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M O R E  S P E C I F I C A L LY

WHO ARE OUR FUTURE TOURISTS
AND 

WHAT ARE THEY LOOKING FOR?



•

U N F O R T U N AT E LY
I  D O N ’ T  H A V E  A  C R Y S TA L  
B A L L

SecurityIntelligence.com



W E  C A N  L E A R N  F R O M  T H E  L A S T  G L O B A L  PA N D E M I C ?

cdc.gov
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C O N S U M E R  
R E S E A R C H

M A R K E T  
I N F R A S T R U C T U R E
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Source: ANZ - Roy Morgan, ANZ Research

C O V I D - 1 9  H A S  T H R O W N  U P  M O R E  C H A L L E N G E S

Consumer Confidence



L E T ’ S  S E E  W H AT  W E  K N O W  B Y  M A R K E T

I N T R A S T A T E I N T E R S T A T E I N T E R N A T I O N A L



INTRASTATE



1. TRA NVS
2. Tourism WA Brand Tracker provided by Kantar 

6,164

5,638

6,454

2019 2020 2021
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Leisure trips1 (000s)

2021 v 2019

Trips up by 5%
Average nights/trip up by 12%
Average spend/night up by 43%
Average spend/trip up by 60%
Overall spend up by 68%

Travel Intention – next 12 months2
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Overseas Interstate intrastate

2019 79% 58% 59%

2022 56% 67% 66%

Change -23% +9% +7%

I plan to take more trips in WA this year than I did last year2

I N T R A S T A T E



INTERSTATE



1. TRA NVS
2. Tourism WA Brand Tracker provided by Kantar 
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Travel Intention – next 12 months2

Overseas Interstate intrastate

2019 85% 66% 55%

2022 69% 73% 64%

Change -16% +7% +9%

I N T E R S T A T E

Feb 39% 24%

March 35% 33%

April 37% 44%

May 32% 49%

I plan to mainly 
travel in my own 
state this year2

I feel confident 
about planning / 
booking a holiday 

in WA2



1,049k 882k

Leisure interstate travel in 2019



I N T E R S TAT E  H O L I D AY  I M P O R TA N C E  FA C T O R S

Tourism WA Interstate Brand tracker: Which of these are most important to you personally, when choosing a holiday destination? (Multiple Response)
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Easy to plan and book
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Easy to Get To and Around
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Value for Money

A place where I can relax and unwind

2022 2019
I N T E R S T A T E



I N T E R S TAT E  H O L I D AY  I M P O R TA N C E  FA C T O R S

Tourism WA Interstate Brand tracker: Which of these are most important to you personally, when choosing a holiday destination? (Multiple Response)
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I N T E R S T A T E

+8%

+5%
+6%
+4%
+6%

+5%



A  C O U P L E  O F  O B S E R V AT I O N S  A B O U T  T H E  D O M E S T I C  
B O O K I N G  PAT T E R N S

Source: ForwardKeys, Flight Bookings, Skyscanner flight searches

2019 2022 Diff

On-line TA 7% 7% -

Corporate TA 21% 12% -9%

Retail TA 39% 33% -6%

Other TA 3% 2% -1%

Airline Direct 30% 47% +17%

Flight Searches to WA in May – by travel date
Flight Booking Source
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INTERNATIONAL
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I N T E R N AT I O N A L  H O L I D AY  I M P O R TA N C E  FA C T O R S

Tourism Australia: Consumer Demand Project 12 market aggregate
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Tourism Australia: Consumer Demand Project 12 market aggregate
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-5%

+6%
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R E A S O N S  F O R  N O T  T R A V E L L I N G  
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International Sentiment Tracker 12 Market aggregate

Covid Financial

Source: Tourism Australia International Sentiment Tracker, Waves 33 - 38

I N T E R N A T I O N A L



•

I N  S U M M A R Y • Current travel is dominated by VFR 

– especially interstate

• Interstate travelers are looking for Value for money holidays, 

that provide relaxation, plus things to see 

and do – and this has not changed post COVID – but if anything, 

they want and expect more. There is still reticence towards 

international travel.

• International travel to Australia is still disrupted, with many 

influencing factors. However, there is no material change in 

what the visitor is looking for.

• The boom in intrastate tourism during COVID will drop off – but 

indicators suggest there will still be above ‘normal’ visitation 

and spend for the next 12 months.



THANK

For more information:

@TourismWesternAustralia

@TourismWesternAustralia
@WesternAustralia

Tourism-western-Australia

@westernaustralia

#ThisIsWA

Subscribe to Talking Tourism

T O U R I S M . W A . G O V . A U

YOU


