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A Al will replace 80% of jobs by 2026

TechCrunch - just now

Ak Are you using Al enough?

& The Al revolution you can't ignore
HBR - 8 min ago

@ Al reshaping the travel industry
Bloomberg - 15 min ago
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# 10 Al tools you NEED right now

Newsletter - 2 min ago

& GPT-8 launches — changes everything
Wired - 6 min ago

M Slides: Al & the Future of Work

LinkedIn - 12 min ago

® Why every exec needs an Al strategy

McKinsey - 18 min ago
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real places.
real guides.
real moments.

human-led travel



DESTINATION NSW
CONDUCTED PRIMARY
RESEARCH TO:

Define the level of
interest and motivation
for different travel
experiences

Understand what
experiences NSW is
well-known for

Identify experience
opportunities where we
can strengthen travel
intention amongst
domestic travellers

\/t»
69

Primary
experiences

WE CREATED MEANINGFUL EXPERIENCE
CLUSTERS TO AID DECISION MAKING &

PLANNING

Shopping

Dining out

ites of historical significance
dings

Architecture, notable puilding
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Flora and fauna events
Aurora exploration

Roag trips
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BASED ON STATED TRAVEL NEEDS WE WERE ABLE TO
IDENTIFY 6 DISTINCT DOMESTIC TRAVELLER TYPES

Simple Adventure

Nature Discover Indulge




NSW as a travel
destination is
distinctive

We have a broad
e range of
— experiences...

i Presents a challenge in
o building an identity but also
highlights how we have
something for everyone,
which is a unique positionin
itself




appeal to
most domestic
travellers, highlighting
their importance as
offerings for travel
destinations



NATURE

Overall, immersion into
nature via exploration,
natural phenomena and
wildlife has a strong
influence on destination -
visitation
(main or some influence)




This experience generate high
levels of interest and influence,
indicating how harbour-based&
coastline experiences can play an

important role in driving travel JOURNEYS
intention

Tours and trips across different Water-based trips is one
modes of travel have aninfluence area where we

on the destination they visit differentiate in category

highlighting how
Sydney Harbour & the
TO VISIT A destination: NSW Coastline play

(the main reason/some influence)

unique roles forus as a

) , destination.

About half of cross-sell

domestic travellers opportunities

are interested in beyond the popular
ocean cruising and experience extend
river cruising/ to experience

houseboats accommodation



JOURNEYS: Road Trips 0 0 0 )
Two-thirds of domestic travellers
areinterestedin road trips In NSW Agree that there Planning a road You can always Facilities across

are many trip holiday within find NSW are well
experiences/ NSWisrelatively accommodation equipped forroad
activities to do on easy options for road trips
aroad trip across trips across NSW

NSW

NSW Residents

VIC Residents

Road Trippers are motivated by Exploration &
Discovery, and time spent with Friends & Family

6. 3 days

Length of trip consideration




WELLNESS

74/

S . Over half of domestic
travellers are interested in
Experience
accommodation & hot
springs/forest bathing

More than 3 out of 5 say
wellness is a key influence
on destination choice:




CULTURE & ABORIGINAL

44 EXPERIENCES

Aboriginal food experiences

Aboriginal art, craft or cultural displays
Aboriginal guided tours

Visiting Aboriginal sites or communities
Aboriginal storytelling

Craft workshops with Indigenous artisans

24%

22%

21%

20%

19%

16%



58% 15%

Over half of 3in 4 trips that

domestic include AGRITOURISM
travellers are agritourism
TgSREEct) i activities Visitors who engage in an
agritourism visited . . . . .
fo0d & drink regional agritourism activity while
events Australiain on their trip have higher
2024 than average spend per

trip and spend per night
than overall travellers

higher number of trip activities within Australia.

Travellers that engaged
inagritourism also engage in a

In addition to popular
experiences, travellers are
likely to be interested in:

« Exploring natural landmarks
« Experience accommodation

Source: Tourism Research Australia, 1VS and NVS 2024 . Destination NSW, Do mestic Experiences Research - State of Play April 2025



-—=  DNSW Domestic Experiences
\. factsheets walkthrough




All experience
factsheets are
available on the
DNSW website,
including a guide

on how to
interpret:

www.destinationnsw.com.au/insights
/nsw-visitor-experiences-state-of-play

EXPERIENCES FACTSHEETS
OW TO READ & INTERPRET

The DNSW Domestic Experiences: State of Play 2025 explores the experiences that drive tourism
demand within Australia.

Leveraging findings fromthe comprehensive Future of Demand international research conducted by Fiftyfive5in
partnership with Tourism Australia in 2022, this research explores the Australian domestic travel landscape

including level of interest and motivations for different travel experiences.

The following factsheets outline the key target demographics and travel typologies for each experience. Details

on how to read and inte

Experiences were
grouped into clusters
based on similarity of
interest, this section
details the featured
Experience (top row),
broad Cluster (second
row) and Experience

Details (third row)

Level of interest of
featured Experience
among Australian
travellers

Interest of featured
Experience by residents
of each State/Territory

e.g. Road trips are most
popular amongst SA
residents and least
amongst those in WA

Past visitation and travel
consideration amongst
those who are interested
in the featured
Experience (2™ column)
benchmarked against
total sample (15t column)

e.g. Those interested in
road trips are more likely
to have visited NSW and
more likely to consider
NSW/regional NSWin
the future

Amongst those who are

interested in the featured

Experience, what are the

top 10 other Experiences

they are also interested
in

e.g. Those interested in
road trips are also most
interested in dining out,
followed by beaches and
exploring natural
landmarks

fiftyfiveS

Partof Accenture Sona

All data is amongst 18+ Australian Travellers

Inch
exploring

* Over two thirds of domestic travellers are interested in Road trips, and is more appealing among SA and QLD residents and females.

+ Those interested in Road irips tend to be motivated by

re when they travel

+ Cross-sel opportunities beyond other popular experience include Exploring natural landmarks, Food & drink events and Visiting

frionds/relatives

70, O domestic ravellers are interestedin
0  Road trips.

INTEREST BY STATE/TERRITORY

NSW  VIC
Tora ~ NTERESTEDW
SMPLE  expeRENCE
Ever Visited NSW 82%
z
[l Considor NsW 55% 59
13
Sl Consider Sycney 35% 35%
Consider Regional NSW 38% 42

SHARED INTEREST WITH OTHER EXPERIENCES

(TOP 10)

Explonng natural landmarks
—
[

Hot springs, forest bathing

Museums/gallenes

Blue highlighted data indicates this group is significantly higher than those not interested
Red highlighted data indicates this group is significantly lower than those not interested

DEMOGRAPHIC Toa  NTERESTEOM
PROFILE SAUPLE EXPERIENCE
Young SINKs/DINKs. 19% 18%
Oder SINKS/DINKs. 25% 24%
Young Families 21% 21%
Oider Families 18% 19%
Empty Nesters 17% 18%
18-24 14% 13%
2534 19% 19%
3544 19% 19%
45-54 19% 19%
5564 16% 18%
65+ 12% 12%
Average age ddyrs 45yrs
Male 50% 47%
Female 50% 53¢
<$60,000 18% 17%
$60,000 to $99,999 20% 21%
$100,000 to $149,999 21% 21%
$150,000 to $199,999 14% 14%
$200,000+ 13% 13%
Metro 73% 71%
Regional 27% 29%
TRAVEL TYPOLOGY tora  NTERESTEON
PROFILE SAMPLE EXPERIENCE
Connection 12% 1%
Simple Relaxation 26% 23%
Adventure 16% 8
Nature 14% 15%
Discover 16% 17%
Induige 16% 16%
& o=

pret the findings of the factsheets can be found below.

Summary of key insights

The demographic
breakdown of those
interested in the featured
Experience

e.g. Those interested in
road trips are more likely
to be female

The travel typology of
those interested in the

featured Experience.
Travel typology identifies
the different motivations
travellers have based on
their stated travel needs

e.g. Those interested in
road trips are more likely
to be motivated by
‘Adventure’ and less by
‘Simple Relaxation’

R —
nsw VI

Wi

GOVERNMENT
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FARM EXPERIENCES

ON

rm gate tour/demonstrations, farm stay, pick your own &

MOUNTAIN BIKING
OUTDOOR ACTIVITY « CYCLING

S\
«  Over 1-in-3 domestic travellers are interested in farm experiences, with significantly stronger interest among QLD & NSW residents = Meare than 1-in-10 domestic travellers are interested in mountain biking, and lower interest among ACT residents.
+ This audience skews higher among younger families, 25-44-year-olds & females = This audience is skewed towards SINKs/DINKs. young famibies. 18-34-year-okds. males & $200k+ income households
+  Those interested in farm experiences are motivated by nature when it comes to travel -~ Travellers who seek connection, adventure & nature when travelling are more likefy to be interested in mountain biking
+ The strongest cross-sell opportunities relate to dining out, road trips and exploring natural landmarks. »  Cross-sell opportunities include road trips, dining out. beaches and exploning natural landmarks
36 D/ of domestic travellers 1 6 «of domestic ravellers are interested -
©  farm experiences DEMOGRAPHIC Tora, NTERERIEO mountain biki DEMOGRAPHIC TotaL  NTERESTEDIN
P THIS ng . THIS
PROFILE SAMPLE EXPERIENCE PROFILE SAMPLE EXPERIENCE
o SINKsT
INTEREST BY STATE/TERRITORY Young SINKS/DINKs 19% 20% INTEREST BY STATE/TERRITORY Young SINKSIDINKs Tes 28%
Older SINKs/DINKs 25% 22% ‘Otder SINKs/DINKs 25% 23%
‘Young Families 21% 29% ‘Young Families 21% 28%
Older Families. 18% 17% ‘Older Families 18% 16%
41% 40%
N | 3% 32%  29% 20% 36% Empty Nesters 17% 13% Empty Nesters 17% 5%
HElEEmEm e e s -
QLD NSW VIC ACT SA WA  TAS 2534 19% 24% &34 1% 3%
35-44 19% 25% -4 10% 18%
tora.  'NTERESTEDIN 4554 19% 16% cora | INTERESTEDIN 4554 19% 21%
SAMPLE  pypiiS o 55.64 16% 13% s RS 5554 18% %
Ever Visited NSW 82% 86% 65+ 12% 8% Ever Visited NSW 82% 0% &5+ 12% %
Consider NSW 55% 58% Average age 44yrs 4iyrs Consider NSW E5% 80% Average age ddyrs 37yrs
Gonsider Sydney 35% 38% Male 50% 2% Consider Sydney 5% 38% Male 0% 7%
Consider Regional NSW  38% 45% Female 50% 8% Cansider Regional NSW 8% 30% Female so% 3%
<$60,000 18% 16% <§60.000 18% 15%
$60,000 to $99,999 20% 19% $60,000 to 500,800 20% 19%
SHARED INTEREST WITH OTHER EXPERIENCES SHARED INTEREST WITH OTHER EXPERIENCES
(TOP 10) $100,000 to $149,999 21% 23% {ToP 10) $100,000 to §140,000 21% 238
$150,000 to $199,999 14% 15% $150,000 to §100.000 14% 13%
Dning oot _ i $200,000+ 13% 14% Readips _ T 200,000 1% 1%
Regional 27% 27% Regional 7% 240
Exploring natural landmarks _ % Beaches _ 2%
cerres [ S P
TRAVEL TYPOLOGY totaL  NTERESTEDIN TRAVEL TYPOLOGY Tota,  NTERESTEOM
Zoos, wildlife parks _ 72% PROFILE SAMPLE EXPERIENGE Hat springs, forest bathing _ 80% PROFILE SAMPLE ExPERIENCE
" N
Simple Relaxation 26% 19% Simple Relaxation 26% 13%
Experience accommodation _ 69% Experience accommodation - B4%
Adventure 16% 17% E Adventure 18% 23%
Hot springs, forest bathing _ 69% Nature 14% 19% Water based actiities. _ 4% g Nature 14% 19%
Farmers markets _ 8% Discover 16% 17% Hkingwalking - sam, (] Discover 16% 12%
Induige 16% 17% . Indulge 18% 14%
Visiting friends/relatives _ 67% - Ca'"w:;' :ﬂ:‘a - 2%
Travel Typologies group individuals based! on heir main motvations for travel aeca . ¥ TraVe! TYPODgIES GO NIV ased G Thei TR MEgVaLons or Favel
ik Ll e e esmmmnne M O Mty fve s iy e ommmm emmmmem= M W

W g fiftyfives ors
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FARM EXPERIENCES
AGRITOURISM + FOOD & FARM IMMERSION

Includes farm gate tour/demonstirations, farm stay, pick your own &
farm shops

Over 1-in-3 domestic travellers are interested in farm experiences, with significantly stronger interest among QLD & NSW residents
This audience skews higher among younger families, 25-44-year-olds & females

Those interested in farm experiences are motivated by nature when it comes to travel

The strongest cross-sell opportunities relate to dining out, road trips and exploring natural landmarks

60/ of domestic travellers are interested in
(v}

farm experiences

INTEREST BY STATE/MTERRITORY

29%

-I||

QLD  NSW  VIC ACT SA VWA

Overview of the experience and

highlighting key points on the page

Overall % of domestic travellers that

indicate interest for this experience...

...and it differs for each state/territory



INTERESTED IN DEMOGRAPHIC TOTAL INTERESTED IN

sawple TS PROFILE
Ever Visted NSW 829, 86% Young SINKs/DINKs 19% 20%
- Older SINKs/DINKs 25% 22%
% Consider NSV 55%, 58% Young Families 219 599,
:f Consider Sydney 35% 38% Older Families 18% 17%
Consider Regional NSW 38% 45% Empty Nesters 17% 13%
18-24 14% 14%
25-34 19% 24%
35-44 19% 25%
45-54 19% 16%
55-64 16% 13%
65+ 12% 8%
Average age 44yrs 47iyrs
Domestic traveller demographic profile iy Vvl 50% 42%
i Female 50% 58%
among those interested in the experience, <§60,000 18% 16%
- M $60,000 to $99,999 20% 19%
compared to total travellers %f $100.000 10 149,999 219 23
% = $150,000 to $199,999 14% 15%
$200,000+ 13% 14%
E Metro 73% 73%
é Regional 27% 27%




Other experiences domestic travellers are Domestic traveller travel typology profile

interested in as well as the featured among those interested in the experience,

experience compared to total travellers

SHARED INTEREST WITH OTHER EXPERIENCES
(TOP 10)

Dining out ' E 81%
INTERESTED IM
o il TRAVEL TYPOLOGY TOTAL e
lﬂﬂ PROFILE SAMPLE EXFERIENCE
Road trips ‘/. ‘ 7% = e
F

S : > Connection 12% 12%

Euploring natural landmarks Sin on 7% @
Driven by meeting new people & getting outside The “cl8 one c B o Telax, have Those who like the thrill of the journey, seeing o Simple Relaxation 26% 19%

their comfort zone. More likely to be a younger fun & nds. Tend new places off the beaten track. Skews slightly 'S

ti Il o towards those without kids =l
raveller Beaches 75% more tow: o Adventure 16% 17%
— ; o 4 oy
Zoos, wildlife parks 72% o Nature 14% J%
_ =3l Discover 16% 17%

ood & drink events T0% i
7 Indulge 16% 17%
Srperience accommodation 69% _ _ —_ N L
Nature Indulge Travel Typologies group individuals based on their main motivations for travel
Enjoy time outdoors amongst the natural landscape Seek g themselves Self-care through relaxation & treating oneself. The

tfﬁ qgf,ld most universal typology in terms of needs across
demographics

& opportunities to focus onﬁﬁgﬁjﬁfﬁ?gg?ﬁ-ﬁrcsl bathind”

greater female re

G8%

Farmers markets

Visiting friends/relatives 67%



¥

MOUNTAIN BIKING Y Y4 B\ Overview of the experience and
OUTDOOR ACTIVITY « CYCLING ’jﬁ 8 ‘:‘\,;" ‘\ y '; 3
Sl AW highlighting key points on the page

« More than 1-in-10 domestic travellers are interested in mountain biking, and lower interest among ACT residents

« This audience is skewed towards SINKs/DINKs, young families, 18-34-year-olds, males & $200k+ income households
« Travellers who seek connection, adventure & nature when travelling are more likely to be interested in mountain biking
« Cross-sell opportunities include road trips, dining out, beaches and exploring natural landmarks

1 6% of domestic travellers are interested in

mountain biking

INTEREST BY STATE/TERRITORY
Overall % of domestic travellers that

indicate interest for this experience...

20%  17%  16%  16%  15%  13% . .
...and it differs for each state/territory

WA NSW VIC ACT




INTERESTED IN

DEMOGRAPHIC TOTAL

THIS
PROFILE SAMPLE
TOTAL INTERESTED IN EXPERIENCE
THIS Young SINKs/DINKs 19% 28%
SAMPLE EXPERIENCE g ° ’
Older SINKs/DINK 9 23%
Ever Visited NSW 82% 80% @ Sr=TneIns 25% °
z = Young Families 21% 28%
BN Consider NSW 55% 60% B
= =0 O|der Families 18% 16%
w . o 0
E Consider Sydney 35% 38% Empty Nesters 17% 50,
Consider Regional NSW 38% 36% 18-24 14% 21%
25-34 19% 31%
35-44 19% 18%
45-54 19% 21%
55-64 16% 7%
65+ 12% 3%
Average age 44yrs 37yrs
c . C 14 0
Domestic traveller demographic profile e S0% 67%
ol Female 50% 33%
among those interested in the experience, <$50.000 18% 15%
o
compared to total travellers gw $60,000 to $99,999 20% 19%
k] $100,000 to $149,999 21% 23%
S Z
B 5150,000 to $199,999 14% 13%
$200,000+ 13% 18%
Metro 73% 76%

Regional 27% 24%




Other experiences domestic travellers are Domestic traveller travel typology profile

interested in as well as the featured among those interested in the experience,

experience compared to total travellers

SHARED INTEREST WITH OTHER EXPERIENCES

(TOP 10)
PROFILE SAMPLE EXPERIENCE
Connection 12% 18%
Adventure w
Drivgn by meeting Bea':hes ?2% e the thrill of the journey, se_eing E Slm ple Rela){ation 26% 1 30,-"0
their comfort zone fthe beaten track. Skews slightly 8
ywards those without kids
= 0, 0
Exploring natural landmarks _ 70% g Adventure 16% 23%
E Nature 14% 19%
Hot springs, forest bathing _ 69% S
=3 Discover 16% 12%
~
Food & drink events - 65% Indulge Indulge 16% 14%
Enjoy time outdoors Jh relaxation & treating oneself. Tt
& opportunities to f | typology in terms of needs acros: i indivi i i i i
PP el Experience accommodation - 64% Ypde n?ggraphics Travel Typologies group individuals based on their main motivations for travel
Water based activities - 64%
Hiking/walking - 64%
Campgrounds, cabin 620
accommodation, holiday.. ?



Other sources of useful
data and insights




November 2022 ' 8 9expe rience factsheets

To U R I S M D E M A N D =
hittps://www.tourism.australia.com/en/insights/consumer-research/future-of-demand.html

4 Y -
/ Overall a third of Out of Region Travellers are interested in hiking or walking experiences, with stronger demand from key segments,
2 particularly Working Holiday Makers

Greater interest among all Western markets, particularly Germany, where nearly half are interested and this experience ranks 3¢ in appeal

Global tourism research into the experiences that g sl ppAei i Tt S S e St kgl e Youd i, skaeptog ard g
n OW m o re a o u ; will drive Australia’s tourism demand now and into . INTEREST IN THE EXPERIENCE BY SEGMENT INTEREST IN EXPERIENCE ACROSS THE GLOBE
) ® ; th e fu tu re . ' R MARKET INTEREST % R::s&‘g&igg SIZING ('000)
international e
A A A : Germany 49 3 2738
v I S I t o r S a n d W h I C , : ool Wgh Loy Lo Workng . . s201
Region Vield  Traveller Stay Holiday

Traveller  Traveller Traveller ~ Maker 11,051
2,874

INTERESTED - 1473
INTHIS

®
p ) : : EXPERIENCE H)
i . % Reconnection 17% 16% New Zealand 284
; : Into Nature 17% 1
) 3 Singapore 503

GLOBAL

TRAVEL BEHAVIOUR PROFILE TOTAL

Exploration 17%
Adventure 14% South Korea
Transformation 13% %
5 ) Passion, hobbies 14%
https://www.tourism.australia.com/ oo

en/insights.html :

Actively planning to visit Australia
Malaysia

Hong Kong
China

Indonesia

TOURISM AUSTRAuAy fiftyfive5

STRALIANS

Base: Future Of Demand reseorch 2022, Total outof egion travelers, gobol
excuding Austraia (n+22.190), Interested in Hiking/wol 5351 @ Sinificantyhigherthan g Stgnificantly lower thon
those ot interested those not interested

R P A—
NL V) vgiri fiftyfive5 oes
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Tourism Australia | Brand Symbol Performance

Distinctive Brand

Assets to leverage s

in your

communications:

% OF PEQPLE WHO POSITIVELY ASSOCIATE WITH ALISTRALIA

TRl or s recom wesmne vom wowss s e o)
en/insights.html

Vegemite AFL ] Uluru .
NiJche ek, CrOCOdile Dundee g mo.'Sydr'eyOp_ra House
Tasmaniang@evil Kookaburra 'Ammal) 'U .
: & Mmog. [ ) & ‘Dmbat W @ elve Apostles
Horse 25ing g Bind 1 g Pl=iffp Great Barrier Reef
ind™¥fwin 1 - aifipus a
crocodile @ LI emswis @hidna

Ned Kelly iron M4 got Robbie Kookaburra (Sound)
- AC
NRL @ c“”"”c’. Bungle #hgles
Cassowary &wancl a Kerr .
Russell Crowe % Cate Blanchett Bink Lake .Lord Howe Island
Isla Fisher . e “"nfcrest (QLD)
Whale Shark Wineglass Bay

Sam K Quokka .
TA Tagline am e Secluded beach

Grand Prix

J Q‘i B ”
NE W e fiftyfives oz
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Each destination has
a unique offer ... but
Australian Domestic
traveller needs are
fairly consistent.

So leverage other
sources of insight
where possible ...

WHAT TYPES OF TRIPS DO AUSTRALIANS TAKE?

In 2022, Tourism WA commissioned Roy Morgan to conduct a study based on trips taken by Australians to better understand this important visitor market. The resulting data < >
was divided into six segments and these trip types help inform our marketing efforts. Beyond identifying the six trip types, we have profiled the target market for each trip
covering demographics, psychographics, and media consumption. The additional profiles help define who is most likely to take these trips, interstate or intrastate travellers.

Premium nature

A Premium Nature trip is a high-activity
immersion in untouched nature offering unique,
premium experiences.

PDF | 550.6 KB &, Download

Luxe culture

A luxury escape typically staying at 4 or 5 star
hotels and resorts, focusing on restaurants,
shopping and arts and culture.

PDF | 742.1 KB

.i', Download

'WHO ARE THEY?

Families consist of parents mostly aged between
30and 54 years. Seven in ten are travelling with at
least one child under the age of 14 years.

Families are more likely to be motivated by good
value for money and the chance to spend quality
time with family and friends.

FAMILY SEGMENT SUMMARY

MARKET SIZE TO QUEENSLAND
Annual Visitors 252 Million
Annual Visitor Expenditure $497 Billion

HOLIDAY VISITATION TO QLD
75% $1,97 4.5 NIGHTS

PDF | 863.0 KB

City social
A city social trip is getting together with friends

and having a good time, soaking up the nightlife
and city energy.

.i', Download

@ TRAVEL NEEDS AND EXPERIENCES

« Families are looking for a relaxing and fun holiday to
help them reconnect with one another and spend
quality time together. Family travellers are motivated
by good value for money.

Reef, beaches and islands, natural wonders and theme
parks are the most popular experiences within families.

They want a combination of experiences that are
exciting and fun, aswell as something the whole
family can enjoy (including parents). Experiences
should also focus on the beachy, populous and
easy to get to parts of Queensland.

When planning a trip, families want to ensure that
every aspect of the holiday meets their needs, eg.
activities are age-appropriate for children, whether
locations are stroller accessible and safe, if there are
opportunities for kids to rest, and if suitable food
options are available.

0 OPPORTUNITIES FOR QLD

« Theme Parks are a key draw for Queensland.
Zoos, wildlife parks and aquariums, as well as
outdoor adventure are also more appealing
to families than any other segment.

In creative, demonstrate how a Queensland
holiday can bring families closer through
shared experiences while offering value for
money as a safe, accessible destination.

« Kid friendly/gamification of experiences

@ TRAVEL TRIGGERS

 School holidays are the main trigger, with
school aged children, most don't want to
travel outside of these periods.

Often travel to see extended family; they also
value simply reconnecting with one another.
Working parents want to spend quality time
with their family.

TIME SPENT CONSUMING MEDIA

=

e o , O

Internet Any Device:  Internet Mobile Phone:  Social Networks: Online Video: SVOD: USyrs: 7.7 hrshwk
areaged average Ifir»end average length ¢ yrs:220 hrsiwk USyrs 120 hrsfwk USyrs: 7.4 hrshwk USyrs:S1hrshwk  STIyrs 75 hrshwk
30-54years  per trip of stay 5Tyrs 217 hrshwk 5Tyrs 6 hrshwk 5Tyrs 67 hrshvk 5Tyrs: 46wk FTA Usyrs 39 hrsfwk

Sauireas: NVS YE Dacambar 2074, Holiday Visitors. EiftyFves, Consiimer ition Research 205 gan Sinale Sairce Australia, TID3-1n24 + ICCS 5N yrs 44 hrshwk

.l ..‘ L4 ",
N Wi g fiftyfive5 oz
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Experiences
are (the) key
to visitor
expenditure
growth

THE LAST 5 MINUTES

Trip needs
fluctuate,
traveller
preferences
prevail

»
&
(o)

Food & drink,
beaches and
road trips
appeal to
most
travellers

Targeted
experience
engagement
will drive
destination &
experience
choice

Data and
insights can
help you, in

whatever part
of the
industry
you're in



Thank you
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