Youth travellers Tourism
in Australia

Latest statistics

Australia

Painted Dog Research

Japan 156,767 10,126 33%
South Korea 107,474 6,384 59 14%
France 64,917 7,419 14 54%
United Kingdom 180,605 1,572 64 49%

Source: Tourism Research Australia, International Visitors Survey, Year ended June 2025, Age 18-29

Youth (excl. WHM)

Japan 119,705 3,386 31%
South Korea 86,837 2,706 31 M%
France 29,795 1,341 45 51%
United Kingdom 127,560 4,005 31 48%

Source: Tourism Research Australia, International Visitors Survey, Year ended June 2025, Age 18-29 (excludes Working Holiday Visa)




Get to know Youth

travellers in Australia

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

Who they are

©

Tourism
Australia

Painted Dog Research

Qualitative in-depth interviews

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

Quantitative online survey

» n=1668 travellers (n=1,261 identified
Leisure Traveller and n=407 WHMs)

Youth travellers see Australia as a place of freedom, connection, and self-discovery. They are motivated by
a desire to explore iconic landscapes, encounter unique wildlife, and immerse themselves in new cultures.
Whether arriving for a short adventure or an extended stay, they value authenticity, adventure, and the

chance to experience Australia in a way that feel enriching and memorable.

Youth traveller journey

Pre-planning

58% Decided on all destinations

before arriving in Aust, whereas
the rest decided at least some of
their destinations on the go.

Sources of Influence
@ Pre trip
29% Friends

24% Travel content creators / l:-q
influencers

23% Travel agencies
9% Online communities
6% Parents

During trip
34% Friends / family
recommendations
34% YouTube I
33% Travel agencies or tours AAA

30% Social media

28% Travel blogs

28% Review websites

19% Travellers met during trip
17% Altools

16% Online communities

How they plan

46% Independently researched /
booked

30% Used travel agent / planning
service

14% Family / friend planned
1% Combination of methods

Accommodation
booking platforms

32% Booking.com
22% Airbnb

21% Expedia
16% Tripadvisor

14% Tour operators / agencies

Experience or tour platforms

37% Booking.com

23% Tripadvisor

21% Directly via Google search
20% Tourism Offices

15% Social media platforms

First trip vs returning visitor
64% Firsttime in Australia

26% Visited Australia once before
1% Visited Australia multiple times

Places to look for
work opportunities

29% Friends or other travellers

27% Tour agencies
(e.g., Welcome to Travel)

25% Job websites (e.g., SEEK, Indeed)

23% Online communities
(e.g., Facebook groups)

17% Walked into places and asked

Who they travel around Australia with

With family
| travelled alone
With a partner
With friends | knew before the trip
With a tour / organised group 8%
With friends | met during the trip 6%

A mix of different people at different points 6%

23%
22%
21%
13%
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Youth motivations and decision making

Top perceptions before Top drivers for choosing

Ag arriving g Australia
77% Lots of things to see and do 54% Nature and unique landscapes
76% Beautiful natural environments 47% Cultural experiences
75% Great lifestyle or vibe 43% Warm weather and climate
74% Friendly and open people 36% Safe country for travelling /

working
35% Friendly and open people

73% \ery safe to travel
68% Unique and different from

other destinations 35% Different and interesting wildlife
68% Very welcoming to young 30% Cost of travel / living

travellers 27% Recommendation from others
66% Good food, wine/beverages, 27% Adventure and thrill-seeking

local cuisine and produce opportunities

25% Easy to get to and around

86% likely to consider returning in the NPS (Net Promoter Score): Average money brought
future, with 64% extremely likely +29 to Australia $4,932
o esired experiences (o] arriers for not getting to destinations Transpor e
Top5d d exp Top5b f t getting to destinat T port typ
xploring nature / natural landscapes ) ot enough time / trip was too short ©» Rented or personal car
57% Explori / Iland 9 N htime / tri h 39% R d |
eeing Australian wildlife ) ost and budget constraints © Domestic flights
%  Seeing A li ildlife 9 C d bud i Os 35% D ic fligh
0 ultural experiences o referred to stay longer in other places b Long-distance train services
42% Cul | i 24% Pref d | in oth | 27% L di i i
9, isiting iconic landmarks A ransport was too expensive % Long-distance coach services
A1% Visiting iconic land k 9 T i 23% L di h i
O, eaches and surfing o, eather unsuitable during my trip o Pre-arranged transport via a tour group
38% Beach d surfi 16% Weath itable duri i @ 23% P d i

5:\\ 17% Rideshare with other travellers

Planned vs actual destination visitation e Planned visit e Didvisit  |f return to Australia, top places to go
Sydney 64 @® 66
Melbourne 42 @@ 44
Brisbane 28 0@ 32 41% Sydney 16% Hobart
Outer Sydney 26 @ 26
North QLD 7 @1 33% Melbourne 16% North QLD
South QLD 14 @D 16 28% Brisbane 14% South QLD
A d::igg :j: 11(63 22% Perth 14% Central QLD
Darwin 12€0 14 18% Outer Sydney 13% Regional Victoria
Central QLD @4 18% Adelaide 13% North NSW
Hobart 10613
North NSW 12614 17% Darwin 13% North Victoria
QOuter Darwin o1
Regional Victoria 1NN

Quter Melbourne 11 @12
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O France Trip planning and booking
Trip planning Sources of Influence
76% First time visitors @ Pre-arrival
60% Independently researched / 34% Friends
booked 10% Online communities
9% Planned on staying 6+ months 9% Parents
7% Ended up staying 6+ months During trip
4% Decided on all destinations 28% Travel blogs
after arrival

23% Travellers met on trip

Accommodation Experience or tour platforms
I:-q booking platforms 3 43% Booking.com

41% Booking.com 26% Tripadvisor

31% Airbnb 24% Tourism Offices

24% Tripadvisor 15% Get Your Guide

6% TUI

Future visitation
NPS (Net Promoter Score) : +28

If returned to Australia, top places to go s

24% Hobart 57%*
i 46%*

22% Darwin 24%*

21% Outer Darwin

62%
60%*
33%*

% United Kingdom Trip planning and booking

Trip planning Sources of Influence
45% Independently researched / @ Pre-arrival
booked 32% Friends
32% Returning visitors 26% Travel influencers

(visited once before)

14% Combination of these methods During trip
37% Review websites
36% Social media

25% Travellers met on trip

8% Planned on staying 6+ months

7% Ended up staying 6+ months

~ Accommodation Experience or tour platforms
I:q booking platforms ’r, ,, 50% Booking.com

42% Booking.com 27% Tripadvisor

25% Airbnb 16% Social media

19% Tripadvisor 16% Get Your Guide

13% TUI

Future visitation
NPS (Net Promoter Score) : +57

If returned to Australia, top places to go

32% Brisbane Po%* 57%*
27% Perth 44%*

17% Hobart

38% oo

55%*
22%*

Only significant differences shown in the market summaries. Base: FR n=400 and UK n=468.

*at Dispersal indicate significantly higher return vs other markets.
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Perceptions and experiences

Perceptions before arriving

57% Easy to find work
(only asked of WHMs)

45% Very affordable

Drivers for choosing Australia
57% Nature and unique landscapes
55% Cultural experiences

38% Different and interesting wildlife
35% Recommendations from others

35% Improve English speaking skills

Experiences more appealing
to this market

39% Improve English skills

37% Scenic road trips / travelling
between destinations

37% Beaches and surfing
35% City life / night life
28% Adventure / thrill-seeking activities

Perceptions and experiences

Perceptions before arriving
89% Great lifestyle or vibe

85% Lots of things to see and do
85% Friendly and open people

Drivers for choosing Australia
43% Friendly and open people

37% English speaking / same
language as mine

35% Adventure and thrill-seeking
opportunities

32% Recommendations from others

19% Professional development
opportunities

Experiences more appealing
to this market

50% Beaches and surfing
44% City life / night life

39% Making new friends / meeting
likeminded travellers

39% Adventure / thrill-seeking activities

30% Wellness-focused experiences
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@ Japan

==

Trip planning

45% Returning visitors
(visited once or more)

21% Family member / friend planned
their trip

15% Used a combination of methods
7% Ended up staying 6+ months

6% Decided on all destinations
after arrival

5% Didn't have a set plan on
length of stay

Accommodation
booking platforms

23% Tour operators / agencies
7% STATravel

NPS (Net Promoter Score) : +3

If returned to Australia, top places to go

*Noting there are no significant differences
by destination.

South Korea

==

Trip planning

97% Ended up staying less than
6 months

66% First time visitors

43% Independently researched /
booked

35% Returning visitors
(visited once or more)

34% Used atravel agent or planning
service

10% Used a combination of methods

Accommodation booking
platforms

60% NET tour/ travel agencies
33% Hanatour
1% myrealtrip

NPS (Net Promoter Score) : +23

If returned to Australia, top places to go
32% Brisbane

18% South QLD

16% Central QLD

)

‘o

)

Trip planning and booking

Sources of Influence
Pre-arrival

29% Travel agencies

During trip

41% Travel agencies or tours

34% YouTube (e.g., travel vloggers)

Booking method for
experience or tours

37% Online travel agency or app
23% Retail travel agency

Experience or tour platforms
23% Directly via Google search
22% Tourism Offices

Future visitation

20%
4%

26% o
24% 54%
46%

24%

Trip planning and booking

Sources of Influence
Pre-arrival

30% Travel content creators /
influencers

14% Online communities

During trip
46% YouTube (e.g., travel vloggers)

38% Travel agencies

Experience or tour platforms
33% Directly via Google search
24% Tourism Offices

23% Social media

Future visitation

25%
61%*

39%* o
33% 57%

55%*
21%*

Only significant differences shown in the market summaries. Base: JP n=400 and SK n=400

*Dispersal indicate significantly higher return vs other markets.
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Perceptions and experiences

Perceptions before arriving
AQ 79% Beautiful natural environments

68% Unique and different from
other destinations

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

65% Is a multicultural destination

63% Full of culturally significant sites

o Drivers for choosing Australia
2 59% Nature and unique landscapes

37% Familiarity / cultural similarity to
my country

28% Easy to get to and around
26% Improve English-speaking skills
25% Similar time zone to home

Experiences more appealing
M to this market

42% Scenic road trips / travelling
between destinations

29% Improve English skills

Perceptions and experiences

Perceptions before arriving
AQ 86% Beautiful natural environments

74% Good food, wine/beverages,
local cuisine/produce

68% s a multicultural destination

68% Easy to travel around / navigate

o Drivers for choosing Australia
g 59% Nature and unique landscapes
43% Different and interesting wildlife
23% Improve English-speaking skillss
13% Similar time zone to home

11% Proximity to home country

Experiences more appealing
AN to this market

58% Seeing Australian wildlife
45% Visiting iconic landmarks
41% Beaches and surfing

38% Scenic road trips / travelling
between destinations

36% City life / night life




