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           ABOUT TSUSA 

Global Partner Programming 
 

86,053 Australians visited the USA in June, down -10% year-on-year. This brings the year-to-date total to over 

468,000 visitors, a decline of -2% YoY. The softer result continues a trend we observed in May and follows a brief 

rebound in April, which was buoyed by the timing of the Easter holiday period. (Source: i94 arrivals)  

 

Texas gains ground  

Texas saw a +11% increase in June arrivals, likely driven by strong perceived value and increased air access into 

Dallas and Houston. Texas is emerging as a viable alternative to traditional gateways like California, thanks to its 

affordable hotel rates and growing appeal as a culturally distinct destination. Travel South USA, will benefit from 

this gateway and value message as the easiest direct route into the region from Australia. 

 

 

Port of Entry June 2025 % Change YoY 

Texas 7,476 +11% 

California 40,245 -11% 

New York 8,886 -11% 

Florida 1,875 -12% 

Hawaii 10,280 -18% 

All other ports 17,291 -9% 

 

 

Why the dip? Australians typically book 3–4 months ahead, so June travel reflects decisions made in March. 

While media coverage of political events and a high-profile incident involving an Australian journalist in LA may 

have influenced sentiment, the key drivers appear to be economic:  

 

■ The AUD was trading at just 0.65c in June (up slightly from 0.62c in April but still low)  

■ U.S. prices remain high, especially when converted to AUD  

■ Asia offers greater perceived value, drawing price-sensitive travellers  

  

Travel South Visitation  

4,147 Australians listed Travel South as their first intended address in June, up 4% YOY.  

 

NZ Visitation to the USA   

In June, 22,867 New Zealanders travelled to the USA. Year-to-date, 113,000 Kiwis have visited the U.S., a decline 

of 2% YoY. Despite economic headwinds and rising living costs, New Zealand’s visitation remains above average 

relative to its population.  

 

Market Context  

Outbound travel from Australia remains strong overall. Between January and May 2025, 5.3 million Australians 

returned from overseas holidays—up +13% YoY (ABS). But the USA’s market share has slipped: it is now the 

6th most visited international destination for Australians, behind Indonesia, New Zealand, Japan, India and 

China. This time last year, it ranked 5th.  
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EXECUTIVE SUMMARY 
 

■ Annual Plan & Budget 

 

■ International Showcase Invites 

 

■ Gold Coast and Brisbane Meetings  

 

■ Gold Coast Trivia Event 

 

■ Continued Global Week Coverage  

 

■ Media Meetings 

 

■ Media Pitching 

 
 

Australia 
July Aug Sept Oct Nov Dec Jan 

FY 26 

Total 

10 

Partners 

 
AL 
KY 
LA 
NC 
SC 
TN 
WV 
MO 
MS 

ROTS 
 
 
 
 

 

Travel Trade 

Trade Meetings 15      

 

15 

 

Number of Agents 

Trained 

6       6 

  

Media Meetings 4       4 

Total number of articles 

published 
10   
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Impressions 14,403,597       14,403,597 
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II. COMMUNICATIONS & PR  
 

■ Annual Plan & Budget 

■ Continued Global Week Coverage.  

■ Media Meetings.  

■ Earned media Coverage Book  

■ Global Market Media Place 25 media Coverage Book  

 

 

 

 

 

https://app.coveragebook.com/29490/books/b14062a4c0375ecf
https://app.coveragebook.com/29490/folders/e0c8dd16-38c9-427b-b5d4-786c9cde733c


 

6 

 

COVERAGE:  
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Communications & PR 

 

Media Contacts (phone calls, emails, personal meetings) 
 

Contacts Interest/Status Follow-up/Next step 

Stuff.co.nz New role change: Emma handles the digital side of stuff.co.nz 

and Juliette handles the print/magazine side. They want pitches 

and famil invites to be sent to them both so they can assess 

whether the content or opportunity is better suited to their 

digital or print traveller audience.  

 

Main editorial opportunities are to send What’s New, What’s 

On info – only really unique or interesting news - for them to 

place in their column. Additionally, any insider tips or 

commentary on travel and destination experts. 

 

 

They let us know 

they don’t currently 

have any on-staff 

writers or 

freelancers 

travelling to the 

USA however, they 

will reach out if that 

changes for story 

opps. 

Dilvin Yasa, Freelancer  Interested in quirky angles if she’s writing about places that 

have already been covered lots. I.e. she took her kids to Vegas 

and wrote a piece about family travel  

 

Currently seeking small, unique destinations to visit.  

 

She is freelance but works as a columnist for Escape, going 

into the office once a fortnight.  

 

The team at Escape are having conversations in the office 

about how much they should cover US content, understanding 

the need to feature stories and continue to promote US travel.  

  

Friends with travel freelancers, regularly get together and 

discuss their travel plans, and story ideas.  

 

As part of Escape, she monitors emails sent in from the Escape 

audience.  

 

 

N/A 

Vanessa Brown, News.com.au Best way to work together on anniversaries is via a quirky or 

interesting angle and spokesperson.  

 

Have a new gallery format, they are finding this is good for 

newsworthy angles e.g. this region has seen a 100% increase in 

Australian visitation + gallery. 

N/A   

Josh Kuskopf, the TODAY show Very keen to work with American Destinations for broadcast 

pieces if the footage and experience is worth it. 

 

They need stellar on-ground footage. They are also key keen 

on live broadcasts.  

 

Recently did a great partnership with Hawaii. 

 

Competitions are huge engagement driver for them.  

N/A 
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Rosie Robinson, Coast FM, Jase, Toni and Sam have the top breakfast show in New 

Zealand.  

 

They can do shows internationally across a few days, pre-

record components across a weekend on-site.  

 

Pull in all hosts socials alongside the stations as part of it – 

huge value add and awareness driver  

 

Very lean team for these trips.  

Very interested in 

doing this from the 

South if there is 

interest.  
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III. TRAVEL TRADE 
Trade Contacts (phone calls, emails, personal meetings). 

Contacts Interest/Status Follow-up /Next 
step 

Cinzia Giacchi 

Partnerships Director 

 

Vinyl 

 

Update on Vinyl purchase of concrete playground and 

integration with new brands within the company. 

N/A 

Kristy Prince 

North American Product Manager 

 

Adventure World 

Discussion on the South and invitation to come to 

Travel South International Showcase. 

Ongoing 

Lee Ann Hoskin 

National Product Director 

 

Envoyage 

Update and information on the South including an 

invitation to Internal Showcase. Lee Anne is new to 

the role, but keen to explore further. Scheduled 

meeting in August to provide more details. 

Ongoing 

Chris Watson 

Owner 

 

Chris Watson Travel 

Support and reporting information for Chris Watson 

nomination for NTIA’s for Best Marketing Campaign 

with Travel South for Where Music Was Born. 

Ongoing 

Tim Holden 

Global Partnerships Manager 

 

Flight Centre 

Update on the South and invitation to International 

Showcase. 

Ongoing 

Adam Townsen 

Head of Product 

 

Travel Associates 

Update on the South and invitation to International 

Showcase. Unfortunately, no-one from Travel 

Associates can attend this year. 

N/A 

Gordy Baynes 

Showpony 

 

World Travellers NZ 

Meeting and update on World Travellers New Zealand, 

who are now buying their product from Infinity 

Holidays. 

Ongoing 

Visit USA Meeting Attendance at Visit USA Meeting N/A 

Anna Mc Creadie  

Event Manager 

 

Good Food and Wine Festival 

Meeting with Anna to discuss Sydney Good Food and 

Wine Festival exhibition and sponsorship options for 

June 2026. 

Ongoing 

Tracey Flower 

Personal Travel Specialist 

 

MTA Travel 

Referral and training on The Smoky Mountains region 

for client trip.  

N/A 
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Samantha Lang 

Luxury, Leisure & Cruise Travel 

Advisor 

Main Beach Travel 

Training and information on client trip to Nashville 

and Tennessee over the Christmas period. 

N/A 

Rose Febo 

Travel Advisors 

 

Travel Managers 

Training and itinerary support for solo traveller 

heading to the South. Recommended cruise’s and 

coach touring 

N/A 

Melanie Evans 

Senior Travel Advisor 

Travel Associates 

Training and support on southern itinerary including 

Louisiana, Tennessee, Mississippi and Alabama. 

N/A 

Wendy Allen 

Travel Advisor 

 

MTA Travel 

Training on Travel South USA, itineraries and touring 

options. 

N/A 

Carolyn Ahearne 

Personal Travel Manager 

 

Travel Managers 

Training and additional information on the 

Appalachian trail 

N/A 
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CAMPAIGNS & ACTIVITY 
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■ Resource Centre Updates  

 

 

What’s On:  

 
 

 
 

 

 

 

Whats New:  
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Market Update 

Economic & Market Update 
 

announcements were made in July:  

■ RBA holds interest rates steady  

The Reserve Bank of Australia (RBA) kept the official cash rate on hold at 3.85% in July. A split vote by the RBA’s 

rate-setting committee saw the majority opting to pause cuts for now, adding to ongoing uncertainty for Australian 

households. While many economists expected a rate reduction to follow May’s cut, the RBA noted it needed more 

evidence of inflation stability which it expected at the end of July. Source.  

■ Inflation has fallen to its lowest level in years  

Prices rose by 2.1% in the year to June, according to the Australian Bureau of Statistics (ABS). This matches the 

May inflation rate and marks the lowest annual increase since March 2021. The trend suggests inflation is 

stabilizing, which the RBA was hoping for before their August meeting. Source.   

■ 4.2% The unemployment rate this month  

The rate of unemployment rose slightly for the first time in 2025, now sitting at 4.2% according to ABS figures. 

While the increase is marginal, it signals a potential cooling in the labour market. Source.  

■ Travel demand is still high, despite cost-of-living pressures  

Australians continue to prioritise travel. International airline capacity in July was up 7.8% compared to the same 

time last year, with increased flight options and destinations fuelling holiday bookings during the winter school 

holidays. Source.  

■ Exchange rate remains a headwind for international travel  

The Australian dollar traded at an average of USD 0.65–0.654 in July, up marginally from June’s ~0.644 but still 

low by historical standards. This constrained AUD continued to erode travel value and remained a key barrier for 

Australian outbound visitation, particularly to pricier destinations like the U.S.  

Tour Operators & Travel Agencies 
 

■ HLO sees strong appetite for USA leisure travel: Helloworld’s wholesale brands Viva Holidays and Ready 

Rooms have bucked a global downturn in U.S. travel sentiment, recording a 77% increase in bookings to the country 

in the first half of Jul. The pleasing result followed a financial year 2025 growth of 48% for US bookings - increases 

achieved in a climate that Helloworld conceded still involves “complex” sentiment toward the major North 

American market. “Right now, we are seeing a clear message that the appetite for leisure travel to the US 

continues to be strong,” Helloworld’s Chief Operating Officer and Executive Director Cinzia Burnes said. Source.  

 

■ AMEX ceases packages: American Express Travel will stop selling combined flight and hotel packages from 31 

Jul as part of what it said is an overhaul of its online booking experience. According to Skift, the rejig comes as part 

of a more comprehensive process designed to make it easier to book entire trips through its website. Source.  

 

■ Flight Centre Luxury & Independent Division Huge Growth: FC’s independent brands portfolio including 

Envoyage, Link Travel Group, and Luxury Travel Collection grew from $30 million in 2018 to over $2 billion 

currently with 2,500 members globally across 5 markets. Global Ball Update  

 

■ Flight Centre’s Corporate Traveller Market Success: FCM Travel is one of 3 global players capable of servicing 

enterprise customers across 50-70 markets. FCM focuses on "brilliant basics" providing consistency across multiple 

markets, countries, and languages. Corporate division emphasizes AI integration, automation of ordinary tasks, and 

global online booking tool launching in coming months. Global Ball Update 

https://www.smh.com.au/politics/federal/a-split-reserve-bank-holds-rates-steady-for-now-20250708-p5mdal.html
https://www.abs.gov.au/media-centre/media-releases/cpi-rises-07-june-2025-quarter
https://www.abs.gov.au/statistics/labour/employment-and-unemployment/labour-force-australia/latest-release
https://www.smh.com.au/business/companies/busiest-winter-ahead-as-school-holiday-international-travel-soars-20250630-p5mbez.html
https://issues.traveldaily.com.au/2025/Jul25/td170725.pdf
https://issues.traveldaily.com.au/2025/Jul25/td170725.pdf
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■ Flight Centre's Sales Target for 2030: FC has the goal of reaching $9 billion in sales by 2030 with 3,000 shops or 

billboards globally. Global Ball Update   

 

■ Air New Zealand has launched a US fare sale on to 28 Jul: One-way low season fares ex AKL, for travel 20 Oct-

07 Dec, start from $826 to LAX, $861 to SFO, $921 to HOU and $1010 to NYC. Source.  

 

■ Chat GPT travel agents have launched in Australia: Chat GPT’s much-hyped AI Agent functionality has now 

rolled out in Australia. The new tech allows users of the OpenAI app to give it specific agent tasks, such as 

comparing the prices and booking tours, hotels, and flights. Source.  

 

■ BCD Travel and AI travel tech firm Oversee have expanded their partnership following a successful pilot 

that enhanced agent workflows and SLA adherence: Oversee’s AI-driven platform will now be rolled out across 

BCD’s operations to automate tasks like booking requests, exchanges, and shell PNR creation. Source.  

 

■ Traveloka has launched in Australia: Traveloka is inviting local travel agents, wholesalers, and tour operators to 

diversify their offerings via its all-in-one platform covering flights, stays, transport, and in-destination experiences. 

The company aims to ease common travel pain points through local supply networks and is open to API integrations 

and partnerships with the Australian travel industry. Source.  

 

■ Expedia TAAP Rolls Out New Tools to Empower Travel Advisers: Expedia TAAP has launched a suite of 

platform upgrades aimed at boosting flexibility, efficiency, and earnings for travel advisers. Key features include 

extended “book now, pay later” options, easier booking modifications, expanded payment methods, and a built-in 

service charge tool, reaffirming the value of human expertise in a tech-driven industry. Source.  

 

■ Sabre: Content Fragmentation Driving Up Agency Costs: A Sabre survey reveals that 91% of travel agencies 

rely on four or more booking systems, leading to rising costs and reduced efficiency. In response, Sabre has 

launched SabreMosaic™, a unified, AI-powered travel marketplace designed to streamline content access, automate 

workflows, and improve customer experience through a single platform. Source.  

 

■ New AI platform "to transform" content creation for luxury travel advisors: Pixi is ground-breaking 

technology that enables hotels and suppliers to become discoverable, giving travel advisors immediate, on-brand 

access to the content they need to inspire, quote, convert and market. It’s a cloud-based platform that functions as a 

visual command centre for luxury travel brands. Source.  

 

■ Social media duo The Inspired Unemployed have officially launched ARRIVAL, a curated travel brand 

offering immersive small-group adventures. The brand features more than 50 immediately bookable multi-day 

experiences in destinations such as Italy, Tanzania, Nepal, and Sri Lanka, with prices starting from AUD $999. 

Source.  

 

■ Minor Hotels has consolidated the booking process and resources for its 560 properties into a new platform 

designed for B2B clients, including agents. Known as Minor Pro, the new global offering brings together rates, 

booking tools and inventory channels for the entire network into one system for sellers. Source.  

 

■ Ansett is back! It’s now a travel brand powered by AI: Ansett has relaunched with aspirations to build Ansett 

into the ultimate digital travel agent with hundreds of generative AI agents that will do everything from pricing 

holidays to offering customer support to creating and publishing advertising material to inventory optimisation, and 

more. Source.  

 

■ Helloworld Lifts FY Earnings Forecast: Helloworld has upgraded its 2024/25 underlying EBITDA guidance to 

$58–$62 million, up from $52–$56 million, citing improved margins, cost controls, and gains in its Webjet stake. 

https://traveltoday.co.nz/lite/wp-content/uploads/TravelToday-5069-18Jul25.pdf
https://issues.traveldaily.com.au/2025/Jul25/td210725.pdf
https://issues.traveldaily.com.au/2025/Jul25/td210725.pdf
https://issues.traveldaily.com.au/2025/Jul25/td210725.pdf
https://eglobaltravelmedia.com.au/2025/07/22/expedia-taap-unleashes-new-tools-to-empower-travel-advisers/
https://www.travelmonitor.com.au/content-fragmentation-is-escalating-agency-costs-and-frustrating-customers/
https://karryon.com.au/luxury/ai-content-creation-for-luxury-advisors/
https://karryon.com.au/industry-news/touring/the-inspired-unemployed-arrival/
https://issues.traveldaily.com.au/2025/Jul25/td250725.pdf
https://www.mediaweek.com.au/ansett-is-back-its-now-a-travel-brand-powered-by-ai/


 

32 

 

Despite softer long-haul demand, mid-range destinations like Japan and Fiji are performing well, with ReadyRooms 

bookings up 110% and cruise sales also showing strong growth. Source.  

 

 

Traveler Insights  

 
■ Why Aussies still trust travel agents over TikTok and AI: Travel agents remain the top choice for many Aussies 

when booking holidays, new research from Passport Card Australia has found. Despite the rise of TikTok trends and 

AI tools like ChatGPT and Gemini, two in five (39 per cent) Australians still rely on a travel agent to book their next 

getaway. That’s more than double the number using TikTok (15 per cent) or AI (14 per cent). Source.  

 

■ More than two-in-three Aussies have cashed in on reward points in the last year, with travel one of the most 

popular verticals to spend them on: New research by comparison website Finder also revealed that an average of 

one in 10 Aussies are using loyalty points on flight rewards seats. Hotel stays (8%), points plus pay for flights (9%) 

and flight seat upgrades (5%) rounded out the top ways Aussies redeemed their hard-earned points. Source.  

 

■ Spike in Xmas Bookings: A surge in international flight bookings in Jul for travel over the Christmas holiday 

period represents a 30% increase on the same period in Jun last year. Bookings for travel between 13 Dec and 10 Jan 

2026 saw a 47% jump for international flights for Jul 2025 vs Jun 2024. Source.  

 

■ 9Travel survey indicates Hawaii is the most desired U.S. city to visit next for readers: New statistics have 

revealed a major shift in the overall travel sentiment towards the US, after many travellers swore off visiting the 

country following Trump's re-election and resulting policies. Hawaii, New York, Alaska, California, Florida, 

Colorado and Utah were the top picks, in that order. Source.  

 

■ Australian students wishing to travel to the USA for study hit with new fee: Australians wishing to travel to the 

United States to study will be hit with the new US$250 (A$380) ‘visa integrity fee’, part of President Donald 

Trump’s ‘One Big Beautiful Bill’. While Aussies travelling to the US for less than 90 days on the ESTA will be 

exempt, student visas F-1 and F-2 will be slugged with the new entry tax. Source.  

 

■ Global corporate travel growth has slowed in 2025 due to trade tensions and economic pressures, according 

to the GBTA: While travel spend is still expected to reach US$1.57 trillion with 6.6% growth, this is down from 

previous double-digit increases. Trade policy uncertainty, including U.S. tariffs, is cited as a major factor affecting 

business travel trends worldwide. Source.  

 

■ Arkansas Tourism Hits $17.4B Thanks to Outdoor Boom: Arkansas’s tourism economy soared to $17.4 billion 

in 2024, fueled by a record 52 million visitors and a booming outdoor recreation sector now surpassing agriculture 

in GDP impact. With over 102,000 tourism-supported jobs and $7.3 billion from outdoor activities alone, the state is 

proving that natural assets and strategic planning make for serious economic growth. Source.  

 

■ 1/3 of Aussie’s use AI for Travel Planning: In a survey of over 1,000 Australian adults, three in ten (28.8%) 

respondents said they relied on AI tools to lock in travel deals, scout destinations and find activities, (11.5%) are 

specifically using AI for destination recommendations, (10.3%) are seeking out deals, (9.4%) look for recreational 

activities and accommodation, (9%) use AI to create itineraries, (8.2%) search for flights and transport, (3.2%) use 

AI to understand currency conversion. Source.  

  

Air Lift 
 

■ Qantas officially welcomes new Airbus jet & expects it to be a game-changer. The new aircraft is the first of 28 

A321XLRs Qantas has on order and represents “a pivotal step” in the carrier’s fleet renewal program. Source.  

https://tdlists.traveldaily.com.au/new/display.php?M=324415&C=01fe136ab5934b8e29d9a16f7bd9e897&S=63231&L=13&N=32562
https://karryon.com.au/industry-news/aussies-still-back-travel-agents/
https://issues.traveldaily.com.au/2025/Jul25/td150725.pdf
https://issues.traveldaily.com.au/2025/Jul25/td180725.pdf
https://travel.nine.com.au/latest/usa-travel-statistics-increase-best-states-to-visit-exclusive/597b43a0-55bb-4563-8bf8-0fb45010a894
https://issues.traveldaily.com.au/2025/Jul25/td210725.pdf
https://issues.traveldaily.com.au/2025/Jul25/td220725.pdf
https://eglobaltravelmedia.com.au/2025/07/22/arkansas-visitor-spending-hits-17-4b-with-outdoor-boom/
https://karryon.com.au/industry-news/how-many-aussies-use-ai-plan-travel/
https://karryon.com.au/industry-news/qantas-welcomes-new-airbus-plane/
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■ One World Airline Alliance: The airline alliance that counts Qantas as a member has set the goal of integrating all 

15 carriers into its technology platform by the end of the year. When all oneworld members are connected, it will 

open up a host of traveller benefits, including cross-airline boarding passes on multi-airline itineraries. Source.  

 

■ American Airlines is bringing back its Flagship Suite experience on flights between Brisbane and Dallas this 

October: Beyond the DFW-to-BNE route, American will offer the suites on select flights from DFW, Chicago 

(ORD) and Philadelphia (PHL). Source.  

 

■ Hawaiian Airlines is ramping up its winter 2025–26 schedule with additional services on high-demand routes 

connecting Honolulu to Sydney, Los Angeles and Seattle. The Honolulu–Sydney route will increase from five 

flights per week to daily service between 18 December 2025 and 31 January 2026. The move is expected to benefit 

Australian travellers looking for a tropical escape or to reconnect with family during the peak summer period. 

Source.  

 

■ Qantas NRL Charter: Qantas has again scheduled a series of charter flights to take rugby league fans to and from 

Las Vegas as part of the NRL’s third season-opener in 2026. The Flying Kangaroo will operate one Boeing 787 

Dreamliner from Brisbane on 25 Feb and three more from Sydney on 24 Feb and 25 Feb for the event on 28 Feb, 

returning on 01 Mar and 02 Mar. Source.  

 

■ Qantas has a red sale on for Australia to USA flights: Sydney, Melbourne or Brisbane flights to Los Angeles 

starting at AUD$1,099 and to Dallas for $1,599. Source.  

Media 
 

■ News.com.au also relaunches commercial video proposition via Tubi: 
News Australia has unveiled All Screens for All Australians, a refreshed video advertising solution 
integrating News’ short-form video products with Tubi’s ad-supported streaming service. The offering 
spans mobile, desktop, tablet, and connected TV, giving brands unified access to over five million video 
viewers. Key innovations include a new adaptive video player, targeted CTV segments, and enhanced ad 
formats such as the First Ad Takeover. News Australia reports one billion videos consumed on its network 
in the past year, with Tubi viewing hours rising 30% since their partnership began in March. Source 
 

■ Man of Many launches 8 new newsletter verticals: Man of Many, Australia’s largest men’s lifestyle 
publication, today announced the launch of a comprehensive user sign-in system and eight new niche 
newsletter verticals. One of these verticals being ‘Compass’, which is for Lifestyle & Travel stories. 
Source. 
 

■ Google escalates fight to keep kids on YouTube: With Australia’s Online Safety Act amendments set to 
block under-16s from social media in December, Google is pushing back against the inclusion of YouTube 
in the ban. The tech giant launched an ad campaign framing YouTube as “where teens come to learn” and 
warned the government of potential legal action, arguing the platform is misclassified as social media. The 
government remains firm, with ministers rejecting pressure from Google, and the eSafety Commissioner 
reiterating that no platform should receive exemptions. A YouTube Creator Day at Parliament House is 
scheduled to further lobby policymakers. Source 
 

■ ABC overtakes News Corp in online readership: ABC News has pulled ahead of News Corp’s 
news.com.au in digital audience rankings, reaching 13.9 million Australians in May - over two million 
more than its rival. The shift follows leadership changes at news.com.au and reflects growing trust in the 
public broadcaster’s online offering. Source 
 

■ Australia leads the world in Reddit usage: 
Australia now has the highest global penetration of Reddit, with 33% of internet users over 16 accessing 

https://issues.traveldaily.com.au/2025/Jul25/td140725.pdf
https://latteluxurynews.com/2024/02/02/aa-dfw-bne/
https://www.travelmonitor.com.au/hawaiian-airlines-ramps-up-winter-schedule-to-daily-flights-from-sydney/
https://issues.traveldaily.com.au/2025/Jul25/td290725.pdf
https://traveltalkmedia.com.au/qantas-sale-offers-something-for-everyone/
https://www.bandt.com.au/news-australia-relaunches-commercial-video-proposition-via-tubi/
https://mumbrella.com.au/man-of-many-deploys-user-sign-in-system-and-eight-new-newsletters-882585
https://mumbrella.com.au/google-turning-up-the-heat-in-fight-to-keep-kids-on-youtube-883047
https://www.crikey.com.au/2025/06/25/the-new-york-times-bbc-the-australian-abc-sbs-herald-sun-courier-mail-rankings-news/#:~:text=ABC%20News%20and%20news,the%20two%20month%20by%20month
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the platform monthly—almost triple the global average of 11.9%. Reddit’s ad reach in Australia extends to 
94% of the population aged 13+, and the country ranks as a top-five market for the platform. Despite a 
slight quarterly dip in ad reach, Reddit’s mainstream adoption and advertising potential continue to grow. 
Source 
 

■ Tourism Australia unveils next phase of ‘Come and Say G’Day’: 
Tourism Australia has launched the second iteration of its Come and Say G’Day global campaign, 
featuring Ruby the Kangaroo alongside celebrities tailored to key markets, including Robert Irwin (US), 
Nigella Lawson (UK), Yosh Yu (China), Sara Tendulkar (India), and Abareru-kun (Japan). The campaign, 
rolling out in phases across China, India, the US, UK, Japan, Germany, and South Korea, aims to deepen 
emotional connections with travellers through market-specific storytelling. The push builds on a 10% rise 
in holiday consideration from the first campaign phase. Source 

 

■ Urban List releases 2025 Travel Trends Report: 
Urban List’s Where To, Really? report, based on a survey of 4,041 Australians and New Zealanders 
(primarily Millennials and Gen Z), reveals how travel motivations and behaviours are evolving in 2025. 
Respondents are highly engaged travellers, with a strong preference for real, meaningful experiences over 
curated, trend-driven itineraries. 

o High travel intent: 83% plan at least one domestic trip, with 49% planning 2–3 trips and 27% 
planning four or more. 

o International appetite: 69% intend to travel overseas in the next 12 months, and 36% are 
planning multiple international holidays. 

o Trip preferences: 72% prefer shorter breaks (3–5 nights) over extended holidays. 
o Motivations: Cultural immersion and food experiences are top drivers, with 78% stating food and 

drink scenes heavily influence destination choice. Wellness travel is also significant, with 52% 
seeking destinations offering relaxation and rejuvenation. 

o Travellers are rejecting “performative” travel and moving away from Instagrammable 
itineraries in favour of emotionally resonant, authentic experiences. 

o Food is a deciding factor, placing culinary storytelling at the heart of destination choice. 
o Cultural curiosity is peaking, with travelers seeking deep engagement with local communities, 

traditions, and heritage. 
o Wellness is broadening beyond spa escapes to include nature, disconnection, and slow travel. 
o The short-break boom continues, opening opportunities to market modular itineraries, weekend 

escapes, and regional travel. 
o Travel is seen as emotionally essential, not just recreational — a way to reset and reconnect with 

oneself, others, and the world. Source 

 

 
 
 
  
 
 
 
 
 
 

https://mumbrella.com.au/australia-leads-the-world-in-reddit-usage-882656
https://www.travelandtourworld.com/news/article/how-tourism-australia-is-shaping-2025-travel-trends-come-and-say-gday/
https://docs.google.com/presentation/d/e/2PACX-1vRgw1iBgltLjpMnWQNruKQWU6hdi3YC6QzxbBlBCt9SUk4eRZK-oVkJpHbMilhOJNfQYc7MqxX3fu-Z/pub?start=false&loop=false&delayms=3000&slide=id.g367f4a44ca8_0_10
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Actions 
 

■ Brisbane Sales Calls and Meeting 

 

■ Gold Coast Road Tripping Trivia 

 

■ Good Food & Wine Festival Planning 

 

■ Trade & PR Newsletter  

 

■ International Showcase Invitations  

 

■ Media Meetings 

 

■ Media Pitching  

 
 


