
	

Working holiday maker

Market Visitors Nights (‘000) Length of stay (average) Regional dispersal

Japan 37,062 6,740 182 38%

South Korea 20,636 3,678 178 26%

France 35,122 6,078 173 58%

United Kingdom 53,045 7,567 143 51%

Source: Tourism Research Australia, International Visitors Survey, Year ended June 2025, On a Working Holiday Visa, Age 18-29.

Source: Department of Home Affairs, Overseas arrival and departure statistics, 
Year ended June 2025.
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Notable increase in UK, Japan and France WHM	
arrivals compared to pre-pandemic levels

Temporary work visas are at	
124% of pre-pandemic levels

Working Holiday Maker (WHM) arrivals data

Working Holiday Makers 
in Australia 
Latest statistics



	

About the research
Tourism Australia appointed research agency Painted Dog to conduct 
qualitative and quantitative research to better understand Youth and 
WHM from four key markets (UK, France, Japan and South Korea). 
The research covered key trends impacting Youth leisure and WHM 
travellers​, an understanding of their traveller journey before and 
during their time in Australia, as well as their drivers, barriers and 
opportunities for Australia and our industry.
WHM = ​18-29 years olds, on a working holiday visa
Leisure = 18-29 year olds, on a holiday tourist visa for a stay >30 days​

 Qualitative in-depth interviews 

•	 �n=48 Youth travellers or WHMs 
currently in Australia ​from the 4 key 
markets (UK, France, Japan and 
South Korea)

Quantitative online survey
•	 �n=1,668 travellers (n=1,261 identified 

Leisure Traveller and n=407 WHMs)​

First trip vs returning visitor
59%	 First time in Australia

29%	� Visited Australia once before

12%	 Visited Australia multiple times 

How they plan
42%	� Independently researched / 

booked

30%	� Used travel agent / planning 
service

15%	 Family / friend planned

13%	 Combination of methods 

Accommodation booking 
platforms
36%	 Booking.com

25%	 Expedia

22%	 Airbnb

15%	 Tripadvisor

12% 	 Tour operators / agencies

Sources of Influence
Pre trip

29%	 Friends

27% 	 �Travel content creators / 
influencers

20%	 Travel agencies

8%	 Online communities

6%	 Parents

During trip

38%	 YouTube

33%	 �Friends / family 
recommendations

32%	 Review websites

30%	 Travel agencies or tours

30%	 Social media

26%	 Travel blogs

23%	 Travellers met during trip

21%	 AI tools

20%	 Online communities

Experience or tour platforms
40%	 Booking.com

23%	 Directly via Google search

21%	 Tripadvisor

17%	 Social media platforms

17%	 Tourism Offices

Places to look for	
work opportunities
30%	 �Job websites (e.g., SEEK, Indeed)

29%	 Friends or other travellers

28% 	 �Tour agencies 
(e.g., Welcome to Travel)

26% 	�Online communities 
(e.g., Facebook groups)

17% Walked into places and asked

Who they travel around Australia with

I travelled alone

A mix of different people at different points
With a tour / organised group

With friends I met during the trip
With friends I knew before the trip

With family
With a partner

28%

20%

15%

13%

10%

7%

7%

Pre-planning

WHM traveller journey 

52%
�Decided on all destinations 
before arriving in Australia, 
whereas the rest decided 
at least some of their 
destinations on the go.

Get to know 
WHMs in Australia

Who they are
The world around WHMs has shifted as a new generation of youths enter the market. They seek extended, 
immersive, and challenging experiences. They want to live like locals, experience daily life, and gain a deeper 
understanding of Australian culture.
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Top perceptions before 
arriving
80%	 Lots of things to see and do

75%	 Great lifestyle or vibe

74%	 Friendly and open people

72%	 Beautiful natural environments

71%	 �Unique and different from 
other destinations

70%	 Very safe to travel

69%	 �Very welcoming to young 
travellers

67%	 �Good food, wine/beverages, 
local cuisine and produce

Top 5 desired experiences Top 5 barriers for not getting to destinations Transport type used to get around

Exploring nature / natural landscapes Not enough time / trip was too short

36% Rented or personal car

52% 36%

43% 33%

42% 24%

39% 17%

36% 17%

Seeing Australian wildlife Cost and budget constraints

40% Domestic flights

Cultural experiences Preferred to stay longer in other places 30% Long-distance train services

Beaches and surfing Transport was too expensive

23% Long-distance coach servicesVisiting iconic landmarks Safety concerns

23% Pre-arranged transport via a tour group

18% Rideshare with other travellers

Top drivers for choosing 
Australia
50%	 �Nature and unique landscapes

42%	 Cultural experiences

38%	 Friendly and open people

36%	 Warm weather and climate

35%	 �Safe country for travelling / 
working

33%	 Cost of travel / living

29%	 Recommendation from others

26%	 �Working holiday opportunities

26%	 Different and interesting wildlife

24%	 �Familiarity / cultural similarity

Planned vs actual destination visitation • Planned visit  • Did visit If return to Australia, top places to go

42%	 Sydney

32%	 Melbourne

26%	 Brisbane

21%	 Outer Sydney

19%	 Hobart

18% 	 Perth

17%	 Adelaide

16%	 North QLD

16%	 North NSW

16%	 South QLD

15%	 Central QLD

15%	 North SA

15%	 Darwin

15%	 Regional Victoria

Sydney

Perth
North NSW

Regional Victoria
South QLD

Adelaide
North WA

Darwin
Hobart

South NSW

Central QLD
North QLD

Outer Sydney
Brisbane

Melbourne

Average money brought
 to Australia $5,319

30% found it easy to	
find a job in Australia

NPS (Net Promoter Score): 
+34

88% likely to consider	
returning in the future,	

with 66% extremely likely

Get to know 
WHMs in Australia

WHM motivations and decision making



	

France

United Kingdom

Trip planning
74%	� Didn’t use a travel agent to help 

plan their trip

72%	� Are first time visitors to Australia

59%	� Independently researched and 
booked themselves

7%	 �Decided on all destinations 
after arrival

Trip planning
50%	� Travelled via domestic flights 

in Australia

40%	� Used a travel agent or 
planning service

Perceptions before arriving
59%	� Easy to find work

Perceptions before arriving
90%	� Great lifestyle or vibe

88%	� Lots to see and do

87%	 Friendly and open people

86%	 Very safe to travel

83%	 Culturally familiar

Drivers for choosing Australia
41%	� To improve my English skills

38%	� Recommendation from others

22%	� Saving money to bring 
back home

19%	� Professional development 
opportunities

Drivers for choosing Australia
48%	� Friendly and open people

37%	� English speaking country / 
same language as mine

32%	� Adventure and thrill-seeking 
opportunities

25%	� Professional development 
opportunities

NPS (Net Promoter Score): +23

NPS (Net Promoter Score): +64

85% likely to consider returning in the future, with 57% extremely likely 

95% likely to consider returning in the future, with 86% extremely likely 

Experiences more appealing	
to this market
46%	 Improve English skills

Experiences more appealing	
to this market
48%	 Beaches and surfing

47%	� Making new friends / meeting 
like minded travellers

46%	� City life / night life

43%	� Adventure / thrill-seeking activities

39%	� Wellness-focused experiences

Trip planning and booking

Trip planning and booking

Perceptions and experiences

Perceptions and experiences

46%*
65%
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67%*
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37%*
65%

68%

67%*

21%
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39%
52%
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58%

35%

43%
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62%

57%

27%

42%
39%

2%

Planned visitation
Outer Darwin 19%*
North SA 17%*
Central Darwin 13%*
West Vic 13%*

Planned visitation
Outer Darwin 14%*
East QLD 12%*
Central NT 10%*

Future visitation

Future visitation

Visitation

Visitation

Experience or tour platforms
43%	 Booking.com

13%	 Get Your Guide

Accommodation	
booking platforms
47%	 Booking.com

28%	 Airbnb

25%	 Tripadvisor

Experience or tour platforms
51%	 Booking.com

19%	 Get Your Guide

13%	 Ultimate

Sources of Influence
Pre-arrival

37%	 �Rely on social media platforms 
for planning

Accommodation	
booking platforms
42%	 Booking.com

24%	 Airbnb

12%	 TUI Group

Only significant differences shown in the market summaries. Base: FR n=112 and UK n=139.
*at Dispersal indicate significantly higher visitation (planned/future) compared to other markets.

Finding work in Australia
29%	� Found finding work in 

Australia easy

Get to know 
WHMs in Australia

North NSW 16%*



	

NPS (Net Promoter Score): +2

NPS (Net Promoter Score): +30

74% likely to consider returning in the future, with 46% extremely likely 

92% likely to consider returning in the future, with 62% extremely likely 

Trip planning and booking

Trip planning and booking

Perceptions and experiences

Perceptions and experiences

18%
54%

76%

49%

14%

22%
18%

14%*

22%
62%

86%*

59%

13%

24%
33%*

8%

17%
48%

45%

50%

14%

24%
22%

5%

24%
63%

68%*

53%

24%

32%
35%

11%*

Visitation

Visitation

Japan

South Korea

Trip planning
55%	� Have previously visited Australia 

before, more likely to be return 
visitors

27%	� Had a family member / friend 
plan their trip

10%	� Decided on all destinations 
after arrival

Experience or tour platforms
22%	 �Stated booking tours wasn’t 

applicable to them

Transport used while	
in Australia
31%	 �Long-distance coach services

10%	 �Didn’t travel between major 
destinations

Accommodation booking 
platforms
23%	 Tour operators / agencies

Perceptions before arriving
79%	� Beautiful natural environments

Drivers for choosing Australia
62%	� Nature and unique landscapes

47%	� Familiarity / cultural similarity 
to my country

19%	� Similar time zone to home

18%	� Proximity to home country

Experiences more appealing	
to this market
35%	 Improve English skills

Planned visitation
Sydney 69%*

Future visitation

Sources of Influence
Pre-arrival

55%	 �YouTube

36%	 �Social media platforms

During trip

38%	 �Travel influencers

Experience or tour platforms
38%	 Booking.com

35%	 Directly through Google search

29%	 Social media platforms

18%	 Get Your Guide

14%	 Ultimate

Accommodation booking 
platforms
31%	 Hanatour

26%	 Airbnb

17%	 �Directly with accommodation 
provider

Perceptions before arriving
83%	� Beautiful natural environments

69%	� Easy to travel around / navigate

Drivers for choosing Australia
14%	 Proximity to home country

9%	 Similar time zone to home

Experiences more appealing	
to this market
41%	 City life / night life

36%	 Improving English skills

23%	 Wellness-focused experiences

18%	� Exploring a new career direction 
/ more fulfilling 
work opportunities

Only significant differences shown in the market summaries. Base: JP n=78 and SK n=78.
*at Dispersal indicate significantly higher visitation (planned/future) compared to other markets.

Planned visitation
Sydney 72%*
Outer Darwin 15%*

Future visitation

Get to know 
WHMs in Australia

North NSW 24%*
North WA 15%*


