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INTRODUCTION 
 
While there is no one common definition for luxury travel, there are a number of 
characteristics common to those seeking luxury travel. These may include travellers seeking 
a full range of travel experiences from the active to the passive; being health conscious; 
having the attitude that time is money and are willing to pay extra in order to save time; 
seeking unique educational experiences or experiences that enrich them both spiritually and 
psychologically; seeking both personal and family experiences on the same trip; tending to 
be both sophisticated and knowledgeable about the destination and experiences on offer.  
 

The ‘cost versus value’ proposition is alive and well among the affluent, including those from 
the USA, meaning they also value a good deal. Luxury consumers are smart and know how to 
find deals such as, ‘stay four nights and pay for three’. 

Sources:  

Cashing in on the Luxury Travel Market.  January 2012http://www.tourismandmore.com/tidbits/the-tourism-
outlook-for-2014 

Affluent Consumers and their Travel Plans 2013: A Unity Marketing Luxury Trend Report 

 

 

 

 

 

 

 

 

 

Definition and Notes 
 
For the purpose of this factsheet the ‘USA luxury holiday market’ has been defined as those USA visitors who 
stayed at least one night in a  4 or 5 star hotel, serviced apartment or luxury resort and whose purpose of visit 
was for a holiday. Comparisons to the “overall luxury holiday market visitor” in this fact sheet are made using 
this definition. 
Figures for this factsheet are from Tourism Research Australia’s International Visitor Survey for the year ending 
September 2013.  
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MARKET SIZE 

In the year ending September 2013, there were 87,200 USA luxury holiday visitors to 
Australia who stayed just over half a million nights.  

The USA luxury holiday market contributed 38% of all USA holiday visitors to Australia. 

 The size of the USA luxury holiday visitor market to Australia in 2013 vs. 2012 grew at 
a slower rate (12%) than for the overall luxury holiday market (14%). When measured 
in terms of the number of nights, there was an increase of 14% compared with 2012, 
however still lower than the overall luxury holiday market increase of 21%. 

 Over the longer term, it is clear that the Eastern luxury holiday market to Australia is 
in the ascendancy (up 21% in 2013 compared to 2008) while the Western market was 
down 27% for the same period. 

 Compared to 2012, luxury holiday visitors from the Eastern markets delivered higher 
growth to Australia than did the Western markets (up 20% vs. 6%).  

 The top five regional destinations in Australia visited by the USA luxury holiday 
market to Australia were Sydney (65%), Tropical North Queensland (29%), 
Melbourne (19%), Lasseter (12%) and Brisbane (8%). 

In the year ending September 2013, there were 59,500 USA luxury holiday visitors to NSW 
who stayed 225,600 nights in the State. USA luxury holiday visitors contributed 36% of all 
USA holiday visitors to NSW and 16% of all USA holiday nights.  

 For NSW as a whole, the size of the USA luxury holiday visitor market grew by 13% in 
2013 vs. 2012 compared to 17% for the overall luxury holiday market. Nights spent in 
NSW by the USA luxury holiday market increased by 4% compared with 2012, 
whereas for the overall luxury holiday market the increase in nights was 21%. 

In terms of State comparisons, NSW and Queensland dominated both visitor numbers and 
nights from the USA luxury holiday market to Australia.  

 NSW hosted overnight stays for over two thirds of the market in 2013 (68% or 59,500 
visitors) while Queensland hosted 42% of USA luxury holiday visitors or 36,600 
visitors and Victoria hosted 20% or 17,700.  

 There was a reasonable gap between visitation to the top three states and to the 
other Australian States by USA luxury holiday visitors. The Northern Territory 
attracted 15% or 12,900 of USA luxury holiday visitors and the remainder of the 
Australian States attracted only minimal visitation (under 5%) by USA luxury holiday 
visitors. 

 New South Wales, Queensland and Victoria accounted for 86% of all USA luxury 
holiday nights spent in Australia in 2013. NSW accommodated 225,600 nights, more 
than Queensland’s 142,500 nights, while Victoria hosted 77,200 nights. 

 USA luxury holiday visitors had an average length of stay of 3.8 nights in NSW, an 
average of 3.9 nights in Queensland, while Victoria attracted a longer average length 
of stay of 4.4 nights. 
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VISITOR EXPENDITURE 

USA luxury holiday visitors to NSW had a market expenditure of $111.5 million in the year 
ending September 2013, which was 15% of all luxury holiday expenditure to the State. 

USA luxury holiday visitors to NSW have a higher spend per day than the overall luxury 
holiday visitor ($494 vs. $470). With a higher daily spend and their slightly longer length of 
stay in NSW (3.8 nights vs. 3.4 nights), USA luxury holiday expenditure per visitor is more 
than for the overall luxury holiday visitor ($1,874 vs. $1,592). 

 The USA luxury holiday market was far less likely to arrive in Australia with some pre-
paid package arrangements (38%) when compared to the overall holiday market 
(57%).  

 Nonetheless, the USA luxury holiday market’s biggest expenditure item is ‘package 
tour’ (44% of all expenditure) which is in line with the overall luxury holiday market.  

 The preference for making independent travel arrangements by the USA luxury 
holiday market means that the proportion of their ‘non-package’ expenditure spent 
on items such as international airfares, food and drink and accommodation is higher 
than for those using package arrangements. USA luxury holiday independent (non-
package) travellers have higher expenditure on ‘organised tours’ than independent 
travellers in the overall luxury holiday market (10% vs. 5%). 

 
Table 1: Percentage of Visitor Expenditure on individual items  

Expenditure items 

USA Luxury Holiday Visitors to NSW Overall Luxury Holiday Visitors to NSW 

Package 
Non-

package TOTAL Package 
Non-

package TOTAL 

Package tour 87% 0% 44% 76% 0% 44% 

Shopping to take home 4% 3% 4% 14% 7% 11% 

International airfares 0% 39% 19% 0% 33% 14% 

Food and drink 5% 12% 8% 4% 15% 9% 

Accommodation 1% 18% 9% 0% 17% 8% 

Organised tours 2% 10% 6% 3% 5% 4% 

Source: International Visitor Survey, Year Ending September 2013. 
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VISITOR PROFILE  

The profile of the USA luxury holiday market to NSW in the year ending September 2013, in 
comparison to the overall luxury market to NSW is as follows: 

The USA luxury holiday market has decreased from 16% in 2008 to 13% of the overall luxury 
holiday market to NSW in 2012-13, losing its number one rank to China in 2010. 
 

 

In terms of expenditure, the USA luxury holiday market had the second highest expenditure 
of the luxury holiday markets to NSW in year ending September 2013. The importance of the 
USA luxury holiday market’s expenditure has decreased from 17% of overall luxury holiday 
market expenditure in 2008 to 15% in 2013. 

 

Source: International Visitor Survey, Year Ending September 2013. 
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Travel party, age and gender 

The USA luxury holiday market who visited NSW was dominated by adult couples (46%), 
followed by unaccompanied travellers (26%) and friends and/or relatives (17%). In 
comparison to the overall luxury holiday market, family groups were less important (10% vs. 
20%).   

Like the overall luxury holiday market, the USA luxury holiday market was more likely to be 
female than male (52% vs.48%).  

The biggest USA luxury holiday age segment was aged 60+ (36%), followed by 45 - 59 years 
(31%), 30 - 34 years (22%), and 15 - 29 years (11%). The USA luxury holiday market was older 
with 67% aged 45 years+ compared to the overall luxury market with 58% aged 45 years+. 
 
Package and group tour arrangements 

The USA luxury holiday market used package arrangements considerably less (38%) than for 
the overall luxury holiday market (57%). The USA luxury holiday market was also less likely 
than the overall luxury holiday market to travel as part of a group tour (20% vs. 42%). 
 
First vs. repeat visit  

The USA luxury holiday market to NSW were more likely to be on their first visit to Australia 
(74%) compared to the overall holiday luxury market (69%).   
 
Transport 

Transport used between stopovers by the USA luxury holiday market in comparison to the 
overall luxury holiday market showed they were most likely to travel by aircraft (44% vs. 
33%), followed by the use of taxi or chauffeur driven car (21% vs. 17%).  It was more likely 
that the USA luxury holiday market would utilise ‘hotel or motel shuttle or courtesy bus’ in 
comparison to the overall luxury market (12% vs. 6%). The USA luxury holiday market was 
just as likely as the overall luxury holiday market to travel by local public transport (9% vs. 
8%), travel private or company car (7% vs. 6%) and to use rental vehicles (5% vs. 6%). 
 
Places visited in NSW 

Sixty eight per cent of the USA luxury holiday market visited the Blue Mountains in the year 
ending September 2013 compared with 71% of the overall luxury holiday market. 

The USA luxury market’s visits to the Blue Mountains were primarily taken as a daytrip from 
Sydney. This was also true of the overall luxury holiday market. The ‘Hunter’ was the second 
most visited place (14%) in NSW by the USA luxury holiday market in 2013, primarily for a 
daytrip. Whilst Wollongong, Byron Bay, Port Stephens and the Central Coast each attracted 
between 6% and 10% of the USA luxury holiday market. 
 
Precincts and attractions visited in Sydney 

Both the overall luxury holiday and the USA luxury holiday markets were more likely to visit 
Sydney’s tourist attractions than its tourist precincts. Table 2 compares places visited by the 
USA luxury holiday markets in 2013 with the overall luxury holiday market to NSW. The 
Sydney Opera House and Sydney Harbour Bridge were the two most visited attractions in 
Sydney while Darling Harbour was the most popular tourist precinct. 
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Table 2: Precincts and attractions visited in Sydney  

USA luxury 

holiday visitors 

to NSW

Overall luxury 

holiday visitors 

to NSW

Attractions

Sydney Opera House 84% 86%

Sydney Harbour Bridge 78% 79%

Royal Botanical Gardens 47% 43%

Sydney Aquarium 21% 23%

Sydney Tower Eye 14% 22%

Taronga Zoo 20% 15%

The Star casino 6% 13%

Art Gallery of NSW 11% 12%

Australian Museum 9% 11%

Museum of Contemporary Art 12% 10%

Sydney Wildlife World 10% 9%

Powerhouse Museum 2% 2%

Precincts

Darling Harbour 77% 73%

The Rocks 72% 51%

Bondi 47% 51%

Chinatown/Haymarket 38% 50%

Manly 38% 33%

Kings Cross 23% 31%  

Source: International Visitor Survey, Year Ending September 2013 

 
Activities 

Both the USA luxury holiday market and the overall luxury holiday market had very high 
participation rates in activities which involved a social element, (both 99%). The participation 
rates were the same for ‘Outdoor/Nature’ activities (both 92%) and those involving ‘Local 
attractions/Tourist activities’ (both 90%). ‘Arts/Heritage’ (75% vs. 72%) and ‘Active 
outdoor/Sports’ (49% vs. 37%) activities were more popular with the USA luxury holiday 
market than the overall luxury holiday market  

The top ten activities undertaken by the USA luxury holiday market during their trip in 
Australia were relatively similar to that of the overall luxury holiday market. Eating at 
restaurants and cafes’ was most popular activity for both markets. 

The USA luxury holiday market was more likely to be on ‘guided tours or excursions’ than the 
overall luxury holiday market (57% vs. 29%). The USA luxury holiday market was also much 
more likely to go to pubs, clubs discos (49% vs. 27%), go snorkelling (34% vs. 16%) and to 
participate in ‘Indigenous culture activities’ (31% vs. 15%) than the overall luxury holiday 
market. The USA luxury holiday market however was far less likely to go to amusements or 
theme parks (9% vs. 22%).  
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Table 3: The top ten activities undertaken  

USA luxury 

holiday 

visitors to 

NSW

Overall luxury 

holiday 

visitors to 

NSW

Eat out / dine at a restaurant and/or cafe 95% 88%

Sightseeing/looking around 92% 84%

Go shopping for pleasure 81% 86%

Go to the beach (incl swimming, surfing, diving) 68% 79%

Charter boat / cruise / ferry (from 2003  onwards) 67% 54%

Visit wildlife parks / zoos / aquariums 64% 56%

Visit national parks / State parks 63% 64%

Visit botanical or other public gardens 59% 54%

Go on guided tours or excursions 57% 29%

Go to markets (from 2000  onwards) 54% 47%  

Source: International Visitor Survey, Year Ending September 2013 

 
Information Sources 

The Internet and travel agents were the main sources of information used to plan the trip by 
both the USA luxury holiday market and the overall luxury holiday market to NSW.  

Over half the USA luxury holiday market used the Internet (55%), followed by travel agents 
(28%).  

The USA luxury holiday market has a preference for independent travel and hence, they 
have less reliance on travel agents than the overall luxury holiday market (28% vs. 36%). 
Travel book or guide was more likely to be used by the USA luxury holiday market than the 
overall luxury holiday market (22% vs. 16%). There was a similar reliance on friends and 
relatives living in Australia for information to help plan the trip to Australia compared to the 
overall holiday market (17% vs. 16%). 
 
Table 4: The main information sources used before the trip to Australia 

USA Luxury 

holiday visitors to 

NSW

Overall luxury 

holiday visitors 

to NSW

Internet 55% 48%

Travel Agent 28% 36%

Travel book or guide 22% 16%

Friend or relative living in Australia 17% 16%

Friend or relative who has visited Australia 10% 14%

Tour operator 9% 3%

Films or TV or radio program 5% 3%

No information obtained 3% 6%  

Source: International Visitor Survey, Year Ending September 2013 
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Internet Use  

The USA luxury holiday market’s main use of the Internet before the trip was to ‘find out 
more about Australia after deciding to visit’ (64%), similar to the overall luxury holiday 
market (61%). Due to their more independent approach to travel, they have higher use of 
the Internet for many aspects of their trip than the overall luxury holiday market. 

Table 5: Reasons for using the Internet 

USA Luxury 

Holiday 

Visitors to 

NSW

Overall 

Luxury 

Holiday 

Visitors to 

NSW

To find out more about Australia after you decided to visit 64% 61%

To help plan your Australian trip itinerary 57% 48%

To look for airfares or air schedules: - for travel to Australia 57% 39%

To find out about accommodation in Australia 52% 38%

To organise visa and travel insurance relating to this trip to Australia 47% 28%

To find out about events or activities within Australia 46% 33%

To participate in travel-related chat rooms about Australia 35% 27%

To look for airfares or air schedules: - for travel within Australia 32% 18%

To help plan other transport options within Australia (e.g., car rental, public transport, etc.) 28% 20%

To help decide whether or not to visit Australia 14% 15%

Other reasons 69% 70%  

Source: International Visitor Survey, Year Ending September 2013. 

 
Items pre-booked using the Internet 

The USA luxury holiday market to NSW was more likely than the overall luxury holiday 
market to book some elements of their trip on the Internet prior to arrival in Australia (53% 
vs. 38%). 

Of those who booked via the Internet, the main items booked included international airfares 
(75%), accommodation (66%), visas (48%), domestic airfares (32%), organised tours (21%), 
rental vehicles (16%), entertainment (16%) and travel insurance (12%). 
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How the Internet was accessed 

Almost eight in ten (79%) of USA luxury holiday visitors to NSW accessed the Internet during 
their trip to Australia, higher than for the overall luxury holiday market (58%).  
 
USA luxury holiday visitors were more likely to use a smartphone to access the Internet 
during their trip to Australia than any other device (45%). The IPad was the second most 
used device by the USA luxury holiday market, a little higher than the overall luxury market.   
 
Table 6: How the Internet was accessed during the trip  

USA Luxury 

Holiday Visitors to 

NSW

Overall Luxury 

Holiday Visitors to 

NSW

Smart phone 45% 60%

iPad 38% 30%

Netbook/Laptop 34% 26%

PC in Accommodation 26% 18%

Tablet PC 5% 5%

Internet Kiosk 5% 4%

Internet Café 7% 4%   

  

Luxury 
holiday 
visitors 

to 
NSW 

Overall 
holiday 
visitors 

to 
NSW 

Smart phone 60% 63% 

iPad 30% 23% 

Netbook/Laptop 26% 34% 

PC in Accommodation 18% 20% 

Tablet PC 5% 7% 

Internet Kiosk 4% 4% 

Internet Café 4% 9% 

Source: International Visitor Survey, Year Ending September 2013 

 

CONCLUSION 

The USA luxury holiday market was older than the overall luxury market, more likely to be 
travelling as a couple and on their first visit to Australia.  

The USA luxury holiday market also had a preference for independent travel, with a high 
usage of Internet access during the trip. Their independent approach to travel highlights 
drives the importance of the Internet, with over half the market utilising it as their main 
source of information before the trip. While the Internet is the top source of information, 
travel agents still ranked second. Around four in ten USA luxury holiday visitors used some 
pre-paid travel package arrangements.   
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MORE INFORMATION 

For more information and statistics about international visitors to NSW see the NSW 
snapshots under Tourism Facts and Figures International Market section on the Destination 
NSW Corporate website at www.destinationnsw.com.au 

 

http://www.destinationnsw.com.au/
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