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Now
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Midst of the global launch of 
Come & Say G’Day 2
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Initial results are promising

Source: Tourism Australia, Consumer Demand Project, via FiftyFive5, September 2025.

5%

6%

11%

17%

15%

19%

78%

79%

70%

Would you now recommend travelling to
Australia

Consider travelling to Australia

Plan a trip to Australia in the next 2 years

Not at all likely (0-3) (4-6) Extremely likely (7-10)

Thinking about the ad you’ve just seen for Australia, please let us know how likely you would be 
to do each of the following? 
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9 in 10 travellers want to find out more about our 
destination

Source: Tourism Australia, Consumer Demand Project, via FiftyFive5, September 2025.

Thinking about the ad you’ve just seen for Australia, please let us know how likely you would be 
to do each of the following? 

2%

2%

3%

6%

6%

11%

7%

11%

13%

44%

43%

43%

41%

38%

30%

I would love to find out more about Australia

Australia has more to offer than I thought

There is something new in this ad I hadn't
realised Australia was known for

Strongly Disagree Disagree Unsure Agree Strongly Agree
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In an unpredictable and challenging 
international landscape 
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Confident in our work and partnerships: taking a 
long-term approach
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3 YEARS
average decay rate

Source: LEK analysis for Tourism Australia, 2024; Consumer Demand Project, via Fiftyfive5 for Tourism Australia, 2025.

40%

42%

45%

44%

47%

38%

39%

40%

41%

42%

43%

44%

45%

46%

47%

48%

Q3
Jan-Mar '24

Q4
Apr-Jun '24

Q1
Jul-Sep '24

Q2
Oct-Dec '24

Q3
Jan-Mar '25

CASGD campaign recall overtime 
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Tackling misattribution in marketing. 
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Great Barrier Reef

Heart Reef

Sydney Harbour Bridge

Sydney Opera House

Uluru

Three Sisters

Kangaroo

Koala

Wombat

Ruby

G'Day
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% that say brand asset has a positive impact on their perception of Australia
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Source: Consumer Demand Project, via Fiftyfive5 for Tourism Australia, 2025. 
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Aiming to assist more travellers see themselves on 
an Australian trip.
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A family friendly destination

Appealing climate or weather

A good range of accommodation options

A safe and secure destination

Good infrastructure e.g., roads, transport, healthcare

Clean and hygienic

Beautiful natural environments e.g. mountains, rivers,
forests

Theme parks, zoos, and/or aquariums

World class beaches, coastlines, and marine wildlife

Friendly and open citizens, local hospitality
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Associations with Australia

Source: LEK analysis for Tourism Australia, 2024; Consumer Demand Project, via Fiftyfive5 for Tourism Australia, 2025.
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Next
(Tourism 2035)
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Now
x
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Development of 
Tourism Australia 

2035 strategic plan:
Tourism 2035
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A function of THRIVE
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2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032 2033 2034 2035

Two inbound total visitor arrivals forecast

Where, nationally for BE and leisure, 
could we be in 2035?
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Source:

Banded targets not 
forecast



Identified core 
forces driving 

travellers 
decisions
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Capitalise on the 

Major Events 

Runway

Multiple Paths 

to Purchase

High Yield 

Competition

Rise in travel 

for Good

Natural 

Desire

The Asian 

Century 

Continues

The Era of 

Volatility

Breadth Drives 

Choice

Attention 

Fragmentation

The Future 

of Flight
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Asking the question: How should TA should 
respond, beyond our typical operations?
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Create strategic 

partnerships

Convert
Demand

Generate insight to aid 

industry

Promote industry 

growth

Foster communication 

with Industry

Support 
Industry

Grow Australia’s 

desirability

Appeal to high yielding 

travellers

Promote dispersal 

around Australia

Create 
Demand
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3 to 5 additional focuses. 
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Developed through nation wide 
sessions & focus groups.
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We’re better together.

Tourism Australia update for CDP| February 2026



Consumer Demand Project (CDP)



A short 
overview of 
CDP
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Monthly tracking of OOR Travellers 

People who either have travelled outside of their region within the 
last 5 years for leisure purposes and/or intend to travel outside of 
their region for leisure within the next 2 years

16 international source markets + Australia

Vietnam added from July 2025

Multi-dimensional reporting

Results are often shown at a global aggregate (excluding Australia 
and Vietnam), with regional and market level cuts shown as 
appropriate

Flexible survey design

Flexi questions are included throughout the year including annual 
deep dives into Australian Destinations



The path to decision is not linear, but broadly spans three phases

Aspirational 
equity

Dreaming
“The bucket list”

SALIENCE

DESIRABILITY

Perpetual – outside
of a specific need

Destination  
equity

Imagining
“Where would I like to go?”

AWARENESS

CONSIDERATION

CHOICE DRIVERS

In context of a ‘considered’
international holiday

Planning
presence

Evaluating
“Where ticks the most boxes?”

PLANNING

BOOKING

TOUCHPOINTS

Tangible evaluation of
trip specifics
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Uncertain, 26%

Divided, 20%

Stressed, 25%

Disconnected, 9%

Distrusting, 18%

Negative, 19%

Positive, 35%

Progressive, 23%

Optimistic, 29%

Resilient, 17%

United, 18%

24

As of mid-2025, the mood around the world was divided, with North America and the UK & Europe 
feeling stressed and uncertain

TS3. Thinking about what you see in the news, which of the following reflect the current mood of your nation?
Base: Jun ’25 Global n=4,508

Mood of the nation – (June 2025)

Uncertain, 
34%

Divided, 
28%

Stressed, 
32%

Disconnected, 
15%

Distrusting, 
17%

Negative, 
18%

Positive, 
32%

Progressive, 
19%

Optimistic, 
26%

Resilient, 
16%

United, 
17%

Uncertain, 
33%

Divided, 
30%

Stressed, 
31%

Disconnected, 
11%

Distrusting, 
32%

Negative, 
30%

Positive, 
19%

Progressive 
12%

Optimistic, 
19%

Resilient, 
11%

United, 7%

North America UK & Europe

UNCERTAIN – Germany 45%, UK 44%, France 
42% 

UNCERTAIN – USA 36%

UNCERTAIN – New Zealand 48%

Global



Destination Equity:
Australia



Australia has strong awareness and 
consideration…
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Base Jan-Dec ‘25: Global (excl Australia & Vietnam) n=54,171 

Salient
The proportion of OOR travellers 
who think of Australia without 
prompting

Desirable
The proportion of OOR travellers 
who rank Australia in their top 3 
desirable destinations

Awareness
Familiar with Australia

Consideration 
Considering Australia 
within 4 years

Planning 
Planning to visit Australia 
within 2 years

Booked
Have booked some aspect of a 
trip to Australia

Destination Equity Aspirational Equity

29%

15%

53%

38%

10%

2%

73%

26%

21%

Conversion:

…and is one of the most desirable 
destinations in the world



15% 16% 16% 16% 16% 15%

10% 10% 10% 10% 10% 10%
9% 10% 9% 9% 10% 9%

19% 19% 20% 20% 20% 19%
18% 18% 18% 18% 18% 17%

26% 25% 25% 26% 27% 27%

YE Sep'24 YE Dec'24 YE Mar'25 YE Jun'25 YE Sep'25 YE Dec'25
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Globally, desirability for Australia among OOR travellers is stable & strong, 
increasing among New Zealand OOR travellers over time

A3. What countries do you consider to be the most desirable holiday destinations in the world?
Base Global (excl Australia & Vietnam) Jan-Dec’25 n=54,171, North America n=7,823, UK & Europe n=12,023, North Asia n=16,285, South/Southeast Asia n=14,429, New Zealand n=3,611
Core markets n=min 900/quarter, non-core markets n=min 600/quarter.

Significantly higher/lower than the 
comparison period at 95% CI

Region YoY

-0.4%

-0.3%

-0.3%

-0.6%

-1.0%

+1.9%

North Asia

North America

Uk & Europe

South/ Southeast 
Asia

New Zealand

Global

YoY = latest YE period compared to the 
same period a year earlier

Australia’s desirability over time – by source regions
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Australia has strong destination equity globally, particularly strong in 
S/SE Asia and NZ

Base Jan-Dec ‘25: Global (excl Australia and Vietnam) n=54,171, North America n=7,823, UK & Europe n=12,023, North Asia n=16,285, South/Southeast Asia n=14,429, New Zealand n=3,611

Awareness

Consideration 
(N4Y)

Active planning 
(N2Y)

Booked

48%

30%

5%

1.0%

42%

27%

3%

0.8%

64%

49%

15%

3.4%

84%

70%

17%

6.6%

53%

38%

10%

2.1%

47%

35%

12%

1.6%

New ZealandUk & Europe Global Excl. Aus North Asia South/Southeast AsiaNorth America

Australia’s destination equity – (Jan-Dec 2025) by source regions
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Australia ranks in the top 3 destinations across NZ and Asia for consideration, 
with Japan typically competing for #1 spot

A4. Which of the following destinations are you considering travelling to in the next 4 years?

#6
CANADA

#7
UK

#9
GERMANY

#2
INDIA

#1
CHINA

#3
HONG KONG

#2
JAPAN

#3
SOUTH KOREA

#6
USA #10

FRANCE #9
ITALY

#2
SINGAPORE #3

INDONESIA

#1
NEW ZEALAND

#4
MALAYSIA

# - the rank order of 
Australia’s 
consideration vs 
other competitor 
destinations

Australia’s consideration rank order by market – (Jan-Dec 2025)
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Australia has several strengths to leverage including our beautiful natural environments, while 
differentiators such as wildlife add to our distinctiveness

A12. When you are deciding on which holiday destination(s) to visit, which of the following factors are most important to you? Please rank up to 5, where 1 is the most important.
A13 - A15 Which holiday destination comes to mind when you think of the following (ATTRIBUTE ASSOCIATIONS). | Base: Jul-Sep ’25 Global (excl Australia and Vietnam) n=14,430

Perceptual map – Choice Drivers by Australian Associations 

Safe and secure 
Easy to get to

Appealing climate or weatherValue for money
Family friendly destination

Good accommodation options
Good food, wine

Easy to obtain an entry visa
Beautiful natural environmentsGood infrastructure

Friendly and open citizens

World class beaches & coastlinesNatural wonders to 
explore

Great shopping A vibrant city lifestyle

Caters well to 
foreign-language 

tourists

Buildings & architecture Museums, galleries, theatre

Theme parks, zoos, aquariums
Interesting 

events/festivals
Wellness retreats, spa

Authentic indigenous experiences

Different and interesting 
local wildlife
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Association with Australia
Global (excl Australia and Vietnam) 

Relative 
Strengths

Relative 
Weaknesses

Lower 
Priority Differentiators



Destination Equity:
Tasmania



2024 Diff -3% -6% 0% 5% -2% -5% 0% -3% -1% -4% -6% 0% -4% 3% -2% 1% 1% -2% 3% 1% 1%

Social Media
49%

Websites
68%

Media
42%

Other
63%
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29%

16% 18%
19%

8%

26% 25%

21%

27%

16%

11%

16% 17% 18%

9%

15%
12%

49%

18%

11%
10%

34

Friends and family are the key source of ideas and inspiration for those who travelled to Australia 
during last 5 years

P2P9. What sources did you use to research ideas and inspiration for this trip? 
Base Mar 25: Travelled OOR in the last 5 years Global excl Australia, those who travelled to Australia on their most expensive international trip taken for leisure purposes over the last five years n=306
Note: Regional social media omitted due to small base size

Sources used to research ideas and inspiration for the trip – those who travelled to Australia 

Word of 
Mouth

“Australia is beautiful very 
different animals, and 

Tasmania is beautiful and 
very friendly.”



Recent Trip Purpose (top 5) Recent Travel Companion (top 5)

Recency Of Travel
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Considerers of Tasmania Snapshot (Out of region travellers)

S1. Please type your age. S1b. Are you…? S2. Where do you live?  S4. Excluding trips to the destinations below, when did you travel internationally for leisure most recently?  S6. Excluding trips to the destinations below, how likely are you to take an international 
leisure trip in the next two years? C5. Which of the following describes the reason for your trip? C6. Which of the following best describes who you were travelling with on your trip? D1. Are you considering taking a working holiday anywhere outside of [COUNTRY] 
within the next 5 years?  Z1. Are you a parent? Z2. Which of the following best describes the household you live in? Z4. Which of the following age groups do your children living at home fall into? Z6. In which of the following broad groups does your total (pre-tax) 
household [annual/monthly] income fall? C6. Which of the following best describes who you were travelling with on your trip?
Base Jan'25-Dec’25 Tasmania Considerers Global (excl Australia and Vietnam) n=2,886

10%
23% 25% 21% 22%

18-24 25-34 35-44 45-54 55-74

37%32%

8%2%1%1%
11%

In 2025In 2024In 2023In 2022In 2021In 2020Before 2019

Cumulative OOR travel Travelled OOR

9% have never travelled OOR but 
intend to in the next 2 years

45%

41%

37%

33%

27%

Exploring
different places

Relax & indulge

City break

Beach holiday

Specific
activity/experie…

36%

26%

12%

11%

6%

Partner

Young Family

Solo

Friends

Older Family

8%
New Zealand

25%
North Asia

42%
South/Southeast 

Asia

17%
UK & Europe

8%
North America

19% 19%
34%

21% 7%

Young
SINK/DINK

Older
SINK/DINK

Young
family

Older
family

Empty
nester

Gender Age

Lifestage

0% 
Non-binary/different

47%53%

Region

Considers
TAS



55%

3%

30%

2%

12%
6% 8%

2% 4%

11%

1%
4%

2% 3% 2% 0%

6% 4%
1%

6% 4%
1%

NSW: 57%
(’24: 56%) 

VIC: 32% 
(’24: 30%) 

QLD: 28% 
(’24: 28%)

WA: 12%
(’24: 12%) 

NT: 6% 
(’24: 6%) 

SA: 5%
(’24: 6%)  

ACT: 
6%

(’24: 6%) 

TAS 
4%

(’24: 4%)  

Other: 12% 
 (’24: 16%) 

Sydney/ 
Sydney sites 

Other 
NSW

Melbourne
Other 

VIC
Gold Coast Brisbane

Great 
Barrier Reef

Cairns, incl 
Daintree

Other 
QLD

Perth
Other 
WA

Uluru/
Ayres Rock 

Other 
NT

Adelaide
Kangaroo 

Island
Other 

SA
ACT/ 

Canberra
TAS

Australia 
general

Nature/ 
wildlife/ 
scenery

Coastlines/ 
Beaches

Outback

36

Globally, familiarity with Tasmania is relatively low at 4%, but comparable to many other Australian 
destinations

B1a. Which do you consider to be the most desirable holiday destination in Australia? 
Base: Global excl. Australia & Vietnam, Oct-Dec 25 n=12,147, Oct-Dec 24 n=12,604

Most Desirable Australian Destinations: Global OOR travellers – (Oct-Dec 2025)
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Tasmania’s unprompted desirability level is higher in the UK, 
Malaysia, NZ, Hong Kong and Singapore

B1a. Which do you consider to be the most desirable holiday destination in Australia? 
Base: Global excl. Australia & Vietnam, Oct-Dec 25 n=12,147

Source Market TAS % TAS Rank 
(compared to other STOs)

United Kingdom 5% #7

Indonesia 3% #8

Italy 2% #8

South Korea 3% #7

Malaysia 6% #6

Germany 3% #7

India 3% #8

France 2% #8

Canada 2% #8

Japan 2% #7

New Zealand 6% #6

China 2% #8

USA 3% #7

Hong Kong 9% #5

Singapore 7% #5

Australia 20% #5

Most desirable Tasmania destinations: by source market – (Oct-Dec 2025)

Tasmania 4%

CRADLE MOUNTAIN- LAKE 
ST CLAIRE NATIONAL PARK



Awareness

Consideration 
(N4Y)

Active planning 
(N2Y)

Awareness

Consideration 
(N4Y)

Active planning 
(N2Y)

Queensland

44%

59%

80%

17%

29%

44%

Western Australia

South Australia

Tasmania

22%

32%

50%

7%

14%

27%
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Of OOR Travellers considering Australia, just over a quarter are familiar with Tasmania and one in 
seven are considering visiting

B2. Which of the following Australian destinations are you considering travelling to in the next 4 years? Base Jan'25-Dec'25: Global excl. Australia & Vietnam, those considering Australia, n=21,130
B3. For which of the following Australian destinations can you imagine what a holiday would be like there? Base Oct'25-Dec'25: Global excl. Australia & Vietnam, those aware of Australia, n=6,527
B4. Which Australian destination(s) have you decided on for your next planned holiday? Base Oct'25-Dec'25: Global excl. Australia & Vietnam, those already planning a trip to Australia, n=660

Australian destinations equity among OOR travellers considering Australia, split by state/territory – (Oct-Dec 2025)   

Victoria 

35%

52%

72%

Australian Capital Territory

15%

21%

34%

New South Wales

Northern Territory

18%

27%

47%

60%

72%

90%



Awareness

Consideration 
(N4Y)

Active planning 
(N2Y)

6%

13%

28%

7%

14%

27%

Tasmania 2024

39

Tasmania’s destination equity has remained relatively stable over the last three years 

B2. Which of the following Australian destinations are you considering travelling to in the next 4 years? Base Jan'25-Dec'25: Global excl. Australia & Vietnam, those considering Australia, n=21,130
B3. For which of the following Australian destinations can you imagine what a holiday would be like there? Base Oct'25-Dec'25: Global excl. Australia & Vietnam, those aware of Australia, n=6,527
B4. Which Australian destination(s) have you decided on for your next planned holiday? Base Oct'25-Dec'25: Global excl. Australia & Vietnam, those already planning a trip to Australia, n=660

Australian destinations equity among OOR travellers – (over time)   

Tasmania 2023

8%

13%

26%

Tasmania 2025



% change 
YOY

% change 
YOY

% change 
YOY

Sydney +1% +1% -1%

Melbourne +3% +1% +4%

Gold Coast +2% +1% -2%

Brisbane +1% +1% +2%

Perth +2% +1% +2%

Canberra 0% 0% -3%

Kangaroo Island -6% 0% -4%

Cairns/ Great Barrier Reef -3% 0% -5%

Sunshine Coast 0% 0% 0%

Blue Mountains -3% -1% -3%

Adelaide +1% +1% -1%

Tasmania -1% 0% +1%

Kakadu National Park -4% 0% -3%

Uluru/ Ayers Rock -2% 0% -4%

Darwin 0% +1% -2%

Great Ocean Road -1% 0% -1%

Phillip Island 0% 0% -2%

Byron Bay -1% -1% -2%

Margaret River 0% 0% 0%

The Barossa -1% 0% -2%

Broome/Kimberley region 0% 0% 0%

65%

44%

35%

28%

23%

21%

20%

18%

17%

17%

15%

14%

13%

11%

11%

11%

10%

8%

8%

4%

4%
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Among OOR travellers, awareness, consideration and active planning for Tasmania destinations have 
remained stable YoY

B2. Which of the following Australian destinations are you considering travelling to in the next 4 years? Base Jan'25-Dec'25: Global excl. Australia & Vietnam, those considering Australia, n=21,130
B3. For which of the following Australian destinations can you imagine what a holiday would be like there? Base Oct'25-Dec'25: Global excl. Australia & Vietnam, those aware of Australia, n=6,527
B4. Which Australian destination(s) have you decided on for your next planned holiday? Base Oct'25-Dec'25: Global excl. Australia & Vietnam, those already planning a trip to Australia, n=660

84%

64%

57%

44%

38%

34%

33%

35%

36%

33%

26%

27%

25%

25%

21%

23%

19%

19%

14%

10%

7%

Awareness
(of those aware of Australia)

Consideration
(of those considering Australia 

in the next 4 years)

52%

29%

22%

15%

13%

15%

15%

9%

13%

13%

7%

7%

9%

7%

6%

7%

5%

4%

4%

2%

2%

Active Planning
(of those who have already decided to visit 

Australia for their next holiday)
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Consideration for Tasmania is highest amongst OOR travellers from South/Southeast Asia followed by OOR 
travellers from North Asia 

B2. Which of the following Australian destinations are you considering travelling to in the next 4 years? 
Base: Global (excl Australia and Vietnam) core markets n=min 900/ quarter, non-core markets n=min 600 quarter.

Consideration of Tasmania destinations NET (among those considering Australia) over time – by source region 

13%
13%

13% 13%

14%
14%

10% 10% 10% 10%

11%
11%

12%
12% 12%

12%

14%

13%

14% 13%

13% 13% 14%

14%

16% 16% 16% 16%
17% 17%

10% 10% 10% 10% 10%

9%

YE Sep'24 YE Dec'24 YE Mar'25 YE Jun'25 YE Sep'25 YE Dec'25

Region YoY

+0.3%

+0.4%

+0.6%

+0.7%

+0.5%

-1.2%

North Asia

North America

Uk & Europe

South/ Southeast 
Asia

New Zealand

Global

YoY = latest YE period compared to the 
same period a year earlier

Significantly higher/lower than the 
comparison period at 95% CI
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Tasmania’s consideration is strongest across Asian markets, in particular Hong Kong, Indonesia and 
Japan

B2. Which of the following Australian destinations are you considering travelling to in the next 4 years? 
Base Jan'25-Dec'25: Global excl. Australia & Vietnam, those considering Australia, n=21,130

10%
CANADA

10%
UK

15%
GERMANY

16%
INDIA

10%
CHINA

18%
HONG KONG

18%
JAPAN

12%
SOUTH KOREA

11%
USA 13%

FRANCE 13%
ITALY

16%
SINGAPORE 18%

INDONESIA

9%
NEW ZEALAND

17%
MALAYSIA

Tasmania consideration by market (among Australia Considerers) – (Jan-Dec 2025)

11%
VIETNAM
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Across our Tier 1 markets, Hong Kong has the highest level of familiarity and consideration, which 
have also increased over the last year

B2. Which of the following Australian destinations are you considering travelling to in the next 4 years? Base Jan'25-Dec'25: Global excl. Australia & Vietnam, those considering Australia, n=21,130
B3. For which of the following Australian destinations can you imagine what a holiday would be like there? Base Oct'25-Dec'25: Global excl. Australia & Vietnam, those aware of Australia, n=6,527
B4. Which Australian destination(s) have you decided on for your next planned holiday? Base Oct'25-Dec'25: Global excl. Australia & Vietnam, those already planning a trip to Australia, n=660 CAUTION LOW BASE SIZES FOR ACTIVE PLANNING FOR INDIVIDUAL 
MARKETS

Tasmania destination equity – (Jan-Dec 2025 verse Jan-Dec 2024) by markets of interest

2025 Global USA UK China Hong Kong

Awareness

Consideration 
(N4Y)

Active planning (N2Y)

2024 Global USA UK China Hong Kong

Awareness

Consideration 
(N4Y)

Active planning (N2Y)

7%

14%

27%

6%

13%

28%

12%

11%

22%

0%

10%

21%

5%

10%

22%

6%

18%

34%

0%

11%

24%

4%

8%

20%

2%

10%

17%

8%

17%

26%
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Hong Kong has the highest consideration for TAS, ranking in the top 7 considered destinations

B2. Which of the following Australian destinations are you considering travelling to in the next 4 years? Base Jan'25-Dec'25: Global excl. Australia & Vietnam, those considering Australia, n=21,130
B3. For which of the following Australian destinations can you imagine what a holiday would be like there? Base Oct'25-Dec'25: Global excl. Australia & Vietnam, those aware of Australia, n=6,527
B4. Which Australian destination(s) have you decided on for your next planned holiday? Base Oct'25-Dec'25: Global excl. Australia & Vietnam, those already planning a trip to Australia, n=660 CAUTION LOW BASE SIZES FOR ACTIVE PLANNING FOR INDIVIDUAL 
MARKETS

Australian destination consideration – (Jan-Dec 2025) Tier 1 TAS markets

2025 Global USA UK China Hong Kong

65%

44%

35%

28%

23%

21%

20%

18%

17%

17%

15%

14%

13%

11%

11%

11%

10%

8%

8%

4%

4%

Sydney

Melbourne

Gold Coast

Brisbane

Perth

Canberra

Kangaroo Island

Cairns/ Great Barrier Reef

Sunshine Coast

Blue Mountains

Adelaide

Tasmania e.g., Hobart,…

Kakadu National Park

Uluru/ Ayers Rock

Darwin

Great Ocean Road

Phillip Island

Byron Bay

Margaret River

The Barossa

Broome/Kimberley region

66%

39%

25%

25%

17%

13%

16%

18%

13%

13%

11%

11%

10%

10%

8%

9%

8%

9%

6%

3%

3%

62%

38%

35%

29%

25%

15%

12%

19%

18%

19%

19%

10%

7%

16%

11%

12%

9%

13%

7%

4%

4%

62%

36%

52%

20%

12%

28%

29%

30%

37%

22%

11%

10%

26%

18%

24%

10%

10%

17%

9%

9%

5%

65%

41%

49%

27%

23%

15%

16%

21%

15%

14%

12%

18%

11%

8%

11%

7%

5%

5%

5%

3%

2%



46

Consideration of Tasmania remains stable across  markets of interest, 
with the UK seeing the biggest relative increase over time 

B2. Which of the following Australian destinations are you considering travelling to in the next 4 years? 
Base: Global (excl Australia) core markets n=min 900/ quarter, non-core markets n=min 600 quarter.

Consideration of Tasmania destinations (among those considering Australia) over time – by markets of interest

13% 13% 13% 13% 14% 14%

11% 11% 11% 10% 11% 11%

7%
8%

9% 9%

10% 10%
11% 10% 10% 10%

9% 10%

17% 17%
16% 16%

17%
18%

YE Sep'24 YE Dec'24 YE Mar'25 YE Jun'25 YE Sep'25 YE Dec'25

Region YoY

+0.3%

+0.4%

+2.1%

-0.2%

+0.9%

China

USA

UK

Global

YoY = latest YE period compared to the 
same period a year earlier

Significantly higher/lower than the 
comparison period at 95% CI

Hong Kong



While the USA is a large target population, consideration is lower than markets like Indonesia and 
India

USA

Canada

United Kingdom

France

Germany

Italy

South Korea
China

Japan

Hong Kong
India Indonesia

Singapore
MalaysiaNew Zealand

0

10,000,000

20,000,000

30,000,000

40,000,000

50,000,000

60,000,000

70,000,000

80,000,000
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Proportion of OOR travellers who are considering TAS N4Y

TAS consideration by market

Notes:
1. CDP Market Sizing Jan25 – Sep25
2. B2. Which of the following Australian destinations are you considering travelling to in the next 4 years? YE Dec ‘25 

Size of bubble = # TAS Considerers
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Tasmania sits between different and interesting local wildlife and beautiful national 
environments 

B7. Which of these Australian destinations do you associate with the following attributes?
Base: Oct-Dec ‘25 Global excl. Australia n=12,683 

Australian destination associations

Value for money

A vibrant city lifestyle

A family friendly destination

Beautiful natural environments, 
including mountains, rivers, 

forests, beaches, and coastlines

Different and interesting local 
wildlife

Good food, wine/beverages, local 
cuisine and produce

Interesting events and festivalsAdelaide

Blue Mountains

Brisbane
Broome/Kimberley region

Byron Bay

Cairns/ Great Barrier Reef

Canberra
Darwin

Gold Coast
Great Ocean Road

Kakadu National Park

Kangaroo Island

Margaret River

Melbourne
Perth

Phillip Island

Sunshine Coast

Sydney

Tasmania e.g., Hobart, Launceston, Cradle 
Mountain, etc.

The Barossa

Uluru/ Ayers Rock



Tasmania % change YOY

Beautiful natural environments -0.1%

Different and interesting local wildlife -0.4%

A family friendly destination +0.4%

Good food, wine/beverages, local cuisine and 
produce

-

Value for money -

Interesting events and festivals -0.1%

A vibrant city lifestyle +0.1%6%

8%

9%

10%

11%

22%

24%
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Tasmania continues to be known for its beautiful natural environments and access to Australian 
wildlife, with very little change YoY

B7. Which of these Australian destinations do you associate with the following attributes?
Base: Oct-Dec ’25 Global excl. Australia and Vietnam (n=12,147) 

Australian destination associations – Tasmania

BRUNY ISLAND NECK 



Traveller 
Experiences

53
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Food and drink festivals rank highest, while water experiences draw low interest but are 
still the second-most preferred activity

EXP1. How interested are you in doing these types of experiences on a future international holiday? EXP2. And of the experiences you would like or love to do in the future, which would you most like to do in the future?
Base Nov 25: Global (excl Australia & Vietnam) n=5,309

Interest in experiences T2B (I would like to do this & I would love to do this)

Future experience 
interest 72% 66% 60% 56% 55% 55%

Rank of most 
preferred activity 1 3 5 6 4 2

Higher 
interest

North Asia – 78%
SE Asia – 78%

North America – 77%

North Asia – 72%
SE Asia – 70%

UK & Europe – 64%
North America – 60%

SE Asia – 63%
North Asia – 58%

SE Asia – 58%
SE Asia – 58%

Lower 
interest

UK & Europe – 63%
New Zealand – 52%

UK & Europe – 61%
New Zealand – 44%

New Zealand – 36% UK & Europe – 50%
New Zealand – 35%

New Zealand – 36% New Zealand – 37%

Food 
&Drink 

Festivals

Astro 
tourism/ 

Night 
Experiences 

Indigenous 
Experiences 

Art 
Experiences

Wellness 
Experiences 

Water based 
Experiences 

OOR
Travellers



Difference 

Food and Drink Festivals 3%

Astro tourism/ Night Experiences 23%

Indigenous Experiences 14%

Water based Experiences 14%

Art Experiences 3%

Wellness Experiences 12%

None of the above -13%
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Expectations of experiences OOR travellers would like to do are greater than reality, particularly 
for Astro tourism/Night experiences 

EXP4. You mentioned that you are considering travelling to Australia in the next 4 years, which of the following experiences would you most like to be able to do in Australia if you visited? Base Nov 25 Global excl. Australia & Vietnam, those considering Australia, 
n=1,081. EXP5. You mentioned that you have decided on Australia for your next planned holiday, which of the following experiences would you most like to be able to do in Australia when you visit? Base Nov 25: Global excl. Australia & Vietnam, those already 
planning a trip to Australia, n=218
EXP6. You mentioned that you have visited Australia in the past 5 years, which of the following experiences did you do during your visit/s to Australia? Base Nov 25: Global excl. Australia & Vietnam, those already visited Australia P5Y, n=560

Experience consideration in Australia (Nov 25)

Which of the following experiences would you most like to 
be able to do in Australia if you visited

(of those considering Australia)

Which of the following experiences did you do during your 
visit/s to Australia?

(of those who have already visited Australia)

59%

51%

50%

50%

43%

36%

4%

56%

28%

37%

37%

40%

24%

17%

Indicates the top three 
for each

OOR
Travellers



Transportation
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Overall walking and internal flights were the most used modes of transportation; 
while in Australia travellers perceive they would use internal flights and rental cars the most 

SD1. Typically, when travelling internationally for leisure, how often do you use each of the following types of transport. 
SD2. Imagine a future holiday in Australia, which of the following modes of transport would you use.
Base Mar 25: Global (excl Australia) n=4,214, North America n=501, UK & Europe n=1,000, North Asia n=1,212, South/Southeast Asia n=1,201, New Zealand n=300
Note: Other has been exlcuded from chart

Transportation used when travelling internationally for leisure– by source region

Perceptions of transportation travellers would used in Australia  

Internal flights

Rental car

Walking

Trains

Public buses

Ride share (i.e. Taxi, Uber)

Ferries/Boats

Coach

Driven around by family/friends

Bike/Scooter

North 
America

UK & 
Europe

North 
Asia

South/ 
Southeast 

Asia

New 
Zealand

52% 63% 62% 63% 52%

55% 58% 43% 50% 60%

57% 51% 39% 48% 71%

43% 47% 42% 47% 59%

37% 41% 37% 42% 49%

44% 25% 29% 36% 40%

29% 29% 22% 28% 39%

12% 27% 30% 34% 18%

22% 16% 15% 24% 47%

16% 19% 12% 21% 11%

WALKING – 62%

IERNAL FLIGHTS – 38%

TRAINS – 37%

RENTAL CAR – 36%

PUBLIC BUSES – 35% 

Overall transportation modes 
used most often  or always

60%

52%

50%

47%

41%

33%

28%

28%

22%

17%
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Two fifths of OOR travellers have chosen a self-drive holiday before, mainly due to 
convenience/flexibility

OSD1. When travelling internationally for leisure, have you ever chosen a self-drive holiday? Base: Global excl. Australia & Vietnam, Oct’25 n=4,805
OSD2. Can you tell us more about the reasons you chose a self-drive holiday in the past? Base: Global excl. Australia & Vietnam, Oct’25 those who chose a self-drive holiday n=1,937
OSD5. In the future, how likely are you to choose a self-drive holiday when travelling internationally? Base: Global excl. Australia & Vietnam, Oct’25 n=4,805, Those who decided on NSW n=86

Reasons for choosing self-drive holiday (Oct’25)

40% 
of OOR travellers have previously 
chosen a self-drive holiday

56%

53%

45%

40%

38%

36%

33%

21%

1%

Convenience of getting around easily

Flexibility to explore at my own pace

More comfortable

Provides access to remote or scenic
locations

I enjoy driving

Provides opportunities for
spontaneity/adventure

Cost-effectiveness/Value

Limited public transport options

Other

Higher among:
Italy 52%

Germany 50% 
Malaysia 50% 

USA 48%
New Zealand 46%

Reasons self-drive holiday is chosen
(of those who chose a self-drive holiday)

48% 
of OOR travellers are 
likely to chose a self-
driving holiday in the 

future



1 Easy car rental process

2 Well-maintained roads

2 Clear signage and road rules

2 Good mobile navigation/connectivity

3 Availability of scenic or iconic routes

4 Tips or guides for self-drive trips
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Sydney, Melbourne, and the Gold Coast were viewed as the most appealing self-drive destinations in 
Australia, with an easy car-rental process being a key draw

OSD8. Which of the following Australian destinations do you think would offer the most appealing self-drive experiences? 
OSD7. Which of following could make self-driving in Australia more appealing? 
Base: Global excl. Australia & Vietnam, Oct’25 aware of Australia n=2,507

39%

35%

28%

21%

21%

21%

18%

18%

17%

16%

15%

14%

14%

14%

11%

11%

10%

10%

9%

7%

7%

Sydney

Melbourne

Gold Coast

Sunshine Coast

Perth

Great Ocean Road

Brisbane

Blue Mountains

Canberra

Kangaroo Island

Adelaide

Kakadu National Park

Tasmania

Cairns/ Great Barrier Reef

Uluru/ Ayers Rock

Darwin

Phillip Island

Byron Bay

Margaret River

The Barossa

Broome/Kimberley region

Most appealing self-drive experience in Australia
(of those aware of Australia)

Ranking of what would make self-drive in Australia more appealing 
(of those who are aware of Australia)

Self-drive appeal in Australia (Oct’25)

OOR
Travellers
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Japanese travellers are least confident about driving overseas, making Australia’s ‘left side 
of the road’ potentially appealing

OSD3. How confident do you feel about driving when you’re on holiday in an international destination? 
Base: Global excl. Australia & Vietnam, Oct’25 those who chose a self-drive holiday n=1,937

Confidence driving at a holiday destination (Oct’25)

6%

19%

12%

11%

10%

9%

7%

6%

6%

6%

5%

3%

2%

2%

1%

0%

15%

20%

6%

30%

8%

15%

13%

19%

18%

13%

17%

24%

8%

18%

5%

10%

79%

61%

82%

59%

82%

76%

81%

75%

76%

81%

78%

73%

90%

80%

94%

90%

Total

Japan

France

South Korea

USA

Hong Kong

United Kingdom

New Zealand

Singapore

Canada

Italy

Malaysia

India

Germany

China

Indonesia

Not confident Neutral Confident

So
rt

ed
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y 
lo

w
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t 
co

n
fi

d
en

ce

Confidence of driving in an international destination 
(of those who chose a self-drive holiday)



Indigenous 
Experiences
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Australia is the country most associated with being able to experience Indigenous cultures, with NZ and Asian 
markets higher still

INDX10. Which countries do you associate with being able to experience Indigenous cultures?  Please list up to five.
Base: Global excl. Australia May ‘25 n=4,215

Countries associated with being able to experience indigenous cultures – (top 6 responses) 

44% Australia

18% New Zealand

12% Japan
17%
USA

(incl Hawaii)

10%
India

Higher in:
New Zealand – 67%
North Asia – 51%
SE Asia – 48%

Lower (but still #1) in:
UK & Europe – 30%
North America – 35%

10% Indonesia/ Bali

“Which countries do you associate 
with being able to experience 

Indigenous cultures?”
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More can still be done to address misconceptions and increase familiarity with indigenous experiences

INDX3. Still thinking about when you travel internationally for leisure, which of the following prevent you from experiencing Indigenous cultures more often?
Base: Global excl. Australia who don’t always choose indigenous experiences May ‘25 n=3,590, May ‘24 n=3,682

Top 5 Barriers to not choosing experiences in Indigenous settings

Worried it might be 
unsafe

Afraid it would be more 
expensive (adds cost)

I don’t understand 
enough about it

Not enough time while 
on vacation/ prefer to 
prioritise other things

Afraid I would do or say 
something to offend

28% 
(-% vs ‘24)

23%
(+1% vs ‘24)

20%
(+1% vs ‘24)

20%
(+1% vs ‘24)

20%
(+1% vs ‘24)
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Helping travellers understand more about indigenous experiences increases their interest

INDX6. How likely would you be to engage in Indigenous/Aboriginal & Torres Strait Islander cultural tourism experiences if you were traveling in Australia for a holiday in the next 4 years? 
INDX11. The following pictures showcase some of Australia’s Indigenous/Aboriginal & Torres Strait Islander cultural tourism experiences. EXAMPLE IMAGES SHOWN ON PAGE
INDX12. Having seen these pictures, how likely would you be to engage in Indigenous/Aboriginal & Torres Strait Islander cultural tourism experiences if you were travelling to Australia for a holiday in the next 4 years?
Base: Global May ‘25 n=2,319

Likelihood to engage 

before being exposed to imagery
(likely/very likely/certain %)

Likelihood to engage 

after being exposed to imagery
(likely/very likely/certain %)

78% 85%

Bigger impact observed for:
Singapore, New Zealand, South Korea

Example images shown



Sustainability
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Travellers continue to believe that sustainability is important, and show concern about the impact of travel

ST1. How important is sustainability to you generally?
ST2. How important is it for you personally to travel sustainably when going on a holiday?
ST5b. How concerned are you about your environmental impact when travelling for leisure (i.e. in terms of carbon emissions, your environmental footprint etc.)?
Base: Global excl. Australia Apr ‘25 n=4,208, Apr ‘24 n=4,203

Importance of sustainability 

Importance of sustainability 
overall

(Very important/important %)

Importance of travelling sustainably on 
holiday

(Very important/important %)

77%

-1% vs ‘24

70%

+1% vs ‘24

Concern about environmental impact 
while travelling

(Extremely/very/somewhat concerned %)

79%

-1% vs ‘24
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Approximately Two in five travellers claimed to prefer eco friendly methods of transportation and activities, 
with accommodation most likely to be chosen based on location 

ECO2. For each of the following pairs of statements, please select the one that describes you best. 
Base Feb 25: Global (excl Australia) n=4,210

Preference for sustainable options

Destination that has sustainable tourism 
practices

Destination that is good value for money

Transportation to my destination to have a lower 
environmental impact

Transportation to my destination to be 
convenient

Eco-friendly method of transport while at a 
holiday destination

Accessible method of transport while at a 
holiday destination

Accommodation option that has good 
sustainability credentials 

Accommodation option that is the best located 
for attractions and transport links

Activities that are environmentally friendly
Activities you will not be able to try anywhere 
else

Luxury travellers and Working 
Holiday Makers were more likely to 

prefer a number of sustainable/ 
eco-friendly options. 

Travellers from China, India and 
Indonesia had the highest stated 
preference for sustainable/ eco-

friendly options.

64%

65%

59%

72%

56%

36%

35%

41%

28%

44%

I PREFER
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Both the tourism industry and government are expected to drive sustainable tourism,
many travellers are willing to pay more for sustainable tourism

ST8. Now thinking to the future with regards to leisure travel, how strongly do you agree or disagree with the following
Base: Global excl. Australia Apr ‘25 n=4,208, Apr ‘24 n=4,203

Future intention for sustainable travel –  net agree

It is the role of governments to 
promote sustainable tourism 

76% (+2% vs ‘24)

I am willing to pay more for 
sustainable tourism

55% (+6% vs ‘24)

I expect to pay more for 
sustainable tourism

62% (+1% vs ‘24)

Tourism businesses should be responsible for finding 
sustainable solutions for the tourism industry

77% (+4% vs ‘24)



Accessibility
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8 in 10 travellers perceive Australia to be accessible, jumping to 9 in 10 among those who have been here

Z0. Which of these accessibility needs do you have travelling? 
ACC1. How accessible do you think each of these destinations are for people with different accessibility needs (like using prams, wheelchairs, having low or no vision, hearing impairments, hidden disabilities, or cognitive impairments etc.)?
Base: Jun ‘25 Those aware of and/or consideration the destination – Australia n=2,426, Japan n=2,575, Canada n=1,540, New Zealand n=1,897, Italy n=2,065, Hawaii n=1,846, Thailand n=1,893. Jun ‘25 Those who have visited the destination in the past 5 years – 
Australia n=560, Japan n=712, Canada n=234, New Zealand n=254, Italy n=424, Hawaii n=179, Thailand n=483 Jun ‘24 Those aware of and/or consideration the destination – Australia n=2,453, Japan n=2,548, Canada n=1,556, New Zealand n=1,952, Italy n=2,030, 
Hawaii n=1,881, Thailand n=1,904. Jun ‘24 Those who have visited the destination in the past 5 years – Australia n=528, Japan n=613, Canada n=236, New Zealand n=270, Italy n=390, Hawaii n=158, Thailand n=457

Accessibility perceptions of Australia and key competitors (of those aware of destination)

81% 80% 80%
76%

68% 68%
63%

89% 89% 91% 90%

82% 82%

71%

Australia Japan Canada New Zealand Italy Hawaii Thailand

Accessible Association Accessible Association among Visitors P5Y

17% of OOR 

travellers have 
accessibility needs 

when travelling 

(e.g. mobility restrictions, 
cognitive, hearing 

impairment/deafness, 
blindness/low vision, using a 

pram etc.)
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The top reasons of perceived inaccessibility among those who rated Australia poorly for accessibility, included 
uneven terrain/steep slopes/hills, a lack of accessible transportation to get here and travel around here

ACC2. Which of the following are reasons for why you gave [PIPE IN DESTINATION] a rating of [INSERT RATING FROM ACC1]?
Base: Jun ‘25 Those aware of and/or consideration the destination and gave a rating of 5 or less at ACC1 – Australia n=273, Japan n=295 Canada n=193, New Zealand n=232, Italy n=399, Hawaii n=351, Thailand n=428

Reasons for perceived inaccessibility (of those aware of destination who perceive it to be inaccessible)

15%

7%

12%

9%

9%

13%

16%

14%

21%

12%

8%

14%

32%

27%Uneven terrain/ steep slopes and hills

Lack of accessible transportation to the 
destination

Lack of suitable roads/ footpaths

Too noisy/ crowded

Lack of ramps, handrails, elevators

Lack of accessible transportation at the 
destination 

Lack of appropriate activities for people with 
accessibility needs

Lack of suitable accommodation options

Lack of adequate signage 

Lack of accessible bathrooms

Lack of adequate devices/ technology 

Lack of friendly/helpful people

Prejudice/ discrimination against people with 
accessibility needs

Other 12%

10%

17%

11%

10%

19%

18%

15%

11%

19%

33%

17%

18%

18%

17%

9%

11%

4%

9%

9%

12%

12%

16%

10%

13%

10%

25%

26%

14%

5%

13%

10%

12%

7%

13%

15%

15%

17%

6%

15%

25%

28%

10%

7%

12%

12%

17%

13%

15%

16%

19%

26%

23%

32%

24%

32%

11%

5%

8%

14%

9%

12%

13%

22%

19%

15%

17%

24%

26%

30%

7%

6%

6%

22%

27%

25%

20%

27%

29%

35%

43%

41%

28%

34%

THAILANDHAWAIIAUSTRALIA NEW ZEALAND ITALYJAPAN Canada
NET Perceived to be inaccessible 12% 12% 13% 12% 19% 20% 23%

Indicates the top three 
for each destination
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Key insights summary



Australia's brand 
equity remains 

strong and 
competitive. 

Proximity is a key 
factor that drives 
consideration for 
Australia across 
source markets.

77

CDP: key takeaways

Responsible travel 
enhances 

Tasmania’s appeal 
when it is clearly 

linked to authentic 
experiences, ease 

of travel and 
perceived value for 

effort.

Australia is generally 
viewed as accessible 
but uneven terrain 

and lack of accessible 
transportation 

options  are concerns 
for some.

Australia and 
Tasmania share a 

key relative 
strength in Natural 
Environments, and 
a differentiator in 

Wildlife.  

Of Tasmania’s core 
Tier 1 markets, 

Hong Kong has the 
highest levels of 
familiarity and 
consideration, 

with the USA and 
China the largest 

target populations.
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