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Executive Summary | Japan

Who are our HVTs? 

Our Japanese HVTs have strong 

propensity to travel to Australia 

with 1 in 4 having visited Australia 

in the past five years, sitting within 

the top 5 countries recently 

travelled (P5Y). Australia is also 

ranked highly for future intent, with 

the US the only international 

competitor to edge ahead of 

Australia on consideration. 

However, HVTs represent a small 

piece of the pie, representing only 

3% of the Japanese population. 

They are likely to travel in groups 

of 3-5, with their partner or as a 

family unit, and seek mainstream 

hotels or luxury accommodation.

Where does Tasmania 

currently sit in their sphere?

Whilst Tasmania ranks higher for 

consideration amongst Japanese 

HVTs than Indian HVTs, saliency 

remains our biggest barrier with 

only 1% mentioning Tasmania 

spontaneously. 

Amongst those Japanese HVTs 

that have heard of Tasmania as a 

destination, we stand out for 

nature and wilderness like 

nowhere else, alongside other 

destinations like Cairns/Barrier 

Reef, Uluru, Kangaroo Island, and 

Phillip Island.

What are the opportunities for 

Tasmania?

Like all other HVT cohorts, our 

Japanese audience want an 

Australian destination that 

demonstrates natural beauty, 

representing a fundamental need 

across markets. Food and drink 

also repeatedly comes to the fore, 

particularly for our Japanese and 

South Korea travellers where it 

represents the top functional 

driver.

Unlike our Indian and South 

Korean HVTs, Japanese HVTs 

prioritise relaxation and 

disconnecting. The journey 

experience of the journey itself 

also represents a stronger driver 

when vacationing and should be 

emphasised for our Japanese 

travellers.

How best can Tasmania 

leverage this market? 

More than half of our Japanese 

travellers have a fluent English 

speaker in their household, 

indicating the strong potential for 

us to use English across our 

comms and channels. 

Like in India and South Korea, 

YouTube represents the key 

channel to communicate to our 

HVTs. YouTube also acts as a 

source of inspiration for travel 

amongst our Japanese HVTs, 

providing a hub for information 

and connection.

Our Japanese HVTs do also look 

to more traditional formats of 

information such as destination 

websites and travel 

brochures/guidebooks. 
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Executive Summary | South Korea

Who are our HVTs? 

Like our Indian and Japanese 

HVTs, there is a high propensity to 

travel to Australia amongst South 

Koreans. Australia represents the 

second most travelled destination 

in the past five years with Japan 

having greatest preference. Future 

intent is also extremely strong 

amongst this cohort with 4 in 5 

considering Australia for future 

travel. 

Like our Japanese HVTs, our 

South Korean travellers are most 

likely to vacation with their partner 

or as a family unit, travelling in 

groups of 3-5, however, are likely 

to prioritise luxury accommodation 

first and foremost.

Where does Tasmania 

currently sit in their sphere?

Across our three target audiences, 

Tasmania ranks the highest 

amongst our South Korean HVTs 

for future intent to travel 

(consideration), sitting on par with 

Perth.

While Tasmania ranks higher for 

consideration in this market, we 

have less clarity overall with no 

clear strength amongst South 

Korean HVTs, unlike in Japan, 

where we stand for nature like 

nowhere else. 

What are the opportunities for 

Tasmania?

Like all HVTs, visiting places with 

immense natural beauty is the 

number one emotive driver for this 

audience, however, our South 

Korean travellers are a lot more 

single minded in this motivation.

Unlike our Indian and Japanese 

HVTs, South Korean travellers are 

more likely to prioritise a place 

that is clean and safe, and this 

should be a consideration when 

communicating about Tasmania, 

particularly in reducing the level of 

isolation and remoteness. 

For South Korean HVTs, food and 

drink is extremely important as the 

top functional driver to travel.

How best can Tasmania 

leverage this market? 

More than half of our South 

Korean travellers have a fluent 

English speaker in their 

household, indicating the strong 

potential for us to use English 

across our comms and channels. 

Like in India and Japan, YouTube 

represents the key channel to 

communicate to our HVTs. It also 

represents a key channel in the 

consumer journey as a source of 

inspiration for travel. 

Opinions of others are also 

important with travel blogs, online 

reviews and WOM (friends and 

families) playing a role in the 

research phase for our South 

Korean HVTs.
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Methodology

WHO WHAT WHEN HOW

Total sample: 

1000 Japanese High 

Value Travellers

Nationally 

representative focusing 

on major cities 

1001 South Korean High 

Value Travellers

Nationally 

representative focusing 

on major cities 

Understanding the 

high value traveller

(HVT) in Japan and 

South Korea 

15 min online survey via 

consumer panel

Data collected 

Japan: 

2 October – 28 

October 2024

South Korea: 

2 October – 15 

October 2024
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Sizing and profiling the opportunity 



Reminder of our audience definitions…

Travellers High Value Travellers | Japan

• Regularly travels internationally 

for a vacation for at least one or 

more nights (at least every 2 

years)

• Looking to travel internationally 

for a vacation in the next 2 

years

• Decision maker (sole or joint) 

for planning vacations

Meets the Traveller criteria plus:
• Is from a higher income household ($70k 

AUD annual household income or above)

• Has a higher propensity to spend on 

international travel 

• Will spend more than ¥ 8,001 (~80 AUD) 

per person, per night on accommodation 

on a vacation in Australia

• Will spend more than ¥ 8,001 (~80 AUD) 

on activities per person per day on a 

vacation in Australia

High Value Travellers | South Korea 

Meets the Traveller criteria plus:
• Is from a higher income household ($70k 

AUD annual household income or above)

• Has a higher propensity to spend on 

international travel 

• Will spend more than ₩ 100,001  (~100 

AUD) per person, per night on 

accommodation on a vacation in Australia

• Will spend more than ₩ 100,001  (~100 

AUD) on activities per person per day on 

a vacation in Australia



Total Japanese Population 
(2024 projected estimate)

Sizing the opportunity

Size of the high value traveller population in Japan

123 million or 100%

Japanese High Value 

Travellers 

(aged 25-69 & considering AUS)

70 million or 57%

30%

This is the audience we have 

focused on throughout this 

report to quantify the 

opportunity for Tasmania

Japanese Travellers 
(aged 25-69)

64 million or 52%

Japanese Travellers who are 

non-rejectors for Australia 
(aged 25-69 )

7 million or 6%

Japanese aged 25-69

2 million 

or 2%

11%

92%

Total South Korean Population 
(2024 projected estimate)

52 million or 100%

South Korean High Value Travellers 

(aged 25-69 & considering AUS)

30 million or 58%

20%

This is the audience we have 

focused on throughout this 

report to quantify the 

opportunity for Tasmania

South Korean Travellers 
(aged 25-69)

26 million or 49%

South Korean Travellers who are 

non-rejectors for Australia (aged 

25-69 )

11 million or 22%

South Korean aged 25-69

2 million 

or 4%

44%

86%

Size of the high value traveller population in South Korea
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Australia is an enticing destination for Japanese HVTs, sitting in the top five destinations 
visited in the past five years 

Q. Which countries have you visited in the past five years?

Total n=1000

Q. And how likely would you be to consider the below travel destinations for a vacation in the future?

Total n=1000

Countries visited in P5Y
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Have travelled in the 

past and would 

consider travelling 

again

Have travelled in the past but 

lower consideration to travel 

again 

Haven’t travelled much 

in the past but would 

consider travel in 

future

Low travel consideration and 

past visitation

Ave. 

consideration
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Top 5 international 

destinations visited in 

P5Y:

1. South Korea (39%)

2. US (38%)

3. Taiwan (36%)

4. Australia (27%)

5. Singapore (20%)
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Australia is also highly considered among South Korean HVTs and strongly positioned as 
one of the top countries visited in the past five years

Q. Which countries have you visited in the past five years?

Total n=1001

Q. And how likely would you be to consider the below travel destinations for a vacation in the future?

Total n=1001

Countries visited in P5Y
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lower consideration to travel 

again 
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Top 5 international 

destinations visited in 

P5Y:

1. Japan (52%)

2. Australia (44%)

3. China (32%)

4. US (28%)

5. Thailand (26%)
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Identifying key motivations and 
expectations



SUSTAINABILITY SEGMENTATION

• The Actives are much more likely to believe 

that they can make a real difference through 

their actions and think they are personally 

affected by social and environmental issues.

• Considerers are on the fence about if they 

can make a difference through their choices.

• Believers are heavily influenced by social 

factors, thinking their choices show others 

who they are and what they believe in.

• Dismissers are characterised by their 

apathy to all things sustainable.

 

How are we measuring values, motivations and expectations of our HVTs

OVERALL TRAVEL 

VALUES

How important are 

the below factors 

when you travel?

For example:

• Sustainability

• Premium 

experiences

• Exclusive, one of a 

kind experiences

• Authentic, local 

experiences

• Fine dining 

experiences

• Unique cultural 

experiences

• Shopping for luxury 

products

EMOTIVE AND 

FUNCTIONAL TRAVEL 

MOTIVATIONS

Understanding what 

is most important to 

our HVTs for a 

vacation to 

Australia…

For example: 

• Embracing 

somewhere new and 

different

• Escaping everyday 

life

• History I can learn 

about

• Unique sports 

experiences

ACTIVITIES

Understanding what 

activities our HVTs 

would be interested 

in while vacationing 

in Australia… 

For example: 

• Adventure activities

• Arts/culture

• Connecting with 

locals

• Food and beverages 

• Nature activities

• Party and social

• Relaxation

• Sporting events



64%

64%

59%

67%

57%

50%

45%

23%

23%

19%

18%

18%

17%

14%

...that offers authentic, local experiences

...that offers unique cultural experiences

...that offers premium experiences

...that allows me to travel more
sustainably

...that offers fine dining or premium food
experiences

...that offers exclusive, one-of a kind
experiences

...where I can shop for luxury products

Top 2 box Top box

Q. How important are the below factors when you travel?

Total Base South Korea n=1001, Japan n=1000

Comparison to Australian Segmentation study conducted in 2023 

Travel Values – A destination…

64%

61%

60%

56%

55%

47%

46%

27%

26%

23%

19%

19%

14%

13%

...that offers premium experiences

...that offers fine dining or premium food
experiences

...that offers exclusive, one-of a kind
experiences

...that offers authentic, local experiences

...that offers unique cultural experiences

...where I can shop for luxury products

...that allows me to travel more
sustainably

Top 2 box Top box

Japanese HVTs gravitate to more 

mainstream manifestations of luxury while 

our South Korean travellers prioritise 

sustainability, authenticity, and culture.



ACTIVES:

BELIEVERS:

CONSIDERERS:

DISMISSERS:

HVTs believe how they act can make a real difference. This strong engagement with 
sustainability across both markets reflects the potential appeal of our positive impact strategy  

66% vs  3 4 %

13% vs  3 0 %

18% vs  2 8 %

3% vs  8 %

76% vs  2 8 %

7% vs  4 0 %

14% vs  1 7 %

3% vs  1 5 %

Segments Allocated

Total Base Japan n=1000; South Korea n=1001

Global

31%

34%

21%

14%

vs market 

total

vs market 

total

India: Actives: 74% Considerers: 14% Believers: 11% Dismissers: 2%
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Prominance of Environmental Concerns

For South Korea, Japan, and India, environmentally focused initiatives 
are going to have stronger traction than most other markets

A global view of the prominence of sustainability issues vs. other macro-issues reflecting how much these two 

topics are being mentioned in comparison to other topics 

Efforts should showcase 

support for social progress. A 

people-centric approach is key 

to resonate. Connect 

environmental efforts to human 

benefits, such as improving air 

quality in low-income 

communities. 

Efforts should showcase a 

more integrated approach to 

sustainability benefiting 

social and environmental 

progress.

Consider more fine-tuned 

targeting to establish a 

presence and scale up. Show 

the connection between 

sustainability and other 

worries like economy, health…

Efforts should showcase 

environmental progress and 

eco-friendly solutions that 

are available and beneficial 

to all.

How to interpret this map?

Kantar’s Sustainability Sector Index 2023

Q11. Can you name 3 big issues happening in the world that you think something needs to be done about? (OE)

Social concerns includes Social Issues, Social Cohesion and Poverty/homelessness/refugee. Environmental concern correspond to Environmental issues

Base: Global = 25 000 respondents



7%

11%

12%

13%

15%

17%

18%

18%

19%

20%

22%

23%

27%

27%

41%

43%

Helping a local community

Experiencing the nightlife when I travel

Experiencing somewhere untouched by humans

Leaving the destination better than I found it

Experiencing thrill and adrenaline

Visiting places that prioritise my physical and/or
mental wellbeing

Enhancing my life by embracing somewhere new
and different

Experiencing what normal life is like where I travel

Visiting a place with space to breathe

Escaping my everyday life

Experiencing a different way of life

Having a once in a lifetime experience

Embracing different cultures

Spending time connecting with family and friends

Disconnecting and relaxing

Visiting places with immense natural beauty

Emotional Travel Motivations

Q. Which of these are most important to you for a vacation to Australia?

Total Base Japan n=1000, South Korea n=1001

Visiting places with natural beauty is the number one emotive driver for all HVTs. However, 
unlike Indian and South Korean HVTs, Japanese HVTs prioritise relaxation and disconnecting

8%

12%

12%

14%

15%

16%

17%

17%

18%

18%

19%

19%

21%

21%

22%

23%

42%

Helping a local community

Experiencing thrill and adrenaline

Leaving the destination better than I found it

Disconnecting and relaxing

Experiencing somewhere untouched by humans

Visiting places that prioritise my physical and/or
mental wellbeing

Experiencing the nightlife when I travel

Staying in the heart of the city / central location

Escaping my everyday life

Visiting a place with space to breathe

Experiencing what normal life is like where I travel

Having a once in a lifetime experience

Enhancing my life by embracing somewhere new
and different

Experiencing a different way of life

Embracing different cultures

Spending time connecting with family and friends

Visiting places with immense natural beauty

Emotional Travel Motivations

Top 3 Emotional Travel 

Motivations for Indian 

HVTs:

1. Visiting places of 

immense natural 

beauty

2. Having a once in a 

lifetime experience

3. Experiencing a different 

way of life



7%

8%

8%

8%

9%

9%

9%

10%

11%

12%

12%

15%

16%

18%

20%

21%

22%

22%

24%

28%

34%

Visiting family or friends

Is easy to find relevant information

Recommended by family/ friends

Special offers or deals

Recommended by an influencer / travel blogger

Visiting a place with VIP / tailored experiences

Easily accessible information in my own language

Unique sport experiences

All-inclusive holiday packages

Has great photo opportunities

Easy to get around the destination

History I can learn about

Value for money

A luxury experience

Visiting a place that is clean and safe

Visiting famous / iconic landmarks

Activities and attractions that suit my needs

A culture I'm interested in

Accommodation that suits my needs

Interesting or scenic journey to get to

Great food and drink experience

Functional Travel Motivations

Q. And which of these are most important to you for a vacation to Australia? 

Total Base Japan n=1000, South Korea n=1001

Great food and drink experiences represent the top shared functional travel motivation. 
Japanese HVTs also find scenic journeys and tailored accommodation important, while 
South Korean HVTs prefer cleanliness/safety and visiting iconic landmarks 

8%

8%

9%

9%

9%

9%

10%

11%

11%

12%

12%

14%

17%

17%

18%

20%

21%

22%

24%

26%

29%

Special offers or deals

Easily accessible information in my own language

A luxury experience

Visiting family or friends

Unique sport experiences

Visiting a place with VIP / tailored experiences

Recommended by an influencer / travel blogger

Is easy to find relevant information

All-inclusive holiday packages

History I can learn about

Recommended by family/ friends

Has great photo opportunities

Activities and attractions that suit my needs

Value for money

Accommodation that suits my needs

Easy to get around the destination

A culture I'm interested in

Interesting or scenic journey to get to

Visiting famous / iconic landmarks

Visiting a place that is clean and safe

Great food and drink experience

Functional Travel Motivations

Top 3 Functional Travel 

Motivations for Indian HVTs:

1. Visiting famous/iconic 

landmarks

2. A luxury experience

3. Value for money



Japanese HVTs are more likely to orientate 
their travel around luxury experiences 
while South Korean HVTs seek authenticity 
and culture from the outset.



Traveller Passport – Last Trip to Australia

G R O U P  S I Z E  AN D  L E N G T H

AC C O M M O D AT I O N

W H AT  AN D  W H O

H O W  

G R O U P  S I Z E  AN D  L E N G T H

AC C O M M O D AT I O N

W H AT  AN D  W H O

H O W  

Most likely to travel in a groups of 3-5 for an 

average of 10 nights 

Travelling for a vacation or break with partner or as 

a family with children

Staying in a hotel or resort as well as luxury 

accommodation

Leveraging public transport, hiring vehicles or 

utilising Taxi / rideshare

Most likely to travel in a groups of 3-5 for an 

average of 11 nights 

Travelling for a vacation or break with partner or as 

a family with children

Staying in a hotel or resort as well as luxury 

accommodation

Leveraging public transport, hiring vehicles or tours



158

143

122

102

102

76

51

46

Nature activities

Food & beverage 

activities

Relaxing activities

Adventure /outdoor 

activities

Arts, culture, and 

education activities

Connecting with 

locals and explore 

the sights

Party and social 

activities

Sporting activities

Japanese and South 
Korean HVTs are 
most interested in 
nature activities, 
aligning with their 
emotive needs for 
travel, followed by 
food & beverage, and 
relaxation

Q. What activities would you be interested in while vacationing in Australia? 

Total Base Japan n=1000, South Korea n=1001

62%

56%

48%

40%

40%

30%

20%

18%

52%

46%

45%

36%

36%

28%

25%

14%

Index Index

148

130

128

102

102

79

41

40

Nature activities

Relaxing activities

Food & beverage 

activities

Arts, culture, and 

education activities

Connecting with 

locals and explore 

the sights

Adventure /outdoor 

activities

Party and social 

activities

Sporting activities

AVERAGE

Japan = 39%

South Korea = 35%



HVTs enjoy travelling with their 
partner/family and staying in luxury 
accommodation. Nature activities are core 
to travelling for these groups.



8%

5%

5%

5%

5%

13%

11%

9%

9%

9%

11%

11%

11%

10%

10%

10%

10%

9%

8%

7%

11%

10%

8%

8%

8%

16%

11%

10%

9%

8%

12%

8%

6%

5%

4%

12%

9%

7%

7%

6%

Visit historic 

sites or 

monuments

Visit a 

museum

Experience 

aboriginal arts 

and crafts

Visit historic 

aboriginal sites 

or museums

Experience 

Indigenous 

culture

Scuba diving 

or snorkelling

Golf

Ocean fishing 

or deep-sea 

fishing

Kayaking, 

canoeing or 

rafting

Trekking

Dine at one of 

the location's 

top restaurants

Eat at a 

fashionable or 

trendy 

restaurant

Go to a local 

farmers 

market

Fine dining / 

culinary 

experience

Visit a winery 

or vineyard

Relax by the 

pool

Wellness 

experiences 

(e.g. Spas, 

yoga, pilates, 

etc.)

Guided 

mindfulness 

and meditation 

experiences

Guided 

psychedelic 

experiences

Emotional 

healing 

experiences

Visit famous 

natural 

locations (e.g. 

Uluru, Twelve 

Apostles)

Visit national 

parks or 

forests

Visit waterfalls, 

gorges or 

secluded 

waterholes

Get up close 

to wildlife

Watch wildlife 

in their natural 

surroundings

Visit a 

monument / 

built attraction 

or landmark

Walk or drive 

around and 

take in the 

sights

Go to the 

markets 

(street, 

weekend or art 

& craft)

Go shopping 

at gift shops, 

memorabilia or 

tourist shops

Explore the 

coast

Visit nightlife 

spots

Go to the 

beach

Go to pubs or 

clubs

Attend music 

festivals

Go on a yacht 

or boat

Go on a cruise 

with food and 

alcohol 

supplied

Watch the 

Australian 

Tennis Open

Attend the 

World Surfing 

Championship

s

Attend a 

soccer/football 

match

Attend a horse 

race or cup

Q. What activities would you be interested in while vacationing in Australia? And Let's now think a bit more specifically 

about the activities you would want to do on this vacation to Australia. 

Total Base n=1000

Nature activities
Food & beverage 

activities
Relaxing activities

Adventure 

activities/outdoor 

activities

Arts, culture, and 

education 

activities

Connecting with 

locals and explore 

the sights

Party and social 

activities
Sporting activities

62% 56% 48% 40% 40% 30% 20% 18%



Nature activities Relaxing activities
Food & beverage 

activities

Connecting with 

locals and explore 

the sights

Arts, culture, and 

education 

activities

Adventure 

activities/outdoor 

activities

Party and social 

activities
Sporting Activities

52% 46% 45% 36% 36% 28% 25% 14%

Q. What activities would you be interested in while vacationing in Australia? And Let's now think a bit more specifically 

about the activities you would want to do on this vacation to Australia. 

Total Base n=1001

Visit historic 

aboriginal sites 

or museums

Local festivals, 

fairs or cultural 

events

Visit a 

museum

Visit historic 

sites or 

monuments

Experience 

aboriginal arts 

and crafts

Visit a 

monument / 

built attraction 

or landmark

Walk or drive 

around and 

take in the 

sights

Go to the 

markets 

(street, 

weekend or art 

& craft)

Explore the 

coast

Go shopping 

for items or 

brands made 

locally

Go to the 

beach

Emotional 

healing 

experiences

Relax by the 

pool

Go on a yacht 

or boat

Wellness 

experiences 

(e.g. Spas, 

yoga, pilates, 

etc.)

Dine at one of 

the location's 

top restaurants

Eat at a 

fashionable or 

trendy 

restaurant

Visit a winery 

or vineyard

Eat with the 

locals and 

what the locals 

eat

Fine dining / 

culinary 

experience

Visit national 

parks or 

forests

Watch wildlife 

in their natural 

surroundings

Visit famous 

natural 

locations (e.g. 

Uluru, Twelve 

Apostles)

Visit wildlife 

parks / zoos / 

aquariums

Visit waterfalls, 

gorges or 

secluded 

waterholes

Scuba diving 

or snorkelling

Canyoning or 

caving

Skydiving, 

base jumping 

or bungee 

jumping

Sailing or 

boating

Surfing or 

body boarding

Visit nightlife 

spots

Go to the 

beach

Go to pubs or 

clubs

Attend music 

festivals

Go on a yacht 

or boat

Watch the 

Australian 

Tennis Open

Watch the 

Sydney to 

Hobart Yacht 

Race

Attend the 

World Surfing 

Championship

s

Attend the 

Formula 1

Attend a horse 

race or cup

10%

9%

9%

8%

7%

14%

11%

9%

9%

7%

10%

8%

7%

7%

7%

10%

9%

9%

7%

6%

10%

9%

9%

9%

8%

8%

7%

7%

7%

6%

16%

13%

11%

11%

6%

8%

6%

5%

4%

4%
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Where does Tasmania sit compared to 
other Australian destinations?



37

21

19
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7
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1

1

0

0

Sydney

Brisbane / Gold Coast

Cairns / Great Barrier Reef

Uluru / Ayers Rock / Darwin

Melbourne

Canberra

Perth

Adelaide

Kangaroo Island

Hobart / Tasmania

Blue Mountains

The Barossa

Phillip Island

Spontaneous Awareness (total mentions)

Sydney has the strongest mental availability, with 
more than a third mentioning the destination 
spontaneously

Image credit: Yu Kato

Q. What destinations in Australia have you heard of?

Total Base n=1000

Top 3 Destinations for 

Indian HVTs:

1. Sydney (27%)

2. Melbourne (18%)

3. Adelaide (17%)



For South Korean HVTs, Brisbane / Gold Coast has 
the greatest spontaneous awareness, followed by 
Sydney. Similar to Japan, Tasmania records low 
spontaneous awareness

Image credit: Kseniya Petukhova
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Spontaneous Awareness (total mentions)

Q. What destinations in Australia have you heard of?

Total Base n=1001

Top 3 Destinations for 

Indian HVTs:

1. Sydney (27%)

2. Melbourne (18%)

3. Adelaide (17%)



Sydney

Melbourne

Brisbane / Gold Coast

Cairns / Great 
Barrier Reef

Uluru / Ayers 
Rock / Darwin

Kangaroo Island
Phillip Island

PerthBlue 
Mountains

Adelaide
Canberra

Margaret River

Hobart / TasmaniaThe Barossa
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Most destinations that have been visited in the past remain in the consideration set for 
Japanese HVTs. Tasmania remains relatively low, with familiarity representing a barrier 
for travel. East coast destinations have the greatest past travel and future pull 

Q. How likely are you to consider choosing the below destinations the next time you plan a vacation to Australia?

Q. How familiar are you with each of these destinations in Australia?

Base: Filtered by those that have visited Australia in P5Y

Visited at least once in P12M

Less likely to visit 

these destinations 

again
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Sydney, Melbourne, and Brisbane/GC are popular choices among South Korean HVTs 
and attract high future intent to travel. Tasmania sits amongst the more regional 
destinations as well as other smaller states

Q. How likely are you to consider choosing the below destinations the next time you plan a vacation to Australia?

Q. How familiar are you with each of these destinations in Australia?

Base: Filtered by those that have visited Australia in P5Y

Sydney
Melbourne

Brisbane / Gold Coast

Canberra
Blue MountainsKangaroo Island

AdelaideHobart / Tasmania

Perth

Cairns / Great Barrier 
Reef

Uluru / Ayers Rock / 
Darwin

Margaret River

Phillip Island
The Barossa
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Destinations defined by an iconic natural 
landmark achieve greater prominence 
proportional to their destination size.



Relax and connect 

in nature (35%)

Food/drink and Arts 

& Culture (21%)

History & Heritage 

(15%)

Authentic Impact 

(14%)

Self-drive (10%) Winter (5%)

• Is a place where I 

can relax with my 

family

• Is a place where I 

can disconnect 

and relax

• Is a place where 

you can feel 

reinvigorated

• Has nature, 

wilderness and 

wildlife like 

nowhere else

• Is a place that 

offers a variety of 

different 

experiences

• Offers great food 

and drink 

experiences

• Has arts, events 

and festivals like 

nowhere else

• Is a place with 

interesting history 

and heritage 

attractions

• Is a place with 

authentic, genuine 

people

• Is a place where I 

can make a 

positive 

contribution to 

sustainability

• Is a place ideal for 

touring/self-drive 

holidays

• Offers a winter 

experience with a 

difference

Connecting in nature as well as food/drink & arts/culture are key to driving Demand in 
the Japanese market for our HVTs

Contribution to Demand Power for HVTs



Is a place where I can relax with my family

Is a place where I can disconnect and relax

Is a place where you can feel reinvigorated

Has nature, wilderness and wildlife like nowhere else

Is a place that offers a variety of different experiences

Offers great food and drink experiences

Has arts, events and festivals like nowhere else

Is a place with interesting history and heritage attractions

Is a place with authentic, genuine people

Is a place where I can make a positive contribution to sustainability

Is a place ideal for touring/self-drive holidays

Offers a winter experience with a difference
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Base: Aware of destinations Total Hobart / Tasmania: 768

Ordered by importance to Tasmania and new imagery list added for Q2 2024

Source: TIM MDF analysis; Imagery: Which of these destinations do you think...?

Note: variance analysis shown. 

Relative strength (5 or more)

Relative weakness (-5 or less)

Japanese HVTs have 
clarity on what Tasmania 
stands for with nature and 
wildlife like nowhere else 
representing a strength for 
the destination.

Hobart / Tasmania
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people

Is a place where I can make a positive 

contribution to sustainability

Is a place ideal for touring/self-drive 

holidays

Offers a winter experience with a 

difference
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Base: Aware of destinations Total Hobart / Tasmania: 756; Adelaide: 811; Perth: 868; Uluru / Ayers Rock / Darwin: 798; Sydney: 971; Melbourne: 948; 

Kangaroo Island: 776; Canberra: 918; Blue Mountains: 734; Brisbane / Gold Coast: 867; Cairns / Great Barrier Reef: 910; Phillip Island: 682; Margaret River: 

628; The Barossa: 609

Ordered by importance to Tasmania and new imagery list added for Q2 2024

Source: TIM MDF analysis; Imagery: Which of these destinations do you think...?

Note: variance analysis shown. 

Relative strength (5 or more)

Relative weakness (-5 or less)

Sydney, Melbourne, and Canberra own the arts/culture space as well as food/drink while Qld 
destinations stand more for relaxation. Interestingly, Uluru is the only destination to represent history, 
potentially indicating the strength of the destination in highlighting First Nations culture
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Connect with food 

& culture (31%)

Authentic Impact 

(16%)

Reinvigorated 

journeys (15%)

Relax in nature 

(13%)

Winter (13%) History and 

Heritage (12%)

• Is a place where I 

can relax with my 

family

• Offers great food 

and drink 

experiences

• Has arts, events 

and festivals like 

nowhere else

• Is a place that 

offers a variety of 

different 

experiences

• Is a place with 

authentic, genuine 

people

• Is a place where I 

can make a 

positive 

contribution to 

sustainability

• Is a place ideal for 

touring/self-drive 

holidays

• Is a place where 

you can feel 

reinvigorated

• Is a place where I 

can disconnect 

and relax

• Has nature, 

wilderness and 

wildlife like 

nowhere else

• Offers a winter 

experience with a 

difference

• Is a place with 

interesting history 

and heritage 

attractions

For South Korean travellers, connection with local culture and food scene represent the 
strongest drivers to Demand. Having an authentic impact on a destination is also key 

Contribution to Demand Power for HVTs



Is a place where I can relax with my family

Offers great food and drink experiences

Has arts, events and festivals like nowhere else

Is a place that offers a variety of different experiences

Is a place with authentic, genuine people

Is a place where I can make a positive contribution to sustainability

Is a place ideal for touring/self-drive holidays

Is a place where you can feel reinvigorated

Is a place where I can disconnect and relax

Has nature, wilderness and wildlife like nowhere else

Offers a winter experience with a difference

Is a place with interesting history and heritage attractions
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Base: Aware of destinations Total Hobart / Tasmania: 768

Ordered by importance to Tasmania and new imagery list added for Q2 2024

Source: TIM MDF analysis; Imagery: Which of these destinations do you think...?

Note: variance analysis shown. 

Relative strength (5 or more)

Relative weakness (-5 or less)

Our South Korean 
travellers are less clear on 
what Tasmania has to offer, 
however, for both markets, 
awareness represents a 
barrier
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Is a place with authentic, genuine 
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holidays

Is a place where you can feel 

reinvigorated

Is a place where I can disconnect and 

relax

Has nature, wilderness and wildlife like 

nowhere else

Offers a winter experience with a 

difference

Is a place with interesting history and 

heritage attractions

4

-3

-3

1

-1

-1

4

1

1

1

0

-2

4

9

4

-1

0

-2

1

4

-7

-8

-2

1

R
a

n
k
e

d
 B

y
 I

m
p

o
rt

a
n
c
e

 D
e

m
a

n
d

 P
o

w
e

r

Base: Aware of destinations Total Hobart / Tasmania: 768; Adelaide: 747; Perth: 809; Uluru / Ayers Rock / Darwin: 795; Sydney: 951; Melbourne: 945; 

Kangaroo Island: 865; Canberra: 893; Blue Mountains: 875; Brisbane / Gold Coast: 918; Cairns / Great Barrier Reef: 849; Phillip Island: 763; Margaret River: 

724; The Barossa: 702 

Ordered by importance to Tasmania and new imagery list added for Q2 2024

Source: TIM MDF analysis; Imagery: Which of these destinations do you think...?

Note: variance analysis shown. 

Relative strength (5 or more)

Relative weakness (-5 or less)
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Interestingly, for our South Korean travellers, our coastal/beach destinations don’t monopolise 
relaxation with the Blue Mountains also standing out here. Sydney, Melbourne, and Canberra sit in a 
similar position in South Korea as in Japan, however, with Sydney pulling ahead
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What do we need to overcome to unlock 
opportunity for Tasmania?



Our HVT groups share similar scores in Meaning, Difference, and Salience. 
However, Difference is more important for South Korean HVTs

Meaningful, 
49%

Different, 
20%

Salient, 
31%

Demand 

Power

Meaningful Different Salient PowerAustralian contributions: M (46%), D (13%), Salience (41%). Note, the above contributions are 

amongst high value travellers in Japan and South Korea and are not directly comparable.

Meaningful, 
41%

Different, 
28%

Salient, 
31%

Demand 

Power



AVE 

91 88 86

7.2

Perth

Tasmania’s Salience represents a barrier for the destination, positioned below regional 
destinations such as Margaret River and the Barossa. This represents the first hurdle 
to overcome in this market 

133 120
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Meaningful Different Salient Power

93 103
80
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6.3

Adelaide
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69
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71
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Phillip Island

87 91
70
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Margaret 

River

76 89
71

4.2

The Barossa

AVE 



AVE 

97 102
76

6.9

Kangaroo 

Island

Tasmania holds a similar position to Japan in South Korea. Salience for Brisbane / Gold 
Coast is strong, potentially aided by their Olympics announcement
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Salience represents the biggest barrier for 
Tasmania in Japan and South Korea, 
indicating the first step to overcome.



There was a special event I wanted to attend (e.g. sporting, festival, concert, etc.) 

It was a cost-effective option 

There was a deal or discount available

It is easy to organise events and activities at this destination  

There were accommodation options available that were relevant to me

There was a variety of different experiences offered for the destination

There was a special personal event I wanted to attend (e.g. wedding, birthday, 

family event, etc.)

There was the opportunity to book an all-inclusive vacation package to this 

destination

The weather at the destination

It's simple to book a vacation at this destination 

There were direct flight options available to the destination

It is stress-free to travel to this destination 

It is easy to explore or get around once at this destination 

There was a work-related reason to visit that I could tie into the vacation

I knew what to expect when travelling there

Ease and convenience represented the 
largest barriers for Japanese HVTs; not 
knowing when to travel, how to get around, 
and direct flights/simple booking

Q. What encouraged you to choose each destination when considering where to travel for 

vacation? What did you notice as you were deciding?

Asked among those that have visited each destination

Market Barriers and Facilitators for Tasmania 



There was a work-related reason to visit that I could tie into the vacation

It is easy to explore or get around once at this destination 

It is stress-free to travel to this destination 

There was a deal or discount available

It was a cost-effective option 

I knew what to expect when travelling there

It is easy to organise events and activities at this destination  

There was a special personal event I wanted to attend (e.g. wedding, birthday, family event, 

etc.)

There was a special event I wanted to attend (e.g. sporting, festival, concert, etc.) 

The weather at the destination

There was the opportunity to book an all-inclusive vacation package to this destination

There were direct flight options available to the destination

It's simple to book a vacation at this destination 

There were accommodation options available that were relevant to me

There was a variety of different experiences offered for the destination

Variety, accommodation, and simplicity 
around booking/flight options all 
represented barriers for South Korea 
HVTs in the past

Q. What encouraged you to choose each destination when considering where to travel for 

vacation? What did you notice as you were deciding?

Asked among those that have visited each destination

Market Barriers and Facilitators for Tasmania 
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How do we best reach HVTs?



More than half of our Japanese 
and South Korean households 
have a fluent English speaker at 
home

Summit of Kunanyi/My Wellington ©  Jason Charles Hill

Q. What is the main language spoken in your home?

Japan n=1000, South Korea n=1001

12%

34%

54%

5%

31%

64%

South Korea

Japan

Yes - a member of my 

household is fluent

Yes - a member of my 

household can speak a 

little but not fluently 

No 



Q. In a typical week, roughly how long do you spend doing these activities?

Total Base Japan n=1000, South Korea n=1001

TIME SPENT CONSUMING MEDIA

Accessing Social 

Media (Mean Score)

Watching streamed TV 

(Mean Score)

2.5 Hours 3.4 Hours

3.7 Hours 4 Hours

South Korean HVTs 
spend more time 
using social media 
and streaming TV 
compared to HVTs 
from Japan. 

For both groups, 
more time is spent 
streaming TV than 
using social media. Social Media Streamed TV

3.7 Hours 4 Hours
India

Japan

South Korea



42%
38%

34%
32% 31%

29% 28%
24% 23% 22% 21% 20%

17%
14%

49%

30%

22%

30%
33%

31%

14%

22%

30%

16%

21%
18% 19%

14%

Japan South Korea

For both HVTs, YouTube represents the number one source they would turn to when researching travel in 
Australia. Our Japanese travellers are more likely to turn to traditional formats such as destination 
websites/travel brochures/guidebooks while WOM from other travellers has greater credence for our South 
Korean travellers

Q. How would you look for information about where to visit within Australia?

Japan n=1000, South Korea n=1001

Sources of Inspiration



PLATFORMS – WHEN RESEARCHING 

Online travel agents 
are the most used 
platforms by both 
HVTs when 
researching and 
booking a vacation 
to Australia. 

Q. How would you plan a vacation to Australia?

Japan n=1000, South Korea n=1001

PLATFORMS – WHEN BOOKING

Japan

South 
Korea

Online Travel 
Agent

Destination 
tourism website

In-person travel 
agent

Aggregated travel 
search site

66% 47% 30% 37%

57% 46% 25% 45%

Japan

South 
Korea

Online Travel 
Agent

Destination 
tourism website

In-person travel 
agent

Aggregated travel 
search site

66% 32% 29% 27%

56% 37% 25% 38%



HVTs spend more time on streaming apps 
compared to social media and YouTube 
represents key platform in consumer 
journey.



YouTube is the most 
used social network 
in both countries 
followed by 
Instagram. South 
Korean HVTs also 
have a strong 
preference for these 
two platforms over 
others.

SOCIAL NETWORKS USED (TOP 5)

72%

60%

59%

56%

44%

69%

61%

38%

34%

29%Daum / Kakao Talk 

/ KakaoStory

Q. Which of these social networking sites/ apps do you regularly visit?

Japan n=1000, South Korea n=1001

Japan South Korea



Japan South Korea

Q. What streaming services do you regularly watch or listen to?

Japan n=1000, South Korea n=1001

STREAMING APPS USED (TOP 5)

59%

53%

41%

32%

22%

63%

57%

31%

23%

22%

YouTube also leads 
streaming app 
usage, Netflix also 
among the top 3 
platforms in both 
countries. 



QUICK WINS FOR TASMANIA 

1 Utilise outdoor nature activities for all HVTs as these have the strongest pull

2
If leveraging positive impact, environmental messaging will have the greatest 

traction

3
Iconic status of natural landscapes can disproportionately boost destination 

awareness

4
For Japanese travellers, dial up relaxation and connecting in nature with luxury 

experiences at the core. For our South Korean travellers, talk to authentic 

experiences and reinforce around the safety of Tasmania

5
YouTube represents the key channel to communicate to our HVTs, both as a 

source of social media/streaming consumption as well as a source of inspiration 

for travel

50
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THANK YOU

Photo by Valery Rabchenyuk 

on Unsplash
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