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Wednesday, 19 April 2017 

The rise of multi-destination travellers in the 
experience economy 

In what is known as the experience economy, travellers are looking for more than just one 
holiday destination. A third of the 2.5 million Aussies who went overseas on their last trip 
visited multiple destinations looking to find and capture new experiences. 

 

These experience economy travellers were intent on experiencing the local culture (85 per cent 

of them). And they’re prepared to spend more ($215 per person per night) and stay away 

longer (32 nights on average) to ensure their desire for a rich experience is met.  

Comfort is a key part of the holiday experience for experience economy travellers: they’re 

almost six times more likely than average to travel on a cruise ship for at least some of their 

holiday and more than three times as likely to stay in luxury five-star accommodation. 

Multi-destination travellers  

 
Source: Roy Morgan Holiday Tracking Survey, January-December 2016, 9,509 (of whom1,532 went overseas 
for last holiday). Base: Australian holiday-goers 14+ 

In the traditional economy, of the 13.5 million Australians who took at least one holiday last 
year the vast majority (84.5%) of them visited just one destination on their trip, were away for 
only six nights, and spent an average of $160 per person per night.  

    

Michele Levine, CEO, Roy Morgan Research, says: 

“For many travellers, the perfect holiday is one in which they do as little as possible 

(preferably while lying on a beach towel), but in the experience economy travellers 

visiting multiple destinations tend to seek out more active, engaged experiences.  

Number who visited multiple destinations 777,000 (or 32% of total overseas holiday-goers)

Average length of multi-destination holiday 32 nights

Average amount spent per person per night* $215

% who like to 'holiday where I can experience the 

local culture'
85%

% who belong to AB or C socio-economic quintiles* 54%

OVERSEAS HOLIDAY-GOERS WHO VISITED MULTIPLE DESTINATIONS ON LAST TRIP
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“Data from Roy Morgan’s Holiday Tracker shows that Aussies travelling to multiple 

overseas destinations are especially committed to wringing every last drop out of the 

experience. For many, it might be the trip of a lifetime that they’ve been looking 

forward to for years, a one-off holiday that they’re counting on to deliver on all fronts 

(even if they have to pay more).  

“Tourism operators, travel agents and accommodation providers that help them 

achieve their holiday dreams—giving them not a simply a nice place to stay and sights 

to tick off their list, but a sense of active participation—stand to benefit. These industry 

players should also be aware that above-average proportions of international and 

domestic multi-destination travellers are from the more affluent end of the socio-

economic spectrum.” 

For comments or more information about Roy Morgan Research’s tourism and travel 
data, please contact: 

Roy Morgan Research -- Enquiries 
Office:  +61 (3) 9224 5309 
askroymorgan.@roymorgan.com 

About Roy Morgan’s Holiday Tracking Survey 

Roy Morgan’s travel and tourism research quantifies the dollar-value of the tourism industry’s 
diverse markets; and includes detailed information and insights into what activities people look for 
when travelling, who they travel with, where they get their information, whose advice they seek 
when planning a holiday and much more. 

Browse our extensive range of Travel and Tourism profiles and reports, including our Holiday Travel 
Intention report, and profiles of Australians intending to visit different overseas destinations on 
holiday. 

About Roy Morgan Research 

Roy Morgan Research is the largest independent Australian research company, with offices in each state 
of Australia, as well as in Indonesia, the United States and the United Kingdom. A full service research 
organisation specialising in omnibus and syndicated data, Roy Morgan Research has over 70 years’ 
experience in collecting objective, independent information on consumers. 

Margin of Error 

The margin of error to be allowed for in any estimate depends mainly on the number of interviews on 
which it is based. Margin of error gives indications of the likely range within which estimates would be 
95% likely to fall, expressed as the number of percentage points above or below the actual estimate. 
Allowance for design effects (such as stratification and weighting) should be made as appropriate. 

Sample Size Percentage Estimate 

 40%-60% 25% or 75% 10% or 90% 5% or 95% 

5,000 ±1.4 ±1.2 ±0.8 ±0.6 

7,500 ±1.1 ±1.0 ±0.7 ±0.5 

10,000 ±1.0 ±0.9 ±0.6 ±0.4 

20,000 ±0.7 ±0.6 ±0.4 ±0.3 

50,000 ±0.4 ±0.4 ±0.3 ±0.2 
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