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Internal

Methodology Methodology Latest Wave

- Fieldwork dates: 31t Jan to 171 Feb
— Online survey, using Kantar ConsumerLink 2:)25W
2= panel in New Zealand and Kantar Profiles
R Panel for all other markets

Sample size: AU n=1000, NZ n=500,
CN n=1001, HK n=500, IN n=1000, JP
n=1000, SG n=502,

Sampling is nationally representative, and then
is post-weighted by age, gender and region to

ensure it matches the underlying population as Maximum margin of error for n=500 (at
published by Statistics department of each 95% confidence level): £4%
country @) . .

(@) Maximum margin of error for n=1000

(at 95% confidence level): £3%

N
1 8 Only those aged 18+ are included Past comparisons will be done where possible as the questionnaire
has changed
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Internal

Besides Japan, other markets have
high propensity to travel
internationally.

Among Australian and New
Zealand — besides travelling
between each other — Asia and
Europe are popular destinations.
Other Asian markets also tend to
travel within the region but also to
Australian, New Zealand, UK and
Europe.

To rest and relax, enjoy cultural
experiences, having an adventure,
and visit friends and family are the
reasons to travel across markets.

Those not planning to travel cited
cost as a factor, deeming it too
expensive or not having sufficient
funds to do so.

On average these travellers plan to
stay between 1.5 — 2 weeks. Japan
has the shortest average of only 9
days.

The majority of travellers prefer to
travel with others, especially with
their partner/spouse or family
members.

Travelling spend obviously varies
by market but Australia and New
Zealanders are the biggest
spenders followed by the Chinese.

There are some concerns with
travelling with Oceania markets
worry about their flight getting
cancelled or delayed. While Asian
markets have different sets of
worries, with personal safety,
extreme weather events and being
scammed, robbed or pickpocketed
being more of a concern. Falling
sick and not having enough money
is also other concerns.

[CANTAR Consume
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of
findings cont.

There isn't a common denominator
on international flight behaviours
across markets but Australians,
Kiwis and Indians are more likely to
give up their seats to allow their
family members to sits together.
Other markets and behaviours
seem to be rather equal.

Entertainment is crucial to pack,
along with preparations for lost or
delayed luggage.

Keeping important documents safe
and purchasing travel insurance
are the top advice for first time
travellers. Hong Kongers also
advice first time travellers to take
care of their health.

Oceania markets need between 3
— 6 months to plan and book their
trip while majority of Asian markets
only need up to 3 months for both.

Internal

Word-of-mouth is the most trusted
travel inspiration, but but there is
more reliance on social media in
Asian markets particularly among
Chinese and Hong Kongers.
YouTube, Instagram, Facebook
and TikTtok (in certain markets) are
the most popular platforms, while
In China it is Douyin.

Navigation tools are essential for
travellers, with digital wallets also
being a favourite.

Most travellers will consider to
purchase travel insurance with
most choosing to purchase it
directly from the insurance provider
or from travel websites. Reasons
for purchase are obvious with
security/piece of mind being the
top followed by coverage of
unforeseen events.

[CANTAR Consume
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Internal

Asia markets has a higher propensity to travel in 2025 with more than 80% planning to do so.

However, Japan is the lowest with, only 30% planning to travel this year. Oceania markets also
have high interest.

Planning to Travel in 2025 (%) — Total Respondents

o @ @) %

® Planning to travel in 2025

90% 88%
m Not planning to travel in 2025
= Don't Know 0
9% OA:
Australia New Zealand China Hong Kong India Japan Singapore

. Base: Total Respondents
ICANTAR ConsumerLlink AU n=1000, Nz n=500, N n=1001, HK n=500, IN n=1000, JP n=1000, SG =502
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Internal

Besides travelling between each other, Australians and Kiwis are interested in travelling to
Asia the most, followed by Europe. Kiwis are also more keen on the Pacific Islands.

(Note- We have created a separate slide for Australia and New Zealand as their destination list is different to other markets)

Destination Intended For Next International Holiday (%) — Australia & New Zealand (Those Planning to Travel in 2025)

a m Australia a ® New Zealand

39%
32%
25%
22%
18%
11%
6% 50/ 7% 6% %
3% ’ 3%
’ 1% 1% 1% 1% 1% ’
- I — — N E— -
Australia New Zealand Fiji Pacific Islands North America South America Asia Africa Others Don't know

= 000 m\

Base: Those planning to travel in 2025
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Q: Thinking about your next overseas trip, where are you planning to go in 20257



Internal

Other Asian destinations are popular among these Asian markets followed by Oceania markets
(likely Australia and New Zealand specifically) and UK/Europe. Japanese are a bit indecisive.

Destination Intended For Next International Holiday (%) — Other Asian Markets (Those Planning to Travel in 2025)

0 m China (%3 = Hong Kong @ India @ Japan @ m Singapore

56%

50%
35%
27% 21% 2% i
- 1894 20% 20% 20%
4% 15% 5% ,
8"/9%]1/;0/ 10% 1%
5%
2% " 21 912% I 4% 3%93% 9419 I I "o, 1@%  2%02%%o o o 034’1/ 193%2% %

South America North Central America/ UK and Europe Australia/New Other countries Middle-East and Central and Other, please Don't know
America/Canada Caribbean Islands Zealand/Fiji/Other within Asia North Africa Southern Africa specify
Pacific Islands

Base: Those planning to travel in 2025

l(ANTAR ConsumerbLink  cNn=911, HK n=450, IN n=887, JP n=379, SG n=464 © Kantar 2025 | 8
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Internal

To rest and relax, enjoy cultural experiences, having an adventure and visit friends and family

are the reasons to travel across markets.

Main Reason To Travel (%) — Those Planning To Travel in 2025

Australia New Zealand China
o = O
To rest and relax — resort break, wellness etc B 562 B 20% B 0%
To enjoy cultural experiences — amr‘t()%écljogr?'cljf\?v?rtlga_eltsé B 437 - 349 B 507
To have an adventure — org.':tlgllig’cit)selgi;:;saegicg B 24% - 31% I 23%
To shop (retail therapy) [} 16% 1% M 29%
To visit friends and relatives (family) I 30% B 45% 1%
To attend events (sports, music concerts etc) 1% 138% B 5%
Togoonacruise  [J12% 7% 1%
Towork  |3% | 3% 17%
To have an adventure — try new activities, play a
sport
To do some sightseeing
Others  |2% | 3%

Hong Kong

51%
33%
42%
21%
13%
11%
4%

73%

India

65%

62%

60%
24%

32%
25%
21%
13%

1%

Japan

70%
57%
35%
45%

9%

13%

13%
6%

1%

Singapore

S

B 74%
B 51%
B 44%
M 27%

B 19%

16%

18%

14%

1%

Base: Those planning to travel in 2025

[CANTAR ConsumerLink

Q. What are the main reasons for your trip?

AU n=685, NZ n=366, CN n=911, HK n=450, IN n=887, JP n=379, SG n=464,
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Internal

Cost is the major factor for not travelling for all markets as they do not have the money or find

it expensive. However, Chinese have more personal obligations and concerns about

geopolitical instability. Some Hong Kongers find holidays are not that important to them.

Primary Reason For Not Travelling (%) — Those Planning To Travel in 2025

| don't have the money to travel

| find travel has become too expensive

| have personal obligations

Holidays are not important to me

| want to limit my impact on the environment

The risks of travel disruptions are too high

| am concerned about geopolitical instability

Other

Australia

I 56%
M 23%
W17%
B12%

12%

15%

18%

W17%

New Zealand

I 0%
M 16%

M 15%

B 38%

2%

13%

06%

I 23%

China

I 27%
Il 18%
I 37
W 11%
14%

M 15%
I 322%

1 1%

Hong Kong

50%
28%
12%
26%
2%
10%
16%

4%

India

53%

31%

15%

7%

9%

2%

6%

2%

Japan

51%
41%
10%
7%
2%
3%
15%
1%

Singapore
S
I 52%
B 21%
B 21%
B 18%
B5%
B 21%
M 16%

H6%

[CANTAR ConsumerLink

Base: Those who are not planning to travel in 2025

AU n=315, NZ n=134, CN n=90, HK n=50, IN n=113, JP n=621, SG n=38
Q: If you're not planning to go anywhere in 2025, why not?

© Kantar 2025 | 10



Internal

Average travelling period would be between, 1.5 — 2 weeks. Japanese plan to stay the shortest
at only around 9 days.

How Long Is Your Trip? (%) — Those Planning To Travel in 2025

Australia New Zealand China Hong Kong India Japan Singapore
& o @ ® S
0-4 days  W6% I5% | 2% 6% 7% 25% B 10%
>-8days [ 21% R 252 B 352 49% 30% 42% 41 %
9-15days [N 35% I 33 I £0% 25% 35% 24% B 34%
16-21days [l 18% 5% I 6% 12% 14% 5% B 9%
22-28 days [ 10% B7% I5% 4% 6% 1% 13%
29-45days [ 6% Hs% | 1% 2% 4% 1% | 1%
46-60 days | 2% | 1% 2% 3% | 1%
61 days ormore | 2% | 2% 1% 2% 1% 1%
Mean 15.9 15.8 12 1.7 14.9 8.9 10.8

[CANTAR ConsumerLink

Base: Those planning to travel in 2025

AU n=685, NZ n=366, CN n=911, HK n=450, IN n=887, JP n=379, SG n=464,
Q. How long is your trip?

© Kantar 2025 | 11



Internal

The majority would be travelling with others, especially with their partner/spouse or family
members.

Who Is Travelling With You? (%) — Those Planning To Travel in 2025

@ m Australia a m New Zealand é m China ‘}33’ Hong Kong India @ Japan @ m Singapore

499,°1%

39% 39%
36% 349 36%35%
29%29% 31% . 29%
o 27%
21%22% 23% pl
0
16% 15%
oo 12%
3% . 20, 3% ° 1% .

By myself (solo) With my partner/spouse With my family (including children) With extended family (multiple With friends/colleagues (in a group)
generation)

306
s

Base: Those planning to travel in 2025\

l(ANTAR Consu merLink AU n=685, NZ n=366, CN n=911, HK n=450, IN n=887, JP n=379, SG n=464, © Kantar 2025 | 12

Q. Who are you travelling with?
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Internal

Australians and Kiwis tend to spend more followed by the Chinese. The rest of the markets
only plan to spend less than USD2,000.

Budget For Your Next Trip (USD) — Those Planning To Travel in 2025

$5 160

Sz o
AArRS.

* i \
A
21

=z
2 T

1
1
1
|
1
1
[}
1
1
I
I
[}
1
1
1
1
I
1
1
1
1
1
1
1

Australia New Zealand Hong Kong Singapore

Base: Planning to travel 2025 n=354, Not planning to travel 2025 n=146

I(ANTAR Consu merLink AU n=685, NZ n=366, CN n=911, HK n=450, IN n=887, JP n=379, SG n=464 © Kantar 2025 | 14

Q: How much have you budgeted for your next trip?
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Internal

Australians, Kiwis and Indians are more likely to give up their seats to allow their family
members to sits together but other behaviours are relatively equal.

International Flight Behaviour (%) — Those Planning To Travel in 2025

Australia New Zealand
o @
O oy members o oit together NN 40% B 1%
Walko upthe e passenier w0 ey coud g 349, -
e Iy S to it together M 29% B 32%
Take my shoes off [l 33% I 42%
Share the seat armrest with :)r;esér’\aigg; B 25% B 20%
Recline my seat to the fullest for tgfethmea{;ﬁgm m21% W 19%
Others please specify | 19 | 2%
None of these | 10, 19%

China

I 37%
Il 29%
M 27%
9%

M 20%

M 24%

M 21%

Hong Kong

25%

31%

20%

24%

22%

20%

18%

India

53%

35%

41%

25%

32%

40%

1%

6%

Japan

34%

27%

20%

41%

16%

22%

12%

Singapore
S
B 33%
B 35%
M 21%
I 26%
M 25%

W 21%

B 16%

Base: Those planning to travel in 2025

ICANTAR ConsumerLlink  Aun=6ss, Nz n=366, CN =911, HK n=450, IN n=887, JP n=379, SG n=464

Q: Would you do any of the following on an international flight?

© Kantar 2025 | 16



Internal

Ocenia markets are more concern about flight cancellations or delays while Asian markets are
more worried about their personal safety, extreme weather events and being scammed, robbed

or pickpocketed. Falling sick and not having enough money is also other concerns.

Travel Concerns (%) — Those Planning To Travel in 2025

My personal safety (having an accident)
Flight cancellations and delays

Extreme weather events

Being scammed, robbed and pickpocketed
Getting sick

Luggage going missing

Having enough money to experience the destination
Losing my travel documents

Geo-political tensions

Repair or replacement of my mobile device
Language barrier

Medical emergencies

Others

Australia

I 40%
. 45%
B 27%
 38%
I 43%
I 35%
. 42%
B 31%
M 16%
H10%

| 2%

New Zealand

 35%
I 54 %
H 29%
I 30%
. 44%
I 34%
H 35%
I 23%
H10%
16%

0

0

1 2%

China

I 43%
Il 28%
I 41%
 32%
B 23%
M 19%

W 14%
W 27%
I 31%
M 16%
I 39%

Hong Kong

53%
46%
52%
43%
54%
40%
17%
43%
31%
13%

India

50%
44%,
49%
40%
33%
36%
42%
32%
25%
21%

1%

Japan

49%
30%
32%
49%
39%
31%
37%
16%
16%
1%

2%

Singapore

S

I 59%
I 56%
I 45%
I 55%
I 56%
B 39%
I 32%
I 43%
M 22%

N 13%

| 2%

[CANTAR ConsumerLink

Base: Those planning to travel in 2025
AU n=685, NZ n=366, CN n=911, HK n=450, IN n=887, JP n=379, SG n=464,
Q: What are your main concerns when travelling?
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Internal

Entertainment is the most important when travelling for all markets followed by being prepared
if luggage is lost or delayed.

What’s Important To Pack In Hand Luggage/When Travelling? Something To...(%) — Those Planning To Travel in 2025

Something to keep me entertained
(earphones, a good book, mobile device etc)

Something to get me by if my luggage is
lost/delayed (toiletries, spare shirt, socks &
underwear etc)

Something to keep me fresh (skin care
products, moisturiser, perfume/cologne etc)

Something to help me sleep (my pillow,
sleeping tablet)

Something to keep my breath fresh
(mouthwash, mints etc)

Australia

@ o @

New Zealand China Hong Kong India

B 45 B 52 B 34 40% 38%
B 25% B 322 | el 36% 26%
3% | 7% | Re2 12% 20%
Jo% | 7% J 0% 7% 8%
|6% | 3% B 3% 4% 8%

Japan

O

39%
22%
12%
18%

10%

Singapore

[CANTAR ConsumerLink

Base: Those planning to travel in 2025

AU n=685, NZ n=366, CN n=911, HK n=450, IN n=887, JP n=379, SG n=464

Q. What is the most important thing you pack in your hand luggage or what's the most important item to pack
when you're travelling for use on the plane?

© Kantar 2025 | 18



Internal

Keeping important documents safe and purchasing travel insurance are the top advice for first
time travellers. Hong Kongers also advice first time travellers to take care of their health.

Advice to First Time Travellers (%) — First Importance (Those Planning To Travel in 2025)

Australia

Pack Light and Smart

Research Your Destination

Stay Flexible

Keep Important Documents Safe
Embrace the Local Cuisine

Stay Connected and Informed
Budget Wisely

Take Care of Your Health
Capture Memories

Be Open to New Experiences

Always Purchase Travel Insurance

B7%
B 2%
B7%
M 5%
B6%
B 2%
B 10%
B 2%
B6%
B 2%
B11%

New Zealand

Ho%
B11%
W 2%
7%
5%
B7%
B7%
W%
14%
Hs%
B 6%

China

B7%
B 2%
B 10%
B 12%
H7%
B 1%
B7%
B 10%
Hs%
5%
B 10%

Hong Kong

10%
5%
6%
18%
1%
7%
4%
1%
4%
5%
18%

India

@

8%
10%
7%
14%
5%
11%
9%
12%
7%
8%
10%

Japan

O

9%
7%

9%

14%

9%
4%

8%

21%
5%
4%
10%

Singapore

S

B 8%
B s%
B 8%
B 18%
6%
B 2%
B7%
1%
B7%
B7%
B 2%

[CANTAR ConsumerLink

Base: Those planning to travel in 2025

AU n=685, NZ n=366, CN n=911, HK n=450, IN n=887, JP n=379, SG n=464

Q. What is the advice you would give to a first-time traveller? (Rank the top 3 tips)

© Kantar 2025 | 19
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Internal

Oceania markets need between 3 — 6 months to plan and book their trip while majority of Asian
markets only need up to 3 months for both.

How Far In Advance Do You Plan Your Trip? (%) How Far In Advance Do You Book Your Trip? (%)
— Those Planning To Travel in 2025 — Those Planning To Travel in 2025
@ @ O S @® B @ @ O &
mUpto3 mUpto3
months months
m3to6 m3t06
months months
m6to 12 H6to 12
months months
Over 12 33% Over 12
months months
. 20 A 6% 6% .
Australia New China Hong Kong India Japan Singapore Australia New China Hong Kong India Japan Singapore
Zealand Zealand
Mean 4.8 5.1 2.7 3.1 3.3 3.3 3.8 31 Mean 5.4 6 3.2 3.3 3.7 41 4.2 3.6

Base: Those planning to travel in 2025

l(ANTAR ConsumerLink AU n=685, NZ n=366, CN n=911, HK n=450, IN n=887, JP n=379, SG n=464, © Kantar 2025 | 21

Q. How far in advance do you do the following?



Internal

The majority of travellers rely on word-of-mouth from their family and friends, but there is more

reliance on social media among Chinese and Hong Kongers.

Travel Inspiration (%) — Those Planning To Travel in 2025

Australia New Zealand

Singapore

17%\ ¢

67%

= Recommendation from family and friends = Social media platforms = Travel shows

Social media influencers

Hong Kong

Others

Base: Those planning to travel in 2025

ICANTAR ConsumerLlink  Aun=6ss, Nz n=366, CN =911, HK n=450, IN n=887, JP n=379, SG n=464

Q. What inspired you most to choose your next destination?

© Kantar 2025 | 22



Internal

The usual suspects, YouTube, Instagram and Facebook are the most popular social media
platforms. Certain markets also favour TikTok, while China obviously have different platforms.

Trusted Social Media Platforms for Travel Recommendations (%) — Potential Travellers Who Selected Social Media Platforms

75%
55% 59% 49% 54% ° 51% 43% 57% 45% 27%
(o]

RNl B o o o o
@ Australia @ Japan

0,
50% 55% 379 o 70% 57% 52% 44%
b - 35% 49 l 129 21% o
0
HE B m  m o 0 4% B B % B = ° @

ﬁ New Zealand @ Singapore
% gy, 69% O @ 06 X ® O ooe

24% 0 30% 16% 0
— 0,
L% Hong Kong 66% 55% 46% 41% 0 0
. 34% 29% 12%
92% 86% 699 . . ] [ [ | —
(o] -
42% 38% China

@ India 0 . X @ @ bk % 8
D@ 6 X 6 ©

Base: Those who selected social media platforms

l(ANTAR Consu merLink AU n=178, NZ n=49, CN n=635, HK n=220, IN n=514, JP n=153, SG n=209 © Kantar 2025 | 23

Q. Which social media platform(s) do you trust for travel recommendations?



Internal

Navigation is the feature most travellers plan to use. Other features vary by market, but we do
see digital wallet also being a favourite.

Travel App Features (%) — Those Planning To Travel in 2025

Maps for directions (navigation)

Trip planner (what's on, attraction etc)

Storing my travel documents (tickets, bookings, travel
insurance policy etc)

Digital wallet

Travel alerts / safety advice

e-Sim

Health and hospital advice services
Real-time medical interaction (live chat)
Other, please specify

| wouldn't use a travel app

Australia

B 45%
B 33%
B 29%
B 37%
B 34%
B 22%
B17%
§10%
1%

B 19%

New Zealand

B 522
B 24%
| KIRA
W 24%
B 24%
B 9%

| 6%

| 5%

| 2%

B 25%

China

B 53%
B 562
B 39%
B 35%
B 43%
B17%

| PIEA

B 20%

0

| 2%

Hong Kong
62%
44%
43%
49%
36%
16%
13%
14%

6%

India

50%
46%
58%
51%
46%
25%
39%
34%

7%

Japan

48%
36%
36%

24%
41%
17%
15%
14%
1%
17%

Singapore

S

B 57%
B 39%
B 32%
B 46%
B 30%
B 36%
l13%
§9%

1%

1%

[CANTAR ConsumerLink

Base: Those planning to travel in 2025
AU n=685, NZ n=366, CN n=911, HK n=450, IN n=887, JP n=379, SG n=464,
Q. What travel app features would you use on your trip? Select all the apply

© Kantar 2025 | 24
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Internal

An overwhelming majority do intend to purchase travel insurance. The majority plan to

purchase it directly from an insurance provider followed by travel websites.

Likelihood To Purchase Travel Insurance (%) — Those Planning To Travel in 2025

Australia New Zealand China Hong Kong India Japan
& @ O & ®
| will purchase a travel insurance policy directly from an 0 0 0 0 0 0
e Srowicier B 40% Bl 45% B13% 34% 18% 15%
| will purchase a travel insurance policy from an 16%
insurance agent/broker
| will purchase a travel insurance policy from a Travel 12%
Agent (3
| will use the complimentary travel insurance available on 0 o 0 0
my credit card I 14% . 23% I 5% 28%
| will purchase travel insurance through the airline, hotel o o o 0 0 0
or tour operator 1% 110% B 19% 8% 12% 15%
| will purchase a travel insurance policy from a price 149,
comparison website (e.g. MoneyHero, MoneySmart) °
| will purchase travel insurance through a travel website [} 16% 16% B 26% 17% 42% 22%
| will be covered under someone else's travel insurance o o o o o o
policy e.g. family, partner/spouse I 5% I 4% I 7% 7% 9% %
| will not purchase any travel insurance ] 14% B12% | 3% 3% 7% 13%
I will purchase travel insurance through payment app like . 19%
Alipay or Wechat Pay °
Insurance agent e.g. my family insurance agent I 7%
Net: Purchase [N 81% I 542 I 007 90% 84% 81%

Singapore

S

B 55%
17%

l9%
B17%

| 5%
7%

I 88%

[CANTAR ConsumerLink

Base: Those planning to travel in 2025
AU n=685, NZ n=366, CN n=911, HK n=450, IN n=887, JP n=379, SG n=464,
Q: Are you planning to purchase travel insurance for your next trip?
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Internal

Majority are purchasing it for security or piece of mind and also to cover unforeseen events

while travelling.

Primary Reason For Purchasing Travel Insurance (%) — Those Planning To Travel in 2025

Australia New Zealand China

For my own security / peace of mind
To cover unforeseen events while travelling

To cover the cost of my trip (e.g. reimbursement)

Itis a requirement (e.g. Visa / Entry requirement / o o
business travel etc) I 12% | 3%

Someone else told me to / organised it for me I 10% | 4% I 11%
| have a medical condition I 13% I 10% I 12%

Unforeseen medical emergency

Hong Kong
77%
62%
14%
13%
9%

7%

India

61%

45%

42%

42%

23%

37%

Japan

63%

69%

19%

22%

10%

8%

Singapore

Base: Those planning to purchase travel insurance

[CANTAR ConsumerLink

Q: Why would you purchase travel insurance? Select all the apply

AU n=594, NZ n=321, CN n=885, HK n=436, IN n=821, JP n=332, SG n=430,

© Kantar 2025 | 27
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	An overwhelming majority do intend to purchase travel insurance. The majority plan to purchase it directly from an insurance provider followed by travel websites. 
	Majority are purchasing it for security or piece of mind and also to cover unforeseen events while travelling. 
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