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VISITOR ECONOMY SYMPOSIUM

DOMESTIC EXPERIENCES
Data and Your Decision -Making
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PRIORITISING TRAVEL

Despite cost -of -living pressures, 
exacerbated by rising fuel and flight 
costs, travel remains mandatory . 

Travellers are willing to compromise 
elsewhere to save money for travel.

EXPERIENCE FOCUSED

Consumption habits are shifting, with 
a focus on experiences and 

memories rather than things
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DESTINATION NSW  
CONDUCTED PRIMARY 
RESEARCH TO:

WE CREATED MEANINGFUL EXPERIENCE 
CLUSTERS TO AID DECISION MAKING & 
PLANNING

69
Primary 
experiences

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

Connection Simple 
Relaxation

Nature Discover

Adventure

Indulge

IMAGE



Presents a challenge  in 
building an identity  but also 

highlights how we have 
something for everyone , 

which is a unique position in 
itself

NSW as a travel 
destination is 

distinctive

We have a broad 
range of 

experiences …
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Dining out, road trips 
& beaches appeal to 

most domestic 
travellers, highlighting 

their importance as 
offerings for travel 

destinations
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NATURE

Overall, immersion into 
nature via exploration, 

natural phenomena and 
wildlife has a strong 

influence on destination 
visitation 

(main or some influence) …with strong appeal for 
zoos, wildlife parks  and 

road trips, particularly 
among young families



This experience generate high 
levels of interest and influence, 
indicating how harbour -based& 
coastline experiences can play an 
important role in driving travel 
intention

Tours and trips across different 
modes of travel have an influence 
on the destination they visit 

TO VISIT A destination:
(the main reason/some influence)

About half of 

domestic travellers 
are interested in 
ocean cruising and 

river cruising/
houseboats

cross -sell 

opportunities 
beyond the popular 
experience extend 

to experience 
accommodation

JOURNEYS

Water -based trips is one 
area where we 

differentiate in category, 
highlighting how 

Sydney Harbour & the 
NSW Coastline play 

unique roles for us as a 
destination.



JOURNEYS: Road Trips

Two -thirds of domestic travellers 
are interested in road trips in NSW

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

6.3 days

Length of trip consideration

Agree that there 
are many 

experiences/
activities to do on 
a road trip across 

NSW

Planning a road 
trip holiday within 
NSW is relatively 

easy

You can always 
find 

accommodation 
options for road 
trips across NSW

Facilities across 
NSW are well 

equipped for road 
trips

88% 87% 85% 78%
65%

65%

81%

60%

65%

41%

46%

Total

NSW Residents

VIC Residents

QLD Residents

SA Residents

WA Residents

(% SOMEWHAT/HIGHLY LIKELY 
WITHIN THE NEXT TWO YEARS)



WELLNESS

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 
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%

44%



Source: Tourism Research Australia,  IVS and NVS  2024 . Destination NSW, Domestic Experiences Research – State of Play April 2025

3 in 4 trips that 
include 

agritourism 
activities 

visited 
regional 

Australia in 
2024

Over half of 
domestic 

travellers are 
interested in 
agritourism 

food & drink 
events

58%

AGRITOURISM

Visitors who engage in an 
agritourism activity while 
on their trip have higher 
than average spend per 
trip and spend per night 

than overall travellers 
within Australia.

Travellers that engaged 
in agritourism also engage in a 
higher number of trip activities

In addition to popular 
experiences, travellers are 

likely to be interested in:
• Exploring natural landmarks
• Experience accommodation

75%
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DNSW Domestic Experiences

factsheets walkthrough
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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 
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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



Domestic traveller intention among those 

interested in the experience, compared to 

total travellers​

Domestic traveller demographic profile 

among those interested in the experience, 

compared to total travellers



Other experiences domestic travellers are 

interested in as well as the featured 

experience​

Domestic traveller travel typology profile 

among those interested in the experience, 

compared to total travellers​



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



Domestic traveller intention among those 

interested in the experience, compared to 

total travellers​

Domestic traveller demographic profile 

among those interested in the experience, 

compared to total travellers​



Other experiences domestic travellers are 

interested in as well as the featured 

experience​

Domestic traveller travel typology profile 

among those interested in the experience, 

compared to total travellers​
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Other sources of useful 
data and insights
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If you want to 
know more about 
international  
visitors and which 
experiences 
appeal:
https://www.tourism.australia.com/
en/insights.html

89 experience factsheets
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Distinctive Brand 
Assets to leverage 
in your 
communications:
https://www.tourism.australia.com/
en/insights.html
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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 …
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THE LAST 5 MINUTES

Experiences 
are (the) key 

to visitor 
expenditure 

growth

Trip needs 
fluctuate, 
traveller 

preferences 
prevail

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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