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Research & Insights Program
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The Tourism Tasmania Research Team

Paul

Marketing Insights Specialist
TRIG, Stats analytics, Data expert, Consumer insights
specialist, Campaign evaluations, quarterly reporting.

Sarah

Marketing Research Specialist
Brand project, Procurement and budget
management, quarterly reporting.

Allison

Manager
Segmentation, Recovery working
group, Journeys project.

Bianca

Tourism Research Officer
Research queries, Unordinary Adventures,
NZ project and quarterly reporting.
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Throw me your questions.

(and I'll do my best to answer them)
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Throw me your questions

— What you’d like to hear today

— Any burning tourism research
questions

— Questions on our program

— Any unrelated questions
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Finding what you need.

TASMANIA | kg,

DDDDDDDD FOR AIR



Finding what you need.

—  Visitor information
— What people do in Tasmania?
— Knowing our people

— What do they need out of a holiday?

—  What experiences do they value?
— What s it about us that is special?

—  What is Tourism Tasmania’s Brand so | can align
with it?
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Visitor Profile.

TOURISM SNAPSHOT

Top line figures:

— Total numbers/nights/spend
— Purpose of visit

— Regions visited

— Mode of travel

— Origin of visitors

— Intrastate visitation

— Quarterly performance

Resource:
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https://www.tourismtasmania.com.au/__data/assets/pdf_file/0009/87345/2019-Q4-Tasmanian-Tourism-Snapshot-TVS,-IVS,-NVS.PDF
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Tourism Tasmania

Visitor Profile.

Year Ending: De

Population Measures: Estimates

TVS ANALYSER

Spent in Tasmania

le 1 Average Length of Stay [Mights i ) s .
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Holiday

— Accommodation used

coked An Convention/conferance/seminar

vernight — Activities undertaken

d on This Trip Moving out of Tasmania

e — Places stopped/stayed/passed through

e o en 2 — Average number of nights spent in each place
— — Demographics of visitors

Resource:
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http://www.tvsanalyser.com.au/
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RESEARCH
Austrade AUSTRALIA

INTERNATIOMAL DOMESTIC REGIONAL

Home  International ' International tourism results

International Visitor Profile.

TOURISM RESEARCH AUSTRALIA

ECONOMIC ANALYSIS SERVIC

Below the surface on International figures:

LATEST INTERNATIONAL VISITOR SURVEY (IVS) RESULTS

Year Ending December 2019

VISITORS
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8.7 million » 2%

Key findings

* Australia saw record numbers of international visiters aged 15 years and over for the year to De

— International Visitor Survey results
— Specific market information
ceeerreeereerneenaaanaaes — Regional Profiles

NIGHTS — Other economic contribution information
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274 million

Resource:
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https://www.tra.gov.au/International/international-tourism-results

Need to go deeper?

RESEARCH INBOX

Going deeper:

— Digging in the data for specific answers to specific
guestions

Resource:
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Knowing our people

SEGMENT PROFILES

Raw Urbanites and Erudites:

— Holiday habits

— What they seek and why they travel
— Experiences they value

— Other information

Resource:
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Knowing our people.

Market Insights'—' ﬂj e
JANUARY — MARCH 2020 | EEEREIREIE TIM MARKET INSIGHTS

Consumer insights:
— How our offering compares with other states

— Our brand power
— The customer journey
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Tasmania’s Customer Journey

J) PASSIVE DREAMING: Locations, experiences, or events that are of interest to travel to and
experience in life and are always in the back of my mind.

() ACTIVE DREAMING: The start of the journey. Life is making me want to take a holiday - it is not
destination-based yet but based on the push or pull factors in my life. Realistically, I'm not geing to
invest my time in planning yet as it’s too far out.

() CONSIDERATION: | have identified a need and have a rough idea for a holiday. There are a number
of destinations that I've dreamed about that | think will answer my needs and relieve tensions.

() VALIDATION: | need to make sure the destinations on my shortlist are appropriate, will fulfil my
needs and address any tensions. Personal research starts here to understand more about the
destinations.

() PLANNING: | need to understand the ins and outs — what are the accommodation options, how do |
get there, what can | do when I'm there?

() BOOKING: It's time to book and commit to my holiday. While it's very transaction-based, excitement
and exhaustion come into play and there is relief when I'm able to finally book the holiday.

j; ANTICIPATION: The lead up to my trip. This could be both exciting and stressful.

EXPERIENCING: I'm enjoying being in the moment and want to know what | can do (or what more |
can do) while I'm here. Some may be worried they are missing out.

(:’ POST-TRIP: | have armmived home. The holiday continues post-trip, and while some re-live moments
privately, others share more widely. When | reflect back, did this holiday fulfil my needs/resolve
tensions? Was it the escape | wanted? Where should | go next?
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Our brand.

BRAND INFORMATION FOR THE TOURISM INDUSTRY
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— Our brand
— How to use Come Down For Air
— Being a brand ambassador

| — Qur tone of voice

Resource:
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https://www.tourismtasmania.com.au/__data/assets/pdf_file/0019/86014/Industry-Brand-Information-Sheet.pdf

Our campaigns.

TOURISM TASMANIA CAMPAIGNS

— Latest campaigns

— TV campaigns

Resource:
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https://www.tourismtasmania.com.au/marketing/campaigns/brand-launch

Hot off the press.

TASMANIA

DDDDDDDD FOR AIR



The week 1n review

COVID-1¢ s by Tourism Tasmania
Edition B to 5 June, 2020
I

Overall observations

| We're missing ‘normal’
ein
I

Confidence on the up
e and

() Economy concems

J

remain

The week 1n review.

COVID-19 INSIGHTS BY TOURISM TASMANIA

Consumer insights:

— Confidence, sentiment, concern, optimism

Destination responses:
— Campaign responses

— Good examples

COVID-19 current scenario
— Border statuses

— Policy responses

Resource:
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TOP CONSUMER TOUCHPOINTS FOR A DOMESTIC/NZ JOURNEY

Word of mouth from friends/family
Search engine

Tourism destination website
Traveller review website

Travel agents

Talk with other travellers

Travel blog

Documentary

Social media posts

Filmsand TV

Airline websites

Average # touchpoints overall

TOTAL Raw Urbanites
L 45%
2lele 39%
257 34%
1 24%
17 15%
RE 13%
B 13%
B 14%
N 10%
e 15%
127 14%
2.7 28

Erudites*

42%
27%
15%
19%
23%
23%
27%
12%
19%
12%

3.9

Skews compared to total market



MOST NOTICED PAID MEDIA CHANNELS FOR A DOMESTIC/NZ JOURNEY

Travel TV shows/ documentaries
AdsonTV

Sponsored social media content

TV news coverage / current affairs
Targeted online ads

Outdoor ads

Online ads, banners, pop-ups
Published article/ book/ journal
Recommended content in video streaming sites
Online news coverage/ current affairs
Ads/ paid content in online search

Setting for a movie/ fictional TV show
Cinema ads

Average # paid media aware

TOTAL

12%
11%
10%
9%
9%
8%
7%
7%
7%
5%
5%

1.6

27%
26%

Raw Urbanites

10%
11%
8%
4%
6%
11%
7%
8%
4%
3%
8%

1.5

Erudites*

8%
23%
15%
12%
8%
15%
4%
12%
4%
12%
15%

2.4

50%
46%

Erudites are more
engaged overall (helps
address their potential

FOMO), and have a

higher tendency towards
touchpoints with
narrative

Indicative skews compared to total
market



Thank you.
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