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EXECUTIVE SUMMARY

1  Google dominate review volumes followed by Booking.com (accounting for 44% and 29% of
reviews respectively)

1 The'accommodation’ product sector continues to drive review volumes, whilst the
‘attraction’ sector continues to deliver the highest ratings.

1  Sydneyand Regional NSW performed strongly, delivering a numerical rating of 8.5 and 8.4
respectively for Q1 2024.

1  Ratings across all Destination Networks were strong (rating over 8 out of 10).

1 Overallresults remain in line with Q4 2023, and Sydney/NSW continue to generally have
slightly lower ratings than domestic competitors measured and lag most APAC
cities/countries measured. (Noting ratings for each area are impacted by their local/domestic
scoring attitudes, with some countries inclined to rate more positively than others).

1  ‘Location’(rating 9.12 for NSW) & ‘cleanliness’ (rating 8.66 for NSW) were the top 2
satisfaction drivers for both Sydney and Regional NSW. Service (rating 8.63) was also a
strength for Regional NSW. There is room for improvement for Sydney’s value proposition
(rating 7.98), while Regional NSW could improve on ‘value’ (rating 8.06) and ‘food & beverages’
(rating 8.06).

1  Sentimentratings, which are based on keywords and tone (versus numeric measures)
highlighted:

o Positive sentiment related to ‘support’ for the attractions, ‘atmosphere’ also related well
for attraction and food & drink product sectors.

o Fortheaccommodation product sector ‘humidity’ continues to be a key pain point for
reviewers. Odor is also a concern across product sectors with some negative sentiment
related to smell for both Sydney and Regional NSW.
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BACKGROUND

To understand NSW performance against DNSW key strategic objective to
be the “Premier visitor destination brand in the Asia Pacific”, the Research &
Development team explored TRAVELSAT global travel rating & review data
(sourced via ROVE). This data provides insights around visitor experience
and performance across Asia Pacific.

What is TRAVELSAT global travel rating & review data?

TRAVELSAT consolidates global travel review data, both numerical scores
and written feedback across major sites such as TripAdvisor, Google and
Expedia (approx. 30 sources in total). Detailed reporting is available on NSW
and benchmark data is available on select domestic and international
competitor destinations.

REVIEW SHARE BY TOP SOURCES

Lastminute.com.au, 1%
Other, 1%

Hotels.com, 4% Agoda, 1%

Wotif, 5% \
Expedia.com, 6%

Google, 44%
TripAdvisor, 9%

Booking.com,
29%

¥ fravelsaf
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Reporting available:

A Numerical Ratings: structured data ratings within a review (stars, 1-5, 1-10
score) that are standardised on a 1-10 scale (primary measure used).

A Sentiment Ratings: generated ratings based on keywords and the tonality
(positive or negative) within a review, analysed through Natural Language
Processing across 14 (mostly European) languages and converted in a 0-10
score where 0 indicates a very negative sentiment, 5 is neutral,and 10
indicates a very positive sentiment.

A Travel Experience Score (TES): a summary aggregate of both numerical
and sentiment ratings.

A Sectors: ‘Accommodation’, ‘Attractions’ and ‘Food & Drink’ are key
reporting sectors available.

Sample

A sample of approximately 6,000 productsin NSW were selected from a full
TripAdvisor inventory to create a representative picture of NSW’s tourism
ecosystem.

See appendix for methodology considerations & limitations.
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OVERALL SUMMARY

NSwW

A There were 355k+ reviews across 5,190 NSW products, during the first quarter of
2024 (i.e. reviews submitted from 1st January to 31st March 2024), delivering a
numerical rating of 8.4.

A ‘Accommodation’ drove review volumes, whilst ‘attraction’ delivered the highest
ratings.

A Ratings overall were almost on par with Q4 2023, but up comparing to Q1 2023.

NSW vs. Domestic Competitors

A Overall, both Sydney and Regional NSW had slightly lower overall ratings than
their domestic counterparts.

A Despite Sydney not leading in any specific rating sectors, it was on par with
Melbourne & Gold Coast in ‘food & drink’ and just behind Melbourne on
‘accommodation’ and ‘attraction’.

A The theme park capital - Gold Coast showed its strength in ‘attraction achieving
a 9.5 rating, but its ‘accommodation’ rating was the lowest of the metro areas.

A Regional NSW could improve its ‘accommodation’ rating, slightly lower than
Regional VIC and Regional QLD, whilst its ‘attraction’ and food & drink’ ratings
were higher than those of Regional Victoria.

NSW vs. International Competitors

A Sydney and NSW overall ratings lagged compared to the APAC benchmark cities
and countries, respectively.

A ‘Accommodation’ ratings for both Sydney and NSW showed the most room for
improvement, in comparison to other benchmark destinations.

A Overall ‘attraction’ drove higher ratings, generating a rating of above 9 for most
destinations measured.

A Note - ratings for each area are impacted by their local/domestic scoring
attitudes, with some countries inclined to rate more positively than others.
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NSW SUMMARY

Sydney vs. Regional NSW

A Ratings were similar overall between Sydney and Regional NSW (8.45 and 8.37
respectively). Regional NSW performed slightly better on ‘accommodation’ and
‘attractions’ (whilst Sydney was slightly better on ‘food & drink’).

A ‘Location’ & ‘cleanliness’ were the Top 2 satisfaction drivers for both Sydney and
Regional NSW. There is room for improvement for Sydney’s value proposition,
while Regional NSW could improve on ‘value’ and ‘food & beverages’.

A Interms of sentiments, ‘support’, ‘entertainment value’ and ‘atmosphere’ were
uniformly positive across the board. ‘Humidity’ and ‘odor’ were the key pain
points for both regions. Negative mentions of Covid also made a returnin
Regional NSW.

Destination Networks

A Ratings across all Destination Networks were strong (over 8 out of 10). Central
West achieving the highest rating (8.66) and topped in all satisfaction drivers
except ‘location’ (where it ranked second).

A Country & Outback’s strength lied in ‘location’ (with a rating of 9.09) and its
attraction score marginally over indexing on the Regional NSW average (at 9.23
vs 9.20 respectively).

A North Coast had the highest number of products and volume of reviews. Lord
Howe Island shone with an overall rating of 9.41.

A Riverina Murray was well-received by those travelling with friends, and positive
sentiment towards hygiene came up in the destination’s top 5 attributes, higher
than the regional average.

A Southern NSW resonated well with group travellers, however, needs to improve
category scores on food & beverage, ambience, value and facilities.

A Productsin Sydney Surrounds North came lowest rated overall, at 8.32, despite
a high rating in attraction (9.25).

A Sydney Surrounds South achieved stronger ratings than the Regional NSW
averages across all travel groups but couples and solo travellers. Value, food &
beverage and ambience showed some room for improvement in comparison

with the Regional NSW averages.
OFFICIAL

Sydney Metro
Western Sydney
Sydney

Central West

Country &
Outback

North Coast
Riverina Murray

Southern NSW

Syd Surrounds
North

Syd Surrounds
South

Regional NSW

NSW (total)

Above ratings from numerical ratings

8.11

8.04

8.10

8.50

8.25

8.19

8.29

8.26

8.09

8.23

8.22

8.16

9.20

9.19

9.35

9.23

9.16

9.00

8.83

9.25

9.28

9.20

9.19

8.70 8.46
8.44 8.40
8.66 8.45
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8.50 8.37
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Q12024
IN Q12024, NSW RECEIVED AN AVERAGE DESTINATION RATING OF 8.4 -

OVERALL
8.42

355k+ reviews across 5,190 products

A Approximately 86% of all NSW products we track received a review, this was even higher amongst accommodation
products at 91%.

A Close to 60% of reviews were on accommodation products, influencing the overall rating the most.

A Attractions despite the lowest volume of reviews had the highest numerical rating of 9.19 comparing to
accommodation and food & drink products (8.16 and 8.60 respectively).

ACCOMMODATION ATTRACTION FOOD & DRINK
8.16 9.19 8.60

211k+ reviews 48k+ reviews Q4k+ reviews
1,634 products /\ 736 products [J'\ 2,820 products w

9
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TRENDING RATINGS VS SENTIMENT SCORES

FOR NEW SOUTH WALES

A While the sentiment rating was on par
with Q3 2023, numeric rating softened
slightly, resulting in a marginal decline in
the traveller experience score quarter on
quarter.

A However, all ratings overall and by
product sector improved over the same
quarter last year.

A Overall, sentiment towards NSW
products (ratings generated from
written reviews) were less positive than
the numeric ratings. However, sentiment
towards food & drink products were
more on par with the numerical ratings
left in review platforms.

OVERALL (all sectors)

10

9.5

8.5 8.42

—Numerical Rating
— Sentiment

- Traveller Experience Score

Accommodation

9

8 —— /\’\/~
7.5

7
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Attraction

95 9.19

Please note that review and product count do change each quarter.
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TRAVEL GROUPS

OVERALL
8.42

Q12024

A Looking at visitor composition, those travelling with friends were the only cohort rated above overall average, though not by a large

margin. Solo travellers and those travelled with work colleagues tend to be the least satisfied.

A The accommodation sector followed a similar pattern: those travelling with friends rated NSW products the highest, whilst work and

solo travellers rated them the lowest.

A Strong appreciation was received from solo travellers in the attraction product sector with 9.28, the highest score of all travel groups.

A Forfood & drink products, couples’ ratings were over-indexing on other traveller group types with a rating of 8.34.

OVERALL ACCOMMODATION
Solo 8.05 8.02
Couples 8.22 8.19
Friends 8.43 8.41
Group 8.15 8.15
Work colleagues 8.05 8.04

Overall review count: 31k+ for solo, 79k+ for couples, 63k+ for families, 5.8k for friends, 16k+ for group, 2.1k for work colleagues. Please note that not all reviews have a matching travel group.

OFFICIAL

ATTRACTION

9.28
Q.17
9.1
9.16
n/a

9.24**

FOOD & DRINK B
8.12* <
z

8.34 :
7.88 g
8.17 ¢
n/a e
:

7.78* .
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KEY PERFORMANCE METRICS

OVERALL
8.42
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Q12024

355k+ reviews across 5,190 products

Most positive ratings were consistently received for location and cleanliness as top attributes. In Regional NSW, service was also rated high,
almost on par with cleanliness. Value perceptions were low across the board, with F&B also lagging in Regional NSW especially. M

/“’“\JJ/

REGIONAL

Overall 8.42 8.37
Service 8.55 8.63
Room 8.29 8.36
Location 9.12 9.12
Cleanliness 8.66 8.67
Facilities 8.12 8.11

Value 8.01 8.06
F&B 8.17 8.06
Ambience 8.26 8.17

8.45
8.47
8.23
9.11

8.64
8.14

7.98
8.29
8.36

8.37 /
156k+ reviews, 3,215 products
PN
o— 8.22
T 9.20
10| .50 SYDNEY
wﬁ\} 8.45
RL 199k+ reviews, 1,975 products

HiRAL

0] s.66
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DETAILED SENTIMENT - POSITIVE

TOP SENTIMENT INDICATORS

Sentiments about ‘support’, ‘entertainment value’ and ‘atmosphere’ were uniformly positive across
the board. There were also positive verbatims about ‘food’, ‘housekeeping’ and ‘attraction’, with
comments about ‘food’ more positive in Regional NSW, whilst ‘attraction’ was stronger in Sydney.

REGIONAL NSW SYDNEY

#1 Support* Support* Support*

#e Entertainment Value Entertainment Value Entertainment Value

#3 Atmosphere Atmosphere Atmosphere §
o #4 Food Housekeeping Food é
i 75 Attraction Food Attraction :
8’ #6 Housekeeping Hygiene Restaurant
" #1 Restaurant Personnel Personnel

#8 Personnel Attraction Housekeeping

#9 Hygiene Restaurant Surrounding Area

#10 Surrounding Area Surrounding Area Hygiene

Sentiment ratings are based on keywords and tone (versus numeric measures) and look at keywords

that give an expression of an experience:

0 Support - (attractions sentiment measure) - relates to mentions of the visitors experience with
the support they received when they needed it.

U Entertainmentvalue - (attractions and restaurants sentiment measure) - relates to mentions of
the value of entertainment.

i Atmosphere (attractions and restaurants sentiment measure) - relates to the overall atmosphere

See appendix for more details. 13

*Review count is between 100 and 499, ** between 30 and 99, n/a
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DETAILED SENTIMENT - NEGATIVE

BOTTOM SENTIMENT INDICATORS

There was negative sentiments related to ‘humidity’, ‘odor’ and ‘orders’ and ‘Covid’ has reappeared
as aconcernin Regional NSW.

Bottom
1-5

REGIONAL NSW SYDNEY

Humidity
#37 Odor Covid* Odor
#36 Orders Odor Orders
#35 Internet Internet Check-out
#34 Covid* Orders Check-in

Humidity Humidity

Bottom 1-5

Sentiment ratings are based on keywords and tone (versus numeric measures) and look at keywords

that give an expression of an experience:

U Humidity - (accommodation sentiment measure) - includes keywords mentioning the humidity of
the accommodation.

U Odor - (attractions, accommodation & food & drink sentiment measure) - what is the smell of the
attraction being experienced by the visitor or keywords mentioning the smell of the
accommodation or restaurant.

U Orders - (food & drink sentiment measure) - keywords mentioning the order process, how easy it
is.

See appendix for more details.
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A

DOMESTIC COMPARISONS

FROM NUMERICAL RATINGS - BENCHMARK VS NSW PRODUCTS

A Overall, Queensland led domestic destinations with higher
overall numerical ratings for both the Gold Coast and
Regional QLD, comparing to other destinations. This is true
for the latest quarter Q12024 and previous quarters.

A Ratings for attractions tended to be higher than those for
accommodation or food & drink. The lowest ratings for
attractions came from Regional Victoria.

A Regional QLD and Regional Victoria scored the highest for
accommodation products, while the Gold Coast was rated
the lowest (and just under 8).

A Both Regional NSW and Sydney reached marginally higher
averages for Food & Drink than Regional Victoria and
Melbourne respectively. But Regional QLD and Gold Coast
remained ahead in this sector as well.

Important notes:

- Composition of review ratings varies from one area to the other: most
reviews for Regional NSW and Sydney were made for accommodation,
most reviews for Melbourne and Gold Coast were restaurant-based and
Regional Victoria and Regional QLD were attraction-based. This impacts
overall ratings.

- Ratings for Regional NSW and Sydney come from our set list of
approximately 6,000 products, whilst the other ratings come from
benchmark data, which have lower sample sizes.

OFFICIA{. COMMERCIAL IN CONFIDENCE

REGIONAL NSW
8.4

156k+ reviews
PN

lo— 8.2

T 9.2

1Ol s

Regional VIC 8.6

8.4
I 8.9

O] 8.4

Melbourne 8.6
VICTORIA 2 82

M o3
0ol 8.6
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Q12024

SYDNEY
8.5

QUEENSLAND

199k+ reviews

O/LS 8.1
7 92

8.7

Regional QLD 9.0
— 8.4

9.4

8.7

Gold Coast 8.9
e 7.9

9.5

8.8
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NSW VS NEIGHBOUR STATES

NUMERICAL RATINGS’ COMPARISON

OFFICIA{. COMMERCIAL IN CONFIDENCE

Q12024

A
A
A

Ratings left by people who travelled with friends tended to be higher across all the destinations in the domestic benchmarkin Q1 2024.

Regional NSW was well received by business travellers. Regional QLD resonated best with most travel groups - couples, families, friends and solo.
Visitors from the UK rated their experience in Regional NSW and Sydney more positively than the domestic market. Singaporeans rated Sydney less
positively. No matter where visitors came from Regional NSW and Sydney tended to be rated less positively than other domestic destinations.

Important note: Composition of reviews varies from one area to the other: NSW comes from a set list of products, whilst country ratings use benchmark data.

_ Reglonal NSW Regional VIC ReglonaIQLD Sydney Gold Coast

Travel Groups

£
(@)]
=
@)
Y
@]
%]
Q
-
)
c
=
O
)

Business 71.9** %
Couples 8.3 8.4 8.7 8.2 8.3 8.4** §
Families 8.1 8.4 8.6 8.1 8.3 8.4* L
Friends 8.5 8.5* Q.4* 8.4 8.8 n/p é
Group 8.3 8.4* 8.3* 8.1 8.2 8.3** §
Solo 8.1 8.3* 8.8 8.0 8.1 8.0* §
Australia 8.2 8.3 8.4 8.0 8.2 8.1* f
China 8.3* n/p n/p 8.2 8.5* n/p %
India 8.2* n/p n/p 8.1* 8.3* n/p %
New Zealand 8.2 n/p 8.2 8.0 8.2 n/p :
Singapore 8.3* n/p n/p 8.0 8.3* n/p 2
UK 8.6 8.5 Q.2* 8.2 8.4 n/p g
USA 8.4 n/p 9.2* 8.7 9.0 np 4
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NSW VS ASIAN DESTINATIONS

NUMERICAL RATINGS’ COMPARISON

A Overall rating for NSW, as well as by product sector and travel group were in alignment with those of Australia.
A Across the APAC benchmark countries, NSW only scored marginally higher than Japan out of the 8 international markets in APAC region.
A

NSW’s accommodation ratings were lower than all countries measured. The attraction sector showed some competitive advantages, ahead of China,
Japan, Malaysia, and even marginally up compared to South Korea. The food & drink sector tied with 2 markets (Malaysia and South Korea) and was
ahead of 2 other - China and Japan.

A NSW was rated the lowest by each of the travel group types in Q1 2024, whilst China and Indonesia were rated most favourably across the board.

Important notes:
- Composition of reviews varies from one area to the other: NSW comes from a set list of products, whilst country ratings use benchmark data.
- Share of source markets vary for each, with the domestic market usually being the most prominent. Ratings are impacted by local scoring attitudes.

Product Sectors Travel Groups

- OVERALL ACCOMMODATION ATTRACTION FOOD & DRINK BUSINESS COUPLES FAMILIES SOLO

NSW 8.4 8.2 9.2 8.6 8.1 8.2 8.1 8.0
8.5 8.3 9.1 8.5 8.2 8.3 8.2 8.1
9.3 9.4 8.8 8.3 9.6 9.2 9.4 9.2
I 8.9 9.2 8.8 9.4 8.6 8.7 8.6
9.2 9.2 9.3 9.2 9.6 8.9 9.1 8.9
8.3 8.4 8.7 8.1 8.3 8.6 8.5 8.2
8.5 8.3 8.9 8.6 8.5 8.3 8.2 8.2
8.6 8.3 9.3 8.7 8.2 8.4 8.3 8.1
8.9 8.4 9.2 8.9 8.8 8.5 8.5 8.3
8.8 8.6 9.1 8.6 8.9 8.8 8.7 8.7
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SYDNEY VS ASIAN CAPITALS

NUMERICAL RATINGS’ COMPARISON

A Beijing received the highest overall ratings in Q1 2024. Sydney came second last overall and for the attraction sector, and the last for accommodation.
Ratings were more on par with other destinations for food & drink though.

A Across travel groups, Beijing took the top again for all reviewer types whilst Sydney struggled compared to the competitors in the set.

Important notes:
- Composition of reviews varies from one area to the other: Sydney comes from a set list of products, whilst country ratings use benchmark data.
- Share of source markets vary for each, with the domestic market usually being the most prominent. Ratings are impacted by local scoring attitudes.

_ Product Sectors Travel Groups

OVERALL |ACCOMMODATION ATTRACTION  FOOD & DRINK BUSINESS COUPLES FAMILIES SOLO
Sydney 8.5 8.1 9.2 8.7 1.9 8.2 8.1 8.0
Beijing 9.4 9.4 9.3 8.8 9.6 9.2 9.4 9.2
Delhi 9.1 9.0 9.2 9.2 9.2 8.6 8.8 8.6
Kuala Lumpur 8.7 8.5 9.1 8.7 8.9 8.5 8.5 8.4
Seoul 8.9 8.7 9.3 8.7 3.0 9.0 8.9 8.8
Tokyo 8.4 8.3 8.9 8.1 8.3 8.5 8.5 8.2

19
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CENTRAL WEST

CENTRAL WEST . .
8.66 e— 8.50 9.35 O] 8.87

7,949 reviews, 233 products

A InQ12024, products tracked within Central West presented a higher average rating than those in Regional NSW, overall as well as for all categories. It
averaged over 9 for 3 categories across all product sectors: location (9.27), service (9.06), and cleanliness (9.01). The positive ratings for the latter were
echoed in sentiment with attributes such as housekeeping and hygiene being part of the top 5 sentiment scores for this destination network”.

A Looking at numerical scores by travel groups, those travelling with friends were the most positive on their experience in Central West with a 9.12
average score, the only overall score above 9 by reviewer type.

Lithgow was the top rated LGA in the destination network 2, Bathurst Regional the LGA with the most reviews (1.9k+) and Mid-Western Regional the

one with the largest number of products with a review (61).
Regional Central Regional Central Central West
NSW West NSW West .
Housekeeping

Business 8.29 8.79* Overall 8.37 8.66
Couples 8.25 8.55 Service 8.63 9.06
Families 8.1 8.50 Room 8.36 8.84
Friends 8.47 9.12* Location 9.12 9.27
Group 8.26 8.35*% Cleanliness 8.67 9.01
Solo 8.15 8.40 Facilities 8.11 8.51*
Australia 8.16 8.42 Value 8.06 8.67*
New Zealand 8.19 n/p F&B 8.06 8.69**

Other Intl 8.56 8.92 Ambience 8.17 8.63**

Attraction*

Atmosphere*

** pbetween 30 and 99,

Hygiene
Personnel
Orders*

Check-in**

n
Q
>
@)
—
@)
[J]
>
©
—
=

Airconditioning**

not publishable as review count is below strictly 30
™ A missing item in ranking as score is based on a review count

Sustainable Travel*

Bottom 1-5

a0Omitting LGA where only one product was represented

*Review count is between 100 and 499,

strictly below 30

n/p

Bathroom
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COUNTRY AND OUTBACK Q12024

COUNTRY AND OUTBACK .
8.37 e— 8.25 9.23 0 s.61

13,227 reviews, 341 products

A Whilst the overall review rating for Country and Outback averaged the same as Regional NSW in Q1 2024, at 8.37, attractions were rated the highest for
this destination network at 9.23. Written reviews also showed a more positive sentiment for “attraction” in the area comparatively to other attributes,
as this attribute made the top 5 for Country and Outback - it was not in the top 5 for Regional NSW.

A Looking at numerical ratings in more detail, value is the category that out-performed the Regional NSW averages the most. Scores across all types of
travellers were quite homogenous in Q1 2024 for Country & Outback, but those travelling with friends rated their experience better than others.
Looking at LGAs (where possible)?, Bourke was the only LGA with an overall numerical score below 8 (at 7.56). With 3.5k+ reviews across 61 products,

Dubbo Regional was the most represented LGA in Country and Outback
Country and Outback *

Regional Country & Regional Country &
NSW Outback NSW Outback

Housekeeping %% 3

. Business 8.29 8.12* Overall 8.37 8.37 Atmosphere* 2% %
%— CouF).Ies 8.25 8.28 Service 8.63 8.84 T — §§ g
= Families 8.11 8.17 Room 8.36 8.53 Personnel g%’ §
E Friends 8.47 8.56* Location 9.12 9.09 Attraction* éé g
g Group 8.26 8.20 Cleanliness 8.67 8.65 Humidity** §§ §
Solo 8.15 8.23 Facilities 8.11 8.10 . Odor* %% §
Australia 8.16 8.17 Value 8.06 8.54* W 7irconditioning** fggé
New Zealand 8.19 8.17+* F&B 8.06 8.34+* E Internet* ;ééj
Other Intl 8.56 8.65 Ambience  8.17 8.47*+ Orders* 'IEzE 5
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NORTH COAST

NORTH COAST R
8.35 O/Pg 8.19 9.16 Tf 8.51

45,657 reviews, 887 products

A The overall numerical rating for the North Coast was about on par with the regional average in Q1 2024, with the highest score for attractions at 9.16.

A While most scores by travel groups, reviewers’ origin or by category were below (or just on par) with the respective averages for Regional NSW, two
categories were rated better for products in the North Coast than the Regional NSW averages: ambience and food & beverage.

A Onaverage, Q1 2024 individual LGAs’ results were strong for North Coast: only one LGA ranked below 8: Coffs Harbour at 7.88 and had one of the
largest number of reviews and products of the destination network with just over 9.2k reviews across 130 products. In comparison, the LGA topping
ratings for Q1 2024, Lord Howe Island at 9.41 (the only average over 9 for the area), counted only 164 reviews across 22 products.

Regional North Regional North North Coast
NSW Coast NSW Coast

Support** %

Business 8.29 8.25* Overall 8.37 8.35 . 2

v - Entertainment Value* c
%— CouF).Ies 8.25 8.26 Service 8.63 8.55 I %
= Families 8.11 8.07 Room 8.36 8.24 Housekeeping g
§ Friends 8.47 8.34 Location 9.12 9.04 [ %
X8 Group 8.26 8.29 Cleanliness 8.67 8.61 Humidity* 2
Solo 8.15 8.10 Facilities 8.1 8.01 i :
Australia  8.16 8.15 value 8.06 8.01 E Ny 2
New Zealand 8.19 8.17* F&B 8.06 8.18* § T — 3
OtherIntl  8.56 8.50 Ambience  8.17 8.32* Orders g
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RIVERINA MURRAY

RIVERINA MURRAY .
8.35 O/Pg 8.29 9.00 Tf 8.45

15,656 reviews, 284 products

A Despite a lower review count, those travelling with friends did tend to rate more positively than other travel groups their experience in Q1 2024.

A Overall, the average rating in Riverina Murray was about on par with the regional average. However, most ratings by categories were all above 8, and
most slightly ahead of the respective averages.

A Among written reviews, positive sentiment towards hygiene came up in the top 5 attributes for Riverina Murray, higher than the regional average.

A When looking at individual LGA results (where at least 10 products were represented in Q1 2024), Wentworth and the Murray River presented the
highest rating at 8.79 and 8.63 respectively, whilst Hay was at the bottom at 7.98 (the only one below 8). Reviews for Albury averaged 8.19 with about a
third of all reviews for this destination network and the highest average reviews per product (over 80) for the area in this quarter.

Regional Riverina Regional Riverina
NSW Murray NSW Murray

Atmosphere* % %

. Business 8.29 8.52** Overall 8.37 8.35 P 2%
%— CouF).Ies 8.25 8.24 Service 8.63 8.73 Entertainment Value** %é
= Families 8.11 8.25 Room 8.36 8.51 Hygiene gg
& Friends 8.47 8.71* Location 9.12 9.19 Attraction** éé
g Group 8.26 8.32 Cleanliness 8.67 8.75 Humidity** §§
Solo 8.15 8.23 Facilities 8.11 8.17 T - %%
Australia 8.16 8.23 Value 8.06 8.54* Sl Airconditioning** §§§
New Zealand 8.19 8.35%* F&B 8.06 8.25** D%D Orders* g%g
OtherIntl  8.56 8.53 Ambience  8.17 8.14** Odor* g%
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SOUTHERN NSW Q12024

SOUTHERN NSW N .
8.33 = 8.26 8.83 10l 8.44

16,834 reviews, 355 products

A Those travelling in groups were more likely to rate Southern NSW positively than other travel groups. International visitors rated their experience
lower than regional NSW averages.

A The destination network was ahead of the regional numerical averages for room and location. But it showed room for improvement the most in food
& beverage, ambience, value, and, to an extent, in facilities too as all four categories had scores below 8.
Where individual LGA results were available 2, the Bega Valley came on top with an average rating of 8.43 across 100 products and over 4.7k reviews.

Regional Southern Regional Southern Southern NSW ~
NSW NSW NSW NSW

Entertainment Value** %% 5

. Business 8.29 8.07** Overall 8.37 8.33 S 2% ‘é
%— CouF).Ies 8.25 8.28 Service 8.63 8.61 Housekeeping %é g
= Families 8.11 8.13 Room 8.36 8.45 Hygiene gg §
E Friends 8.47 8.30* Location 9.12 9.15 Food éé g
g Group 8.26 8.31 Cleanliness 8.67 8.56 Humidity** §§ §
Solo 8.15 8.21 Facilities 8.1 7.96 T —— -
Australia 8.16 8.19 Value 8.06 7.68* M odor fE§§
New Zealand 8.19 8.10** F&B 8.06 7.57* § Orders* g%%g
Other Intl 8.56 8.49 Ambience  8.17 7.64* Airconditioning* KEZES
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SYDNEY SURROUNDS NORTH

SYDNEY SURROUNDS NORTH __ . ‘
8.32 =  8.09 9.25 8.44

36,058 reviews, 699 products

A InQ12024,Sydney Surrounds North trailed Regional NSW average overall, on all travel groups, as well as on visitors from Australia and other
international markets combined. Those travelling with family or solo showed the most room for improvement with scores below 8.

A Across all attributes, value was the most poorly rated with an average of 7.79 in the quarter, whilst location rated highest, above 9.

A InQ12024, allindividual LGAs in that area scored higher than 8. When looking at those where at least 10 products were represented, Singleton showed
the strongest rating at 8.76 across 34 products that gathered over 1,000 reviews. The LGAs that contributed the most in reviews and products
reviewed (100+ each) across the destination network were Port Stephens, Central Coast, Newcastle and Cessnock (6k+ - 8k+ reviews each).

Regional Syd. Sur. Regional Syd. Sur. Sydney Surrounds North
NSW North NSW North

Support** %

Business 8.29 8.00* Overall 8.37 8.32 ) Q

" - Entertainment Value c
%— CouF).Ies 8.25 8.19 Service 8.63 8.41 . — %
= Families 8.11 71.96 Room 8.36 8.14 Food g
§ Friends 8.47 8.31 Location 9.12 9.05 Y é
X8 Group 8.26 8.13 Cleanliness 8.67 8.61 Humidity* g
Solo 8.15 7.95 Facilities 8.1 8.09 D - :
Australia 8.16 8.05 Value 8.06 7.79 W Airconditioning® 2
New Zealand 8.19 8.20" F&B 8.06 7.95* § Odor* ;
OtherIntl  8.56 8.51 Ambience  8.17 8.12* Orders g
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SYDNEY SURROUNDS SOUTH

SYDNEY SURROUNDS SOUTH 4
8.48 f— 8.23 9.28 Tf 8.55

20,760 reviews, 416 products

A Overall reviews for this destination networks were slightly ahead of the regional average. Only numerical scores for value, food & beverage and
ambience were lower than the respective regional averages. Looking at written reviews, restaurants came up stronger than the regional average.

A Those travelling with friends scored their experience the highest in Sydney Surrounds South, whilst couples left a lower rating than the regional
average, and those travelling solo’s experience was on par with it. People coming from outside Australia or New Zealand also left higher scores.

A Kiama topped the LGA ratings at 8.82 with 3.3k reviews across 52 products (whilst Shoalhaven, Wollongong and Wingecarribee got more reviews

across more products).
Sydney Surrounds South

Regional Syd. Sur. Regional Syd. Sur.
NSW South NSW South

Entertainment Value* % %

. Business 8.29 8.55** Overall 8.37 8.48 P 2%
%— CouF).Ies 8.25 8.18 Service 8.63 8.78 T — %é
= Families 8.11 8.18 Room 8.36 8.51 Food g%’
© Friends 8.47 8.58* Location 9.12 9.32 Restaurant éé
g Group 8.26 8.32 Cleanliness 8.67 8.79 Humidity** %é
Solo 8.15 8.16 Facilities 8.1 8.23 i i<
Australia  8.16 8.13 Value 8.06 8.00* E 228
New Zealand 8.19 8.08** F&B 8.06 8.03* § Orders ;;E%
OtherIntl  8.56 8.68 Ambience 8.7 8.09* Delivery** $E%
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WESTERN SYDNEY

8.40 O/L‘g 8.04 9.20 Tf 8.44

31,969 reviews, 392 products

A Wwhile the area’s scores, overall and by category, were slightly behind the Sydney average on all attributes. In particular, scores, for ambience, value,
food & beverages and facilities had the most room for improvement with numerical scores below 8.

A Written reviews highlighted the humidity, odor, orders, bathroom and internet has the most negatively perceived attributes.

A When looking at individual LGA results (at least 10 products), all LGAs were rated above 8. Blue Mountains scored the highest with over 10.7k reviews
averaging 8.72 for 153 products (close to 2-in-5 of the products rated this quarter in Western Sydney).

Entertainment Value* %

. Business 7.91 7.63* Overall 8.45 8.40 Y Support* 2
g COUI.D.leS 8.18 8.12 Service 8.47 8.43 T — i
g Families 8.09 7.96 Room 8.23 8.13 C .
[ Friends 8.39 8.49* Location 9.1 8.85 Attraction é
g Group 8.07 8.13 Cleanliness 8.64 8.42 Humidity* %
Solo 7.98 8.07 Facilities 8.1 7.86 D .- :
Australia 8.04 7.99 Value 7.98 7.58* 4 Orders 2
New Zealand 7.96 7.91* F&B 8.29 7.84* § Bathroom g
Other Intl 8.62 8.60 Ambience 8.36 7.48%* Internet* 2
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GEOGRAPHIC INCLUSIONS

A NSW rating and review data is based on the LGAs the product address is based in, with reporting
available by the following groupings (where sample size permits):

i Destination Networks, plus Regional NSW (as the compound of all DNs)

i Sydney, split by: Western Sydney (Blacktown, Blue Mountains, Camden, Campbelltown,
Canterbury-Bankstown, Cumberland, Fairfield, Georges River, Hawkesbury, Liverpool, Penrith,
Parramatta, The Hills Shire and Wollondilly Shire), and Metro Sydney (other Sydney LGAs).

A The spread and diversity of products vary in each of those regions with the following map
representing where the NSW products rated in Q1 2024 were per sector.
A Benchmark data follows geographies and product regions defined by the data provider.

i Domestic benchmarks include Melbourne, Gold Coast, Regional Victoria (VIC), Regional
Queensland (QLD) and Australia

i International benchmarks include Beijing, Delhi, Kuala Lumpur, Seoul, Tokyo, China, India,
Indonesia, Japan, Malaysia.
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METHODOLOGY CONSIDERATIONS / LIMITATIONS

1.

Information varies across travel review platforms impacting sample sizes available and
what can be reported.

Not all languages are represented, e.g. most languages spoken in China or India would
either not been analysed or pre-translated at the review source, which might impact
sentiment representation.

. The dates refer to when the reviews have been written and submitted, not the

experience had.

. Scores are aggregated at product level and then weighed by the number of reviews for

that one product when an average across a timeframe, area, sector, or category is
calculated.

. Reporting doesn’tisolate ratings for visitors. A large proportion of ratings for the food &

drink category would be from locals.

. The sample of NSW products (accommodation, experiences, food & drink) included may

not be completely representative and doesn't include newer listings, and those with a
small volume of reviews.

Reporting is largely based on existing TripAdvisor classifications - some of which are
community-generated content, so geographic and sector classifications may not be
100% accurate.

. Please note due to methodology differences between benchmark and NSW specific data
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