


Australia’s Biggest
Millennial Travel
survey

14,000+ survey respondents.

45+ questions. Brisbane

All major cities represented.

Adelaide Sydney

Melbourne



What The Respondents Look Like...
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have no children single in a relationship

ALL DATA & INSIGHTS INCLUDED IN THIS REPORT ARE FROM THE URBAN LIST'S 2017 TRAVEL RESEARCH, UNLESS OTHERWISE STATED.
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tasmania named australia's fave
destination, followed by melbourne

TRAVEL AGENTS

DY: VERY FEW MILLENNIALS TRUS.' ADVICE ERON

WAN' & B&T MAGAZINE

24  ANEW TRAVEL STUDY BY YOUTH WEBSITE THE URBAN LIST HAS FOUND
Ay MILLENNIALS (THE 18-34S) ARE NOT FLOCKING TO TRAVEL AGENTS WHEN T
" COMES TO THEIR TRAVEL PLANS.

monday, january 23, 2017 - 17:42 I wr | O+

[me study intérviewed almost 14,000 Gen Ys and found that when it came to trave! advice, Gen Ys said that the advice of family and fr




The Most Visited
Citiesin Australiain
2016

A e RERRE R

A%

I3
N et

3% BN 9% 27%

SYDNEY MELBOURNE BRISBANE ADELAIDE CANBERRA TASMANIA PERTH

*The percentage of respondents that visited capital cities (selections excluded their home city).



Who's Heading Wheres? =S

TASMANIA
Sydneysiders flock to Melbourne, but Melbournians don't return the favour to the same N
degree. They are equally as likely to visit Sydney or Brisbane, and are regular visitors to
Tasmania and Adelaide. Perthites are more likely to go to Sydney than Melbourne. PRISBANE
MELBOURNE
B syoNEY
15%
27%
12%
o %
13% 9/o . 18
9% 21%
38% 15% L6%

SYDNEYSIDERS BRISBANITES MELBOURNIANS PERTHITES



The Most
Desirable
Places to
Visitin
Australia.

Tasmania is THE place to visit.

Next comes Melbourne, Uluru,

The Gold Coast and Broome.

Gold Coast

clbourne

lTasmania



The Millennial
Customer Journey

Our research demonstrated that although
millennials are a generation obsessed with
travel and experiences, no one is
successfully meeting their needs in
delivering the right information at the

right time, or in the right way for them.

This document provides brands with data
and insights to help seize this opportunity-
winning the hearts and purchase power of

millennials in the travel sector.

LIVING THE
DREAM

(EXPERIENCING)

WANDERLUSTING

(DREAMING)
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LET'S DO THIS!

(BOOKING)

PLANNING THE
DREAM

(PLANNING)
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Key Insights

- They want to 'discover' a brand, experience, or place.
- They want to feel like it's unigue and they 'found it first'.

- They don't know where they're headed, but they know

what kind of experience they want when they get there:

Somewhere with culture

Somewhere relaxing

Great scenery

Incredible food

- The are most inspired by beautiful visuals, and respond to
content that leaves them 'wanting more' and able to craft

their own unique itinerary.

- They don't want information overload until they're ready

to plan.
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Whenis Their Next Tripe |

The majority of Urban List readers will be going on holiday in the next

6 months (for business and/or leisure).

4%

> I

6 MONTHS 12 MONTHS 24 MONTHS I'M NOT PLANNING A HOLIDAY
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Choosing a Holiday Destinations Y

,,-
Your native strengths are what they want in a holiday. "
2%
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GREAT SCENERY INCREDIBLE FOOD AMAZING BEACHES ADVENTURE BIG CITY AWESOME NIGHT GREAT SHOPPING
ACTIVITIES LIFE
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Females are more likely to want
beaches (19% vs 14%), whereas

men want nightlife (6% vs 2%) and
to be in a big city (6% vs 3%).
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Key Insights

- Millennials want to customise their own travel journey
and experiences, They want all the options/information

that enables them to create their own 'unigue' path.
- Give them information about:

- Coolest places to eat and drink in different

neighbourhoods
- Local/insider tips on cool places or events

. Cool and unigue experiences (off the beaten track or

things the locals do)

- The best accommodation options in each location

(not the biggest or best known)

- The essentials like weather, currency, when to go, etc.

- Best shopping (but nothing touristy, thanks!)




When Rescarching, Which
Subjects Are You Most
Interested Ing

Females are slightly more interested

in food and drinks, tours, shopping,
tourist attractions, where to stay ana

activities. Males are more interested

in flights.

60%

RESTAURANTS/ TOURIST ACCOMMODATION THE BEST AREATO ACTIVITIES FLIGHTS SHOPPING

BARS / CAFES ATTRACTIONS STAY
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How Would You

Descer

ACTION / SHOPPING MEETING

ADVENTURE

BULK CHILL

LIVE LIKE

IS

CULTURE
EVERYTHING

COOL
PEOPLE

TIME

A LOCAL



What’s Most

Important to
You Froma lrave
Resecarch Sources

THE INFORMATION IS RELEVANT TO ME
AND HOW | LIKE TO TRAVEL

THE RECOMMENDATIONS ARE
TRUSTWORTHY

VARIETY OF CONTENT AND OPTIONS

ABILITY TO PLAN AND BOOK THROUGH
THE SAME WEBSITE

EVERYTHING FOR EACH LOCATION IS ON
ONE PAGE / SECTION




What would make you more
likely to visit Tasmanias

50%

IF | KNEW THERE WERE SOME IF I KNEW THERE WERE AMAZING IF I KNEW IT WAS AFFORDABLE IF IT WERE CLOSER
REALLY COOL ACTIVITIES AND BARS, RESTAURANTS AND CAFES
EXPERIENCES TO BE HAD






How much do you
book in advances

217

EVERYTHING! You can never be too prepared

— 0O/
O
Flights to get there, first night's accommodation
and then wing it from there

73

Just the big things like flights, accommodation,
transfers and maybe have a look into some activities



Key Insights

- Only 1in 5 millennials plan their full itinerary before the

arrive at their destination.

. — Millennials' preference for unique experiences and
boutique brands is also reflected in the hotels they

choose, 54% saying they'd prefer a boutique hotel.




Influencing ‘Let’s-do-
This” Moments:
Flights.

- 56% book their flights direct

- 44% go through an aggregator or travel agent with
Skyscanner the most popular (ahead of Webjet)

- Cost is the most important factor, even though they're

booking direct

- Only 1in 3 are a member of a frequent flyer program -

Qantas is most popular

- Cash and credit are used equally when paying for travel

expenses




Influencing ‘Let’s-do-
this’ moments:
Accommodation.

- 23% book direct with the hotel
- 20% book with AirBnB

- Aggregators are still winning out but no player is the

most dominant. Expedia, Wotif, Hotels.com and Trip

.’,_ wad e}
B R

TR T

Advisor are used by 41% of millennials (ave 10.5% each).

- When choosing the style of accommodation boutique

hotels are most popular, claiming 54%

0

- Airbnb is on the rise, with 40% of millennials preferring to

stay in this style of accom
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BE THERE, BE RELEVANT, AND BE TRUST

ALLY ON THE GROUND EXPERIENCING T




Key Insights

- Again, only 1 in 5 millennials plan their full itinerary before
the arrive at their destination, which means the
opportunity to be there and be valuable when they're on

the ground 'experiencing' is significant.

Millennials are also frustrated at having to spend 'too
much time Googling' when they're travelling, further

oroving that no one is sufficiently meeting their needs.

- Whilst tips from friends and family trumps the list of
trusted recommendation sources, online articles is a

clear second.
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Aside from accommodation,
here’s what they’re spending on...

%
O,
76% 3 2/0 1%
. ——
EATING & DRINKING ACTIVITIES / TOURS CLOTHES SHOPPING FURTHER TRAVEL WITHIN TRINKETS, ANTIQUES,
THE AREA ARTWORK (THINGS | CAN'T

GET AT HOME



When Traveling
Domestically How Do You

Prefer To Get Around?

- They bow to whatever is most
convenient, but Uber plays a

big role

- Boys are bigger users of Uber,
girls are more likely to walk or

use whatever is convenient

147

WHATEVER IS MOST UBER PUBLIC TRANSPORT
CONVENIENT AT
THE TIME




Which Information Sources

MILLENNIAL TRUST IN MEDIA CHANNELS:

A FRIEND/FAMILY MEMBER GIVES A RECOMMENDATION
| READ AN ONLINE ARTICLE
| SEEA TV AD
| WATCH SOMETHING ON YOUTUBE
| SEE SOMETHING ON FACEBOOK
| READ A MAGAZINE ARTICLE
| READ A BLOG
| SEE SOMETHING ON INSTAGRAM
| SEE A MAGAZINE AD 12 %
| WATCH A VIDEO 192 %

| SEE A BILLBOARD 11%




Whatdrives you to trust a
travel business or brands

HAS A GOOD
REPUTATION

HAS A PROVEN TRACK
RECORD

IS OF HIGH QUALITY

MAKES MY LIFE EASIER

DELIVERS A SEAMLESS
CUSTOMER EXPERIENCE

MILLENNIAL

HAS A GOOD
REPUTATION

HAS A PROVEN TRACK
RECORD

IS OF HIGH QUALITY

IS FULLY TRANSPARENT
IN WHAT IT DOES

IS RUN BY PEOPLE THAT
HAVE A PASSION FOR
THEIR BUSINESS

BABY BOOMER

SOURCE: THE URBAN LIST TRUST RESEARCH 2016



Where Do Travel Brands
Iall On The Trust Scale?

Travel Category

DA _ A

TUL Travel Content



ur readers have
spoken: Tasmania
is their /1.

S EURBAN LIST

WIN YOUR
FOODIE TRIP TO TASSIE

ATTIFENTICN TRAVY FRS FOOMTFS WINF-IOVFRS
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WIN YOUR

DREAM FOODIE-TRIP TO TASSIE

gy

FLIGHTS ACCOMMODATlON + FOOD

Are you a traveller, a wine Jover and z fued enchusiast? Are you curious about what goes on in the dark depths
of Southera Tasmania in the midst of winte:r? We have the ultimate prize for you!

Inclusive of everyth!ng ycu could possibly reed tc immerse yourse fin the wonderment thart is Tassle,
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SIGN IN







UNIQUE AUDIENCE

WE'RE JUST A LITTLE BIT PROUD TO BE

AUSTRALIA'S #1
LIFESTYLE GUIDE

400.000 —

550.000 —

350.000 —

300.000 —

FEMALE . MALE
250.000 —

THE URBAN LIST PEDESTRIAN TV BROADSHEET JUNKEE CONCRETE PLAYGROUND

200.000 —

150.000 —

100.000 —

50.000 —

SOURCE: NIELSEN MARKETING INSIGHTS, APRIL 2017
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SUSANNAH GEORGE

CEO & RAVING TAS FAN

sgeorge@theurbanlist.com
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