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Who is a 
young 
leisure 

traveller?
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1. Adult

2. Between the ages of 18 -29 (stretching to 35 for some WHV)

• Holiday travellers between the ages of 18 -29; 
OR 
• Working Holiday Makers, here on a visa subclass 417 or 462 

whose ages range from 18 to 35

3. Who in the Australian context are:
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Why does a young person travel?
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Prioritising me
(wellness)

Lingual
progression

(improve
English)

Make friends Explore other
International
destinations

Career pivots Giving back

Reasons for travel
Source : Painted Dog Research 2025 

Stay > 6m Stay < 6m

The 5 Cs:
1. Curiosity  new experiences, bucket list driven 
2. Culture  authentic, self discovery 
3. Community  meeting like minded people 
4. Character  growing independence in key life 

stages 
5. Career , new experience, attractive 

salaries/sponsorship opportunities
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Source : Painted Dog Research 2025 for Tourism Australia



Youth & WHM Sector |  July 2026

Why do they matter to Australia? Volumes.
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WHM Youth Holiday

Youth and working holidays account for 21% of inbound leisure arrivals  (+2pp since 2019)

Source : Tourism Research Australia, International Visitors Survey, Year end March 2026
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Why do they matter to Australia? Spend.
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38% of inbound leisure expenditure (+7pp since 2019)

Source : Tourism Research Australia, International Visitors Survey, Year end March 2026
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WHM and Youth 
present different 
opportunities.

Mobile User
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Double the arrivals for youth, double the 
expenditure for WHM
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Source : Tourism Research Australia, International Visitors Survey, Year end March 2026

$5.6B
+12% YoY

$4.5B
+16 YoY

Spend in Australia

415K
+13% YoY

Total arrivals Total trip spend

$4.0B
+22% YoY

$2.6B
+28 YoY

878K
+20% YoY

Working 
Holiday Maker

Youth leisure 
traveller

(inclusive of airfares)
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What markets are driving the arrivals?

10

141,062

115,343

95,198

74,224
68,777

62,400 59,104

33,024 29,757
24,814

21,331

12,424 12,270

0

40,000

80,000

120,000

160,000

Youth holiday

YE Mar 25 YE Mar 26
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What markets are driving the spend?
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$127

$152

$63

$70

$175

All international visitors

Holiday

VFR

WHM

Youth holiday

Spend per night, average
TRA IVS, YE Mar 26, Spend in Australia

38

24

31

154

17

All international visitors

Holiday

VFR

WHM

Youth holiday

Length of stay, average
TRA IVS, YE Mar 26, Visitor nights

The importance of a dual youth approach
Youth travellers outspend leisure (on a per night basis), while WHM broaden the visitor economy through 
longer stays.

Source : Tourism Research Australia, International Visitors Survey, Year end March 2026

Leisure
traveller
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Beyond 
expenditure



Youth & WHM Sector |  July 2026

1. Critical dispersing audience 
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Source : Tourism Research Australia, International Visitors Survey, Year end March 2026

36%

31%

20%

30%

40%

WHM + Youth *Leisure

Regional dispersal rate
TRA IVS YE March 2026

The youth travel group disperses into regional Australia at a far higher rate than typical leisure visitor

Dispersal is a night in a regional location. Regional is defined as NOT a capital city and the Gold Coast.
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Seeing more of our country than most 
other visitors 
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Both WHM and youth leisure travellers have a greater volume of stopovers and use a greater volume of 
on the ground transport.

Source : Tourism Research Australia, International Visitors Survey, Year end March 2026

0% 20% 40% 60% 80%

Aircraft

Self drive vehicle

Public transport/ ride share

Modes of transport used 
WHM Youth holiday Leisure

0% 20% 40% 60% 80%

8th to 20th stopover

4th to 7th stopover

3rd stopover

2nd stopover

Number of stopovers
WHM Youth holiday Leisure
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But it should be noted not all youth 
markets, are the same
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Regional dispersal ranked by volume

TRA IVS, YE March 2026

Dispersal is a night in a regional location. Regional is defined as NOT a capital city and the Gold Coast.

41,453

35,703

27,776

21,892 21,767

13,258

8,709 8,125 7,813 7,330

Youth holiday

37,853

30,196

16,357

13,458 12,813

8,951 8,614 8,033
6,932

4,709

Working Holiday Maker

Source : Tourism Research Australia, International Visitors Survey, Year end March 2026
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What’s driving this dispersal? They have time 
on their side –  same places greater volume
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Regional destinations preferences by visitor segment, %
TRA IVS, Stopover dispersed regions, YE March 2026

WHM Youth holiday Leisure

Source : Tourism Research Australia, International Visitors Survey, Year end March 2026
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2. They are arguably more desirable: seeking to 
experience more of our land and peoples
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Arts / Heritage
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Leisure travel preferences, %
TRA IVS, YE March 2026

WHM Youth holiday Leisure

Source : Tourism Research Australia, International Visitors Survey, Year end March 2026
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Choosing Australia due to our ‘vibe’, 
friendly people and lifestyle
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74

75

0 20 40 60 80

Very affordable

Culturally familiar

Easy to find work (WHMs Only)

Is a multicultural destination

Easy to travel around / navigate

Full of culturally significant sites

Good food, wine/beverages, local cuisine and produce

Unique and different from other destinations

Very welcoming to young travellers

Very safe to travel

Friendly and open people

Great lifestyle or vibe

Beautiful natural environments

Lots of things to see and do

% held positive perceptions pre -arrivals (4 -5/5)

Source : Painted Dog Research 2025,  Q. What were your perceptions of Australia before arriving?
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Take off: pre -travel

Planning 
methods

Planning in 
advance

Stay 
duration

Other transit 
destinations

Booking 
timelines

Booking 
websites

Accom 
booking

Tour 
options

Tour 
bookings

I didn't 
have a 

set plan
3%

Source : Painted Dog Research 2025
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19%

20%

26%
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Other

Backpacker or hostel noticeboards

Job recruitment agencies

Walked into places and asked

Job websites

Online communities

Tour agencies

Friends or other travellers

Leisure

13%

31%

15%
11%

29%

14%

34%

12% 10%

30%

Travel meta search Online travel agency Retail (face-to-face) travel
agency

Tour operator Direct through the airline

Booking flights
Leisure WHM

13%

17%

17%

26%

28%

29%

30%

Backpacker or hostel noticeboards

Job recruitment agencies

Walked into places and asked

Online communities

Tour agencies

Friends or other travellers

Job websites

WHM

Looking for work opportunities

24
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On the ground
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Planning 
methods

Planning in 
advance

Booking 
timelines

Booking 
websites

Accom 
booking

Tour 
options

Tour 
bookings

Stay 
duration

Likely to prioritise 
working and book 
travel later in their 

visa

They often join other 
Korean travellers  to 
share costs and feel 

safety in numbers

More likely to pre -
book travel to big 
cities and tourist 

attractions

Travelling during 
Australian summer, 

working during 
winters

Likely to plan in 
meticulous detail, 

to limit wasted time

Searching for 
authentic 

experiences without 
straying too far

More likely to base 
themselves in big 

cities with big tourist 
attractions.

More likely to 
consider tour 

operators and travel 
agents due to a 

sense of security

Working holiday makers Youth leisure travellers

Source : Painted Dog Research 2025

26
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Bring it 
altogether
Tourism 
2035



T35 aim is to map out the potential of the 
leisure Australia visitor economy  to 2035.
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30
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2025 2028 2031 2035

Total trip expenditure Leisure (Holiday, VFR), WHM, and Business Events
2025 – 2035 forecast, billions AUD, nominal, lower band target and upper band stretch target

$69bn

Note: Underlying L.E.K. modelling was based on Spend in Australia and carried out in detail for the top 30 markets only. Scaling ha s b een applied to both derive Total Trip Spend (based on 
the FY2025 proportionality) and account for all markets (based on historical movement in the share of other markets) at the s egm ent level of granularity. Modelling completed in late 2025 . 
Source: L.E.K. Consulting Australia Pty Ltd, ‘Modelling for Tourism Australia 2035 Strategy Project’ Report], December 2025.

$33bn

$61bn$41bn

$43bn

$49bn

$53bn

29



Protect
Full funnel marketing funded to protect share

Activate
Earned channels, partnerships, and 

distribution engagement

Grow
Full funnel marketing including brand advertising with 
investment and targeting based on potential returns

China and Hong 
Kong

United States

United 
Kingdom

Singapore

New Zealand 

Canada

France

Japan

India

South Korea

Malaysia

Indonesia

Vietnam

Italy

Germany

Youth and WHM travellers  are reflected in our 
choice of grow and protect markets
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And in how we speak about our key high 
yielding audiences within those markets

High -Yielding 
Leisure

Holiday and Visiting 
Friends and Relatives

 

Luxury

Per Person 
Spend per night: 
> $1,200

Working 
Holiday Makers

Working Holiday 
Makers are high yield 
via length of stay and 
regional dispersal

Business 
Events

Purpose: Business 
Events incentive 
and association

HIGH -YIELDING TRAVELLERS
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The Asian 
Century C ontinues

Breadth Drives 
Choice

The Future 
of Flight

Multiple Paths 
to Purchase

Attention 
Fragmentation

Natural 
Desire

High Yield 
Competition

The Era of 
Volatility

Rise in Travel 
for Good

Capitalise  on 
Major Events

As a part of T35 we’ve identified 10 key trends 
to respond to over the next three years.

32 Youth & WHM Sector | July 2026



Create 
Demand

Convert 
Demand

Support 
Industry

Undertaking activity that stretches TA beyond 
our BAU activity .

Youth & WHM Sector | July 202633



3 of the 4 are 
connected to 
the youth and 
WHM sector

34

Lean into digital distribution, the AI world and its role within the path to 
purchase.

1. Win in marketing to humans and machines

Continue to find new ways to show travellers there is more to Australia than 
our stereotypes (without forgetting them, they are our most powerful and 
asset we have!)

2. Continue to showcase the breadth of our country

Limited attention world. Australia in focus.

3. Capitalise on major events

Youth & WHM Sector | July 2026
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The way youth are thinking about travel

36

− Travel is transformative 
personal development, self discovery 
and change

− Social media steering 
decisions peer validation and 
influencer content

− Aspiration for authenticity 
rejecting curated Instagram 
experiences in favour  of genuine 
cultural immersion and real 
connections

− Smarter not harder blending 
personal development with 
adventure, using travel not just for 
exploration, but as an opportunity to 
grow professionally

Macro forces at playPersonal mindset shifts

− Competing destinations 
Canada, Japan, NZ

− Global currency fluctuations 
and inflation 

− Cost of living shifting it from an 
aspirational lifestyle choice to a major 
life milestone

Source : Painted Dog Research 2025



Youth & WHM Sector |  July 2026

Working Holiday (417) visas lodged, up 25.3% vs. 
previous financial year

37

Source: Department of Home Affairs, Working Holiday Maker visa program report, 30 June 2025, Table 11
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4,023
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14%
12%
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40%
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70%
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Total Working Holiday (subclass 417) visas granted in 2024 -25 to 30/6/25 by citizenship country
Department of Home Affairs, Working Holiday Maker visa program report

2023-24 to 30/06/24 2024-25 to 30/06/25 % Change from 2023-24



Youth & WHM Sector |  July 2026

0% 5% 10% 15%

New England North West

Australia's Golden Outback

Australia's Coral Coast

South Coast

Blue Mountains

Lasseter (NT)

Australia's South West

Hunter

Great Ocean Road

Fraser Coast

Townsville

Whitsundays

Sunshine Coast

North Coast NSW

Tropical North Queensland

Youth holiday – Top regions visited

0% 5% 10% 15%

Central NSW

Hunter

Australia's Coral Coast

Great Ocean Road

Lasseter (NT)

Queensland Country

South Coast

Australia's North West

Townsville

Australia's Golden Outback

Australia's South West

Whitsundays

Sunshine Coast

North Coast NSW

Tropical North Queensland

WHM – Top regions visited

Due to regional work visa requirements, WHMs show 
a preference for Australia’s remote and outback

38

Source : Tourism Research Australia, International Visitors Survey, Stopover dispersal, Year end March 2026

Both cohorts share 
the same  top 4 

destinations



Youth & WHM Sector |  July 2026

Youth markets resonate with Australia’s 
coastal culture

39

Source : Tourism Research Australia, International Visitors Survey, Year end March 2026 Active/ outdoor water sports include Scuba diving, Snorkelling, Sailing, Windsurfing, Kayaking, Surfing and fishing
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TRA IVS, YE March 2026
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Importantly: more likely to engage with  
Indigenous parts of our visitor economy
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Source : Tourism Research Australia, International Visitors Survey, Year end March 2026

Indigenous cultural activities, %
TRA IVS YE March 2026
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