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Which countries are most affected?
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This image was taken from: https://www.oecd.org/coronavirus/policy-responses/tourism-policy-responses-to-the-coronavirus-covid-19-6466aa20/ Source: OECD Tourism Statistics (Database).



Departures from Australia
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These images were taken from https://www.ausleisure.com.au/news/overtourism-leads-to-indefinite-closure-of-iconic-thai-bay/.
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Reviewer sentiment polarity

Whale watching NSW

National Park VIC

Scenic nature-based tourist drive VIC
National Park NSW

Major nature-based tourist attraction VIC

Major nature-based tourist attraction NSW

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Positive Neutral M Negative

Research conducted by Griffith Institute for Tourism for Tourism and Events Queensland.




Relative importance of domestic tourism
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This image was taken from: https://www.oecd.org/coronavirus/policy-responses/tourism-policy-responses-to-the-coronavirus-covid-19-6466aa20/ Source: OECD Tourism Statistics (Database).




2019

INTERNATIONAL VISITORS DOMESTIC VISITOR
Average length of stay Average length of stay
32 nights 4 nights
Spend per trip Spend per trip
$5,219 $684
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Data source: Tourism Research Australia, 2020. Sourced from: https://www.tra.gov.au/International/International-tourism-results/overview



Appealing Holiday Experiences for Australians

1 = Not at all important/Very unappealing 7 = Extremely important/Very appealing; N = 1,759

Great restaurant, cafe and dining options
World class beauty and natural environment
Spectacular beaches and waterways
Rainforest and nature-based experiences
Rich in history and heritage

Shopping centres

Wildlife experiences

Local food and wine experiences

Unique cultural experiences

Beach activities and experiences

Theme parks and attractions to visit
Adventure activities

Bars and nightclubs

Aboriginal experiences

Casino

3.62

3.93

3.88

5.05

5.05

5.01

4.88

4.87

4.82

4.77

4.76

4.73

4.73

4.29

4.25

( Research conducted by Griffith Institute for Tourism for City of Gold Coast.




Destination Innovation Matrix

New markets

Existing
markets

Existing
experiences

Market
Innovation:
Existing
experiences for
new markets

Consolidation:

Existing
experiences for
the existing
markets

New
experiences

Transformation
al Innovation:

New experiences
for new markets

Product
Innovation

New experiences
for the existing
markets
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Gardiner, S., & Scott, N. (2018). Destination Innovation Matrix: A framework for new tourism experience and market development. Journal of Destination Marketing & Management, 10, 122-131.
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Finding your niche in a

target market

* Domestic visiting friends and relatives (VFR) market

* One-third of all domestic overnight trips

* Activities:

* Sightseeing (22%) or going to beach (22%)

* Visiting national/state park or bushwalking (9%)

105 LN P o
* Eat out (59%) \ Ty :‘ ' ,
Solo (41%) or adult couples (27%) - most trips did not ' .\\“\\\%\V“ b A "f"""
include children (81%) . _' ‘ »vm e Zf; .;. : ‘
Short-breaks: average trip 3.2 nights (60% only 1-2 nights) : g ; b
Direct internet search and WOM . 5 , s

Source: Tourism Research Australia:
Domestic/domestic-visitor-profiles

The top image was provided courtesy of Australian Kayaking Adventures. The bottom image
was created by Israel Riversa for Visit Scenic Rim and was taken from \
https://www.visitscenicrim.com.au/eight-of-the-scenic-rims-best-walking-holidays/.



https://www.tra.gov.au/Domestic/domestic-visitor-profiles

Nature-based experiences:
par What’s important for Australians

drive

time

information Y
ferry island

water

dolmins

penguins

These images were taken from Tourism and Events Queenlsand image library (with the exception of the food image which was available from the creative commons).
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Supporting recovery

Tourism — Ready for Recovery
(FREE online short course with digital badge)

https://www.griffith.edu.au/engage/professional-
learning/tourism-recovery

T

TOURISM READY
FOR RECOVERY

Thriving Coasts Cooperative Research Centre (CRC)
www.thrivingcoastscrc.com

Thriving
Coasts

CRC



https://www.griffith.edu.au/engage/professional-learning/tourism-recovery
http://www.thrivingcoastscrc.com/

