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Scope

The Trade Scorecard (the Scorecard) is an 
annual snapshot of Tasmania’s international trade 
performance over the past financial year and is a key 
deliverable of the Tasmanian Trade Strategy 2019–2025 
(the Strategy). 

The Scorecard benchmarks Tasmania’s annual trade 
performance against previous years’ trade values,  
and against the four key performance indicators  
(KPIs) outlined in the Strategy:

1. An increase in the number of businesses provided 
with a service and/or support.

2. An improvement in brand awareness in targeted 
markets.

3. At least 80 per cent of businesses satisfied with the 
quality of services provided. 

4. An increase in the value of products or services 
sold by Tasmanian businesses to the domestic or 
international market, where these businesses have 
been supported through the Strategy.

These KPIs support the growth of Tasmania’s trade  
to $15 billion by 2050 across four priority areas:  

i. Build trade in key sectors.
ii. Showcase Tasmania in priority markets.
iii. Support trade logistics and market access.
iv. Build export capabilities of Tasmanian businesses.

The Tasmanian Trade Strategy Annual Action Plan 2021 
committed to 53 activities that would promote the 
objectives of the four priority areas. 

Fifty-one activities were either underway or 
completed, with the remaining two directly impacted 
and incomplete because of the coronavirus pandemic 
(COVID-19).

Values cited in this Scorecard are based on 
subscription data sourced from the Australian Bureau 
of Statistics (ABS), IndustryEdge, TasPorts, Port of 
Melbourne, Commonwealth Provider Registration 
and International Student Management System 
(PRISMS), International Visitor Survey (IVS) and 
industry intelligence. 

It is important to note that exports goods data are 
captured at the Australian port of departure so 
may not always reflect the total goods produced in 
Tasmania for export. 

Where products are processed or further 
transformed, or a head office or distribution centre is 
based in another jurisdiction, attribution of product/
service origin may vary. 

Additionally, some commodity groupings under-
report export totals if classified as confidential items 
of trade. Notwithstanding these commodities, item 
values are included in the total overall export value.
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Executive summary

The first Tasmanian Trade Scorecard 2019–20 
captured some of the initial impacts on the global 
economy with the onset of COVID-19 in March 2020. 

This Scorecard captures a full year of the ongoing 
impacts of the pandemic and most notably, a period 
where international borders were closed. 

Globally, countries implemented their own COVID-19 
strategies to protect their citizens and economies, and 
conditions for international trade continued to change 
rapidly and remained increasingly uncertain.

The key performance indicators are the first part of 
the Scorecard to reflect our response to the sharp 
deterioration of global economic conditions at the 
start of 2020–211.

On behalf of the Tasmanian Government, the 
Department of State Growth’s approach was 
twofold: helping exporters to increase their reach 
into e-commerce sales and marketing and helping 
strengthen their export capability and market 
diversification strategies, to be in a better position to 
‘return to normal’ at some point in the future.

This Scorecard reflects international export 
statistics. It’s important to note that the Tasmanian 
Government, through the Tasmanian Trade Strategy 
Annual Action Plan 2021, supports Tasmanian 
businesses and industry associations in engaging with 
interstate and international markets. 

Tasmania’s exports of goods increased by 5.2 per cent 
(compared with 2019–20) to $4.36 billion using the 
State Account nominal figures2.

The impacts of COVID-19 on freight and workforce 
logistics saw rapid price increases on the movement 
of both containerised and bulk goods, significant port 
congestion, rerouting and increased blank sailings, and 
fuel and worker shortages. 

The loss of air travel further impaired the availability 
of time sensitive options for Tasmanian exports. 

These impacts resulted in a slight decline of exports 
across food and agribusiness and forestry sectors. 
The latter faced further challenges with decreased 
demand for residues and whole logs into the 
Chinese market. 

Export of ores and processed metals accounted for 
over three fifths of Tasmania’s goods exports by 
value, and positively, over the 2020–21 period both 
the value and volumes of these exports continued  
to increase. 

As the Tasmanian industry continued to operate with 
worker shortages throughout a period of national 
and international COVID-19 lockdowns, the export 
of iron ore, processed zinc and processed aluminium 
sustained Tasmania’s export growth trajectory. 

Similarly, when international demand for Tasmanian 
forest products became constrained, domestic 
demand through economic stimulus and local supply 
shortages generated both strong prices and demand 
for Tasmanian sawn wood and manufactured timbers.

Exports of services decreased by 39 per cent over 
the same period from $1.07 billion to $646 million3. 
Exports of services are historically dominated by the 
international education and tourism sectors, with 
both heavily impacted by border closures. 

Detailed figures were unavailable at the time of 
publishing the Scorecard. 

1. World Bank. 2022. Global Economic Prospects, January 2022. Washington, DC: World Bank. doi: 10.1596/978-1-4648-1758-8. License: Creative 
Commons Attribution CC BY 3.0 IGO

2. Australian National Accounts: State Accounts - ABS Cat No 5220.0
3. Australian National Accounts: State Accounts - ABS Cat No 5220.0
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Key Performance Indicators

KPI 1: An increase in the number of businesses provided 
with an export service and/or support

Case study 1: Trade with Tasmania 
launched
The Trade with Tasmania website (trade.tasmanian.
com.au) was launched in 2021 to act as a platform for 
showcasing Tasmania’s competitive trade advantages. 

The website has multiple functions including a 
dedicated trade directory (in English and Mandarin) 
and a virtual reality portal. 

In 2021, 74 businesses were featured across a range 
of trade sectors including food and beverage, 
defence, manufacturing, international education, 
forest product, and science and technology. 

The website targets key business leaders, buyers, 
distributors, and wholesalers and encourages 
the user to learn more about Tasmania’s export 
products and services. 

Case study 2: Digital Tasmanian 
food and beverage domestic 
showcase
In early 2021, in response to COVID-19 border 
restrictions, a targeted food and beverage digital 
marketing project leveraging the Tasmanian brand  
and influence of key food identities, was executed 
across mainland Australia.

Through the award-winning ‘Signature Dish’ and 
‘Around the Island in Eight Plates’ campaigns, premium 
food and beverage products from 35 Tasmanian 
businesses were delivered to 17 celebrity chefs to 
create a ‘go-to’ recipe featuring Tasmanian ingredients. 

This digital activation showcased Tasmanian food and 
beverage produce to approximately 5.5 million people 
across Australia. 

3 1061 496

N U M B E R  O F 
S E RV I C E S 
PROV I D E D  TO 
TA S M A N I A N 
B U S I N E S S E S

N U M B E R  O F 
TA S M A N I A N 
B U S I N E S S E S 
S U P P O RT E D

Note: Due to COVID-19 there were fewer businesses seeking 
entry into markets.

Note: Due to COVID-19 businesses were provided with 
greater services during 2020–21.

http://trade.tasmanian.com.au
http://trade.tasmanian.com.au
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KPI 2: An improvement in brand awareness in  
targeted markets

Case study 3: Maritime sector 
brand awareness campaign
Tasmania’s world-class maritime sector offers a range 
of solutions for commercial and defence applications. 

To strengthen awareness of Tasmania’s competitive 
advantage, a multi-media marketing campaign was 
executed in early 2021 to promote our maritime 
capabilities to targeted defence audiences in Australia, 
the United States of America and Indonesia. 

This included the development and promotion of a 
maritime virtual reality tour, sector prospectus, digital 
business to business promotions via LinkedIn, targeted 
industry insight tours, media activity and tradeshows. 

With several Tasmanian maritime businesses pursuing 
major defence contracts, this campaign helped to 
position Tasmania’s key capabilities with decision 
makers at an important time. 

R E AC H  ( S I T E 

V I S I T S  AC R O S S 

D I G I TA L  P L AT F O R M S )

126 390 000 459

TA S M A N I A N 
B U S I N E S S E S 
PRO M OTE D

Note: Due to an expansion in digital presence during COVID-19, 
reach increased. Digital platforms included the Trade Tasmania 
website, LinkedIn, Instagram, Facebook, WeChat, Yizhibo, 
Forbes, and the Buy Something Tasmanian website. 

Note: Due to the impacts of COVID-19 on businesses this 
number was less than 2019–20.
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Case study 4: Experience 
Tasmanian USA campaign
In March 2021, a special Tasmanian produce delivery 
made its way to 147 key chefs, distributors, and food 
industry professionals in the United States, as part 
of the Department of State Growth’s Experience 
Tasmanian USA campaign. 

Recipients were presented with a selection of 
premium Tasmanian food and beverage products to 
trial and a virtual reality tour to enjoy an immersive 
Tasmanian experience. 

This campaign generated significant interest on 
social media and gained exposure in traditional 
media with articles in Forbes Magazine, FoodBeast 
and NewsBreak. Participating Tasmanian businesses 
reported a range of new opportunities following  
the campaign.

“The Experience Tasmanian campaign helped us 
increase Cape Grim Beef ’s brand awareness in the 
USA market by over 200 per cent. The experience 
boxes allowed chefs, distributors, and influencers to 
taste and trial the product for themselves and see 
the pristine landscape and lush pastures on which 
Cape Grim cattle are raised and the journey from 
paddock to plate through the virtual tour. 

One of the most powerful marketing tools for us is 
bringing customers to Cape Grim in Tasmania to 
experience it for themselves; however, this hasn’t 
been possible with the recent pandemic. The 
Experience Tasmanian campaign enabled us to 
bring this experience to customers instead.  
We noticed increased brand awareness through 
and increased enquiries on the product and  
sales leads.”

Jelena Radisic, Group Marketing and 
Communications Manager, Greenham  

(Cape Grim Beef)
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KPI 3: At least 80 per cent of businesses  
satisfied with the quality of services provided

Case study 5: Industry roundtable 
series – 100 per cent satisfaction
In 2020, the Tasmanian Minister for Trade led a series 
of industry roundtable events to identify sectoral 
opportunities and additional areas of support. 

The six industry roundtables spanned the Antarctic, 
advanced manufacturing, food and agribusiness, 
resources and energy, and new frontiers sectors. 

Engagement was high with a 100 per cent satisfaction 
level recorded by participants in post-event surveys. 
Industry associations and businesses shared ideas and 
gave feedback on trade initiatives and programs  
during COVID-19.

Case study 6: Trade Tasmania 
webinar series – 94 per cent 
satisfaction
To support export capability building, a series of 
webinars covering freight and logistics updates, 
market opportunities, and e-commerce were held 
during the 2020–21 financial year. 

Instructional masterclasses were also delivered 
via webinar, focusing on trade in the ‘new-normal’ 
including how to maximise results at virtual trade 
shows, ‘packvertising’, and ‘Can’t Travel, Can Sell’ 
online sales tuition. Feedback was consistently 
excellent, with a satisfaction rate of 94 per cent.

O F  135  B U S I N E S S  R E S P O N D E N T S , 
9 6 . 8  P E R  C E N T  R E P O RT E D  T H AT 
T H E Y  W E R E  S AT I S F I E D  W I T H 
T R A D E  S E RV I C E S  R E C E I V E D.

Note: During 2020–21 fewer businesses were surveyed compared to 2019–20 due to fewer in-person activities because 
of COVID-19. 
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“We get many enquiries from wine distributors 
about cooperation offline after a livestream. 

The livestream helped increase the exposure of 
Tasmania wine and let the consumer have a deep 
understanding of Tasmania Premium brand. 

It is indeed helping augment the influence of the 
brand in China.” 

Vivian Xie Brand Ambassador,  
PranWine China

KPI 4: An increase in the value of export products and 
services sold by Tasmanian businesses to the international 
market.

Case study 7: Accelerating Trade 
Grant Program
In 2020–21 the Accelerating Trade Grant Program 
provided financial support to 44 Tasmanian businesses 
to expand into new markets, generating over  
$4 million in additional sales for these businesses,  
and a return of over $12 in sales per dollar granted.

A 100 per cent satisfaction rate was reported 
by grant recipients. The program has since been 
expanded and now offers larger grant amounts  
to help Tasmanian businesses enter and expand  
into markets.

Case study 8: China livestream 
series
Two livestreamed promotional events on wine and 
red meat were hosted in late 2020 by Tasmania’s 
Trade Advocate in China, in partnership with Tourism 
Tasmania. Tasmanian premium products were pitched 
to a Chinese audience of over one million. 

In-market distributors reported a 30 per cent 
increase in online sales for Tasmanian wine and a  
20 per cent increase in online sales for red meat, as  
a direct result of the initiative.

TOTA L  VA LU E  O F  TA S M A N I A N 
E X P O RT S :  $ 5 . 0  B I L L I O N  –  TOTA L 
VA LU E  O F  I N T E R N AT I O N A L 
E X P O RT  G O O D S  A N D  S E RV I C E S 4

Note: ABS data does not capture goods and services transacted between domestic states and territories. 

4. Australian National Accounts: State Accounts - ABS Cat No 5220.0
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Goods exports

For the year ending 2020–21, Tasmania’s exports 
of goods were worth $4.36 billion, representing 
an increase of $216 million or 5.2 per cent on the 
previous year5.

This achievement is significant because it includes a 
year of the COVID-19 pandemic, where the world 
fluctuated in and out of lockdowns, vaccines were still 
being developed and supply chains were decoupling 
because of logistic issues and worker shortages. 

It also follows two years of rising geopolitical and 
trade tensions in an already uncertain economic 
climate pre-pandemic.

Value of Tasmanian international goods exports over a three-year period
Monthly nominal original data ($ million AUD)

The early months of 2020–21 show the result 
of rapidly changing global conditions and both a 
hesitation and inability to trade ‘business as usual’ 
over this period. However, Tasmania’s low numbers 
of COVID-19 cases, government support for industry 
and typically shorter supply chains supported 
Tasmania’s economic recovery.

The food and agribusiness sector, along with forest 
products, were directly impacted in 2020–21. 
However, demand for resources and processed 
metals remained strong, with soaring prices for iron 
ore, Tasmania’s largest mineral export.

2020–21 Linear (2020–21)2018–19 2019–20

$200

$250

$300

$350

$400

2018-19 2019-20 2020-21 Linear (2020-21)

Source: International Trade in Goods and Services, ABS Cat No 5368.0: Table 15A

5. Australian National Accounts: State Accounts - ABS Cat No 5220.0
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Tasmania’s most valuable export markets
Over three years ($ million AUD)

2020–212018–19 2019–20
 0  500 1 000 1 500 2 000

European Union

ASEAN

Singapore

New Zealand

Hong Kong (SAR of China)

Indonesia

Malaysia

Thailand

United States of America

Taiwan

Japan

Vietnam

Korea, Republic of (South)

China (excludes SARs and Taiwan)

2018‒19 2019‒20 2020‒21
Source: International Trade in Goods and Services, ABS Cat No 5368.0: Table 36F
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Food and agribusiness

The food and agribusiness sector accounted for 
around a fifth of all exports of goods in 2020–21,  
a small drop in share of total exports compared with 
the previous year as the sector faced challenges as a 
result of COVID-19.

Firstly, the onset of the pandemic resulted in 
significant freight and logistics disruptions, increasing 
prices month on month, delays and rerouting on sea 
freight, and a reduction of air freight capacity due to 
the suspension of international passenger services. 
Secondly, the broader challenges affecting exporters’ 
ability to access the Chinese market, as indicated by 
industry, accounted for over half of the reduction 
experienced.

Except for dairy, all the other food and agribusiness 
sub-sectors showed small declines in their year on 
year export values. Over the past 15 years, Tasmanian 
businesses have progressively moved to have a 
greater concentration of market share with China. 

The last quarter of the 2020–21 year shows 
diversification attempts at generating new market 
openings. 

Across a range of sub-sectors including wine, rock 
lobster, salmon and dairy, new markets were being 
successfully identified as prospective opportunities for 
Tasmanian exporters, and a sign of building further 
sector resilience. 

Three-year monthly export values
Food and agribusiness ($ million AUD)

Aquaculture Food and agribusiness (Total) (RHS)Food and beverage (Processed) Agriculture
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   Food & beverage (Processed)    Agriculture    Aquaculture Food & agribusiness (Total) (RHS)
Source: State Growth estimates based on International Trade in Goods and Services, ABS Cat No 5220.0: data on subscription 
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Processed foods ($ million AUD)

Agriculture ($ million AUD)

Red meat Agriculture (Total) (RHS)Horticulture DairyWool

Aquaculture ($ million AUD)

Salmon Agriculture (Total) (RHS)Rock Lobster AbaloneOther seafood

Dairy Processed foods (Total)Other SeafoodProcessed beverages

$0

$10

$20

$30

$40

$50

$60

$70

$80

$0

$5

$10

$15

$20

$25

$30

$35

$40

   Wool    Horticulture    Dairy    Red meat Agriculture (Total) (RHS)

$0
$5
$10
$15
$20
$25
$30
$35
$40
$45
$50

$0

$5

$10

$15

$20

$25

$30

$35

   Other seafood    Rock Lobster    Abalone    Salmon Aquaculture (Total) (RHS)

$0

$5

$10

$15

$20

$25

$30

$35

$40

$45

$0

$5

$10

$15

$20

$25

$30

Beverages    Other    Seafood    Dairy Food & beverage (Total) (RHS)

Source: State Growth estimates based on International Trade in Goods and Services, ABS Cat No 5220.0: data on subscription 

Source: State Growth estimates based on International Trade in Goods and Services, ABS Cat No 5220.0: data on subscription 

Source: State Growth estimates based on International Trade in Goods and Services, ABS Cat No 5220.0: data on subscription 
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Manufacturing
Tasmania’s manufacturing sector was not immune to 
the challenges of COVID-19 with freight and logistics 
impacts, shutdowns, skilled workforce shortages 
and disruptions to supply chains across imports and 
exports experienced throughout the sector. 

Despite this, the positive focus on sovereign capability 
and market driven demand created a 2.9 per cent 
increase from 2019–20 to 2020–21, contributing  
$1.87 billion to Tasmania’s Gross State Product (GSP). 

The manufacturing sector employs over 18 000 
people directly while generating an additional 31 400 
non-manufacturing jobs.

Tasmanian manufacturing businesses are successfully 
being awarded defence contracts and the state’s 
capability is being recognised both interstate and 
internationally. 

Tasmanian defence industry companies are actively 
focused on well over half a billion dollars’ worth of 
potential contracts to be delivered over the coming 
decade.

In 2020–21 Tasmania’s defence industry was awarded 
39 defence and national security supply contracts with 
a total value of more than $29 million.

This financial year many Australian and Tasmanian 
manufacturers and buyers have looked locally 
for products, leading to new connections and 
opportunities for the domestic manufacturing sector. 

The Tasmanian Government has worked closely with 
industry to identify these opportunities and develop 
new connections.

Three-year monthly export values
($ million AUD)

Manufacturing (Total) (RHS)

Wood and paperFood manufacturing Machinery and transportBase metal manufactures

Source: State Growth estimates based on International Trade in Goods and Services, ABS Cat No 5220.0: data on subscription 
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Ores and concentrates
Ores and concentrates account for around 23 per cent 
of Tasmania’s goods exports by value. Of this, iron ore 
accounts for 67 per cent. 

The price for iron ore has more than doubled in  
2020–21, backed by strong demand for China’s steel 
led economic recovery. 

The value of Tasmania’s iron ore exports increased 
by more than $150 million year on year, despite 
the total volume of exports marginally decreasing. 
Similarly, Tasmania’s exports of tin ore increased 
by 33 per cent, accounting for 25 per cent of all 
mineral exports. Royalties, rents and fees paid to the 
Tasmanian Government for the financial year totalled 
$62.5 million.

Comparison: Iron ore exports
Value ($ million AUD) vs volume (tonne)

Iron ore – value Iron ore – volume (RHS)
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Source: State Growth estimates based on International Trade in Goods and Services, ABS Cat No 5220.0: data on subscription 
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Processed metals
Processed metals account for around 38.3 per cent 
of Tasmania’s goods exports by value. 

Of this, zinc accounts for approximately 57.3 per 
cent, with aluminium accounting for a further 33.7 
per cent. While the value of aluminium exports 
remained steady year on year, Tasmania’s zinc 
exports increased by 21 per cent. 

Forest products
The forest products export sector consists mostly of 
woodchip and whole log exports. 

These two sub-sectors were impacted by the global 
economic challenges in 2020–21, with an overall 
decline in value of 22.2 per cent year on year. 

The sector faced difficulties in its ‘business as usual’ 
exports of residues and whole logs into the China 
market, including delays with delivery for logs off 
port, the flow on effects from the suspension of 
Australian mainland log exports due to quarantine 
concerns (for which all Tasmanian logs pass through 
mainland ports), and electricity rationing in China 
reducing demand for woodchips. 

However, whole log exporters successfully diversified 
by more than tripling exports into Malaysia: where 
the sub-sector was heavily reliant on China as its 
primary destination, Malaysia accounted for a 53.8 per 
cent share of exports, paying only five per cent less 
per cubic metre on average. 

Similarly, government and industry focused 
their production and supply of sawn-wood and 
manufactured timbers into the Australian domestic 
market. 

A combination of economic stimulus to the 
construction sector and mainland supply shortages 
have strongly benefited Tasmania’s timber sector, with 
most sawn-wood and manufactured timbers being 
sold domestically and at higher prices than can be 
gained internationally.

This is most likely attributed to the increased 
demand in steel production and subsequent 
galvanisation, as well as lower cost and greener local 
energy production in Tasmania compared with other 
international production sites.

Three-year monthly export values
($ million AUD)
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*Note: Values for forest products are derived from a combination of ABS and Industry Edge databases, to enable derivation of values from aggregate datasets. 
Source: State Growth estimates based on International Trade in Goods and Services, ABS Cat No 5220.0: data on subscription

Three-year monthly export values*
($ million AUD)
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Services exports

The onset of the COVID-19 pandemic has posed 
the most significant challenges for Tasmania’s trade in 
international services exports. 

In 2019–20, services exports contributed over $1 billion 
to Tasmania’s goods and services total; in 2020–21,  
this value dropped by 39 per cent to $646 million. 

While Tasmania remained largely free of lockdowns 
throughout this period, international borders were 
nonetheless closed, impeding the ability of either 
students or tourists to visit Tasmania from abroad.

International export of goods and services
($ billlion AUD)

Goods (Total) Services (Total)
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Source: Australian National Accounts: State Accounts, ABS Cat No 5220.0 
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International education

In 2020–21, international education made up the 
majority of the international services export value for 
Tasmania whilst Tasmanian borders were closed to 
international visitors.

However, behind the values attributable to the 
international education category are several factors 
which cannot be fully determined to reflect the real 
dollar value for this period. Namely:

• determining the total numbers of onshore versus 
offshore students (in this case, residing within 
Tasmania versus outside of Tasmania); and

• per student expenditure related to course costs 
and living expenses.

Historically, value has been attributed on a value per 
student basis. However, this is likely overstating the 
real value.

Nonetheless, total numbers of student enrolments 
across all Tasmanian education sub-sectors dipped 
below 2019–20 totals, while remaining above  
2018–19 numbers. 

The most recent year also represents a higher 
concentration of students from Tasmania’s top  
10 source markets than in previous years. 

At the time of the Scorecard publication, ABS data for 
services exports by state for this period, is unavailable.

International student enrolments by top 10 markets

2020–212018–19 2019–20
Source: Department of Education, Skills and Employment 
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Tourism

COVID-19 severely impacted Tasmania’s visitor economy 
throughout 2020, with cruise ship visits suspended on  
15 March 2020 and border restrictions in place for all 
non essential travellers from 19 March 2020. 

Interstate travel restrictions to Tasmania began to lift 
on 26 October 2020, with restrictions from medium 
and high risk areas easing mid to late November 2020.

As a result, Tasmania’s international visitor numbers 
saw a substantial drop to 3 900 visitors across 2020–21. 
Similarly, expenditure by international visitors decreased 
by 96 per cent that same year. 

Direct flights between Tasmania and New Zealand were 
introduced in April 2021 after a 20 year hiatus, alongside 
other states in the trans-Tasman travel bubble. 

Tasmania remained open to New Zealand travellers 
for the duration of the final quarter of 2020–21.

A focus on domestic travel

Pre-COVID-19, the Australian domestic market was 
traditionally a larger source of tourists to Tasmania. 
With the closure of international borders, Tourism 
Tasmania redirected much of its marketing efforts to 
encourage interstate travellers who normally would 
have taken an international trip, to undertake an 
interstate trip to Tasmania instead. 

Demand for travel to Tasmania over this period was 
strong, with March to June 2021 recording higher 
spend and more nights than seen in each of their 
respective months in 2019. This also included an 
increasing share of holiday visitors and a decreasing 
share of those visiting friends and family in the second 
half of 2020–21. 

March, April and May 2021 all attracted more 
domestic visitors than the same months in 2019. 
However, June 2021 visitation was 76 per cent of  
June 2019.

Visitors to Tasmania
Visitors (‘000)

International visitorsInterstate visitors
Source: Tourism Tasmania

These positive figures overall were further reinforced 
by domestic visitors spending more while holidaying  
in Tasmania. 

The average spend per visitor (ASPV) for interstate 
visitors was $1 863 per person in 2019–20, which 
jumped to $2 522 per person in 2020–21.
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