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Global Tourism Assessment: Domestic Tourism

Almost all Western Countries & many developing countries have a 

coordinated national approach to Domestic Tourism.

New Zealand is an outlier.

We reviewed the Domestic Tourism 

Programs & Campaigns for over 30 

countries:





DOMESTIC TOURISM GLOBAL BENCHMARKING STUDY

Executive Summary:
https://milespartnership.co.nz/domestic-benchmarking

Copy of Full Report: Chris.Adams@MilesPartnership.com



GLOBAL BEST 
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1. Critical Driver of Off Season & Regional Travel
2. Foundation = Strong Community Engagement
3. Picking Winners – Long Term Commitment 
4. Halo Effect – Leverage Other Sectors
5. Measure, Report & Refine
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How important are events to your domestic 
visitor marketing strategy for 2021?  
For growing domestic visitation including off season or regional travel

1. A top priority
2. Very important 
3. Important
4. Somewhat Important
5. Not that Important
6. Unsure/Still Working this Out
7. Not Applicable

POLL 
QUESTION



GLOBAL BEST 
PRACTICES

The six fundamentals of 

successful, sustainable events



Framing today’s discussion

Events – Public facing, recurring, “place based” events

Successful and Sustainable

1. Operational and Financial

2. Environmental



Types of public events and the objectives they deliver – The two broad categories

1. One off events

• Tend to be transactional, 

ie: pay event/asset owner to hold it with you for a price

• Classic expected return: $10-$20 direct spend for every $1

2. Recurring events

• Resonate with locals and are “of place”

• Will deliver on brand and community impact metrics

• A long-term approach to deliver economic benefit



Year 1, 2009

Direct Spend ≈$4m

Year 11, 2019

Direct Spend ≈$173m



The lifecycle of a new event – Economic Impact of Vivid Sydney *
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* Mix of publicly reported data and assumptions

Building awareness, 
brand equity 

ROI more easily visible –
Increased investment

Event maturity –
Carefully consider next stage



Filter 1 – Community connection and capacity 

Alignment with community values
The extent to which an event embodies a community's core values and desires. 

These are values that locals see in themselves and are proud to own.

Event delivery capacity
The extent to which the event will be owned and driven by skilled, passionate and 

committed locals with access to the facilities and assets required to successfully deliver the 

event as it grows

Support from key stakeholders
The extent to which the event is supported and guided by key bodies such as Councils, Tourism 

and Events bodies, businesses and investors. 

For events in their infancy, core to this support is an understanding that the event will likely take a 

number of years to start delivering on desired outcomes



Scoring under each fundamentals

Score Definition

5 Strong alignment with the community's values and history. Taps in to deep roots of the collective psyche.

4
Good alignment of values between event and community. 
Emphasises points the community would like to the world to know about.

3
No obvious alignment with any defining values, 
yet positive values espoused by event could, in time, help re-define the community.

2
Neutral. Events that have a relatively generic set of values and in turn don't add nor detract from a community's 
sense of self.

1 Negative. Values are either significantly misaligned, or contrary to that of the community.

Alignment with community values
The extent to which an event embodies a community's core values and desires. These are 

values that locals see in themselves and are proud to own.



Filter 2 – Target market profile and appeal

Target audience profile
The size of the potential audience and the extent to which they: 

a. would be welcomed by the local community, and

b. have the time and resource to travel to the destination to 

attend the event

Point(s) of difference
The extent to which the event has content that represents a genuinely unique and 

compelling proposition for its target audience

Planning and positioning
The extent to which the event’s timing:

a. assists in overcoming target market barriers to travel and spending time in the 

destination, and 

b. delivers visitors at an off-peak occupancy/traffic period



The six fundamentals of sustainable events

1 - Alignment with community values

2 - Event delivery capacity

3 - Support from key stakeholders

Community connection and Capacity

4 – Unique Selling Point(s) (USPs)

5 – Target Audience Profile

6 – Planning and Positioning

Visitation and spend drivers
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EVENT 
SUPPORT 
SERVICES





Four  types of support 

1. Region-wide assessment of events calendar  Topline audit of your 

events against global best practices including community survey/interviews

2. In-depth event health check Deeper dive assessment for signature 

events incl. interviews, review of plans for the event

3. Capacity building education & support Education programme for 

event organisers and RTO/EDA/Councils on 6 critical topics for successful 
events

4. Enhanced event reporting Includes event attendee time and dispersal in 

the region and to other attractions from world’s largest mobile location data 
platform  



1. Scoring Example from Regional Event Assessment 

The assessment report also includes detailed scoring for each event, the community survey results, summary and recommendations



4. Event Dispersal Map from Enhanced Event Reporting

Event reporting using Mobile 

Location data* from the 

world’s largest provider 

(UberMedia) & includes: 

• Source markets of visitors

• Visitors vs. Locals 

Dispersal map of event 

attendees 

• Length of time in 

city/region

• % of attendees visiting 

other key attractions

• Measure future or past 

(2018/2019/2020) events

*UberMedia currently tracks over 1.5 million 

mobile devices in New Zealand



THANK YOU!

Stu SpeirsChris Adams
www.MilesPartnership.co.nz www.silverliningstrategy.com.au

We will share these slides & links, but for questions & more information: 

Tel: +64 9 974 2452 Office

Mobile: +64 22 402 1200 Chris

Mobile: +61 439 437 691

Email: Auckland@MilesPartnership.com/

http://www.milespartnership.co.nz/
http://www.silverliningstrategy.com.au/

