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Aligning your visitor servicing activities with your destination’s best visitors 
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Banrock Station, Im age Credit: Accolade W ines

Key travel insights, and changes in visitor behavior post-COVID

Understand what these insights mean to you in your role

Understand what destination marketing and visitor servicing look like in 2022+

The bigger picture for the visitor economy

Today
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1
INDUSTRY

insights
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Venus Bay, Im age Credit – Lily Sam pson

COVID19 
Uncertainty

Economic 
Change

Social 
Change

Climate 
Change

Accelerated 
Digitisation

Global INSIGHTS

Vaccine mandates

Isolation and 

Quarantine

Health

Financial impact of 

COVID across 
society

Inflation and 

increasing costs of 

doing business

Eventual interest 

rate rises to slow 

economy

Increased in focus 

and attention on 
diversity, equality, 

inclusivity

Direct impacts of 

extreme weather 
events on tourism 

Tourism industry 

changing to 

sustainable options

Big data access and 

use in destination 
marketing and 

development

Digital adoption 

through COVID
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Sunset Food and Wine, Image Credit: South Australian Tourism Commission

Demand for 

Domestic Travel is 

Strong
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Tourism Australia’s Domestic 

Travel Sentiment Tracker March 

2022 (Monthly since COVID hit)

Overall Consumer Sentiment
People feel safe to travel, are still planning to 

travel, and are confident to book
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More in the Actively Planning 

stage this month.
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People are increasingly 

looking at planning trips in 

the next 6-12 months. Less 

short term, due to lack of 

urgency.
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Interest in Holidays 

increasing sharply in past 

couple of weeks

9



5/12/22

4

63%
people are planning to engage in more domestic travel
than in the past, with the aim of allocating more of their 

travel budget within their own country.

AirBnB Economise Impact Nov 21
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Domestic Travel 

for SA Strong, 

and major 

opportunity still 

while int’l 

recovers
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Coffin Bay, Image Credit: South Australian Tourism Commission

Still opportunity to capitalise on domestic intrastate trips

Interstate travel is increasing – people are looking to get out of their state to travel

International travel is slowly coming back online (next 9-12 months) with sharp increase in 
actively planning across key markets

WHAT DOES THIS MEAN?
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Ewen Ponds, Image Credit: Jack Brookes

Supply Side 

Challenges for 

Industry
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Baird Bay, Im age Credit – David Edgar

Workforce

COVID 
Operating 

Restrictions

Retention

Recruitment 

Skills and Experience

Owners back on tools

Housing/Rent

Financials

Keeping Staff 

Employed

COVID Measures

Supply Chain
Slow / Unreliable and 

Expensive

Supply Challenges 
for Operators 

(Destination Brand 
Promise Delivery)
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Coffin Bay, Image Credit: South Australian Tourism Commission

Form a regular comms process with operators in your destination to know what’s 

open/available

Understand their capacity limits/changed experiences

Help set expectations for visitors (create helpful articles on your website)

Support through providing up to date info for visitors on relevant touch points

WHAT DOES THIS MEAN?
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2
VISITOR BEHAVIOUR

insights
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M onarto, Im age Credit – Ben Goode

Travel 

Planning + 

Booking 

Behaviour

17

Short Lead Times 

increasing Longer Lead Times 

down

Tourism Australia Consumer Sentiment Tracker December 2021

December 2021 Tourism Sentiment Tracker
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Bellwether Wines, 

Coonawarra, SA

Booked online the week before

Arrived at accommodation after 

5pm (no staff around)

No idea what they were doing next 

day, except going to Mount 

Gambier
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March 2022 Tourism Sentiment TrackerShort Lead Times 

decreasing slowly
Longer Lead Times 

increasing

20
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Coffin Bay, Image Credit: South Australian Tourism Commission

Less urgency to have a holiday – no restrictions to travel

People are still holidaying on a whim, but decreasing as COVID restrictions ease

Ensure comprehensive pre-travel information and advice available in formats and on 

mediums that are accessible (5% average go into a VIC!)

WHAT DOES THIS MEAN?
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Increasingly 

responsible

travellers

Light Square, Im age Credit – Joshua Pathon
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80%
Over 80% of people say sustainability is more top of mind now than 

before the pandemic. By demonstrating positive impact, brands can help 

shoppers make more confident choices.

Think with Google Year in Search 2021
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Kangaroo Island, Im age Credit – Ben Goode

Travellers are looking to lighten their footprint on destinations
— supporting local economies, engaging with local cultures, 

reducing carbon emissions and enabling environmental conservation. 

-SKIFT

25

AirBnB Economise Impact Nov 21

46%
are willing to pay a premium for an experience if it contributed to 

positive sustainable practices
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Wild Adventures 
Melbourne sets the 

standard

27



5/12/22

10

People want to be part of the solution, not the problem. 
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Of future travellers expect brands to play a more 
meaningful role in society.

65%
The Ultimate Transformational Experience Guide > https://teq.queensland.com/industry-resources/how-to-guides/experience-development
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Coffin Bay, Image Credit: South Australian Tourism Commission

Advocate for tourism businesses to better understand + articulate their ‘why’ – TA also 

want to hear those stories

Share stories and ways visitors can support their need to be a responsible traveller in your 

Region

WHAT DOES THIS MEAN?
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Coffin Bay, Image Credit: South Australian Tourism Commission

Advocate for tourism businesses to better understand + articulate their ‘why’ – TA also 

want to hear those stories

Share stories and ways visitors can support their need to be a responsible traveller in your 

Region

Share Operator stories about ‘For Good’ experiences

Shop local opportunities – how can they support local business in your destination? IN 

your VIC or out and about?

WHAT DOES THIS MEAN?
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People want to feel 

transformed by their 

travel experiences 

and will seek out 

destinations that help 

them do that!

Image supplied by VisitCanberra
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Think with Google, Travel Customer Journey in 2020 > https://www.thinkwithgoogle.com/feature/travel-customer-journey-in-2020

Understanding and 

responding to needs is key 

factor to drive demand
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Think with Google, Travel Customer Journey in 2020 > https://www.thinkwithgoogle.com/feature/travel-customer-journey-in-2020

Price is no longer a brand 

differentiator – not 

getting what they need 
from a trip is!
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People are increasingly looking for the best 

experience, not the cheapest!

COVID-19 Hit 

Australia
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https://www.thinkwithgoogle.com/feature/travel-customer-journey-in-2020
https://www.thinkwithgoogle.com/feature/travel-customer-journey-in-2020
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Appeal to visitor’s heads 

and hearts

Show how your 
destination can transform 

them

Allow them to appreciate 
and safeguard the places 

they visit

We’re operating 

in a purpose-led 

economy
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Coffin Bay, Image Credit: South Australian Tourism Commission

Understand who your destination’s high value visitors are, and what they are looking for 

in their trip (more in a minute!)

Understand the benefits of your experiences – and use that in your discussions with 

visitors pre-travel and in destination

Create articles that share inspirational stories that connect with the values of your 
destination’s best visitors

WHAT DOES THIS MEAN?
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4 2022+

DESTINATION MARKETING + 

VISITOR SERVICING
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Visitor Servicing + Destination Marketing teams 
often work in silos.

But, they are not mutually exclusive.
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Murphy’s Haystacks, Image Credit – John White

Travel Purchase 

Journey isn’t 

linear.

Destination Marketing + 

Visitor Servicing need to 

integrate seamlessly to 

inspire and help visitors 

before, during + after 

travel to drive advocacy 

and repeat visitation.
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Robe, Im age Credit – Jaym e Chapm an

Understand + 

Articulate who you are 

(people, place, stories)

Understand your 

Visitors and 

responding to their 

needs before, during 

and after their time 

with you

BEST PRACTICE DESTINATION 

MARKETING + SERVICING
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Lincoln National Park, Im age Credit – John W hite

1. Understand your 

Destination’s story 

(Who you are!)
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A Brand is no longer what we tell the consumer it is.

It’s what consumers tell each other it is.

-SCOTT COOK, COFOUNDER OF INTUIT
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Kanku-Breakaways, Im age Credit – Elise Cooke

THE PROBLEM WITH 

DESTINATION BRANDING…
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M urphy’s Haystacks, Im age Credit – John W hite

Destinations typically want to be the band 

when they really need to be the stage.

-DESTINATION THINK
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Kanku-Breakaways, Im age Credit – Elise Cooke

What your Visitors think + feel about your destination

How your locals think and feel about their home

The Experience visitors get on the ground

What you want your destination to be known for

Your 

Destination’s 

Brand

Not in your 

control at all

Somewhat in 

your control
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What you can do

Articulate + 

communicate your 

destination’s purpose 

and values

48
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Chace Range, Im age Credit – Brooke Saward

2. Understand WHO your 

BEST VISITORS ARE

49

Coffin Bay, Im age Credit - Kane Overall

Understand who 

your High Value 

Visitors are

Inspire them to 

consider your 

destination 

(Brand 

Marketing)

Help them plan 

their trip

(Visitor Servicing)

Help them have a 

great time and 

share their 

experience

(Visitor Advocacy)

Help them 

remember your 

destination + 

reinspire

(Visitor Loyalty)
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Coffin Bay, Im age Credit - Kane Overall

Understand who 

your High Value 

Visitors are

51
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Image Credit: Vanessa Size

‘Everyone’ is not your customer.

-SETH GODIN
Bes t- se l l i ng  au thor,  marke te r,  en t repreneur,  and  pub l i c  speaker  
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Your destination isn’t for everyone. 

It is only for those who 
love what your destination has to offer.
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VISITOR PERSONA

(Demographics, psychographics, 

needs, challenges, motivations)

NICHE SEGMENT

(Niche Interest/ Segment)

TARGET MARKET

(Demographics Only)
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Arkaroola, Im age Credit: Australian Air Holidays

💰
Market + 

Service 

Effectively

💡
Destination 

Development

🌱
Sustainable 

Growth

Helps identify experience 

gaps or upgrades needed to 
attract high value visitors

Helps to identify what 

marketing opportunities to 
activate – and importantly, 

what to say ‘No’ to!

Increasing the number of your 
best customers (who are 
higher yielding) means 

increasing overall spend, 

without increasing visitor 
numbers, which is more 

sustainable.
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Coffin Bay, Im age Credit - Kane Overall

Understand who 

your High Value 

Visitors are

Inspire them to 

consider your 

destination 

(Brand 

Marketing)
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Inspire using Brand 

Stories and Themes

User Generated Content

Inspire with 

early/influential 

planning content and 

information

VISITOR 

JOURNEY
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People are most 

influenced by what 

other people say...
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Eyre Peninsula, Im age Credit: Kane Overall

What your visitors 
say about your 

destination 

(High Trust, 

High Influence) 

What you say 
about your 
destination

(Low Trust, Low 

Influence) 
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Cactus Beach, Image Credit – Michael Waterhouse

Best Practice 
Brand 

Marketing

Leverage Visitor 
Advocacy=
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Geelong + Bellarine

#visitgeelongbellarine
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Curated on Website Feed

63
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Curated throughout blog 

articles

64

Curated throughout blog 

articles

65

Coffin Bay, Im age Credit - Kane Overall

Understand who 

your High Value 

Visitors are

Inspire them to 

consider your 

destination 

(Brand 

Marketing)

Help them plan 

their trip

(Visitor Servicing)
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Anticipate and answer 

all travel questions –

stories, itineraries, local 

information

Physical vs Digital 

Support

Outreach

Events

Local Business Activation

VISITOR 

JOURNEY
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Coffin Bay, Im age Credit - Kane Overall

Understand who 

your High Value 

Visitors are

Inspire them to 

consider your 

destination 

(Brand 

Marketing)

Help them plan 

their trip

(Visitor Servicing)

Help them have a 

great time and 

share their 

experience

(Visitor Advocacy)
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Help cement memories

Help them share 

experiences with others

VISITOR 

JOURNEY
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#Cradle365 on 

Park Signage

70

Sign located a key point on 

walking track at Dove Lake.

71

Nearly 10k uses 

in last 5 years!

72



5/12/22

25

Coffin Bay, Im age Credit - Kane Overall

Understand who 

your High Value 

Visitors are

Inspire them to 

consider your 

destination 

(Brand 

Marketing)

Help them plan + 

book their trip

(Visitor Servicing)

Help them share 

their experience

(Visitor Advocacy)

Help them 

remember your 

destination + 

reinspire

(Visitor Loyalty)
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Image Credit: SATC – Adam Bru

Who is responsible for creating loyal / 

repeat visitors in your destination?
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Who is responsible for 

re-triggering the 

demand from brand 

advocates?
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Coffin Bay, Image Credit: South Australian Tourism Commission

Destination Marketing and Visitor Servicing stories and initiatives have to align to 

same High Value Visitor Personas

Essential stakeholders (LGA, RTO etc) work as a team to identify HVVPs and 

plan/delegate actions - no separate strategies!

Use your Visitor ’s ‘voice’ in storytelling across all initiatives – highly influential

Inspire and help Visitors where and when they need it – not where you are!

Help visitors capture and cement memories

Decide who is responsible for loyalty comms + activating repeat visitors

WHAT DOES THIS MEAN?

76

3
THE BIGGER

picture
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COVID has been the 

catalyst for bigger 

picture thinking 

around developing 

sustainable 

destinations
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“For so long, tourism success was defined by growing the numbers —
numbers of visitors, numbers of cruise passengers,”

-GREGORY MILLER,  ED FOR CENTER OF RESPONSIBLE TRAVEL
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Murray River Walk , Credit: SATC

Economy

Visitors

Visitor 

Economy 
Management

Visitors and Economic 

growth major 

considerations in 

strategic planning
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Murray River Walk , Credit: SATC

Business 

Sentiment

Visitor 

Sentiment

# Nights

Expenditure 

$$

ALOS

# visitors Visitor Economy 

Success 

(pre-pandemic)

Success mostly defined 

by quantitative metrics 

relating to Visitors + 

Economy
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Expenditure is 

what we are 

conditioned to 

think about as 

success
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Image Credit: SATC – Adam Bru

CHALLENGE

Success for VE needs to be more than expenditure 
for local communities.

As increase in expenditure doesn’t equal success 

or opportunity if not managed well.
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January 2021 

School Holidays

July 2021 School 

Holidays

Little Blue Lake, 

Mount Gambier, 

SA
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Increase in visitors, doesn’t 

always increase economic 

metrics

Costs regions more $$, and 

social license for 

development becomes 

tenuous
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Venus Bay, Im age Credit – Lily Sam pson

Visitors

Care about having a transformative 

experience + will pay $$

Varying levels of care for the 

environment (increasingly aware)

Care about supporting local businesses

Locals

Care about their towns (clean, safe)

Care about their livelihood (jobs, 

income, expenses)

Care about their local environment

Care about having a ‘say’
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Um pherston Sinkhole, Im age Credit – Offroad Im ages

“Regenerative tourism seeks to ensure travel and tourism delivers 
a net positive benefit to people, places and nature, 

and that it supports the long-term renewal and flourishing of our 
social-ecological systems.,”

-DIANNE DREDGE, TOURISM COLAB
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Economy

People

Visitor 

Economy 
Management

Place / 
Environment

Consultation + 

Co-Design planning

Inclusive of visitors, 

locals, econmy, place 

and environment
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Business 

Sentiment 

Metrics

Environmental 

Impact Metrics

Visitor 

Expenditure

Community/

Residents 

Sentiment 

Metrics

Visitor 

Sentiment

Visitor Economy 

Success 

(Future)

Success defined by 

quantitative and 

qualitative metrics 

across all 

stakeholders/custodians
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Coffin Bay, Image Credit: South Australian Tourism Commission

Locals don’t want tourism ‘done to them’ they want to be included in the conversation 

(not a token effort)

Visitor economy is built on finite resources, and so ‘YoY’ expenditure growth not viable 

long term success metric

Essential to consult widely and deeply on VE management activities 

Re-think and establish success metrics that regenerate communities, not process of 

extraction for profit. 

Start the conversation…

WHAT DOES THIS MEAN?
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Aligning your visitor servicing activities with your destination’s best visitors 

92


