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Measures of Yield for Inbound Tourism: Profitability Vs Economic Impact

Abstract

A focus on ‘tourism yield’ is an important aspect of business strategies to maintain and enhance destination competitiveness. However, given the neglect of this important topic in the research literature it truly represents a ‘new frontier’ in global tourism. With the increasing development of Tourism Satellite Accounts and computable general equilibrium models, it is now feasible to develop new and more useful measures of tourism yield, which directly measure the gains to different stakeholders. In this paper a financial measure of yield is estimated for key origin markets in Australian tourism.  This financial measure is contrasted with an economic impact measure of yield. It is concluded that the origin markets associated with the greatest contribution to GOS are not necessarily those associated with the highest contribution to GDP and that this has implications for destination marketing and planning. 

Introduction

In recent years tourist destinations have shifted their marketing focus, away from simply increasing the number of tourists to enhancing the ‘quality’ associated with tourism growth. The way to increase quality is often articulated as moving away from mass tourism, with low expenditure per person, and moving towards ‘high yield’ tourism with high per capita spending. The strategic intent is that effective niche marketing targeted at high-yield markets ensures that the industry gains optimal returns on tourism investment. An understanding the yield potential of different source markets and segments can underpin destination marketing by both public and private sector organisations.
The focus of this paper is on ‘financial yield’, a much neglected topic in the literature. With the increasing sophistication of tourism data sets, such as the Tourism Satellite Account (TSA), and computable general equilibrium, (CGE) models, it is now feasible to develop new and more useful measures of tourism yield, including profitability measures. The structure of this paper is as follows: first, some different notions of tourism yield are discussed along with its implications for different stakeholders; second, two main methods of estimating financial yield are discussed; third, some estimates for Australian inbound tourism of financial yield and an economic impact measure of yield are presented and contrasted; next, the implications for policy making are discussed. 
Tourism Yield

Tourism yield can be classified in different ways. One type of classification reflects the nature of the variable being impacted upon by a tourism increase- it could be expenditure, profit, output, employment and so forth. The different economic related measures may be classified under the following headings:

Expenditure measures
· Yield as expenditure per trip or by night associated with different market segments

Profitability measures
· Yield as a rate of profit

· at firm and industry level

· at firm and industry level for different markets

· Yield as Rate of Return on Capital

· as a rate of return at  firm and industry level

· as a rate of return for the firm and industry from a particular visitor market

· Yield as contribution to Gross Operating Surplus (GOS), for the firm, industry or economy

Economic Impact measures
· Yield as contribution to Gross Domestic Product or Value added

· Yield as contribution to employment

· Yield as contribution to net benefit

Yield concepts can also be classified in terms of which level of activity is affected. The impacts of extra tourism on a firm, on the tourism industry as a whole, or the economy will be of interest to different stakeholders. Thus a firm will be interested in the impact on its profit or Gross Operating Surplus (GOS), while a government will be interested in the impact on Gross Domestic Product, profits and employment in the economy as a whole.
Table 1. Cross Classifications of Yield Concepts
	Type/Level
	Industry Level Yield
	Economy Wide Yield

	Financial Yield 
	Industry Profitability
	National GOS

	Economic Yield
	Industry Value Added or Employment
	GDP or Employment


Table 1. indicates that financial yield can be estimated for the level of the tourism industry, or for the nation as a whole. A government may be interested in the implications for profitability (GOS) in the economy as a whole, though the tourism industry may be particularly interested in its own profitability. The economic yield concerns more than just financial variables. The industry will be interested in the impact on its employment, and the government will be interested in how additional tourism impacts on national output and employment. Clearly, no single economic measure of yield will cover all of the potential economic impacts, positive or negative. However, a major advantage of financial measures over standard expenditure approaches to yield is that the GOS measure used in the estimates is net of cost of goods and services sold to tourists. More specifically, GOS is a measure of the surplus accruing to owners from processes of production before deducting any explicit or implicit interest charges, rents or other property incomes payable on the financial assets, land or other tangible non- produced assets required to carry on the production, and before deducting consumption of fixed capital. As a profitability measure GOS relates to the operator financial bottom line, while the economic measures relate to wider macroeconomic effects.
Approaches to Estimating Financial Yield
There are two main methods of estimating tourism yield as a ‘financial’ or ‘profitability’ measure. One method is to employ a Tourism Satellite Account (TSA), enabling measures of yield to be developed based on estimates of Gross Operating Surplus of tourism characteristic and connected industries. Using this method, Collins, Salma and Suridge (2004) produced estimates of tourism GOS per visitor for several special interest Australian inbound markets. However, while useful in indicating yield to the tourism industry taken independently, such measures of yield do not tell us what the impact of tourist spending is on GOS in other industries in the economy. The impacts on the tourism industry GOS may be very different from the overall impact on GOS of all industries in the economy, since there will be impacts on other industries which need to be factored in. Additional tourism can affect overall industry profitability, and this may be of interest to the government. 

A second and preferred method is to employ an economic model to estimate the effects of changes in tourism expenditure on the GOS of all industries in the economy, including tourism industries. To estimate the impact of additional tourism expenditure on an economy, it is necessary to go beyond using a TSA. A TSA is simply a static set of accounts, which shows how large the tourism industry is in terms of value added, GOS, employment and other variables of interest. It does not tell how a change in spending will impact on other industries and therefore, on the economy as a whole.
Measures of Financial Yield

There are several measures of financial or profitability yields which are of interest for the purposes of this paper. Two will be highlighted here- yield as rate of profit at the industry level and yield as rate of profit from a particular tourist market.
Yield as a rate of profit at industry level

A primary objective of private sector tourism organisations is to earn a profit from their operations. Thus one measure of ‘yield’ is profit per unit of sales. Salma and Heaney (2004: 74), define tourism yield as the ‘rate of profit on tourism sales’. They measure this as the share of GOS in tourism consumption made by the tourism market. GOS by industry is directly derived from industry gross value added which is the value of production minus the costs of material inputs used in the production. In the Australian TSA, GOS is estimated for tourism characteristic and tourism connected industries taken separately, and for the tourism industry as a whole. Tourism consumption, estimated in the TSA, is the direct expenditure by tourists on goods and services. It is given in basic prices, net of imports, taxes and margins. Thus, yield, approximated by ‘rate of profit’ at industry level, is defined as:

Yield at industry level
=
GOS of the industry / tourism consumption of the goods and services produced by the industry

This measure of yield can apply to individual firms, the tourism industry as a whole, to particular sectors of the industry, or to the economy as a whole.
Yield as a rate of profit for the industry or industry sector from a particular market

This measure applies to the industry (or some part of it) associated with an additional tourist from a particular market. Where a destination has tourism expenditure data classified by origin, motivation or special interest this enables estimates to be made of the rate of profit associated with each tourism origin or niche market. To calculate the yield on expenditure from different markets, we can use expenditure data for the different visitors to estimate the proportion of tourism expenditure due to the selected market. Yield for the market can be calculated as the ratio of GOS contributed by the niche market divided by tourism consumption by the niche market. Yield as rate of profit for a particular niche market is defined as:
Yield niche market
=
GOS due to sales to the particular niche market / tourism consumption by the niche market

This measure can be useful in providing information to firms on the average GOS by market segment for all firms comprising the industry (or industry sector). At the business operator level, the equivalent measure is profit per unit of sales to each market segment. 

Financial Yield Measures for Australian Inbound Tourism
The appropriate way to assess how tourism spending will impact on industry GOS is to use a CGE model. CGE models recognise that resources are limited, and that more resources used by one industry will normally be at the expense of fewer resources available for other industries. They incorporate a detailed industry structure (they can be made as disaggregated as data will permit), and they specify the links between the industries. They incorporate measures of input and output costs, prices, taxes and profits. They explicitly model the crowding out effects of one industry on another, and enable estimates of overall impacts on economic activity to be made (Dwyer, Forsyth, Madden and Spurr 2000; Dwyer, Forsyth and Spurr 2004). Since CGE simulations take account of interactive effects between different industries, GOS estimates from a CGE model is a net amount which factors in the reductions in GOS in industries which decline as a result of increasing tourist expenditure in certain industries and from certain markets. 

For the purpose of estimating financial yield, the authors used a CGE model called M2RNSW. This is an adaptation of the standard Monash Multi-regional Forecasting (MMRF) model (Dixon and Parmenter 1996). Additional useful equations were added into the standard MMRF version of the M2R model including the development of consistent equations for explaining the percentage deviations in gross state products (GSP) from both income and expenditure sides of national accounts. The expenditure data was fed into the model to estimate the impacts on the destination of the different inbound markets on industry GOS. Also estimated was the impact of each origin market on Gross Domestic Product from each market per trip and per night. GDP is the total market value of goods and services produced in Australia within a given period after deducting the cost of goods and services used up in the process of production, but before deducting allowances for the consumption of fixed capital.
Table 2. summarises some estimates of the effects on GOS in Australian industry associated with the expenditure from each of fourteen major country origin markets and three regions. The first three columns indicate total trip expenditure, duration of stay and expenditure per night for visitors from these origin markets over three years (2001/2002- 2003/2004). The expenditure data includes international and domestic airfares purchased within Australia on Australian owned- airlines but does not include any other imputation for the international airfare component that goes to Australian owned airlines or to foreign owned airlines but spent in Australia. The remaining columns indicate the effects on GOS of all Australian industry. The final two columns indicate the impact of each inbound market on Gross Domestic Product (GDP) per trip and per visitor night. 

Table 2. Expenditure and Impacts on GOS and GDP of Country Origin Expenditure (annual average period 2001/02-2003/04, unadjusted data)

	Origin
	Total injected expenditure ($m)
	Duration of stay (nights)
	Spend per night

($)
	Real GOS per visitor $
	Real GOS/ visitor night ($)
	Real GOS/ expenditure (%)
	Change in real GDP per visitor

($m)
	Real GDP per visitor night ($)

	Canada
	256.73
	35.74
	83
	244.51
	6.84
	8.22
	382.42
	10.70

	China
	672.49
	39.15
	96
	205.31
	5.25
	5.47
	479.59
	12.25

	Germany
	461.79
	40.59
	86
	293.78
	7.24
	8.46
	453.39
	11.17

	Hong Kong
	503.57
	28.03
	122
	193.19
	7.84
	4.88
	434.18
	15.49

	Indonesia
	324.57
	38.75
	104
	202.49
	5.23
	5.05
	510.34
	13.17

	Japan
	1030.21
	14.94
	111
	117.73
	7.88
	7.13
	215.58
	14.43

	Korea
	541.94
	31.18
	97
	176.07
	5.65
	5.83
	390.99
	12.54

	Malaysia
	422.92
	26.53
	115
	148.76
	5.61
	4.88
	389.99
	14.70

	NZ
	972.05
	13.93
	92
	110.54
	7.93
	8.61
	169.95
	12.20

	Singapore
	627.02
	19.35
	139
	157.68
	8.15
	5.87
	354.88
	18.34

	Taiwan
	200.52
	22.86
	101
	137.15
	6.00
	5.39
	298.09
	13.04

	Thailand
	247.19
	34.25
	102
	176.26
	5.15
	5.06
	438.40
	12.80

	UK
	1837.74
	38.46
	78
	261.34
	6.80
	8.72
	388.83
	10.11

	USA
	1157.71
	26.53
	110
	204.29
	7.76
	7.04
	371.95
	14.02

	Other Asia
	319.29
	40.56
	71
	163.89
	4.04
	5.65
	363.01
	8.95

	Other Europe
	1,346.9
	41.23
	84
	277.22
	6.72
	7.99
	447.76
	10.86

	Other World
	582.23
	29.67
	80
	177.26
	5.97
	7.44
	314.80
	10.61

	Total
	11435.7
	27.42
	94
	184.03
	6.71
	7.16
	332.33
	12.12


Source: estimates by authors
Table 2 indicates that the tourists who inject the most expenditure into Australia in total come from the UK, other Europe, USA and Japan, with those from Taiwan, Thailand, Canada and other Asia injecting the least. The highest spending per visitor night is associated with visitors from Singapore, Hong Kong, Malaysia and Japan, with lowest daily expenditure associated with visitors from Other Asia, UK, Other Countries and Canada.
Table 2. also indicates that the greatest contributions to GOS of Australian industry from inbound tourism came from the UK, other Europe, New Zealand and USA, while the smallest contributions were from Taiwan, Thailand and Indonesia, and other Asia. Table 1. also provides information on GOS as a percentage of the amount injected from the different origin markets. Those markets above the average (7.16%) include UK, New Zealand, Germany, Canada, Other Europe, and Other World. Origins above average in contribution to Real GOS per visitor night (average $6.71) were, in order, Singapore, New Zealand, Japan, Hong Kong, USA, Germany, Canada, UK and other Europe. Those below average included Other Asia, Thailand and Indonesia.
The relationship between Real GOS per visitor and per visitor night is displayed in Matrix form in Figure 1. The axes cross at the average GOS per day for all markets ($6.71) and average real GOS per visitor ($184.03). The North East Quadrant indicates above average GOS per visitor (over total trip) and above average GOS per visitor day. Origin markets comprising this quadrant are Germany, UK, Canada, USA, Hong Kong, and Other Europe. Several origin countries – Thailand, Korea, Malaysia, Taiwan, Other World and Other Asia, are located in the South West Quadrant, indicating below average GOS per visit and below average contribution to GOS per day.
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Figure 1 GOS per visitor trip and per visitor night by Origin Country

From the operator viewpoint, those markets which yield relatively high GOS per trip and per visitor night are the most preferred. These markets occupy the North East quadrant and include Germany, UK, Canada, USA, Hong Kong and Other Europe. The least preferred markets are Thailand, Korea, Malaysia, Taiwan, other Asia and the rest of the world. 

Two Yield Measures Compared
Interestingly, the origin markets associated with the greatest contribution to GDP are not necessarily those associated with the highest contribution to GOS. Table 2 shows that the greatest contribution to GDP in Australia came from visitation from the UK, other Europe, USA, and Japan, with the lowest contributions from Taiwan, Thailand and Indonesia. Origins with above average contribution to GDP per visitor night ($12.12) are: Singapore, Hong Kong, Malaysia, Japan, USA, Indonesia, Taiwan, Korea, Thailand, and China. With the obvious exception of the USA, these are all Asian origin markets. Country origins with the lowest contributions are Other Asia, UK, Other World and Canada. 

The results can be displayed in Matrix form as Figure 2. The axes cross at the average GDP generated per day for all markets ($12.12) and average GDP per visitor ($332.33). The North East Quadrant indicates above average GDP contribution per visitor (over total trip) and above average GDP contribution per visitor day. Origin markets located in this quadrant are Singapore, Korea, Indonesia, Malaysia, Hong Kong, Thailand and USA. Other Asia and New Zealand are located in the South West Quadrant, indicating below average GDP contribution per visit and below average GDP contribution per day.
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Figure 2 Real GDP per visitor and per visitor night by Origin Country

Since yield measures have consequences for decision making by both private and public sector organisations it is important to compare the rankings of the selected origin markets on the different measures. Table 3 ranks country origin markets from best to worst performance on the two different yield measures. In the discussion above we used matrix diagrams to display the different quadrants associated with the origins on different measures. This information is summarized in Table 4.
Table 3. Rankings of Origins, selected yield measures
	
	GOS per Visitor Day
	GDP per Visitor Day

	High Yield Markets
	1. Singapore

2. NZ

3. Japan

4. Hong Kong

5. USA

6. Germany

7. Canada

8. UK

9. other Europe
	1. Singapore

2. Hong Kong

3. Malaysia

4. Japan, USA

6. Indonesia

7. Taiwan

8. Thailand

9. Korea

10. China

	Low Yield Markets
	10. Taiwan

11. other world

12. Korea

13. Malaysia

14. China

15. Indonesia

16. Thailand

17. other Asia
	11. NZ

12. Germany

13. Other Europe
14. Canada

15. other world

16. UK

17. other Asia


Table 4 Summary of Quadrant location, selected origins on selected yield measures

	Quadrant
	North East
	North West
	South East
	South West

	GOS Measure
	Hong Kong

USA

Canada

UK 

Other Europe
	Indonesia

China
	Singapore

Japan

New Zealand
	Thailand

Korea

Taiwan

Malaysia

Germany

Other Asia

Other world

	GDP Measure
	Hong Kong

USA

Singapore

Thailand

Indonesia

Korea

China

Malaysia
	UK

Canada

Germany

Other Europe

Other Asia


	Taiwan

Japan
	New Zealand 

Other world


The different measures of yield do not provide generally consistent rankings for the origin markets. The policy implications depend upon stakeholder perspective:

Operator Viewpoint: From the operator viewpoint, the preferred markets are those that are associated with relatively high GOS per visitor night and per trip. These are Hong Kong, USA, Canada, UK and Other Europe. The least preferred markets are those that make a below average contribution to GOS both per visitor night and per trip. These are Thailand, Korea, Taiwan, Malaysia, Germany, Other Asia and  Other World. 
Destination Management Viewpoint: From a public policy perspective, the overall impact on the economy is a critical dimension of yield. From the destination manager viewpoint the preferred markets are those associated with relatively high contribution to GDP per visitor and per trip. These are Hong Kong, USA, Singapore, Thailand, Indonesia, Korea, China and Malaysia. The least preferred markets are those that make a below average contribution to GVA both per visitor night and per trip. These are New Zealand and Other world.  Thus, the destination manager may prefer to target some markets (eg Thailand, Korea and Malaysia that are among the least preferred by individual operators.
     While individual tourism operators are interested in profits, it must be acknowledged that an increase in industry wide GOS may not be an objective that they relate to very closely. A major reason is that it represents an average of all firms in the destination, in tourism as well as those firms in other industries. The implications for the profitability of an individual operator are vague to say the least. This variable will, however, be of interest to destination managers since their concern is not only in how the tourism industry is affected, but also in how other industries within their economic jurisdiction are affected. 
Conclusions

      Measures of tourism yield can provide guidance to destination stakeholders both as to the origin markets that should be emphasised in marketing/promotion activity and, relatedly, the types of products and services that should be developed to attract ‘high yield’ visitors. The implications for each activity, however, depend upon the stakeholder perspective. Different stakeholders with different objectives or ends in view will emphasise different target markets.                              

While an individual operator may prefer to focus on markets that deliver higher sales revenues or higher profitability, a national or regional tourism office might wish to target markets that generate greater prosperity for residents. Thus, the results provide an interesting dilemma for policy makers. If the aim of public policy is to enhance contribution to GDP from inbound tourism then some markets will be targeted in promotion activity (eg. Thailand and Korea), that would receive lower emphasis if the public policy aim were to improve the profit levels of tourism operators. Inescapably, the destination manager concerned with tourism marketing and planning must make trade-offs in respect of gains to operators versus gains to residents. The objectives of destination managers and the types of trade-offs that they must make between preferred objectives deserves further research. This research agenda truly represents a ‘new frontier’ in global tourism.
     The development of TSA and CGE models facilitate estimation of tourism yield. But, whatever the yield measure, it is important to recognise that the yield from the existing segments will not remain at the same levels over time. As fashions and demographics change, other segments will emerge that have high yield potential. Further research needs to be undertaken, however, on the most appropriate yield measures to employ and the consistency of the rankings from different measures. The rewards from further development and operationalisation of yield measures is more informed policy making by destination managers in respect of destination marketing and new product development, resulting in greater economic gains from inbound tourism. This agenda represents a significant ‘competitive challenge’ for both researchers and destination managers.
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Chaper 4 figures

		

												Origin		real value added/visitor night ($)

												Other Asia		9.06

												UK		10.19

												Other World		10.46

												Canada		10.88

												Other Europe		11.03

												Germany		11.5

												NZ		12.01

												China		12.18

												Korea		12.4

												Thailand		12.91

												Taiwan		12.93

												Indonesia		13.06

												Japan		14.14

												USA		14.14

												Malaysia		14.56

												Hong Kong		15.49

												Singapore		17.53





Chaper 4 figures

		Other Asia

		UK

		Other World

		Canada

		Other Europe

		Germany

		NZ

		China

		Korea

		Taiwan

		Thailand

		Indonesia

		USA

		Japan

		Malaysia

		Hong Kong

		Singapore



Average expenditure
$94

Spend per night $

Expenditure per night (AU$)
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Tabelle2
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Origin

Total injected expenditure (million AU$)

200.525

247.189

256.733

319.296

324.575

422.918

461.795

503.567

541.94

582.229

627.025

672.491

972.046

1030.215

1157.715

1346.918

1837.742
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number of jobs

Origin

Number of jobs ('000)

1.225

1.587

1.62

2.039

2.043

2.546

2.681

2.758

3.259

3.525

3.936

4.202

5.77

6.328

7.264

7.941

11.415



		Hong Kong

		Japan

		Other Europe

		Germany

		Korea

		Malaysia

		Other World

		Taiwan

		UK

		China

		USA

		Singapore
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		Other Asia
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		New Zealand



Average 6.13 jobs

number of jobs/$million expenditure

Number of jobs / AU$million expenditure

5.32

5.6

5.89

5.97

6.01

6.02

6.05

6.11

6.21
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6.51
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		New Zealand

		Other World

		Canada

		UK

		Other Europe

		Germany



Average $0.129

Origin

Real Value Added / expenditure (AU$)

0.11

0.126

0.126

0.127

0.127

0.127

0.127

0.128

0.128

0.128

0.128

0.13

0.13

0.131

0.131

0.131

0.134



		12.18		11.5		15.49		13.06		14.14		12.4		14.56		12.01		17.53		12.93		12.91		10.19		14.14		9.06		11.03		10.46		10.88



China

Germany

Hong Kong

Indonesia

Japan

Korea

Malaysia

NZ

Singapore

Taiwan

Thailand

UK

USA

Other Asia

Other Europe

Other World

Canada

Real Valule Added / visitor night (AU$)

Real Value Added per Visitor

CHN

GER

HK

IND

JAP

KOR

MAL

NZ

SING

TWN

THA

UK

USA

Other Asia

Other
Europe

Other World

CAN

476.58

466.89

434.25

506.22

211.22

386.66

386.22

167.4

339.3

295.66

442.19

393.09

372.33

367.47

454.88

310.47

388.9



		Malaysia

		Hong Kong

		Indonesia

		Thailand

		Taiwan

		China

		Other Asia

		Korea

		Singapore

		USA

		Japan

		Other World

		Other Europe

		Canada

		Germany

		New Zealand

		UK



Average yield
7.16%

Origin

GOS / expenditure (%)

4.88

4.88

5.05

5.06

5.39

5.47

5.65

5.83

5.87

7.04

7.13

7.44

7.99

8.22

8.46

8.61

8.72



		Other Asia

		Thailand

		Indonesia

		China

		Malaysia

		Korea

		Other World

		Taiwan

		Other Europe

		UK

		Canada

		Germany

		USA

		Hong Kong

		Japan

		New Zealand

		Singapore



Average $6.71

real GOS/visitor night ($)

Real GOS / visitor night (AU$)

4.04

5.15

5.23

5.25

5.61

5.65

5.97

6

6.72

6.8

6.84

7.24

7.76

7.84

7.88

7.93

8.15



		6.84		5.25		7.24		7.84		5.23		7.88		5.65		5.61		7.93		8.15		6		5.15		6.8		7.76		4.04		6.72		5.97



Canada

China

Germany

Hong Kong

Indonesia

Japan

Korea

Malaysia

NZ

Singapore

Taiwan

Thailand

UK

USA

Other Asia

Other Europe

Other World

Real GOS / visitor night (AU$)

Real GOS per visitor (AU$)

CAN

CHN

GER

HK

IND

JAP

KOR

MAL

NZ

SING

TWN

THA

UK

USA

Other Asia

Other Europe

Other World

244.51

205.31

293.78

193.19

202.49

117.73

176.07

148.76

110.54

157.68

137.15

176.26

261.34

204.29

163.89

277.22

177.26
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Chaper 4 figures

		

												Origin		real value added/visitor night ($)

												Other Asia		9.06

												UK		10.19

												Other World		10.46

												Canada		10.88

												Other Europe		11.03

												Germany		11.5

												NZ		12.01

												China		12.18

												Korea		12.4

												Thailand		12.91

												Taiwan		12.93

												Indonesia		13.06

												Japan		14.14

												USA		14.14

												Malaysia		14.56

												Hong Kong		15.49

												Singapore		17.53





Chaper 4 figures

		Other Asia

		UK

		Other World

		Canada

		Other Europe

		Germany

		NZ

		China

		Korea

		Taiwan

		Thailand

		Indonesia

		USA

		Japan

		Malaysia

		Hong Kong

		Singapore



Average expenditure
AU$94

Spend per night $

Origin

Expenditure per night (AU$)

71

78

80

83

84

86

92

96

97

101

102

104

110

111

115

122

139



Tabelle2

		Taiwan

		Thailand

		Canada

		Other Asia

		Indonesia

		Malaysia

		Germany

		Hong Kong

		Korea

		Other World

		Singapore

		China

		New Zealand

		Japan

		USA

		Other Europe

		UK



Origin

Total injected expenditure (million AU$)

200.525

247.189

256.733

319.296

324.575

422.918

461.795

503.567

541.94

582.229

627.025

672.491

972.046

1030.215

1157.715

1346.918

1837.742



Tabelle3

		35.74		39.15		40.59		28.03		38.75		14.94		31.18		26.53		13.93		19.35		22.86		34.25		38.46		26.53		40.56		41.23		29.67



Canada

China

Germany

Hong Kong

Indonesia

Japan

Korea

Malaysia

NZ

Singapore

Taiwan

Thailand

UK

USA

Other Asia

Other Europe

Other World

Duration of stay (nights)

Expenditure per day (AU$)

CAN

CHN

GER

HK

IND

JAP

KOR

MAL

NZ

SING

TWN

THA

UK

USA

Other Asia

Other Europe

Other World

83

96

86

122

104

111

97

115

92

139

101

102

78

110

71

84

80



		Taiwan

		Thailand

		Canada

		Other Asia

		Indonesia

		Malaysia

		Hong Kong

		Germany

		Korea

		Other World

		Singapore

		China

		Japan

		New Zealand

		USA

		Other Europe

		UK



number of jobs

Origin

Number of jobs ('000)

1.225

1.587

1.62

2.039

2.043

2.546

2.681

2.758

3.259

3.525

3.936

4.202

5.77

6.328

7.264

7.941

11.415



		Hong Kong

		Japan

		Other Europe

		Germany

		Korea

		Malaysia

		Other World

		Taiwan

		UK

		China

		USA

		Singapore

		Indonesia

		Canada

		Other Asia

		Thailand

		New Zealand



Average 6.13 jobs

number of jobs/$million expenditure

Number of jobs / AU$million expenditure

5.32

5.6

5.89

5.97

6.01

6.02

6.05

6.11

6.21

6.25

6.27

6.28

6.29

6.31

6.39

6.42

6.51



		Taiwan

		Thailand

		Canada

		Other Asia

		Indonesia

		Malaysia

		Hong Kong

		Germany

		Korea

		Other World

		Singapore

		China

		New Zealand

		Japan

		USA

		Other Europe

		UK



Origin

Value Added (billion AU$)

25.61

31.36

33.56

40.47

40.95

53.56

55.25

62.06

69.33

75.84

79.25

85.4

126.8

131.73

148.59

176.61

240.53
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		0

		0

		0

		0

		0

		0

		0

		0



Average $12.13

Real value added / visitor night ($)



		Hong Kong

		Indonesia

		Singapore

		China

		Malaysia

		Thailand

		Other Asia

		Japan

		Korea

		Taiwan

		USA

		New Zealand

		Other World

		Canada

		UK
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		Germany



Average $0.129

Origin

Real Value Added / expenditure (AU$)

0.11

0.126

0.126

0.127

0.127

0.127

0.127

0.128

0.128

0.128

0.128

0.13

0.13

0.131

0.131

0.131

0.134



		12.18		11.5		15.49		13.06		14.14		12.4		14.56		12.01		17.53		12.93		12.91		10.19		14.14		9.06		11.03		10.46		10.88
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Indonesia
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