
P R E M I U M  N A T U R E
I N T E R S T A T E  T A R G E T  M A R K E T

“  E X H I L A R A T E D . . . A W E S T R U C K .  V E R Y  C O N N E C T E D  T O 
N A T U R E .  I S O L A T E D  F R O M  C I V I L I Z A T I O N  I N  A  G O O D  W A Y . ”

A B O U T  T H I S  P R O F I L E

Tourism WA’s Domestic Segmentation study (2023) identified three types 
of trips that are priorities for interstate travel to Western Australia:

• Premium Nature;

• Luxe Culture; and

• City Social.

This page profiles Tourism WA’s interstate target market for Premium 
Nature trips. It describes the type of Australians who are most likely to 
take Premium Nature trips when travelling interstate. 

Queries can be directed to:  
research@westernaustralia.com

The profile on this page is based on these Helix Personas grouped 
together. Some larger organisations and media partners have appended 
Helix Personas to their databases and can target specific Helix 
Personas directly. If this is not an option, the demographic, geographic, 
psychographic and media consumption information on this page can be 
used as an alternative method of targeting. 

W Y L I E  B A Y ,  E S P E R A N C E 
 OVER-INDEX (>10% MORE LIKELY) COMPARED TO GENERAL POPULATION

*In comparison to general population.

Those Australians  most likely to take Premium Nature 
over-index for Gen X, skewing towards mid-life families and 
households. Almost all live in metro areas, and almost half live 
in NSW (including ACT). They are most likely to be working as 
managers or professionals and are high income earners, in the 
top socio-economic groups. 

P S Y C H O G R A P H I C S

Those Australians most likely to take 
Premium Nature interstate trips are big 
spenders - happy to pay for premium, 
quality, and luxury experiences and 
products. 

They are well travelled and enjoy learning 
about different cultures, including 
Aboriginal culture. 

They care about the environment.

They are passionate about health and 
fitness, play sports, and like to stay active 
while travelling. 

They consider themselves to be a bit of an 
intellectual. 

They are early adopters of new technology.

They enjoy entertaining friends, going out 
to eat/drink, and attending gigs, theatre or 
shows. 
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D E M O G R A P H I C S  &  G E O G R A P H I C S

M E D I A  C O N S U M P T I O N

Those Australians most likely to take a Premium 
Nature interstate trip consume a range of media, 
predominantly online. Compared to the general 
population, they are more likely to:

• See outdoor advertising

• Read a newspaper or magazine online

• Watch / read ABC and SBS

• Use Booking.com and Airbnb

• Use LinkedIn

• Read the business section of the newspaper

• Go to the cinema

USAGE*

MEDIA LIGHT MEDIUM HEAVY

FREE-TO-AIR TV

SUBSCRIPTION TV

RADIO

NEWSPAPERS

MAGAZINES

CINEMA

DIRECT MAIL

SOCIAL MEDIA

INTERNET

H E L I X  P E R S O N A S

The Helix Personas who are most likely to take a Premium Nature trip 
when travelling interstate in Australia:

1 0 1  B L U E C H I P

1 0 7  D O M E S T I C  B L I S S

1 0 9  H U M A N I T A R I A N S

2 0 2  H E A L T H Y ,  W E A L T H Y  &  W I S E

2 0 4  H I G H  L I F E

3 0 5  T R E N D  H U N T E R S

Source: Tourism WA, 2023. Analysis of Roy Morgan Helix Personas Audience Profiles. 



“  Y O U ’ R E  D O I N G  W I N E  A N D  F O O D  T O U R S ,  H A V I N G 
E V E R Y T H I N G  B R O U G H T  T O  Y O U .  I T ’ S  A  V E R Y  R E L A X I N G 
E X P E R I E N C E ,  I T  F E E L S  L I K E  Y O U ’ R E  I N  L U X U R Y  T O  H A V E 
A L L  T H E S E  T H I N G S  A R O U N D  Y O U ”

M A R G A R E T  R I V E R  R E G I O N

A B O U T  T H I S  P R O F I L E

Tourism WA’s Domestic Segmentation study (2023) identified three types 
of trips that are priorities for interstate travel to Western Australia:

• Premium Nature;

• Luxe Culture; and

• City Social.
This page profiles Tourism WA’s interstate target market for Luxe Culture  
trips. It describes the type of Australians who are most likely to take Luxe 
Culture trips when travelling interstate. 

Queries can be directed to:  
research@westernaustralia.com

 OVER-INDEX (>10% MORE LIKELY) COMPARED TO GENERAL POPULATION

The profile on this page is based on these Helix Personas grouped 
together. Some larger organisations and media partners have appended 
Helix Personas to their databases and can target specific Helix 
Personas directly. If this is not an option, the demographic, geographic, 
psychographic and media consumption information on this page can be 
used as an alternative method of targeting. 

*In comparison to general population.

Those Australians  most likely to take Luxe Culture  interstate 
trips cover a spread of ages, but over-index for Gen X. They are 
more likely to live in metro areas. They are most likely to be 
employed, high individual income earners and over-index in the 
top socio-economic status groups. They are more likely to not 
have any children in the household. 

P S Y C H O G R A P H I C S

Those Australians most likely to take Luxe 
Culture interstate trips are educated and 
enjoy learning new things. 

They are big spenders, though value being 
financially stable. 

They are often out and about, at a café/
restaurant, shopping, or enjoying the 
theatre / galleries / museums. 

They like to entertain and have a glass of 
wine with dinner.

They are early adopters of new technology 
and active participants in the sharing 
economy, using apps like Airbnb and Uber.  

They are health conscious, like to be active, 
and enjoy a range of sports – both as a 
participant and a spectator. 
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D E M O G R A P H I C S  &  G E O G R A P H I C S

M E D I A  C O N S U M P T I O N

Those Australians most likely to take a Luxe Culture 
interstate trip consume a range of media. Compared 
to the general population, they are more likely to:

• Watch / read ABC

• Use LinkedIn

• Read the business section of the newspaper

• Read The Guardian and The Australian

• Use travel apps (Stayz, Airbnb)

• See outdoor advertising

• Go to the cinema

USAGE*

MEDIA LIGHT MEDIUM HEAVY

FREE-TO-AIR TV

SUBSCRIPTION TV

RADIO

NEWSPAPERS

MAGAZINES

CINEMA

DIRECT MAIL

SOCIAL MEDIA

INTERNET

H E L I X  P E R S O N A S

The Helix Personas who are most likely to take a Luxe Culture trip when 
travelling interstate in Australia:

L U X E  C U L T U R E
I N T E R S T A T E  T A R G E T  M A R K E T

1 0 1  B L U E C H I P

1 0 2  S M A R T  M O N E Y

1 0 4  H A V I N G  I T  A L L

1 0 6  S E L F - M A D E  L I F E S T Y L E R S

1 0 7  D O M E S T I C  B L I S S

1 0 9  H U M A N I T A R I A N S

2 0 5  L I B E R T A R I A N S

2 0 9  S O C I A B L E  T R E N D S E T T E R S

3 0 7  E X P E R I E N C E  S E E K E R S

4 0 3  R U S T I C  H E A R T L A N D

5 0 1  M A K I N G  E N D S  M E E T

5 0 3  F U N  F I R S T

5 0 6  M A K I N G  T H E  R E N T

5 0 7  A C T I V E  S O C I A L

Source: Tourism WA, 2023. Analysis of Roy Morgan Helix Personas Audience Profiles. 



“  H A V E  F U N  W I T H  F R I E N D S ,  L O O K  F O R  A L L  T H E 
I N S T A G R A M M A B L E  S P O T S ,  C H E C K  O U T  T H E  B A R S  A N D 
C L U B S ”

P E R T H  C I T Y   |   B O O R L O O

C I T Y  S O C I A L
I N T E R S T A T E  T A R G E T  M A R K E T

A B O U T  T H I S  P R O F I L E

Tourism WA’s Domestic Segmentation study (2023) identified three types 
of trips that are priorities for interstate travel to Western Australia:

• Premium Nature;

• Luxe Culture; and

• City Social.
This page profiles Tourism WA’s interstate target market for City Social 
trips. It describes the type of Australians who are most likely to take City 
Social trips when travelling interstate. 

Queries can be directed to:  
research@westernaustralia.com

 OVER-INDEX (>10% MORE LIKELY) COMPARED TO GENERAL POPULATION

The profile on this page is based on these Helix Personas grouped 
together. Some larger organisations and media partners have appended 
Helix Personas to their databases and can target specific Helix 
Personas directly. If this is not an option, the demographic, geographic, 
psychographic and media consumption information on this page can be 
used as an alternative method of targeting.
Source: Tourism WA, 2023. Analysis of Roy Morgan Helix Personas Audience Profiles. 

*In comparison to general population.

Those Australians  most likely to take City Social interstate trips 
skew towards younger age groups, and over-index for Gen 
Y and Gen Z. They are more likely to live in metro areas and 
over-index in NSW. They are more likely to have been born in 
a country other than Australia (41%). They are most likely to be 
working and are mid-high income earners.

P S Y C H O G R A P H I C S

Those Australians most likely to take City 
Social interstate trips are very social and 
enjoy being with a crowd of people.

They enjoy drinking alcohol, particularly 
premium beers and wines, and like to try 
new drinks. 

They are active and more likely to go to the 
gym, do yoga/Pilates, or play team sports. 

They enjoy going to cafes/restaurants and 
pubs/bars/clubs. 

They are event goers and more likely than 
the general population to attend sports 
events or music festivals.

They are early adopters of technology, like 
to keep up with trends, and enjoying trying 
new things.

They are career driven and value success. 
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D E M O G R A P H I C S  &  G E O G R A P H I C S

M E D I A  C O N S U M P T I O N

Those Australians most likely to take a City Social 
interstate trip are heavy users of the internet. 
Compared to the general population, they are more 
likely to:

• Use apps

• Consume news online

• See outdoor advertising

• Use LinkedIn

• Use travel apps (Stayz, Airbnb)

• Go to the cinema

USAGE*

MEDIA LIGHT MEDIUM HEAVY

FREE-TO-AIR TV

SUBSCRIPTION TV

RADIO

NEWSPAPERS

MAGAZINES

CINEMA

DIRECT MAIL

SOCIAL MEDIA

INTERNET

H E L I X  P E R S O N A S

The Helix Personas who are most likely to take a City Social trip when 
travelling interstate in Australia:

1 0 5  V I S I B L E  S U C C E S S

1 1 1  S U C C E S S  M A T T E R S

1 1 2  S A V V Y  S E L F - S T A R T E R S

1 1 3  C U L T U R E D  E P I C U R E A N S

2 0 1  Y O U N G  &  P L A T I N U M

2 0 2  H E A L T H Y ,  W E A L T H Y  &  W I S E

2 0 3  C U L T U R E  L E A D E R S

2 0 4  H I G H  L I F E

2 0 6  F I T  A N D  F A B

2 0 7  S E A S O N E D  L I F E S T Y L E R S

2 0 8  F U T U R E  F O C U S

2 0 9  S O C I A B L E  T R E N D S E T T E R S

3 0 5  T R E N D  H U N T E R S

4 0 2  W O R K I N G  H A R D

5 0 2  T E C H  L I F E



R E L A X  &  R E C H A R G E
I N T R A S T A T E  T A R G E T  M A R K E T

“   Y O U  W A N T  T O  R E L A X  A N D  U N W I N D ,  S P E N D  S O M E  
Q U A L I T Y  T I M E  T O G E T H E R ,  Y O U  D O N ’ T  W A N T  T O  B E 
R U S H I N G  A R O U N D  W I T H  T O O  M U C H  T O  D O . ”

A B O U T  T H I S  P R O F I L E

Tourism WA’s Domestic Segmentation study (2023) identified that when 
travelling within their own state, West Australians are most commonly 
taking one of three types of trips:

• Relax and Recharge;

• Simple Nature; and

• Family Time.

This page profiles the types of Australians who are most likely to take 
Relax and Recharge trips when travelling intrastate. 

Queries can be directed to:  
research@westernaustralia.com

The profile on this page is based on these Helix Personas grouped 
together. Some larger organisations and media partners have appended 
Helix Personas to their databases and can target specific Helix 
Personas directly. If this is not an option, the demographic, geographic, 
psychographic and media consumption information on this page can be 
used as an alternative method of targeting. 

 OVER-INDEX (>10% MORE LIKELY) COMPARED TO GENERAL POPULATION

*In comparison to general population.

Those most likely to take Relax and Recharge intrastate trips 
over-index for Baby Boomers, skewing towards mid-life and 
older households. The majority feel financial stable and 
categorise themselves as medium to big spenders. 

P S Y C H O G R A P H I C S

Those Australians most likely to take 
Relax and Recharge intrastate trips have 
traditional values. 

They enjoy the simple joys in life; a home 
cooked meal, fresh flowers, reading a book 
and working in the garden. 

They like to support local and buy 
Australian. 

They are less likely to buy take away, but 
enjoy going out to cafes and restaurants. 

While they like watching sports on TV or 
attending a sports event, they are less likely 
to participate in sports themselves.

They are most likely to own their home 
outright or have a mortgage.

WA population size
6 2 4 , 0 0 0

D E M O G R A P H I C S  &  G E O G R A P H I C S

M E D I A  C O N S U M P T I O N

Those Australians most likely to take a Relax and 
Recharge are heavy consumers of media compared 
to the general population They are more likely to:

• Consume traditional media

• Watch commercial TV (most commonly Channel 
7, 9 and ABC)

• Read direct mail

• Have Pay TV

• Read the West Australian

USAGE*

MEDIA LIGHT MEDIUM HEAVY

FREE-TO-AIR TV

SUBSCRIPTION TV

RADIO

NEWSPAPERS

MAGAZINES

CINEMA

DIRECT MAIL

SOCIAL MEDIA

INTERNET

H E L I X  P E R S O N A S

The Helix Personas who are most likely to take a Relax and Recharge trip 
when travelling intrastate:
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1 0 2  S M A R T  M O N E Y

1 0 7  D O M E S T I C  B L I S S

1 0 9  H U M A N I T A R I A N S

2 0 1  Y O U N G  A N D  P L A T I N U M

2 0 2  H E A L T H Y ,  W E A L T H Y  &  W I S E

3 0 4  L I F E S T Y L E  S E E K E R S

3 0 5  T R E N D  H U N T E R S

4 0 1  H O M E  I M P R O V E R S

4 0 7  H O U S E  P R O U D

5 0 2  T E C H  L I F E

5 0 8  F R U G A L  L I V I N G

Source: Tourism WA, 2023. Analysis of Roy Morgan Helix Personas Audience Profiles. 

M O N K E Y  M I A ,  S H A R K  B A Y  W O R L D  H E R I T A G E  A R E A   |   G U T H A R R A G U D A

Generational ages as at 2023
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S I M P L E  N A T U R E
I N T R A S T A T E  T A R G E T  M A R K E T

“  C A M P I N G  I N  S W A G S  &  T E N T S …  C A M P F I R E S ,  G O I N G  O N  B U S H 
W A L K S ,  H A N G I N G  O U T  W I T H  F R I E N D S .  B E I N G  I M M E R S E D  I N 
N A T U R E . ”

A B O U T  T H I S  P R O F I L E

Tourism WA’s Domestic Segmentation study (2023) identified that when 
travelling within their own state, West Australians are most commonly 
taking one of three types of trips:

• Relax and Recharge;

• Simple Nature; and

• Family Time.

This page profiles the types of Australians who are most likely to take 
Simple Nature trips when travelling intrastate. 

Queries can be directed to:  
research@westernaustralia.com

The profile on this page is based on these Helix Personas grouped 
together. Some larger organisations and media partners have appended 
Helix Personas to their databases and can target specific Helix 
Personas directly. If this is not an option, the demographic, geographic, 
psychographic and media consumption information on this page can be 
used as an alternative method of targeting. 

 OVER-INDEX (>10% MORE LIKELY) COMPARED TO GENERAL POPULATION

*In comparison to general population.

Those most likely to take Simple Nature intrastate trips cover 
a spread of ages, but over-index for Gen X and Baby Boomers. 
They are more likely to live in Regional WA (`30%, compared to 
just 20% of the general WA population). 

P S Y C H O G R A P H I C S

Those Australians most likely to take  
Simple Nature intrastate trips are mostly 
mid-range socio-economic status. 

They aren’t bothered with latest fashion, 
trends or technology—it’s just not  
important to them. 

They try to avoid crowds and big cities.

They are handy and practical, making 
choices based on functionality rather than 
status or looks. 

They often cook at home but also like to go 
to the pub. 

They prefer nature-based leisure activities 
like going to the beach or for a bushwalk 
or cultural or man-made attractions / 
experiences like museums, art galleries etc.

WA population size
8 7 3 , 0 0 0

D E M O G R A P H I C S  &  G E O G R A P H I C S

M E D I A  C O N S U M P T I O N

Those Australians most likely to take a Simple Nature 
intrastate trip consume a range of media. Compared 
to the general population, they are more likely to:

• Watch TV for both news and entertainment

• Read motoring club magazines

• Have Pay TV

• Listen to ABC radio and watch ABC news

• Watch home / lifestyle / travel TV shows

USAGE*

MEDIA LIGHT MEDIUM HEAVY

FREE-TO-AIR TV

SUBSCRIPTION TV

RADIO

NEWSPAPERS

MAGAZINES

CINEMA

DIRECT MAIL

SOCIAL MEDIA

INTERNET

H E L I X  P E R S O N A S

The Helix Personas who are most likely to take a Simple Nature trip when 
travelling intrastate:
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Gen Alpha (2006–2009)

1 0 2  S M A R T  M O N E Y

1 0 7  D O M E S T I C  B L I S S

1 1 2  S A V V Y  S E L F - S T A R T E R S

2 0 4  H I G H  L I F E

4 0 1  H O M E  I M P R O V E R S

4 0 3  R U S T I C  H E A R T L A N D

4 0 4  T R A D I T I O N A L  V A L U E S

4 0 5  S A F E  A N D  S E C U R E

4 0 7  H O U S E  P R O U D

5 0 3  F U N  F I R S T

5 0 4  H O M E  E N T E R T A I N M E N T

6 0 1  S I M P L E  L I V I N G

Source: Tourism WA, 2023. Analysis of Roy Morgan Helix Personas Audience Profiles. 

B O R A N U P  F O R E S T ,  M A R G A R E T  R I V E R  R E G I O N

Generational ages as at 2023
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F A M I L Y  T I M E
I N T R A S T A T E  T A R G E T  M A R K E T

“   W E  G O  A W A Y  W I T H  M Y  P A R E N T S  E V E R Y  Y E A R .  S P E N D  T I M E 
R E L A X I N G  W I T H  E V E R Y B O D Y  O N  T H E  B E A C H ,  W A L K I N G 
W I T H  T H E  K I D S  A R O U N D  T H E  R O C K  P O O L S ,  P L A Y I N G  I N 
T H E  W A V E S .  M A K E S  Y O U  F E E L  W A R M  A N D  H A P P Y . ”

A B O U T  T H I S  P R O F I L E

Tourism WA’s Domestic Segmentation study (2023) identified that when 
travelling within their own state, West Australians are most commonly 
taking one of three types of trips:

• Relax and Recharge;

• Simple Nature; and

• Family Time.

This page profiles the types of Australians who are most likely to take 
Family Time trips when travelling intrastate. 

Queries can be directed to:  
research@westernaustralia.com

The profile on this page is based on these Helix Personas grouped 
together. Some larger organisations and media partners have appended 
Helix Personas to their databases and can target specific Helix 
Personas directly. If this is not an option, the demographic, geographic, 
psychographic and media consumption information on this page can be 
used as an alternative method of targeting. 

 OVER-INDEX (>10% MORE LIKELY) COMPARED TO GENERAL POPULATION

*In comparison to general population.

Those most likely to take Family Time intrastate trips cover a 
spread of ages, but over-index for Gen X and Gen Y. They more 
likely to be married with children, to live in a house, and to have 
a mortgage. They over-index for being born in NZ, UK or India, 
representing a flow-on opportunity for international VFR.

P S Y C H O G R A P H I C S

Those Australians most likely to take Family 
Time intrastate trips are most likely to be 
working and earn a mid to high income. 

They are shoppers and consider themselves 
medium to big spenders.

Value for money is important to this group; 
they are more likely to be impacted by 
interest rates. 

They enjoy going out to cafes, restaurants 
and the pub. 

They are more likely to go to the zoo and/or 
theme parks. 

With a busy life, they value the convenience 
of services like food delivery and click and 
collect. 

They skew towards high usage of 
technology. 

WA population size
1 . 2 m i l l i o n

D E M O G R A P H I C S  &  G E O G R A P H I C S

M E D I A  C O N S U M P T I O N

Those Australians most likely to take a Family Time 
intrastate trip have a fairly generic media profile, as 
they cover a wide demographic. 

• They watch less than 2 hours of commercial TV 
per day. 

• Around 70% watch SVOD at least weekly, most 
around 3-14 hours. 

• They listen to the radio in the car, over-indexing 
for Hit Network, Nova, and Triple M. 

• They use Facebook (90%)  and Instagram (70%) 
most commonly. 

USAGE*

MEDIA LIGHT MEDIUM HEAVY

FREE-TO-AIR TV

SUBSCRIPTION TV

RADIO
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MAGAZINES

CINEMA

DIRECT MAIL

SOCIAL MEDIA

INTERNET

H E L I X  P E R S O N A S

The Helix Personas who are most likely to take a Family Time trip when 
travelling intrastate:
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Pre-Boomers (pre 1946) 6%
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23%

27%

22%

3%

Baby Boomers (1946–1960)

Gen X (1961–1975)

Gen Y (1974–1990)

Gen Z (1991–2005)

Gen Alpha (2006–2009)

1 0 1  B L U E C H I P

1 0 5  V I S I B L E  S U C C E S S

1 0 9  H U M A N I T A R I A N S

1 1 0  W O R L D L Y  &  W I S E

2 0 1  Y O U N G  A N D  P L A T I N U M

2 0 3  C U L T U R E  L E A D E R S

2 0 5  L I B E R T A R I A N S

3 0 2  G E T T I N G  A H E A D

3 0 3  P R O S P E R O U S  F U T U R E

3 0 4  L I F E S T Y L E  S E E K E R S

3 0 6  F A D - T A S T I C

4 0 2  W O R K I N G  H A R D

4 0 4  T R A D I T I O N A L  V A L U E S

4 0 7  H O U S E  P R O U D

5 0 1  M A K I N G  E N D S  M E E T

5 0 7  A C T I V E  S O C I A L

6 0 3  Q U I E T  H O M E L I F E

6 0 5  F I L L I N G  T I M E

Source: Tourism WA, 2023. Analysis of Roy Morgan Helix Personas Audience Profiles. 

T W I L I G H T  B A Y ,  E S P E R A N C E 

Generational ages as at 2023
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