


It’s an overused statement, but it’s not wrong.  This crisis is more 

severe than any other in living memory so predicting outcomes is 

challenging without any like for like proxies.







It’s impossible to give accurate 

forecasts in this highly fluid 

environment but scenario 

planning highlights the 

potential outcomes and forces 

us to think about how to 

achieve them.



Border closures
Negligible travel interest

Border closures
Social, search travel interest
Negligible booking interest

Border closures
Social, search travel interest

Booking interest
Negligible intent to travel

Local / Aussie borders open
Air capacity available

Intent to book and travel
Forward bookings

Fear and trepidation Frustration and boredom Exasperation with optimism Enthusiastic and adventurous

Be present
Inform with sensitive tone and 

some inspiration / hope

Reignite the dream
Lift spirits with a taste of 

destination Australia

Drive planning
Help would be travellers plan 

their Aussie holiday

Drive booking
Convert with partnerships as 

intent increases

Plans developed in this 

environment are certain to 

change but having something 

down on paper will either align 

the organisation or give people 

a chance to challenge and 

collaborate around a better or 

at least more robust plan.



There’s lots of great data 

available right now.  The 

challenge is selecting the most 

useful metrics and sources of 

data and following them 

closely instead of getting 

constantly distracted by the 

wealth of other fascinating 

information out there.  This 

example is how TA is 

determining which stage of 

recovery each market is in.



This data indicates the 

mindset of consumers in 

various markets.  It’s important 

to understand the consumer 

from a variety of angles – what 

they’re thinking but also what 

they’re doing in terms of 

search or bookings etc.



Leisure: weekend

Business

Leisure: longer stay

Leisure: daytrips, overnight

VFR

Business 

VFR

Youth

High-yield holiday

Other 

travellers

Research and early data indicates 

that travellers will spread out from 

their home locations in concentric 

rings with short trips preceding 

longer ones for both domestic and 

international audiences. There are 

also specific audience segments 

more likely to travel early on so 

these people will be the most 

lucrative targets in the short term, 

and the best place to look for a 

swift recovery.



At this stage it’s impossible to 

know exactly what the longer 

term changes in consumer 

behaviour will be as a result of 

this global crisis.  The 

fundamentals of human nature 

or Australia’s offering won’t 

change, but to remain 

competitive we have to be 

prepared to adapt our offering 

future needs even better than 

we have in the past.
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https://skift.com/coronavirus-and-travel/
https://skift.com/coronavirus-and-travel/
https://www.atec.net.au/covid-19-information/
https://www.unwto.org/tourism-covid-19
https://www.iata.org/en/pressroom/media-kit/
https://www.pata.org/covid-19-mar-20-27/
https://www.ttf.org.au/
https://www.oag.com/coronavirus-airline-schedules-data?utm_content=121641929&utm_medium=social&utm_source=linkedin&hss_channel=lcp-11982
https://adara.com/traveler-trends-tracker/
https://www.mckinsey.com/featured-insights/coronavirus-leading-through-the-crisis
https://www.pwc.com.au/important-problems/coronavirus-covid-19.html
https://www.oxfordeconomics.com/coronavirus
https://www.warc.com/NewsAndOpinion
https://www.dynata.com/dynata-global-trends-report-special-edition-series-covid-19/
https://www.roymorgan.com/findings
https://www.globalwebindex.com/coronavirus
https://yougov.co.uk/covid-19
https://www.covid19brandnavigator.com/sparks
https://str.com/data-insights-blog/coronavirus-hotel-industry-data-news
https://www.ipsos.com/en
https://consulting.kantar.com/the-global-impact-of-covid-19/
https://www.talkwalker.com/covid-19-resources
https://forwardkeys.com/news/
https://www.sojern.com/blog/category/covid-19-travel-industry/
https://www.phocuswire.com/
https://blog.euromonitor.com/market-research-blog/articles/



