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The material in 
this presentation 
is Copyright 



What are we talking about today? 

• Intro 

• Southland’s domestic visitor stats 

• Travel motivations & booking 

• How to attract more domestic visitors by 
marketing smarter 

• Summary 





Intro 

What’s so GREAT about 

domestic visitors? 

 

And what’s NOT ?  



Southland Domestic Visitor 

statistics (the boring stuff…) 

How do you compare? 

 
Sources of information: 

Statistics NZ (Commercial Acc. Monitor) 

Southland Tourism Forecasts 

Regional Visitor Monitor 

Domestic Tourism Market Segmentation Report 



DOMESTIC TOURISM IS 



Guest nights to Southland  
(YE Sept. 2011) 

In t ernat ional 

, 122780, 31%  

Dom est ic, 

267162, 69% 

How many guest nights? 69%!!! 



How long do they stay  

(on average)? 

1.74 nights 



Why are they here? 

Holiday 
40% 

VFR 
46% 

Business 
14% 

Education 
1% 

Other 
1% 

Guest nights to Southland by purpose 



When do they come to Southland? 

 



Average occupancy rate 

(YE Sept 2011) 

41.6% 



Where do they stay? 

Hotels 
26% 

Motels 
48% 

Backpackers 
13% 

Holiday Parks 
13% 



Where are they from in NZ? 

 



 



Now the interesting stuff! 

Travel motivations, how they book etc… 



What motivates domestic 

visitors go on holiday – why do you?? 
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What info do they seek pre-arrival? 
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What sources of information do they use? 

2007 2011

Other websites 48 68

Family /friends 40 36

Guide books 31 26

RTO website 15 17

I-site/info centre 14 17

Mags/Newspapers 11 11

www.newzealand.com 4 3
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What gets booked pre-arrival? 
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Accommodation

Local Transport

Activities

None of these



How are they  

booking accommodation? (all visitors) 
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How are they booking activities? 
(all visitors) 
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Who are 

 YOUR (domestic) customers? 

• Define your target market / segments 

• Where do they stay in Southland? 

• What do they do in Southland? 

• How much do they spend? 

• When do they come? 

• How are they travelling? 

• And with whom? 

• How did they find you? 



Analyse how your customers book: 

% through your website 
% through other booking websites 
% through visitor centres 
% through inbound operators/wholesalers 
% through advertising 
% referrals/word of mouth 
 
Is your marketing spend & effort in line with 

where your sales are coming from? 



Do they use Social Media ?  

At the moment, the only domestic segment that uses 
social media for travel decisions is the 15-24 yr old 
group – mostly students! 

 

BUT in 5 years’ time this group is 20 – 29 years old… 

and the international market is using it now, so you may 
as well give it a go! 



Want more detailed info? 

Google:  

“Domestic Tourism Market Segmentation” 

 

This report can help you segment your market in 
more detail and how to reach them. 



How to attract more domestic 

visitors by marketing smarter 



SHOCK!! 
There are virtually NO short 
breaks or packages to Southland 
to be found on the internet!! 



Package it up! 

What else do your customers do apart from stay 
with your or do your activity? 

 

If you see that many visitors of a particular 
target market do the same thing, make it easy 
for them and package it up! 



 



 



Package options 

• Package within your own business 

• Package with other operators 

• Activity packages only 

• Activity / accommodation packages 

• Combos 

• Referral vouchers 



Generating packaging ideas 

• Special interest groups 
(tramping, fishing, 
sporting, art, photography 
etc.) 

• Events  

• Special occasions 

• Type of travellers (eg. 
Upmarket, group, FIT, 
families etc.) 

• Combos 

• Romantic Escape 

• Low season specials 

• Clubs/retirement 
associations 

• Schools/educational 

• Businesses (staff outings, 
corporate retreats, 
conferences & incentives 

 



Make it   e a s y  for them… 

• Make it easy for them to find you 

• Make it easy by providing info about you and 
the area 

• Make it easy for them to book … the whole 
trip … online!!! 

• How will they get here? (fly, drive?) 

• Give them reasons to choose YOU!  

• Make it easy for them to remember you… 

 

 



Action … NOW! 
• Get them to act now: limited time deal (e.g. 

early bird special or last minute) 

• Give them an incentive that they can’t resist! 

 



It’s time to get creative! 

• Start thinking outside the square! 

• Be proactive in developing COOOOL packages 
and short breaks aimed at you target market! 

• Build up databases (ask permission!) 

• Share databases with package partners 

• Target niche markets 

• IT WORKS!!! 



They want a deal!  

(or at least good value…) 
 



FREE publicity 

 



Summary 

• Identify your (domestic) segments 

• Develop separate experiences / packages for each 
segment 

• Make the most of your website 

• Keep in touch with your customers (build 
databases) 

• Work together with other operators & Venture 
Southland Tourism 

• PLAN!! 





Want to learn more? 

• Come to the:  

– Tourism Marketing Bootcamp on 5 December 
and/or  

– the E-Marketing Bootcamp on 6 December 
(Invercargill) 

• Weekly Marketing Tip (it’s free!) 

• Prize draw 

 



Thank you & wishing 
you a successful  
summer season! 

 
www.strategiesmarketing.co.nz  

http://www.strategiesmarketing.co.nz/

