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Market opportunities from travel and tourism 
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Travel and tourism generated US$7.6 trillion (10.2 per cent of global GDP) in 2016. The 

sector accounted for 6.6 per cent of total global exports and almost 30 per cent of total 

global service exports. 

Despite the increasing and unpredictable shocks from terrorist attacks, political instability, 

health pandemics and natural disasters, growth in travel and tourism (3.1 per cent) 

outpaced that of the global economy (2.5 per cent) for the sixth successive year. 
Additionally in 2016, direct travel and tourism GDP growth not only outperformed the 

economy-wide growth recorded in 116 of 185 countries but it was also stronger than the 

growth recorded in the financial and business services, manufacturing, public services, 

retail and distribution, and transport sectors.  

Food and wine are significant components of tourist spend. For example, Tourism Australia 

reports that food and wine now accounts for one in five dollars spent by international 

tourists in Australia.  

While inbound tourism to Australia offers opportunities for Australian wineries to increase 

demand for their wines, another area for wine exporters to consider is key tourist 

destinations around the world.  

The wine lists of restaurants and bars located in resorts and hotels in popular tourist 

destinations offers an avenue for Australian exporters to get their wines in the hands of 

consumers from a broad range of countries, some of whom may never have been exposed 
to Australian wine before. For example, the highest number international visitors (just over 

50 per cent) to the Maldives in 2015 were from Europe. Germany, Italy and France were 

three of the top five European countries. While at home, it is less likely that tourists from 
these wine-producing countries would consume Australian wine ahead of their domestic 

product but while travelling they may be more tempted to try a glass of fine Australian 

wine. 

One way of reviewing tourist destinations is to consider the relative contribution of travel 

and tourism to a country’s GDP. Figure 1 below shows the top 10 countries where travel and 
tourism had the greatest contribution to GDP in 2016. This provides an indication of the 

intensity of tourism and therefore potential opportunities for wine. Clearly there are 

numerous other factors to consider but this is one simple way of narrowing down the 

search or a prompt to conduct more research. 
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Travel and tourism has by far the biggest relative contribution to GDP in the Maldives with 

a 40.9 per cent share of GDP. In the Maldives, alcohol is only available to purchase in the 
resorts. There were 115 resorts in the Maldives as of 2015 with 1.2 million international tourist 

arrivals during the year, an increase of 4.4 per cent over 2014. This represents a large and 

growing pool of potential consumers from around the world. Official tourist statistics offer 
additional insights. For example, Germans stay on average 12 to 15 nights in the Maldives, 

which is longer than most other tourists. Hence there may be a greater opportunity to 

encourage them to try a glass of Australian Riesling instead of a Riesling from Mosel. The 

majority of Italians visit Maldives for surfing and fishing. Perhaps after returning from a 
day of fishing they could be offered a glass of Pinot Grigio from Australia instead of Veneto 

to go with their catch of the day.  

Figure 1: Top 10 countries where travel and tourism has the biggest contribution to GDP1 

 

Source: World Travel and Tourism Council, Global Trade Atlas and Wine Australia 

Figure 1 also shows that in 2016, Australian wine was exported to 7 of the top 10 countries. 
While the value of exports to each is quite small, it does indicate that Australian wine is at 

least available in most of these tourism-intense countries and there is a base from which to 

grow. There is also upside for Australian wine in each market as the category’s share of 

wine imports is generally quite low, with the notable exception of Vanuatu. For example, the 
Maldives imported $9.1 million of wine in 2016 but only 1 per cent was Australian wine. 

                                                           
1 Almost half the wine imported by Macao comes from Hong Kong and is therefore sourced from a variety of 
countries, including Australia. Hence, the Australian share of Macao wine imports reported in the table would 
underestimate Australia’s true share. 

Country

Travel and 
Tourism % 
of GDP in 

2016

Total wine 
imports 

2016 ($M)

Growth 
in wine 

imports 
in 2016

Australian 
wine exports 

in 2016

Australian 
share of 
imports

Maldives 40.9 $9 16% $112,551 1.2%
British Virgin Islands 34.3 $5 10% $79,725 1.8%
Aruba 28.6 $11 -11% $0 0.0%
Macao¹ 27.3 $174 13% $479,883 0.3%
Former NL Antilles 23.3 $5 -7% $168,444 3.7%
Seychelles 22.0 $7 -8% $36,350 0.5%
Bahamas 19.8 $20 -8% $322,375 1.6%
Anguilla 19.2 $1 -1% $0 0.0%
Vanuatu 17.2 $2 37% $1,091,674 49.6%
Cape Verde 17.2 $6 11% $0 0.0%
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France and Italy are the dominant countries of origin with market shares of 45 per cent and 

17 per cent respectively. The other countries ahead of Australia in the Maldives include 
South Africa, Chile, New Zealand, Spain and Argentina. Australia’s low ranking can be 

viewed as an opportunity to take share in a growing market.  

Cruise travel is another growing category within travel and tourism. Demand for cruising 

increased by 62 per cent between 2005 and 2015. The Cruise Lines International 
Association expects 25.3 million passengers to travel on cruise ships in 2017. The US is the 

biggest market with 11.3 million passengers in 2015 ahead of Germany (1.81 million), the UK 

(1.61 million) and China (0.986 million).  

According to Cruise News, on a typical 7-day cruise with 1878 passengers, 62,000 alcoholic 

drinks are consumed. Per passenger, that’s an average of 33 drinks per week, or 4.7 
alcoholic drinks per day. The typical American consumes four drinks per week in his or her 

normal, daily life. That means that, on average, Americans drink eight times as much while 

on a cruise ship than they would normally. Over the course of a seven-day cruise, the 

following total amounts of alcohol will be consumed: 

• 1,200 glasses of Champagne 

• 10,100 beers 

• 17,000 glasses of wine 

• 32,700 mixed drinks. 

For wine, that represents 8.7 glasses of wine per passenger per week.  

 

 

 

 

 

 

 

 

Disclaimer: While Wine Australia makes every effort to ensure the accuracy and currency of information within this report, we 
accept no responsibility for information, which may later prove to be misrepresented or inaccurate, or reliance placed on that 
information by readers. 
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