbourne hotels has decreased by 30-45 per cent to approx. $50-80 
per night. These values are not expected to return to pre-COVID-19 value ($200) for at least 
two years. (Ibid) 

 
• Melbourne’s occupancy rates have decreased from 83 per cent to 20 per cent or less during 

the pandemic. These occupancy rates are not expected to return to 70-75 per cent until 
2022 once travel bans and social distancing restrictions are lifted. (Ibid) 

 
• Victorian job losses in the accommodation and food sector have fared particularly poorly, 

with about 33 per cent of employees losing their jobs, compared to 28 per cent in New 
South Wales and 23 per cent in Western Australia.11  

 

• As of the 16th of July, Melbourne occupancy levels had dropped to 28.7 per cent with a 
average nightly rate of $112. As the city return to Stage 3 restrictions, with the situation 
expected to deteriorate. In contrast, regional Victorian accommodation properties have also 
fallen back to 20 per cent occupancy. 12 

 
11 AFR: Not all sector job losses are equal, July 10 2020  
12 AFR: Why Perth hotels have been the winners over the past few months, July 16 2020 
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COVID-19 Economic Impact  
• CBRE Australia report that hotel capitalisation rates (rates of return) across Australia are 

down between five and fifteen per cent, while forecasting that occupancy rates will likely 
recover to 40 per cent next year; 65 per cent in year two and take up to three years to 
recover to mid-high 70 per cent mark.13 

 
• Their analysis predicts a three to four year recovery, in terms of RevPAR (Ibid). 

 
• CBRE also report that up to 75 per cent of new hotel projects have been put on hold, if they 

are not already under construction. (Ibid)  
 

• There is now a ‘feasibility gap’ for these projects, given less bank and equity fund appetite 
to back such projects, under current market conditions (Ibid). 

 
• This has resulted in 2,500 proposed new hotel rooms being removed from the Melbourne 

market and 1,700 coming out of the Sydney market (Ibid). 
 

• CBRE also reports that unless absolutely needing to sell, owners are holding hotel assets 
tightly, given likely reduced yields from distressed asset sales, in current market conditions 
(Ibid). 

 
• Secondary assets in non-prime city locations will feel more pressure than these prime 

assets, particularly as low city occupancy rates won’t cause the same rate compression for 
these fringe properties, as would normally be the case if they were operating at high-
seventies and eighties, in occupancy terms (Ibid).   
 

• COVID-19 restrictions have been estimated to cost the economy $4 billion per week for 
every extra week the country remains “closed.” This figure comes from a combination of 
reduced workforce participation, productivity and consumption.14  

 
• Accommodation and food were the hardest hit sectors, with a 30.1 per cent drop in total 

wages and a 25.6 per cent drop in jobs within just six weeks. (Ibid) 
 

• Modelling predicts an economic contraction of between $197b-$278b (10-14 per cent) if 
restrictions last one-three months while asserting the impact would be more like $400b (21 
per cent) if lasting six months. 15 (Ibid) 

  

 
13 CBRE Hotel Industry Webinar, 13 May 2020 
14 The Australian: Cost of Covid: $4bn a week, May 5, 2020 
15 AFR: Fast recovery needs restrictions eased by June, 27 April 2020  
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• Before the announcement of the JobKeeper package, 40 per cent of workers who had lost 
their jobs were at a higher risk of falling into long term unemployment, as the same groups 
of workers were those who struggled to land jobs after the 1990’s recession. (Ibid) 

 
• This modelling also suggests that restrictions on domestic travel and social distancing 

provisions are “taking the biggest toll on the economy” and “are the highest value to 
remove first.” (Ibid). 
 

• According to the business impacts of COVID-19 survey in June, more than 80 per cent of 
businesses in accommodation and food services recorded a revenue fall in comparison to 
the same time last year. 
 

• At least 60 per cent of these providers experienced a revenue fall of more than 50 per cent, 
while 30-40 per cent experienced a revenue fall of up to 50 per cent. Almost three-quarters 
of all businesses reported operating in modified COVID-19 conditions. 16 
 

• In Australia, between March 14 and March 30, payroll jobs decreased by 7.5 per cent and 
total wages paid decreased by 8.3 per cent. In May, the number of jobs increased by 1 per 
cent.17 

 
• According to the Australian Bureau of Statistics, job vacancies plunged 43 per cent over the 

May 2020 quarter and 93 per cent of businesses reported zero job vacancies. 
Accommodation and food services have been one of the hardest-hit industries, with 31 per 
cent fewer roles and hours worked in the sector dropping 24 per cent.18 

 
16 AFR: One in three businesses in cash crunch, June 24, 2020 
17 AFR: COVID-19: Tracking the economic recovery, June 27 2020  
18 AFR: Job vacancies suffer record fall, June 25, 2020 
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• Employment agency SEEK reflects job ads reflected 41.5 month-to-month in June. Sectors 
making the largest contribution to the job ad growth were trades and services, up by 51 per 
cent, healthcare and medical up 34 per cent and hospitality and tourism up 80 per cent.19-  
 

• ATO payroll data reflects "Payroll jobs in the accommodation and food services industry 
recovered more than other impacted industries between mid-May and mid-June (3.8 per 
cent) but remained 28.6 per cent lower than in mid-March," ABS Head of Labour Statistics, 
Bjorn Jarvis said. 20 

Stimulus 
• On March 12, 2020, Australian Prime Minister, Scott Morrison announced a $17.6 billion 

stimulus package. The package included $1 billion for regional and communities severely 
impacted by COVID-19 who are reliant on tourism and agriculture.8  
 

• The Morrison Government has now provided $320 billion in direct economic and fiscal 
support measures during the COVID-19 pandemic to protect jobs and keep business open. 10 
 

• This coincided with a six per cent reduction in the 13 million Australia’s employed in March 
2020, meaning 780,000 people lost their jobs in three weeks.21   
 
In early July, the Victorian Government announced a $534m Business Support Package after 
the return to Stage 3 restrictions for metropolitan Melbourne and the Mitchell Shire. In the 
package, up to 80,000 eligible businesses in the restricted areas can access a $5,000 grant.22  
 

• A $40 million capped fund will be provided for the Regional Tourist Accommodation 
Support Program and a region-to-region marketing campaign will be launched to help drive 
tourism where operators are open and are continuing to welcome guests. (Ibid) 
 

• The Business Support Package also includes targeted relief for small businesses in the city, 
with the $20 million CBD Business Support Fund, and a $30 million fund for Victoria’s 
night-time economy to support the hardest-hit businesses in hospitality. (Ibid) 
 

• Eligibility to access this funding is still being determined and is expected to be announced 
soon.(Ibid)  

 
• The government has also established a $26 million fund to cover mental health support for 

Victorians who are facing the challenges of running a small business throughout the 
pandemic, in addition to $10 million for a business mentoring program. (Ibid) 

 
19 AFR: Victorias lockdown cancels jobs hopes, July 16, 2020 
20 AFR: Jobs recovery stalls in June, June 30, 2020 
21 AFR: Wages down 6.7 per cent in three weeks, 21 April 2020 
22 Business Victoria: Business Support Package, 19 July, 2020 
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Consumer Spending  
• In 2018-19, more than 10 million Australians took overseas trips, spending $65 billion.  More 

than 50 per cent of these trips were for holidays, a spend equivalent to $43.2 billion.23 

• However, Australian consumer spending habits are expected to shift post-COVID-19. 
Consumers are expected to move “back to basics” spending their money on reconnecting 
and spending time with family and friends.24 

 
• A recent survey of Australian consumers (13,000 households) also noted just one in seven 

consumers (14.3 per cent) “expect their spending to normalise when the Australian 
economy resumes.” 25 
 

• Data analytics company IRI who conducted the survey note that consumers are likely to 
adopt a “recessionary mindset,” where people are cautious about their spending. (Ibid) 
 

• Research completed by Boston Consulting Group (BGS) further supports this ‘back to basics’ 
approach, indicating that Australians are planning on cutting spending on travel by 70 per 
cent and luxury brands and products by 45 per cent. 26 

 
• Spending on daily essentials such as groceries is expected to rise 31 per cent, in constrast 

spending on home cleaning products, alcohol and money put into savings accounts is 
expected to increased by 55 per cent. (Ibid) 

 
• During first COVID-19 lockdown, the stockpiling of food has been widely reported, while 

there has, and will continue to be, “increased demand for online ordering, home 
entertainment, meal kits and home baking products.” Unsurprisingly, “losers included fuel 
retailers, fitness centres, clothing stores, beauty and nail salons and dentists.” 27 
 

• Executive Edge Travel Melbourne, says Australians are preparing to travel overseas when 
borders open in 2021 with enquiries into Europe trips already on the cards. In contrast, 
Australians have no intentions on travel to the United States, as the number of COVID-19 
cases continues to soar.28 

 
• Travellers are being cautious by booking accommodation with providers that offer full 

cancellation policies at short notice. (Ibid)  
 
• When restrictions first eased in pubs, clubs, cafes and restaurants, Australians were eating 

out more with a 27 per cent increase in spending in restaurants, cafes and on drinks. 29 
 

 
23 AFR: Overseas Travell collapsed by 99.9 pc in April. June 15, 2020 
24 AFR: Consumers go ‘back to basics’ post pandemic  
25 IRI Australia Industry Insights, June 5, 2020 
26 Savings.com: Majority of Australian to cut back on luxury spend in the coming months, 11 May 2020 
27 Retail recovery could be L-shaped as consumers remain frugal, AFR, 27 April 2020 
28 AFR: The smart money is booking Europe from May, June 19 2020 
29 AFR: A shoe-led recovery: what Australians are spending on, 25 June 2020 
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• Tourism Australia, researched the barriers for domestic travel for Australians who do not 
intend to travel in the next six months. The survey revealed that 42 per cent of Australian 
travellers believe that COVID-19 health concerns are the key dictator in travel decisions, 
while 31 per cent outlined travel restrictions as one of the main barriers to domestic travel. 
30 

• 22 per cent of Australian travellers were concerned about spreading COVID-19 while 
travelling. (Ibid) 
 

• Current and future financial concerns proved to be a barrier to travel. 21 per cent of 
domestic travellers said their current financial situation would not allow travel and 18 per 
cent said the status furture financial status is a concern. (Ibid) 
 

• COVID-19 cases and restrictions influenced 18 per cent of respondents, while restricted 
tourism activities and attractions detered the decision 9 per cent of travellers. (Ibid)  

Industry support during COVID-19  

• Over 480 accommodation providers from across Victoria pledged circa 27,500 rooms to 
accommodate returning international travellers for periods of necessary 14-day self-
isolation. Almost half were pledged by circa 200 TAA (Vic) and AHA (Vic) members alone. 

• Although the returning traveller program is currently being reset, with no international 
passenger arrivals coming into Melbourne, Victorian Government departments have called 
upon around 30 properties over the past four months and contracted circa 20,000 hotel 
rooms, to assist in meeting this demand. 

• Melbourne entrepreneurs, including Ben Beck whose family co-own Hyatt Place Essendon 
Fields, developed a plan to utilise unused hotel beds for non-virus patients, freeing up 
hospital beds for COVID-19 infected individuals. The plan received support from several 
hotel brands, including Accor.31   

COVID-19 restrictions – Victoria  
• From 11:59 pm on Wednesday  8 July, metropolitan Melbourne and Mitchell shire returned 

to Stage 3 Stay at Home Directions for six weeks. Residents in these areas are permitted to 
leave their home for four reasons, shopping for food or other essential items; to provide 
caregiving, for compassionate reasons or to seek medical treatment; for exercise, work or 
study, if they cannot work or study from home. 32 

 
• Food and beverage operators in these restricted zones must operate for takeaway or 

delivery only (Ibid).  

 

• In these restricted zones, accommodation can be provided to residents of the facility; to a 
person ordinarily a resident of Victoria, but has no current permanent residence, or that 
residence is unavailable; a person who has travelled to Victoria for work purposes; who was 
already a guest of the hotel when these directions were given; who requires emergency 

 
30 STR Webinar: Friday 17th July 2020 
31 Coronavirus: Hotels could take the load off hospitals, The Australian, March 23 2020. 
32 DHHS: Restricitions: Metropoltan Mebourne and Mitchl Shire. July 20, 2020   
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accommodation; as an exclusive venue for a single school at any one time for educational 
purposes, or as part of a detention order. (Ibid)  

 
• There is no change to restrictions for residents in regional Victoria. In these settings, the 

provision of accommodation is permitted for a maximum of 20 people per group. The limit 
of 20 people per enclosed space, subject to the density quotient applies, with groups of up 
to 10 people able to dine or drink together. (Ibid) 

• Hygiene is the new ‘must-have’ amenity for hotels as the sector works to regain consumer 
confidence. New technologies including contactless check-in, QR code menus and 
electrostatic disinfectant spraying. 33 

Airlines and air travel 
• Increased airfares, heightened pre-flight checks and less free food are likely factors as 

airlines analyse post-COVID 19 operating practices. 34 
 

• The virus abruptly halted a “decades-long aviation boom,” that “shrunk the planet, created 
jobs and hundreds of millions of first-time flyers,” dispersing people across continents. This 
sustained growth has been slashed as global airline seat capacity has reduced 70 per cent 
since January. (Ibid) 

 
• Many travellers expect at least a six-month delay, post virus containment, before flying 

again, as airlines consider leaving middle seats free and have equipped crew with personal 
protective equipment. (Ibid) 

 
• Carriers are concerned that variable health entry rules for different countries; necessary 

health checks or ‘certificates to fly’ “could be time consuming and complicate flight 
schedules.” (Ibid) 

 
• “Pent-up demand to visit friends and family, once travel bans are lifted,” is certain, while 

increased familiarity with video conferencing may lead to companies and individuals 
reassessing the need to make short flights. (Ibid) 

 
• Reduced aviation capacity, continued moves to “smaller, more manageable jets” and 

previously “unheard of alliances might crop up among national carriers as smaller rivals 
wither.” (Ibid) 
 

• Australia’s Tourism Minister, Simon Birmingham, has also declared our international 
borders will likely re-open next year,35 with many travel and tourism sector businesses likely 
to remain in a holding pattern until Qantas reactivates most international flights mid-next 
year.36 

 

 
33 AFR: Hygiene the new amenity for recovering hotels, July 15 2020 
34 Bloomberg: How COVID-19 will forever change airlines and the way we fly, April 25 2020 
35 AFR: Qantas axes overseas flights until October, June 18 2020 
36 AFR: Tourism Sector in holding pattern until 2021  
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• Qantas, VA and regional airlines received $715 million from the government for refunds and 
waivers of $165 million to subsidise flights between capital cities and regional centres. (ibid) 

 
• The airline industry is expected to suffer beyond the pandemic as higher rates of 

unemployment will cause consumers to cut travel costs for business and leisure. (ibid) 

Virgin Australia  

• More than ten parties including entrepreneur Richard Branson were “grappling for control of 
the stricken airline, Virgin Australia (VA), after it entered voluntary administration on 21 
April.”37  
 

• A “steep fall in travel” combined with a “$5.3b debt pile” resigned VA to be “the first major 
corporate casualty of the COVID-19 pandemic in Australia.” (Ibid) 

 
• The collapse of VA could result in no guarantee of ongoing access to affordable flights and 

the loss of 16,000 jobs. (ibid 
 

• “Deloitte has agreed to sell Virgin to Bain Capital for an as-yet undisclosed sum. A deed of 
company arrangement (DOCA) will be put to a vote of creditors, owed $6.8 billion, in August. 
Meanwhile, a group of Virgin's bondholders are also pushing a rival proposal that could see 
them take control of the airline.38” 
 

• VA’s shareholders have been warned they will receive no benefits from the sale of the 
airline to Bain capital as it is unclear how the conditions of sale will settle. A handful of retail 
and small investors will suffer a financial loss.39 
 

• Experts predict that VA job losses could reach 5000, almost 50 per cent of the airline’s 
existing staff in efforts to rebuild the airline. (Ibid) 

 
• It is widely asserted that the Morrison Government chose not to ‘rescue’ VA, given this 

would likely “be a green light for other under-siege businesses to lobby for multibillion-
dollar bailouts.”40 

Cruise Ships 
 
• Australia is “the greatest cruise ship market in the world on a per capita basis and was the 

fastest-growing part of the tourism sector” as “the number of Australians cruising increased 
more than tenfold between 2002 and 2018, from 116,000 people to 1.35 million.”41 

• In 2018-19 the total value to the national economy from the Australian Cruise Industry 
increased by 11.2 per cent, contributing $5.2 billion in direct and indirect output. Cruise 
passenger spending also increased by 17.4 per cent from the previous year to reach a total 

 
37 AFR: Virgin suitors join a long queue to take control, April 21, 2020 
38 Sydney Morning Herald: Too early to call Virgin sale a success, says Moore, July 22, 2020 
39 AFR: Virgin Shareholders get nothing, Bondholders stew, June 30, 2020  
40 AFR: Why Scott Morrison Called Virgin’s Bluff, April 21, 2020 
41 Sydney Morning Herald: The most significant crisis in the history of travel 
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of almost $1.4 billion. Victoria received $168 million in indirect expenditure from the cruise 
industry in 2019.42 

• During transit, average onshore spending by an international passenger was $211 per day 
while domestic travellers spent $174 per day. (Ibid) 
 

•  At embarkment/disembarkment international visitors spend the most per day onshore 
with an average of $569 each while domestic travellers spent an average of $437 per day. 
(Ibid) 
 

• The accommodation sector was the biggest beneficiary from cruise passengers, receiving 
$450 million or 33.3 per cent of their combined spend. (Ibid) 
 

• All cruise operations in Australia have been suspended due to COVID-19. According to Joel 
Kats, Head of Cruise Line International Association (CLIA), The industry will be taking a 
holistic approach to the new normal, as consumers have lost confiedence in cruising.43 
 

• From the 270 members in CLIA 30 ships recorded an outbreak of COVID-19 on-borad. (Ibid) 
 

• Seabourn cruise line has suspended all operations in Australia and cancelled the entire 
summer season for Europe and North America. Subject to restricitions in Australia, Seabourn 
plan to operate  Seabourn Encore and Seabourn Sojourn during the Australian summer 
season, beginning in November. (Ibid) 

Other states 
• In 2019, Brisbane, Adelaide and Hobart were stand out performers in terms of occupancy 

and RevPAR, while Sydney suffered a decrease according to the 2019 Marketview Report by 
CBRE.44  
 

• Adelaide occupancy levels increased by 1.9 per cent to 80.4 per cent and RevPAR increased 
by 1.8 per cent to a total of $125 in 2019. (Ibid) 
 

• Brisbane hotel occupancies rose to 72 per cent, an increase of 1.4 per cent on the previous 
year. With RevPAR increasing 2.8 per cent. (Ibid) 

 
• Hobart was the clear leader with the largest increase in occupancy (4.7% per cent) to reach 

a total of 83.1 per cent and RevPAR increasing 7.9 per cent to $153 per night. (Ibid) 
 
• Sydney experienced a 1.9 per cent decrease in occupancy levels and a 4.8 per cent drop in 

RevPAR to $182. (ibid) 
 
• Tasmania’s renowned Dark Mofo winter festival was cancelled due to the COVID-19 

pandemic. Its current program has moved to 2021 
 

 
42 Cruise Line International Association Austrasia:  Cruise sector boosts economic impact to $5.2 billion, 4th 
May 2020 
43 AFR: Luxury Cruise ships refuse to be sunk by virus, May 23, 2020 
44 HM: Second-tier cities power ahead in 2019 hotel market, February 20, 2020 
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• 65 per cent of the 100,000 tickets sold in 2019 was purchased by interstate or international 
guests.45 
 

• Queensland’s economy has powered toward $1 billion for the September quarter as travel 
restrictions ease in time for school holidays.  Second-tier coastal towns have experienced 
the largest influx of travellers with almost 90 per cent of bookings are first-time visitors. 46  

 
• Perth’s occupancy rates have been resilient to the pandemic due to fly in fly out workers. 

Occupancies were as high as 48.6 per cent with an average nightly rate of $147, as of July 11. 
47 

Regulation 

•  The Australia Tax Office (ATO) has moved to ‘level the playing field’ when announcing 
offshore sellers of Australian commercial accommodation now have to add GST when their 
sales exceed $75,000 in 12 months.48  

• The ATO has also cracked down on taxpayers who are not declaring short-stay income. This 
includes being encouraged to update already lodged tax returns, prior being sugject to 
further investigation.49  

• On 2nd June, Victorian Premier, Daniel Andrews announced that The Honourable Jennifer 
Coate AO will head a Judicial Inquiry, which will examine the operation of Victoria’s hotel 
quarantine program for returning travellers. Andrews also announced the indefinite 
suspension of the returning travellers’ program in Victoria. 50 

• The Inquiry will investigate a range of matters including; decisions and actions of 
government agencies, hotel operators and private contractors; communication between 
government agencies, hotel operators and private contractors; contractual arrangements; 
information, guidance, training and equipment provided to staff in hotels and policies, 
protocols and procedures. (Ibid) 

International tourism in Australia 
• Tourism Australia has tweaked its well-known campaign for a post-COVID-19 world. The $40 

million campaign – “There's Still Nothing Like Australia” was launched in February of this 
year to communicate that Australia is open for business.  
 

• While the campaign may be on hold currently, it is expected to boost the tourism industry’s 
recovery from the bushfires and COVID-19 crisis, once it is relaunched in key markets like 
Singapore, Malaysia, Indonesia India and the United Kingdom.51   
 

 

 
45 AccomNews: Events cancelled as tourism in freefall, 11 March 2020 
46 AFR: It’s ‘Christmas in July’ for Queensland Toursm, July 15, 2020 
47 AFR: Why Perth hotels have been the winners over the past few months. 
48 Global Travel Media: Tax Office wins praise from accommodation body, 5th May 2020. 
49 Accom News Australia: Audits and fines loom for non-compliant short stay host, 27 October 2020 
50 VSG: Judical Inquiry into Hotel Quarantine Program, 2 July 2020 
51 AFR: There’s still nothing like Australia to lure back tourist, February 21, 2020 
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• The Morrison Government is preparing to ‘ramp up’ Australian tourism promotional 
activities post COVID-19 to recalibrate any measure detailed in the record $76 million 
tourism budget.52  
 

• According to Tourism Reseacrh Australia, in the year ending in March 2020, the total number 
of international visitors to Australia decreased 6 per cent to 8.1 million, international visitor 
spend also decreased 6 per cent to $41.5 billion. 53 

 
• Australia’s top five international markets all experienced a decline in visitor number and 

spend with China recording the largest degrease down 19 per cent to 1.1 million visitors and 
15% spend to 10.2 billion. (ibid) 

 
• In the year ending in March, a total of 60.1 million nights were spent in Melbourne by 

international tourist. Of this total the average number night an international tourist would 
stay in Melbourne was 22 with an average spend of $126 per night and $2,835 per trip. (Ibid)  

 
• By constrast in Regional Victoria, international visitors stayed a total of 8.9 million night, 

with the average of 17 nights stayed per trip, the average spend per night was $61 and 
$1,020 per trip. (Ibid) 

 
• In 2019 Australia’s fastest-growing markets reflected an increase in international visitors 

from India, up 12 per cent, Canada, up 10 per cent, Singapore and Japan up 9 per cent. 54   
 

• Talks between New Zealand and Australia are underway to allow a “Trans-Tasman Bubble” 
between both counties, when safe to do so. There has been no confirmation or timeframe 
on when and how the ‘bubble’ will go ahead. (Ibid) 

 

Tourism Australia  
• Tourism Australia Chair, Bob East reflects on unprecedented times for Australia’s tourism 

industry but applauds Federal and State Government initiatives enacted to support our 
industry, including $61m of additional funding to create demand and key marketing 
messages, to encourage travel to and within Australia, when the time is right.55  

 
• East also noted that increased domestic demand for regional tourism will be driven by a 

desire by Australians to ‘explore their own back yard,’ particularly in the absence of being 
able to travel internationally. He predicted Australia’s ‘trophy tourism assets’ will see spikes 
in visitation, as a result. 

 
• East forecast that interstate travellers with a 3-5 day trip duration will be key target market 

for regional areas, adding that the luxury hotel sector will likely do well as people look to 
emerge from hibernation and ‘treat themselves’ after periods in lockdown. 

 
• He also foreshawdowed a different aviation landscape in the future, as Australian ports wait 

in anticipation to see which international markets will return and unrestricted border 
access might still be some time away. 

 
 

52 AFR: Tourism promotion gears up to counter virus downturn. February 18, 2020 
53 TRA: Lates International Visitor Survey (IVS) Results, Site Visited July 24, 2020 
54 HM: Trip Length to Australia continue to fall, data shows, 17 January 2020 
55 CBRE Hotel Industry Webinar, 13 May 2020 
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• East also envisaged a surge in technology led solutions in the tourism sector in the near 
future, perhaps unsurprising given a ‘non-touch’ and ‘low contact’ post-COVID19 trading 
environment (Ibid). 

Domestic tourism in Australia 
• Visit Victoria appreciates that an individual’s propensity to be comfortable to travel again is 

a very personal one, as they undertake consumer sentiment surveys to determine when the 
time might be right for them to do so.56  

 
• Unsurprisingly, early research findings indicate that intrastate and interstate travel (in that 

order) will come first, with many consumers still being very wary about international travel, 
when travel borders reopen (Ibid).  

 
• Visit Victoria will look to reflect the multiple dimensions to Melbourne and Victoria’s tourism 

offer in related post-COVID19 marketing messages, indicating a product rich vs. brand 
dominant strategy will be followed to attract intra and interstate travellers to our region 
(Ibid). 

  
• As such, marketing themes will reflect the diversity of products and experiences Victoria 

has to offer, rather than being dominated with ‘brand Melbourne’ or ‘brand Victoria’ 
messaging (Ibid).   

 
• The intent being to create an emotional connection for travellers to Victoria, telling our 

state’s ‘story’ in a way that is different to other destinations, in what will undoubtedly be a 
highly competitive post-COVID19 push by different states and territories to attract travellers 
to their destination, in preference to another (Ibid). 

  
• The domestic visitor economy will form a big part of this strategy, given 70-80 per cent of 

Victoria’s tourism spend is drawn from this market (Ibid).  
 

• Visit Victoria don’t necessarily correlate diminished discretionary expenditure with potential 
lower travel frequencies by individuals, when noting travel spend is more resilient than 
most realise. (Ibid)   

 
• Visit Victoria remains encouraged that Melbourne is still a very popular travel location, 

given it holds the highest destination travel preference in Australia and is third most popular 
for NZ travel to Australia (Ibid).  

 
• They note there is an opportunity to turn NZ travellers into higher yielding visitors, given 

many of them come to Melbourne to visit friends and family, with a lower spend per head 
than other domestic and international travellers (Ibid). 

  
• Visit Victoria are also working closely with Regional Tourism Boards across Victoria, 

appreciating the value and potential of the ‘drive tourism market’ for travel within two 
hours of Melbourne (Ibid).  

 
• Large scale business events, key drivers of in-destination spending, have essentially been 

cancelled for the balance of 2020 and rebooked, predominantly in the second half of 2021 
(Ibid). 

 
56 Visit Victoria Industry Webinar, June 19, 2020 
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• Tourism Australia’s “Holiday Here This Year” campaign was launched in January this year off 

the back of the deadly Summer of Australia Bushfires. The $20 million campaign urges 
Australian to plan and book a domestic holiday and share their experience online to help the 
tourism industry rebuild and recover. 57 

 
• The “Holiday Here This Year” campaign is a part of the $76 million tourism recovery grant 

announced by The Australian Government in January 2020 it is likely the campaign will be 
relaunched post-COVID-19. (ibid)  

 
• After four months of “extreme declines,” domestic accommodation demand is expected to 

pick up in September 2020, post domestic travel restrictions being eased, however, it is 
expected to be mid-2021 before “a more meaningful demand revival starts, in line with a 
resumption of international flights, the end of travel bans and social distancing.”58  
 

• As of December 2019, domestic travellers average a four-night stay and spent $687 per 
trip.59   

 
• Colliers International Hotels Director Karen Wales reflects that the drive market is the 

key segment for Melbourne and Sydney and surrounding destinations, while leisure markets 
are dominant in Queensland.60  

Major stakeholders 

• Hyatt Hotels Corporation has frozen loyalty status levels of World of Hyatt members 
residing in the Asia Pacific regions “as a goodwill gesture during the current travel 
downturn,” whereby “their loyalty benefits and assessment dates will be extended by one 
year.” 61 

 
• Choice Hotels Asia Pacific CEO, Trent Fraser has heralded the strength of the company’s 

‘Choice Privileges’ loyalty program “as an ideal way to drive more direct and repeat 
business” as franchises look to encourage guests to book direct and minimise commissions.62 

 
• The company has also asked franchisees for “responsibility to manage their rates and 

inventory,” “to take this job off their hands, through its revenue management strategies,” 
“so they can absolutely focus on their guests.”(Ibid) 

 
• Accor will debut it's luxury SO/ brand in Australia in 2023 with the development of a new 

hotel on the corner of William and Franklin Streets (near Queen Victoria Market) in 
Melbourne’s CBD.  

 

 
57 ACCI: “Holiday Here This Year” Campaign to rebuild Australian Tourism, 23 January, 2020 
58 AFR: Hotel Face years more of ‘revenue destruction’ 4 May, 2020 
59 TRS: Latest National Visitor Survey Results, 11 May 2020 
60 The Hotel Conversation: Australian Hotels ;on the road to recovery’ – Collins International, July 6 2020   
61 HM: Hyatt freezes loyalty status levels during slowdown, 20 February 2020 
62 HM: Choice CEO urges hotels to win over OTA business, 3 March , 2020 
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• Part of mixed-use development, SO/ Melbourne will occupy Levels 11-34 in the mixed-use 
development and boast 288 guest rooms, suites, outdoor terraces, plus a range of lounge, 
recreation and food and beverage outlets.63 

 
• The development will be known as “388 William.” It is owned by Shesh Ghale and Januna 

Gurungbeing and being developed by MIT Group Holdings. (Ibid)  
 

• As restrictions have eased across the country, Accor has received more bookings than 
cancellations for the first time since the start of the pandemic. Accor’s Chief Operating 
Officer, Simon McGrath, is “optimistic about tourism over the next 12 months.” He said his 
optimism has come not only from Australians’ desire to travel, but the countries success in 
containing the spread of COVID-19, which will encourage visitors back to Australia sooner. 64  

• McGrath also predicts that strong investor interest in the Australian accommodation hotel 
market will continue, post COVID19.65 

 
• Low virus transmission and infection rates, relative to many other parts of the world have 

demonstrated that Australia has a resilient economy, can manage debt and can protect 
itself well, according to McGrath,who is encouraged that our medical successes may 
translate to increased confidence from international visitors to travel to Australia. (Ibid)  

 
• McGrath also referenced a unique situation, given many hotels are now focused on ‘zero 

base costs,’ as each hotel function and related costs are analysed carefully over the next 18 
months (Ibid). 

 
• He also predicted that, from a human resourcing perspective, there will be a lot more 

grouping of skills and multi-skilling among staff while, necessarily, levels of 
entrepreneurship demonstrated across the industry will increase, in the near future (Ibid).   

• Quest has announced an 86 room hotel will form part of a new Watergardens shopping 
centre in Melbourne’s north-west. 66 

 
• Hotel comparison giant, Trivago was found guilty of breaching Australian consumer law by 

engaging in misleading conduct and making false representation to consumers. Trivago was 
falsely claiming it offered its “best” prices, by displaying a red strike-through test that led the 
consumer to believe it referred to a discounted rate.67  
 

• Food service giant PFD Food Services was forced to pivot their operations to support retail 
business-to-business customers through the Woolworth website, including nursing homes 
and child care centres after the closure of pubs, clubs, conference centres and restaurants.68  
 

• Marriott International, Area Vice President Australia, New Zealand and Pacific, Sean Hunt 
has a positive outlook for corporate recovery. According to Marriott International, meetings 

 
63 Accom News: SO/ to debut in Melbourne, 29 April 2020 
64 AFR: Hotel revival has started as bookings rebound: Accor, May 24, 2020  
65 CBRE Hotel Industry Webinar, 13 May 2020 
66 AFR: Hotels next to malls: Quest rejigs development strategy with QIC deal, AFR, March 4, 2020 
67 Accom News Australia: Accom celebrates as Trivago found guilty, 22 January 2020 
68 AFR, Food service sector pivots to survive pandemic, 23 April 2020 
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and events could resume by the end of August as there has been an uplift in mid-week 
corporate business travel. 69 

Regional Victoria 
• The 2019 “Wine Down Pop Up” shipping container campaign by Visit Victoria and Contained 

proved to be a huge success with an average of 95 per cent occupancy. The containers 
enjoyed a three-month-long stay in the King Valley, Macedon and South Gippsland regions.70   
 

• In the year ending in December 2019, there was a 5.2 per cent increase in the number of 
international visitors to regional Victoria, on average these travellers stayed 16 nights and 
spent approximately $1,028 each per trip in regional Victoria.71 

 
• Visit Victoria has launched an online shopping portal to support small businesses in regional 

Victoria who has suffered a loss of tourism as a result of COVID-19 travel restrictions. The 
portal will to keep regional producers on the map and encourage visitation to regional 
Victoria once travel restrictions are lifted.72 

 
• The portal is a one-stop-shop that features a range of regional producers and goods that 

can be purchased online, including wine from the Yarra Valley and Rutherglen, roasted 
coffee, food, cheese, honey and more local produce as well as gifts books and fashion.  

 
• Since the state border closures and the return to stage three restrictions for metropolitan 

Melbourne and Mitchell Shire, regional Victorian occupancy levels have dropped back to 20 
per cent.73 

 
• Falls Creek and Mt Hotham have closed ski lifts until at least August as a result of state 

border closures and the six-week lockdown in Melbourne, costing the industry an estimated 
$800 million. 74 

New Supply  

• Australia’s first “Aerotel” is anticipated to open at Sydney’s Airport in 2020. This model will 
allow travellers to pay by the hour while waiting for flights. This move is set to reduce the 
number of day’s travellers' book hotel rooms as there will be no need to book an extra 
nights accommodation if they require an early check-in.75  

• The Holiday Inn Express Melbourne Southbank is the first of Pro-invest first clean energy 
fund investment featuring high-performance window glazing, air-cooled chillers, condensing 
boilers, rooftop solar and regenerative lift driver installed within the new build.76   

 
69 Hotel Management: Exclusive: Marriott seeing ‘green shoots’ in corporate recovery, July 15, 2020 
70 HM: Pop-up hotels to drive visitation in regional Victoria. February 19, 2020 
71 TRA: Latest International Visitor Survey (IVS) Results 
72 Visit Victoria: Online Shopping, 13 May 2020 
73 AFR: Why Perth hotels have been the winners over the past few months. 
74 ABC News: Falls Creek and Mt Hotham close lifts as Victorian snow industry is dealt a chilling COVID-19 blow. 
10 July, 2020 
75 AFR: Pay by the hour: Sydney Airport to get countries first ‘areotel’, 5th May 2020 
76 HM: Pro-invest commits to clean energy in all new hotels. 
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• Marriott’s W Hotel, which has 294 hotel rooms located at 408 Flinders Lane Collins Street 
has delayed its grand opening date from August to December 2020.77 

• The development of Hilton Melbourne on the corner of Bourke and Little Queen Streets was 
due to be completed at the end of 2019;  this has been postponed until Q2 2020. Guests will 
be able to book from February 1 2021, according to the hotel website (Ibid).  

• While AC Hotel by Marriott in Fisherman’s Bend is under construction and due for 
completion in 2021. (ibid) 

• The COVID-19 pandemic could see hotel values drop by up to 10-30 per cent in the Asia 
Pacific region as an investment in the sector has frozen. The Melbourne market is expected 
to be at the lower end of this scale due to the low levels of market trade. 78 

• According to Sean Hunt, Regional Boss, Australia New Zealand and Pacific, Marriott reported 
a 61 per cent increase in future booking in June and 70 per cent growth in website 
engagement as the “staycation” lifestyles and leisure markets begin to take off. 79 

 
77 AFR: Hotel giants delay new luxury CBD opening, May 22, 2020 
78 Commercial real estate: Hotel values set to fall up to 30 per cent: JLL Hotel boss, July 1, 2020 
79 AFR: Hygiene the new amenity for recovering hotels, July 15, 2020 


