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INTRODUCTION

KEY FINDINGS

With 6.7 million domestic overnight Visiting Friends and Relatives (VFR) visitors to
Queensland in 2014–15 – representing 37% of all visitors to the state – the domestic VFR
market is important for Queensland.

nn Influencing both hosts and visitors is important as they are both key for information
gathering, decision-making, and proposing destinations and activities.

However, this is a unique and challenging sector to target with marketing campaigns in
conventional ways, because of a number of travel behaviours peculiar to this group. In
particular, VFR travellers:

nn Some hosts may not see themselves as hosts, so messaging can help them think of
themselves as ambassadors for Queensland, and motivate them to show their visitors the
highlights of their local area (e.g. provide them with day trip ideas).

nn often combine their trip with other travel such as that for events, holiday or business

nn Perceptions of Queensland are very positive but have traditional associations (beach,
warm weather, relaxing), and activities are home-based (e.g. cooking at home together,
grocery shopping).

nn often rely upon their local friends and relatives to guide them as to which activities they
should do

nn Both visitors and hosts should be encouraged to try new experiences and broaden their
horizons.

nn are heavily influenced by their hosts when they arrive at their destination, and spend most
of their time with the host, rather than visiting them as part of a broader trip
nn spend a significant proportion of their money on airfares
nn are less likely than other visitor types to pay for accommodation on their trip, or to visit
standard tourism attractions.
Tourism Research Australia (TRA) – in partnership with Tourism and Events Queensland –
commissioned Colmar Brunton to research the motivations, behaviours and influences of
domestic overnight VFR travellers to Queensland. The fieldwork was conducted during May
and October, 2016.
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PROFILES OF VFR HOSTS AND VISITORS

LIFESTAGE

nn Over half of hosts were female (51%), while 51% of visitors were male.

19%

SINGLE WITH NO CHILDREN

nn For both groups, there was an even spread across age groups, but the majority of each
group was aged between 30 years and 59 years (57% for hosts, 61% for visitors).

COUPLE WITH NO CHILDREN

nn The most common lifestage group for both hosts and visitors was single/couple with no
children/no children living at home (58% for hosts and 52% for visitors).

SINGLE/COUPLE WITH NO CHILDREN
LIVING AT HOME

nn Nearly one-third (32%) of visitors travelled by themselves, while 42% travelled with a
partner and no children.

FAMILY WITH YOUNGEST CHILD AGED
0-5 YEARS

nn Thirty-nine per cent of hosts were working full time, along with 45% of visitors.

FAMILY WITH YOUNGEST CHILD AGED
6-10 YEARS

15%
18%
16%
21%
21%
15%
14%
7%
5%
6%

FAMILY WITH YOUNGEST CHILD AGED
11-14 YEARS

AGE GROUPS

GENDER

15 TO 19 YEARS

3%

49%

15%
17%

21%
20%

50 TO 59 YEARS
16%
15%

60 TO 69 YEARS

49%

51%

21%

18%
20%

40 TO 49 YEARS

6%

39%

WORKING FULL TIME

45%

RETIRED OR ON A PENSION

20%
19%

WORKING PART TIME

19%
19%

7%
9%
7%

HOME DUTIES
STUDYING

OTHER

Visitors (n=308)

2%
2%

EMPLOYMENT STATUS

UNEMPLOYED AND LOOKING FOR WORK

Hosts (n=304)

5%
5%

I PREFER NOT TO ANSWER

18%

30 TO 39 YEARS

70 YEARS OR MORE

11%

FAMILY WITH YOUNGEST CHILD AGED
25 YEARS AND OVER STILL LIVING AT HOME

20 TO 29 YEARS

51%

8%

FAMILY WITH YOUNGEST CHILD AGED
15-24 YEARS STILL LIVING AT HOME
1%

10%

7%
4%
5%
5%
1%
0%
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PREVIOUS VFR TRAVEL

WHY THEY TRAVELLED TO QUEENSLAND

Hosts and visitors had all hosted/visited before, and in the last 12 months:

The main reason for travel for both hosts* and visitors was to catch up with friends (35% for
hosts and 36% for visitors), and to catch up with family (34% hosts and 28% visitors).

nn 89% of hosts had been visited by friends at least once, while 86% had been visited by
family at least once
nn 88% of visitors had visited friends in Queensland, and 42% had visited more than once
nn 75% of visitors had visited family in Queensland, and 36% had visited more than once
nn Visitors from Queensland were significantly more likely to report that they had visited
family three or more times in the last 12 months (24%), compared to visitors from
New South Wales (18%) and Victoria (11%).

WHO THEY VISITED IN QUEENSLAND
For hosts, the most common type of VFR visitor was direct family (46%), while 39% of visitors
also travelled to visit direct family.

35%
36%

FOR A CATCH UP WITH FRIENDS
FOR A CATCH UP WITH FAMILY

28%

TO HOLIDAY WHILE STAYING WITH FRIENDS

17%
17%

TO HOLIDAY WHILE STAYING WITH FAMILY

10%

FOR A FAMILY EVENT

14%
17%

FOR A FRIEND’S EVENT
DIRECT FAMILY (PARENTS/CHILDREN/
GRANDPARENTS/GRANDCHILDREN/OTHER)

39%

INDIRECT FAMILY (COUSINS/EXTENDED
FAMILY/OTHER)

18%
20%

FRIENDS (SCHOOL/UNIVERSITY)

14%
19%

FRIENDS (INTEREST GROUP)

14%

FRIENDS (PREVIOUS WORK COLLEAGUES)
FRIENDS (SPORT/TEAM)
OTHER

Hosts (n=304)

Visitors (n=308)

13%
17%
5%
8%
4%
1%

23%

15%

11%

46%

FOR A LOCAL EVENT BUT STAYING WITH FRIENDS

7%
10%

FOR A LOCAL EVENT BUT STAYING WITH FAMILY

4%
5%

FOR AN INTEREST GROUP EVENT BUT STAYING
WITH FRIENDS

3%
6%

FOR AN INTEREST GROUP EVENT BUT STAYING
WITH FAMILY
HEALTH

OTHER

1%
3%
1%
2%
4%
3%

*Hosts are reporting the main reason their visitors travelled to Queensland

22%

34%
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WHERE THEY TRAVELLED TO IN QUEENSLAND
Hosts reported most commonly residing in South East Queensland, with the
majority in Brisbane (50%), Gold Coast (18%), and Sunshine Coast (7%).
Similarly, visitors were most likely to visit family in Brisbane (24%), the
Gold Coast (18%), and the Sunshine Coast (13%).

4%
11%
10%
TOWNSVILLE NORTH QUEENSLAND
TROPICAL NORTH QUEENSLAND

0%
5%
6%

4%
6%
8%

0%
1%
1%
OUTBACK QUEENSLAND

WHITSUNDAYS

MACKAY

1%
3%
3%

1%
2%
2%

CAPRICORN

GLADSTONE
BUNDABERG
NORTH
BURNETT

Current location of hosts
Location of family visited

6%
7%
4%
SOUTHERN QUEENSLAND COUNTRY

Location of friends visited

2%
4%
4%

4%
2%
3%

FRASER COAST

SUNSHINE COAST

BRISBANE
GOLD COAST

18%
18%
18%

50%
24%
24%

2%
5%
5%

7%
13%
11%
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PERCEPTIONS OF QUEENSLAND

DAY AND OVERNIGHT TRIPS WITH AND WITHOUT HOST

For hosts and visitors, the most common association with Queensland was its good weather
and sunshine (45% and 39%, respectively), followed by its beaches, surf and sand (35%
and 23%, respectively). The next highest associations were ‘fun/entertaining/excitement/
enjoyable’ (15% for hosts, and 25% for visitors) and ‘relaxed/comfortable/calm’ (15% hosts,
17% visitors, respectively).

nn Reflecting the interconnected nature of VFR travel between hosts and visitors, 93% of
visitors went on a day trip with their host, 70% went on a day trip without their host.

Commonly, hosts and visitors were hoping for the following experiences on their trip to
Queensland:

Day trip to destination

nn Unlike day trips, there was no difference between proportion of visitors going on overnight
trips with their host (80% of those who went on an overnight trip) or without their host
(78%).

BRISBANE
GOLD COAST

nn reconnect with family and friends
nn escape
nn be active
nn explore
nn do activities unique to destination

SUNSHINE COAST
TROPICAL NORTH QUEENSLAND
TOWNSVILLE NORTH QUEENSLAND

32%
29%

24%
22%

24%
20%
13%
11%
10%
9%
9%
9%
9%

WHITSUNDAYS
BUNDABERG NORTH BURNETT
SOUTHERN QUEENSLAND COUNTRY
FRASER COAST

nn experience local culture.

CAPRICORN
MACKAY

Hosts and visitors with young children wanted a holiday to ‘create memories’ and one that
included child-friendly activities.

20%
10%
12%
11%
8%
9%
8%
9%
10%

GLADSTONE

7%

6%

OUTBACK

6%

6%

Overnight trip to destination
BRISBANE
GOLD COAST
SUNSHINE COAST
TROPICAL NORTH QUEENSLAND
TOWNSVILLE NORTH QUEENSLAND
WHITSUNDAYS
BUNDABERG NORTH BURNETT
SOUTHERN QUEENSLAND COUNTRY
FRASER COAST
CAPRICORN
MACKAY
With host
Without host

GLADSTONE
OUTBACK

24%
28%

19%
20%

21%
20%
14%
18%
11%
11%
14%
8%
17%
11%
8%

24%
12%
10%
18%
14%
12%
14%
15%
10%
11%
7%
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Respondent profile

nn VFR travellers mostly travel with
partners or by themselves – not
with children.
nn VFR visitors most likely to be
couples without children or
empty nesters, so no children
living at home.
nn However, there are many
attractions in Queensland
that are particularly suited for
families (beaches, outdoor
activities, theme parks).

Motivations

Travel behaviour

Information sources & decision making

Attitudes and perceptions

nn Motivations and drivers of VFR
travel are different to those for
other types of travel, so they are
difficult to influence.
nn Hosts play an important
role in initiating the trip,
suggesting ideas to visitors, and
contributing to the itinerary.
nn Main purpose of VFR travel is
to catch up with friends/family,
and travel trigger is different
to other travel types e.g. life
event like birthdays, Christmas,
or helping out after a new
grandchild arrives.
nn VFR travel is often a regular
occurrence, with visitors and
hosts often revisiting the same
places and people.

nn The host is very influential with
regard to their visitor’s travel
behaviour.
nn The majority of visitors stay/
travel for the majority of time in
Queensland.
nn Visitors were much more likely
to go on day trips with their host
than without them (although
there was no difference for
overnight trips).
nn Among those who went on
day trips and overnight trips,
the most popular destinations
included the most populated
areas of Queensland: Brisbane,
the Gold Coast, and the
Sunshine Coast.

nn Itinerary often planned once the
visitor reaches their destination,
and both hosts and visitors rely
on friends and family, wordof-mouth, and social media.
Hosts also have a key role to
play in influencing the itinerary
planning.
nn Even when the itinerary is
planned, plans can be changed
at short notice. Hosts don’t
feel pressured to show visitor
highlights (“there’s always next
time”).
nn Industry websites (e.g. hotels,
airlines, attractions, TripAdvisor)
more likely to be used than
government websites.

nn General perceptions of
Queensland are very positive,
with a very high likelihood of
recommendation across all
groups and strongly positive
agreement with statements
about Queensland.
nn Tendency for most common
perceptions of Queensland to
all focus on the same aspects:
good weather, nice beaches,
and a fun, relaxing atmosphere.

nn Travel ideas and specials need
to be aimed at hosts as much
as visitors, and take account of
the fact that they already have
local knowledge of the area.

nn Have targeted messaging at
both hosts and visitors to catch
up with friends/relatives over
tourism experiences, and to
engage in activities out of the
home.

nn Hosts may not see themselves
as ‘hosts’ and may not be
aware of how influential they
are in planning. Hosts need to
be encouraged to think like a
tourist in their own town.

nn Promote the concept of taking
VFR visitors out to explore the
host’s home area via a day trip.
There is also an opportunity
to encourage more overnight
stays, and to use regional
events and festivals as triggers
to visit the area.

nn Triggers (e.g. good weather)
may encourage a tourism
experience, so having hosts
primed ahead of time with
sample itineraries will assist.

nn Use messaging to help broaden
perceptions about what
Queensland has to offer – e.g.
marketing events, showing
more cultural aspects to all
visitors, which will give visitors
reasons to try new and different
experiences.

Opportunities

nn The empty nester group (and
retirees) could be encouraged
to stay longer and disperse
more. Suggest itinerary plan for
‘hidden local gems’ and mobile
caravan-specific routes/stops.
nn Encourage more families to
visit Queensland as VFR to
‘make new family memories’
by targeting them through
marketing.
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METHODOLOGY
The research involved a four-stage approach that included:
nn a commencement meeting with internal stakeholders
nn qualitative research that included a series of 15 paired depth interviews conducted with
the VFR visitor and host from the same travel occasion. The interviews were conducted
between Wednesday 4 and Tuesday 24 May 2016. Ten of these interviews were with
interstate visitors from New South Wales and Victoria and their hosts, and five were with
intrastate visitors from Queensland and their hosts
nn quantitative research with VFR visitors from Queensland, New South Wales and Victoria,
and hosts of VFR visitors from Queensland, New South Wales and Victoria. The research
included an online survey for both hosts and visitors – conducted from Thursday 6
October to Friday 14 October
nn analysis and reporting of all qualitative and quantitative results, providing a sound basis
for TRA and Tourism and Events Queensland to understand the motivations, behaviours
and influences of domestic VFR travellers to Queensland from both the visitor and host
perspectives.

