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Demand for
Domestic Travel is

Strong

Tourism Australia’s Domestic
Travel Sentiment Tracker March
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Thinking around next holiday

NEXT HOLIDAY

33% are now researching or actively planning their
next holiday, up 3% compared to last month.

Not thinking about my next hoilday right

Those not thinking about their next holiday right now
also lifted slightly in March, while those thinking /
dreaming is down. Thinking/reaming about my next holiday

More in the Actively Planning
stage this month.

'm researching/actively planning my next .
holiday

icate % changefom previos wav (Feb 22

Rk o1 e e s 538 ey 2022 s s Yt i
P ———— A — il

Tounsu avsTasn DY
Intended timing of next domestic trip
Around 23% are now intending to take a trip between
6-12 months, up from last month,
Majority however are still looking at taking a trip in
less than 6 months.
People are increasingly
looking at planning trips in 5. ¥ £z qz H 5, iz
the next 6-12 months. Less 25 FH 2f 2 < é H Es
short term, due to lack of . 2 £ E
urgency. P —— it % chang rom s vave (b 22
e i e 00 indcatesa sttty st it
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Interest in Holidays

increasing sharply in past
couple of weeks
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3%0

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.

10

Domestic Travel
for SA Strong,
and major
opportunity still
while int’l
recovers

~ WHAT DOES THI

Still opportunity to capitalise on domestic intrastate trig

avel is increasing — pe are looking to get out of theinstate to travel

For ) ’
Coffin Bay.dragh reait: SARMAU 1 Towéin Comtsson
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Supply Side
Challenges for

% Industry

. —

. Recruitment . coviD
Skills and Experience
Owners back on tools

Retention

Financials
Operating ~ 5 Keeping Staff
Restrictions - Employed
COVID Measures

Housing/Rent

Workforce Supply Challenges
for Operators

(Destination Brand

Promise Delivery)

Supply Chain

Slow / Unreliable and

Expensive

 WHAT DOES T

Form a regular comms prox h operators in your destination to k

open/available

Understand their capacity limits/changed experien

Help pectations for visitors (create helpful articles on your website)

Support through providing y date info,for visitors on t touch points




VISITOR BEHAVIOUR
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Travel
Planning +

Booking
Behaviour

December 2021 Tourism Sentiment Tracker

Intended timing of next domestic trip

Short Lead Times

increasing Longer Lead Times

down

18



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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Short Lead Times
decreasing slowly

March 2022 Tourism Sentiment Trac

Longer Lead Times
increasing

Intended timing of next domestic trip

18 19
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Inthenext In1to3monthsin3to6months In6to12  In1to2years Inmorethan2 Notsure /wil
month months vears not travel

20

of experience bookings are
48" happening once travelers arrive at
their destination.

Think with Google

Google/Greenberg, Global, Travel Tours and Activities Survey and Behavioral Study, Dec. 2018
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Increasingly
responsible
travellers

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.

24
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are willing to pay a premium for an experience if it contributed to
positive sustainable practices

26

OUR IMPACT PLAN & PROMISE

Actanced Zcstours Cert

imate Action
ustainat

W . Wild Adventures
T\ V] ess :
WAML Melbourne sets the
standard
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Of future travellers expect brands to play a more
meaningful role in society.

29

% it to hear those stories

&
4 Ad ourism bus etter understand + articulate their ‘why’ —
3

*

! Share stories and wa: 1 sup| need to-be a responsible traveller in your

e

30
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Coffin Bay.drua 5 lowsiéim Cor

People want to feel
transformed by their
travel experiences
and will seek out
destinations that help
them do that!

/ﬁ‘ 7 W
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But people don't act on every
inspiration. Each traveler has
underlying needs that

vary by trip.

When a brand shows it can meet those needs, people usually respond by

taking an action. While needs can be emotional or functional, they re the

considerations that matter most to each traveler — often more than price.

Understanding and
responding to needs is key
factor to drive demand

5/12/22
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New research reveals that

leaving these needs unmet H

will more likely deter a 26%
booking than price.

Price is no longer a brand

differentiator - not
getting what they need
from a trip is!

35

GooglTrends ~ Compare

o champ % best + Add comparison

et ove time s 0<

COVID-19 Hit

Australia

People are increasingly looking for the best
experience, not the cheapest!

36
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https://www.thinkwithgoogle.com/feature/travel-customer-journey-in-2020
https://www.thinkwithgoogle.com/feature/travel-customer-journey-in-2020

The consumer landscape has evolved to embrace a purpose

driven one based on the right balance We're operating
between people, place, planet and profit. in a purpose-led
Transformational travel directly responds to consumers changing expectations economy

and n ity to gain a itit inashifting

consumer landscape.

Pre2004 2004 Appeal to visitor's heads
and hearts
:onsumer Product based Experlence based Purpose-driven
conomy Show how your
¢ ¢ destination can transform
them
Tourism Experiential Transformational Al (9 el
Marketing and safeguard the places

they visit
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isitors are, ai
a minute!)

and use th

d ind

Coffin Bay.dmage Credit: St ALl

DESTINATION MARKETING +
VISITOR SERVICING

2022+

39
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Visitor Servicing + Destination Marketing teams
often work in silos.

But, they are not mutually exclusive.

<
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Consumers add o subtract

brands asthey evaluate what

Travel Purchase
3
Uttmately, the consumer

Journey isn’t
et e linear.

The consumer consders
an il set of brands,
based on brand perceptions
and exposute o recent

Intial- Moment
consideration of
set purchase

Destination Marketing +
Visitor Servicing need to
integrate seamlessly to
inspire and help visitors
before, during + after

Afer purchasing a poduet o servie, travel to drive advocacy
the consumerbuids execttrs S
based on ecerence 0 o tenest and repeat visitation.

deoson urney,

41

BEST PRACTICE DESTINATION
MARKETING + SERVICING

_Ax |

Understand your
Visitors and
responding to their
4 needs before, during -
and after their time
with you

Understand +
Articulate who you are
(people, place, stories)

14
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1. UNDERSTAND YOUR
DESTINATION'S STORY
(WHO YOU ARE!)

ve tell the consumer it is.
ell each other it is.

DFOUNDER OF INTUIT

Yy ik WS ) : ‘\' PN SN
THE PROBLEM WITH
DESTINATION BRA

15



Destinations typically want to be the band
when

y really need to be the stage.

TINATION THINK

Murphy’s Hayst
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Your
Destination’s
Brand

M.

'\{,'fg Not in your

© N\ controlatall

Somewhat in
your control

Queensland brand
framework

Ths framework outinesthe ey principes of

‘OURVALUE PROPOSITION

What you can do

Articulate +
communicate your
destination’s purpose
and values

48
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2. UNDERSTAND WHO YOUR
BEST VISITORS ARE

5/12/22

Inspire them to
Understand who consider your Help them plan
your High Value destination their trip
Visitors are (Brand (Visitor Servicing)
Marketing) p

Help them have a
great time and
share their
experience
(Visitor Advocacy)

Help them
remember your
destination +
reinspire

(Visitor Loyalty)

Coffin Bay, Image Credit - Kane Overall

Understand who

your High Value
Visitors are

Coffin Bay, Image Credit - Kane Overall
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‘Everyone’ is not your customer.

Your destination isn't for everyone.

VISITOR PERSONA
(Demographics, psychographics,
needs, challenges, motivations)

2 . NICHE SEGMENT
(Niche Interest/ Segment)
TARGET MARKET
emographics Only)

54

18



<

Market +
Service

Effectively

Destination
Development

Helps to identify what

marketing opportunities to

activate - and importantly,
what to say 'No'to!

Helps identify experience
gaps or upgrades needed to
attract high value visitors

Sustainable
Growth

Increasing the number of your
(who are
Tgher yielding) means
increasing overall spend,
without increasing visitor
numbers, which is more
sustainable.

mage
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Inspire them to
Understand who consider your
your High Value destination
Visitors are (Brand
Marketing)

Coffin Bay, Image Credit - Kane Overall

4

VISITOR
JOURNEY

Inspire using Brand
Stories and Themes

User Generated Content

Inspire with
early/influential
planning content and
information

57
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TRUST IN ADVERTISING IN AUSTRALIA

To what extent do you trust the following forms of advertising?

People | know recommend
Opinions posted online
Editorial content

Ads in newspapers
Branded websites

P
i sgno  for

" I g People are most
Ot svring influenced by what

Adsbefore movies
Brand sponsarships other people say...

TV product placements
Adsin search engine
Onine video ads
Ads on mobiledevics
Oniine bamer ads
Adson socia netwarks
Text ads on mobile device
of 0 2 ® 4« s o W 8 0 1w

@ Trust Compietely @ Trust Somewhat @ Don' Trust Much @ Dor't Trust AL Al
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What you say
about your
destination
(Low Trust, Low L4
Influence) What your visitors
say about your
destination

(High Trust,

High Influence)

Best Practice
Brand
Marketing

Leverage Visitor
Advocacy

20



Shared story

Destination visitors

R ™t
"o»m"-o‘

- WMF s %
S8 >
&P s M‘“ ‘*ﬁp Future visitors
Marketing
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OUR LATEST ON SOCIAL

[ INI0]  #BELLARINETASTETRAIL HGEELONGHATERFRONT

63
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THE BLOG

-~ B

Curated throughout blog
articles
v
o
»
=

ggiE:SCLIFF: BEYOND THE :Sguz"i
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RO R G

1.0 pctmindr o e o ary ey of oo hma o e

browse o mors thorougn

" Pousesfeaton nd otjcts great o 0 geoac.

Curated throughout blog
articles

neponcan oiors.

65

Inspire them to
Understand who consider your Help them plan
your High Value destinati

their trip
Visitors are

(Visitor Servicing)

Coffin Bay, Image Credit - Kane Overall
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Physical vs Di
Support
Outreach

Events

Local Business Activation

Anticipate and answer
all travel questions —
stories, itineraries, local
information

VISITOR

JOURNEY

5/12/22

67

Inspire them to
Understand who consider your
your High Value destination
Visitors are (Brand
Marketing)

Help them have a
great time and
share their
experience

(Visitor Advocacy)

t - Kane Overall

Help cement memo

Help them share
experiences with others

VISITOR
JOURNEY

69

23



5/12/22

#Cradle365

Share it with the world

#Cradle365 on
Park Signage

Sign located a key point on
walking track at Dove Lake.

71

© | Mustaguam ® 0 &

6 #cradle365
— Nearly 10k uses

in last 5 years!

24



Inspire them to
Understand who - consider your:
your High Value destination
Visitors are
 Marketing)

Help them
remember your
destination +
reinspire

(Visitor Loyalty)

Coffin Bay, Image Credit - Kane Overall

Who is responsible for creating loyal /
repeat visitors in your destination?

5/12/22

2
‘Consumers add or subtract
brands as they evaluate what
they want.

1 3
“The consumer considers
an initial set of brands, selects

based on brand perceptions
and exposure to recent
touch paints.

Initial- Moment
consideration
purchase

Who is responsible for
re-triggering the
demand from brand
advocates? ‘After purchasing a product or service,
the consumer builds expectations
based on experience to inform the next
decision jourey.

Utimately, the consumer

abrand at

the moment of purchase.

75
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THE BIGGER

picture

77

COVID has been the
catalyst for bigger
picture thinking
around developing
sustainable
destinations

TOURISM

CLIMATE
CHANGE

CovID-19

26
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Visitors and Economic
growth major
considerations in
strategic planning

Visitors

Visitor
Economy
Management

Expenditure 5 a5
$s Visitor
Sentiment

Success mostly defined 3
by quantitative metrics
relating to Visitors +
Economy

jje/sitors Visitor Economy
Success Business
(pre-pandemic) Sentiment

# Nights

27



TP St

G THE SA VISITOR ECONOMY | DRIVING DEMALSENSNN LTI
December 2021 what we are
| conditioned to
$6.ZB think about as

b INDUSTRY success
| ¥ 24% Australia % 42%

"‘j' $3sv $1.I;B 278 1.

DAY TRI
2%

§31% + 4%
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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.

Little Blue Lake,
Mount Gambier,

28
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Huge volume campers highlights
risk of beach sites being ‘loved to
death' Increase in visitors, doesn’t

always increase economic
ublished: Aprl 15, 2022 metrics

The Easter camping surge has once again
shone a spotlight on the environmental Costs regions more $$, and
threat posed by the sheer numbers of Zm

social license for
caravanners staying at key spots on South
Australias Eyre Peninsula.

development becomes

tenuous
As we have previously reported, Perlubie
Beach and Greenly Beach are two areas that
are under being put under significant
pressure by tourists,

‘As many as 100 caravans and campers
have been seen on Perlubie Beach at a time,
a dramatic increase on recent years.

Like many other areas, the region faces the
spols. PIC-ABC Jodie Hamiton

5/12/22
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Visitor: Locals

Care about having a transformative Care about their towns (clean, safe)

experience + will pay $$
Care about their livelihood (jobs,

Varying levels of care for the income, expenses)
environment (increasingly aware)

Care about their local environment

Care about supporting local businesses
Care about having a ‘say’

"Regenerative tourism seeks to ensure trave sm delivers

it to people, p
d flourishing o

NE DREDGE, TOUR

e
His

Umphetston sinkhole, limage Credit - Offroa@images

29



5/12/22

Place /
Environment

Consultation +

People Co-Design planning

Inclusive of visitors,
locals, econmy, place
and environment

Visitor
Economy
Management

Community/

Residents

Sentiment Environment>'
Metrics

uccess defined by
quantitative and
qualitative metrics
across all
stakeholders/custodians

Impact Metrics

Visitor Economy
Success
(Future)

Visitor
Expenditure

Business
Sentiment
Metrics

w| &

’

Visitor ) }
Sentiment /%
—

want to be included in the convers
(not a token effort)

/isitor economy is built on finite resources, and so.*YoY’ expenditure growth not viable

long term success metri

sential to consult ly and deeply on VE management activities

Re-think and establish success metrics that erate communi not

B A

—
- Coffin Bay.dmagh Credit: Sl Ao ian Towsiém Com
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