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MARKET PERFORMANCE
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Seat Capacity Recovery Against 2018

Auckland
Q1 ‘25 : 48%

Christchurch
Q1 ‘25 : 207%

Melbourne
Q1 ‘25 : 85%

Perth
Q1 ‘25 : 139%

Sydney
Q1 ‘25 : 76%

Brisbane
Q1 ‘25 : 57%AU

NZ

Seasonal flights between Dec - Mar

Gold Coast
Q1 ‘25 : 24%

Cairns
Q1 ‘25 : 39%

Seasonal flights between Jan - Feb

Seasonal flights between Dec - Mar

Q1 ‘25 : 74%

Q1 ‘25 : 57%
Hong Kong Airlines operates from Jun

Source: OAG/IATA

AIR CAPACITY



SOLOMULTI-
DESTINATION FAMILYREPEATERS

76% 51% 16%77%

Multi-Destination Travellers & Repeaters Remain the Majority
Increase of Solo Travellers & Family Segment

ARRIVAL BY SEGMENT

(38% in 2018)

Source: Immigration Department, HKTB Departing Visitor Survey (DVS)

AU

NZ 85%

AU

NZ 70%

AU

NZ 51%
(41% in 2018)

AU

NZ 15%

With kids 0-15

(12% in 2018)

(12% in 2018)



KEY PERFORMANCE INDICATORS

Length of Stay

4.0 nights

Per Capita
Overnight Spending

$7.6K(+10%)

$

2018 PCS: $6.9K+0.2 nights vs 2018
AU

NZ 3.7
+0.3 nights vs 2018

nights

AU

NZ $7.1K(+29%)

2018 PCS: $5.5K

$2.4K
From $1.2-1.4K

Spending on…

$1.5K

From $1.0-1.3K

Source: Immigration Department, HKTB Departing Visitor Survey (DVS)



TRAVEL BEHAVIOUR IN HK
Purpose of Visit THEME PARKS

VISIT HK FOR…

33% 32%

4% 2%
7% 7%

14%
7%

29%
39%

14% 14%

SIGHTSEEING
SHOPPING

EXPERIENCE

BUSINESS

EN-ROUTE

VFR/ OTHERS

~1/2 TRAVEL WITH FAMILY VISIT 
THEME PARK DURING THE TRIP

AU NZ

(+8% vs 18)
CITY EXPLORATION

Source: HKTB Departing Visitor Survey (DVS)

AU: 28% NZ: 25%

OPEN-AIR 
MARKETS

ARTS & CULTURE GREEN



EMERGING TREND

28% 
(vs ‘18 +4%)

19% 
(vs ‘18 +3%)

HK + 
MAINLAND

HK + 
GBA CITIES

Source: Immigration Department, HKTB Departing Visitor Survey (DVS)

CONTINUE TO BE THE HUB FOR

HK + 
EURO

HK + 
ASIA MARKETS

12% JAPAN, SEA (TH, 
VN, SG), TW

Visa-free to MAINLAND since 2024:

MULTI-DESTINATION - AUSTRALIA

MULTI-DESTINATION77%



MULTI-DESTINATION - NEW ZEALAND

MULTI-DESTINATION

EMERGING TREND

29%
(vs 2018 +12%)

19% 
(vs 2018 +9%)

Visa-free entry to Mainland since 2024:

HK + 
MAINLAND

HK + 
GBA CITIES

Source: Immigration Department, HKTB Departing Visitor Survey (DVS), OAG/ IATA

CONTINUE TO BE THE HUB FOR

HK + 
EURO

HK + 
ASIA MARKETS

21% 
(vs 2018 +9%)

JAPAN, SEA (TH, 
VN, SG), TW

85%

Short-term boosted by better air supply to Guangzhou

SEAT CAPACITY
(24 vs 18)

AVG. AIR FARE
(2024)

NZ <> CAN : ~80% 
NZ <> HKG : ~55%

~30% more 
expensive than 

tickets to GZ



MEDIA
Positive Hong Kong Coverage Growth YoY 

• GDP 0.3%

• Unemployment 4.1%

• Inflation 2.4%

• AUD 4.92 to HKD 

ECONOMIC

MARKET OUTLOOK

0

500

1000

1500

Apr May Jun Jul Aug Sept Oct Nov Dec Jan Feb

Positive Negative & Neutral

+218%
2024/25 Coverage Comparison 



TRAVEL IS A MUST – 43% will travel more in 2025

MARKET OUTLOOK

• Outbound recovery now at 103% vs 2019

• Asia Mania continues JP +74% | VN +60% | TH +50% | IN +41% | ID +20% 

• Inbound travel to Australia still recovering reaching 87% vs 2019 

• Cruise sector is up 206% vs 2019

• Peak time to travel is Jul- Sep

• Average time away 17.7 days | Visit 3.1 countries

• Corporate and SME travel growing

• Airfares declining resulting in lower TTV for agents

• Cost of living starting to impact some travel



CONSUMER TREND

Wellness Wave

Cruise Solo Travel

Stopover AI

Passion Led Travel

Passion-Led Travel
Australians favour immersive travel driven by 
personal passions like sports, food and art. Travellers 
seek experiences that resonate with their interest, 
not just relaxation.

Stopover
A rise in stopover travel for Aussies who want an 
opportunity to "double dip" or "triple trip" to get 
bang for their buck and ticking off the bucket list.

AI
AI-driven personalised planning is changing the 
way we book travel, by optimising itineraries and 
predicting the best times to visit destinations.



SOCIAL OUTREACH

5.5M
42

Active Users

Average Monthly Hours

19M
20

Active Users

Average Monthly Hours

18.5M
21

Active Users

Average Monthly Hours

12M
11

Active Users

Average Monthly Hours



01

02

03
Amplify

Visibility in special interest 
target segments and 
products to convert 
incremental visitors

Expand
Capitalise on increased air 

capacity to fuel travel
momentum

Maximise
Market penetration 
through partnership 
collaborations and 

initiatives to pursue 
quality growth.

STRATEGIC FOCUS



PROGRAMMES

Airline 
Partnerships

Bespoke campaigns that 
focus on filling increasing 
and new air capacity to 

extend reach and 
maximise conversion   

Stopover 
& Multi-D

40% of travelers want 
to break their journey 

and capitalise on lower 
airfares for indirect 

travel - 2 holidays in 1

Media 
Partnerships

Target the right 
audience with the right 

media through
multiplatform content, 
broadcasts and  KOLs

Tactical 
Co-ops

Leverage key partners 
to drive quality 

conversions through 
strong brand loyalty 

and trust

Trade 
Engagement

Continue image 
building "seeing is 

believing", increase 
destination awareness 
and agent education 



PROGRAMMES - Tactical Co-op
Drive quality conversions via partners with strong brand loyalty and trust

Key Target Segments
• Cruise: FlyCruise co-ops and new 

opportunities 

• Multi-gen: Products and experiences that 
appeal to family

• Luxury: Campaigns with luxury offers and 
value-adds

Special Interest
Capitalise on trend of travelling for 
concerts and specialised events:

o Sports
o Culinary
o Seasonality

New Target Segments
Bespoke products, tours and offers that 
appeal to these travellers

o Young Adventurer
o Solo Travel
o Accessible Tourism



PROGRAMMES
Airline Partnerships
• Launch new services to SYD (HKA)

• Implement year-round consumer and digital activities

• Utilise strong owned assets

• Targeted media and trade FAM program

• Integrated tactical co-ops to drive conversions

• Promote key themes and events



PROGRAMMES -Stopover Multi-D
Maximise conversion by ensuring Hong Kong is included as part of any trip

Airline 
• CX new integrated search panel on 

homepage promoting Hong Kong 
Stopover

• Indirect carriers for Mult-Destination 
(MLC)

• Partner with NTOs (Asia and UK/EUR)

Trade
• OTA/Wholesale package offers
• GBA leverage Visa-free to China
• Push Fly/Cruise
• Value added multi-Destination 

experiences
• Themed stop-over packages

Consumer/PR
• Media FAMs
• Content partnerships
• Social media
• Itinerary examples



PROGRAMMES -Trade Engagement
Continue image building ‘seeing is believing’ and agent education 

Be Present 
• MICE/Cruise/Trade conferences
• Webinars and F2F training
• Events & meetings for business 

leaders
• Hotelier & retail symposiums
• Travel group conferences HKG

Focus on the Unique
• Disneyland’s 20th 

anniversary
• Ocean Park’s pandas
• Events and festivals 

Connect to the Retail Agent
• Mega fam opportunity
• Sales mission
• Sales incentives offers



PROGRAMMES – Media Partnerships
Partner with mass market and special interest media to increase SOV and target 
untapped market segments

Brand Partnerships
Leverage brand recognition and loyalty 

to expand reach and target new and 
highly engaged niche target segments.

KOLs & Advocates
Continue our Always On creator strategy 
to produce locally relevant content and 

highlight what's viral worthy in Hong 
Kong.

Content Campaigns
Partner with mass media and special 

interest publications to increase SOV and 
promote core themes to relevant 

audiences.



PROGRAMMES – Broadcast
Target motivated special interest audiences including wine & dine, sports and luxury

Everyday Gourmet 
Justine Schofield, one of Australia’s 

favourite home cooks will be joined in 
Hong Kong by an array of amazing guests, 

including celebrity chefs and local food 
specialists.

Sky Racing Dreams 
Viewers will go inside Hong Kong's 

horse-racing scene with exclusive access 
to renowned trainers, owners and 
jockeys while highlighting must-do 

destination experiences along the way. 

Luxury Escapes TV
Two Australian celebrities will discover 

Hong Kong's most luxurious hotels, 
great places to eat, drink and explore. 
The best part? Onscreen experiences 

are bookable on Luxury Escapes. 



PROGRAMME PARTNERS

RETAILERRETAILER AIRLINES OTAs WHOLESALER E-RETAILER





THANK YOU

KAREN MACMILLAN
DIRECTOR, AUSTRALIA, 

NEW ZEALAND AND SOUTH PACIFIC
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