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Trips involving visiting a farm

Around 3.3 million trips in Australia included a visit to a farm
in 2024. These trips contributed a total of $4.2 billion in
spend to the visitor economy.

Trips and spend International ®Domestic overnight ®Domestic day
3.3 million Trips 43% 38%

total trips breakdown

$4.2 billion Spend

total spend in breakdown
Australia

Average spend per night on

AVEEIR SRS AT i a trip involving visiting a

involving visiting a farm

. f
(vs. average trip*) (vs. avera;;n; night*)
International $41098 $89
($2,721) ($102)
Domestic $591 $270
($462) ($278)

*Average trip spend, and average night spend among leisure and business travellers.
Domestic average night only for domestic overnight travellers.

Baines, Northern Territory
Image courtesy of Tourism Australia.
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Activities

Travellers whose trips include a visit to a farm engage in significantly more
activities than the average leisure and business traveller, in particular
sightseeing, enjoying natural scenery, and visiting markets and heritage sites.

7%

Eat out / dine at a restaurant and/or cafe 54%

41%

Visit friends & relatives 34%

Sightseeing/looking around 40%

Go shopping for pleasure 29%

Visit national parks / state parks 26%

24%

Bushwalking / rainforest walks

Go to the beach 24%

21%

Pubs, clubs, discos etc A 23%  mTrips including farm visits
Go to markets 17% m Total leisure and business
trips

Visit history / heritage
buildings, sites or monuments

17%

Trip demographics

Trips involving a farm visit attract a broad demographic of travellers. More than half
(57%) of visits were from travellers aged 44 and under and attract a variety of travel

party types.

Trips by age group (%) Trips by travel group (%)
70+ v i
109 Friends or relatives
65 - 69 ° travelling Travelling
% 229% alone

30%

Adult couple
25%

For more Agritourism insights, read the
Agritourism in Australia Report at tra.gov.au
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Destinations visited

Around 80% of trips including a visit to a farm go to regional Australia. NSW
and VIC have a notably higher proportion of trips involving a visit to a farm
compared with their overall share of leisure and business trips.

Capital cities and Gold Coast NEG_:G:G_—_—-———— .. 30°
Regional Australia I 30 %

]
New South Wales 42%
i ]
Victoria 34%

I 17%
Queensland 52%

South Australia >t

i NN 11% o . s
Western Australia 9% mTrips including farm visits
. B 4% . . .
Tasmania 3% Total leisure and business trips

Northern Territory ¥ 1%

L 1%
ACT 2%

International visitation

The top 5 international markets account for almost 1 in 2 international trips
that include a visit to a farm (48%), and more than $2 in every $5 spent on
these trips. Visitors from China, Korea and the United Kingdom contribute
significantly to the total expenditure of trips that include a visit to a farm.

Korea 90,495 $355 million
China 89,489 $366 million
Singapore 47,378 $107 million
United States of America 38,607 $139 million
United Kingdom 35,420 $188 million

For more Agritourism insights, read the
Agritourism in Australia Report at tra.gov.au

Data sources
= Tourism Research Australia, International Visitor Survey (IVS)
= Tourism Research Australia, National Visitor Survey (NVS)

Data may not sum to 100% for all measures due to rounding and visitors can visit more than one
location and/or experienced more than one activity. Updated October 2025.

Prepared by Tourism Research Australia, Australian Trade and Investment Commission
(Austrade). Web: www.tra.gov.au. Enquiries welcome at: tourism.research@tra.gov.au
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