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“Often the wins of our industry are focused on the
international market, yet the domestic market has a
much easier conversion for regional New Zealand.”

Warrick Low, Venture Southland

http://dgit.nz/



A regional example of understanding the domestic visitor market potential

The following slides present a series of insights for Southland drawn from the Domestic Growth Insight
Tool (DGIT).

DGIT is used by RTOs to gain a comprehensive picture of their potential domestic visitor market.

DGIT answers questions like:
* “Who are our target markets?”
* “What is the split of day and overnight trips?”
* “How many will come to our region by air vs road?”
* “What are the household incomes of our target market?”
* “What types of household composition (e.g. couple with no kids) are attracted to our region?”

* “What activities do these visitors want to undertake when they are in our region e.g. shopping,
going to a national park, enjoying cycle trails?”

* “What are the key messages we can use for our marketing campaign?”
* “What channels should we use to reach our audience?”

Venture Southland have found answers to all these questions, now you can ‘DGiT Do It’ too!
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New Zealanders can be divided into

eight groups (segments) based on
their domestic travel behaviours

and preferences
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Southland targets six of the

eight domestic segments:
1. Family

Explore Nature

Fun with Kids

Learn & Understand
Watching or Participating
Adventure & Challenge

o Uk wnN

More detail on the eight
segments is available at
www.dgit.nz
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DGIT data helps Venture

Southland identify its 6= Total potential day trips 1,354,819
target markets:

1. Couples/Family = Total potential overnighttrips 1 804 781
2. Self Drive

3. 35+ Travelling with Travelling by
31%

Couple with
all kids over 15

Adults Adults +
Only Children

VARY
Where do they come from?
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Who's Interested

$86,493
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Where do they come from?

n.

Northland

2.1%

E From the map of
Waikato

0
(C)5.6% (W)2.6% (5)3.6% Coromandel 0.5%

0/
/0

Bay of Plenty 2.6%0

NZ we can quickly

q: see why Southland Rotorua
> targets: Lake Taupo
T

_'—C_, 3. Canterbury Ruapehu

4. Waikato Whanganui

Q) 5. Neighbouring Nelson/Tasman
E regions West Coast
Mackenzie

8 Lake Wanaka
q) Fiordland
_g Southland
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Gisborme 0.3%

0.2%

0.1% Hawke'sBay 1.0%
0.9% Manawatu 1-170
0.1% Tararua 0.0%
0.2% < Wellington 3.2% :
1.0% Wairarapa 0.6%

Marlborough 0.7%

0.0%
< Canterbury 10, 9‘3/;; >

South Canterbury 3.2%0
1.1%

Waitaki

Queenstown 1.69%

Central Otago .20

Dunedin 19.5 %D

Clutha 2.8%
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Southland domestic
visitors’ preferred
activities (excluding

.
&= 1. Walking
C o Museum/Gallery
(O 3. Natural Attraction
; 4. Wildlife
5. National Park
> 6. Hike & Tramp
Q) 7. Gardens
c 8. Photography
s 9. Scenic
O 10. Cycle Trails
O Southland
... ,
4 domestic visitors
O preferredd
accommodation:
£ 1. VFR
; 2. Motel
3. Hotel

Other
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beaCheS and Shopping) Food and/or wine (restaurants)

Activities
31%
26%

Beach

Shopping

Walking 23%
22%
Public museumn or art gallery 22%
Other natural attraction (e.q., 0
mountain, lake, river etc.) 18%
Live performance of music 17%

Hot pools 159%
Zoo or wildlife park 15%
Wildlife in their natural enviro... 14%
Watching a sport 149%
Mational park 149,
Hike, trek or tramp 129%
Swimming / surfing 12%
Vineyard / wine trail 119
Cycle trails (MZ cycle trail) S04
Garden visit or flower show 900
Theme park or leisure park 9%

8%
8%

Photography

Scenic boat trip

Accommodation

Mo accommuodation (day
trippers)

With friends or family

Motel $100 to $249 a night

Hotel $100 to $249 a night

Privately owned campground
or holiday park in own tent,
campervan, caravan

8%

Someone else's home or a
room (&irbnb) $100 plus a
night

7%

7%

Motel less than $100 a night

Cabin chalet or apartment in
privately owned campground
or holiday park $100 plus a
night

7%

Serviced apartment $100 to
£249 a night

6%

6%

DOC camparound/hut

43%



Key messages

When is the destination decided on?

8% 20% 20%

Wisit friends, family 28%
Relax or escape from daily stress 25%
Discover new things or places 24%
- From the data generated from Explore the outdoors 1
E DGiT, Southland can now
(D) generate the following messages
. . . Triggers
- to attract domestic visitors: —— _ —
pva_clflcfrlends and family event eg wedding, birthday, 4750
+- 1. The New Zealand we all dream of christmas
O 2 ClaSSiC NZ General friends and family get together 38%
| ) 3 Value in Destination Specials or cheap deals on travel 28%
4. Fam|| friendl Seeing or hearing about an activity they'd like to do 28%
> 5 B k Yt Li t Y Specials or cheap deals on accommodation 26%
”’ . ucket LIS
Barriers
m Cost of travel 27%
; Have commitments at home which make it difficult to get 239
away
O Cost of accommodation 22%
U Weather 21%
Have commitments at work which make it difficult to get 209,
“ away ®

O £
SOUthland % B More than 6 months © 4 or 5 months 2 or 3 months

www.southlandnz.com 1 month B 2 weeks B 1 week B Lessthan one week
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How do we reach them?

Through DGIT Southland can
identify the channels to attract
its’ domestic visitor target
market:

Call to action via the internet
Social media

Media channel integration
I-SITEs

Google

OTAs
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Media - reaching them before they've even thought about going

0
>1% 41% 3704
25% 0

23% 1505 1305 10%

Facebook'! Outdoor ' Watch Listen Watch online Other 'Snapchat

pay TV toa NZ non- video website
radio pay TV (eqg.
an YouTube)

radio

Planning - reaching them when they're planning

66%

22% 20% 4160, 169

13% 12% 10%

Trip Online ' Regional AR Airline What's Other
Advisor  travel tourism an search
agent sites (eq. engine
Bethere
.CO.NZ

Google

When are activities decided on?

1 Before B There



