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‘We Are Victoria Falls’ is an independent, public-private partnership initiative representing
the tourism community of Victoria Falls. We are formed under the direction of the Ministry of
Environment, Climate Change, Tourism and Hospitality Industry (MECTHI) and supported by
IFC. Our purpose is to work with all stakeholders in order to communicate reliable, up-to-date
information on our destination’s management of COVID-19; provide verified updates on
destination openness and build our tourism community.
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Objectives of Report

This report is based on an international trade survey conducted by ‘We Are Victoria Falls’ on behalf of the Ministry
of Environment, Climate, Tourism and Hospitality Industry (MECTHI) and ZTA. The report provides a regular
snapshot of data for the purposes of both public and private sector planning. The data shows the requirements of
future travellers, their demographics and profiles – as well as their future demands for product, access and enabling
factors in Victoria Falls. The survey is repeated annually.
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2021 Highlights
●
●
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Confidence in Victoria Falls has increased significantly in 2021 compared to 2020 levels
73% of respondents believe it is now safe to travel to Victoria Falls, with Africa based agents reporting most
confidence from their client base
71% respondents indicate nature-based safari lodges or camps will be the preferred accommodation choice of
travellers in the next five years
For those considering booking Zimbabwe, wilderness areas ranked highest followed by a combination of both
rural and urban based properties as a preference for their clients
Smaller groups will dominate in future, with 80% of respondents believing that couples and groups of 2-6 people
will be their most important market
Almost 80% of respondents believe private transfers will be the preferential in-destination transport option
Clear Robust Rules on Entry, Pricing, awareness and ease of access are priority areas for improvement
100% agents report flexible Terms & Conditions as a priority to encourage return of travellers
86% of respondents feel that the “We Are Victoria Falls” Initiative has increased their confidence in booking
Victoria Falls as a destination

93% respondents are existing trade partners or agents who send clients to Victoria Falls, plus 7% potential ‘new’
agents who have not yet sent clients
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Section 1 | Survey Respondent Demographics
93% of respondents have existing business relationships with
Zimbabwe operators

Respondents who currently send clients to Zimbabwe
Respondents who do not yet send clients to Zimbabwe

The majority of respondents have their businesses headquartered in Southern Africa and operate
as wholesalers / DMC’s servicing the international trade, therefore it is assumed that their
responses are based on the sentiment of their international clients.

●
●

●

.

93% of respondents have existing business
relationships with Zimbabwean operators and
have booked Zimbabwean products.
7% of respondents have not booked
Zimbabwean products but are considering it in
the future.
A third option was available to respondents
who do not currently sell Zimbabwe and were
not considering it, however there were no
respondents in this category.
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Section 2 | The Next Six Months
73% of respondents believe it is now safe to travel to Victoria Falls

Yes

Maybe

No

Respondents were asked to indicate whether they believe their clients would feel safe travelling to Victoria Falls in the next 6 months. While the European
market remains more risk-averse than other source markets, by indicating ‘maybe’ as their answer, none of the respondents feel that Victoria Falls is an
unsafe destination and 73% of respondents believe it is now safe to travel provided that the quarantine and travel restrictions in Zimbabwe and their home
countries continue to be relaxed in the next 6 months.

2020 Sentiment

2021 Sentiment

8%

27%

51%
73%

41%
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Section 2 | The Next Six Months
Ease of Access and SADC Protocol Alignment are priorities to encourage
the return of travellers to the region

2021 Responses

2020 Responses

Ease of access remains a limiting
factor on the recovery of the
tourism sector in Victoria Falls
although the recent introduction of
new access options in 2022
should begin to alleviate this.
Clarity, transparency and
alignment with SADC countries for
COVID-19 screening and testing
protocols are considered to be
important
Greater flexibility of Terms &
Conditions, especially with
regards to deposit and
cancellation policies is the most
important factor to encourage a
return of travelers to Victoria Falls,
according to 78% of respondents.
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Section 3 | The Future Traveller (next five years)
Smaller Private groups and couples will continue to dominate the market

2021 Responses

2020 Responses

80% of respondents believe that future travellers in the next five years are
most likely to be older, more affluent couples; multi-generational families or
families with older children.

According to 86% of the respondents, smaller groups of between 2 & 6
people, as well as couples, will continue to dominate the market. Large
groups, incentives, events and overlanders are likely to be less common
choices among travellers in the next five years.
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Section 3 | The Future Traveller (next five years)

Luxury Boutique Hotels and Nature-based safari accommodation
are a preference for future travellers

2021 Responses

2020 Responses

Over 73% of respondents
confirmed that Luxury
Boutique hotels will be the
preferred accommodation
choice of travellers in the next
five years.
67% of respondents indicate
nature-based safari lodges or
camps will also be more of a
preference for future travellers.
Midscale Boutique Hotels and
Small Mobile Safari Camps
also feature high on the list
for future travellers..
Respondents indicate that
future travellers may be
moving away from large 5*
Hotels and Resorts.
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Section 3 | The Future Traveller (next five years)
80% believe that Properties within Wilderness areas will be a priority for future travellers
2021 Responses

2020 Responses

*Respondents were requested to confirm all that apply

The importance of internationally recognised accommodation brands was of
some importance for both respondents who already book Zimbabwe and for
those who are considering booking Zimbabwe in the future. For those not
yet booking,it is proportionally of slightly higher importance overall.

Results show an above 80% preference for properties located within
wilderness areas for both those already booking and those considering
booking Victoria Falls.
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Section 3 | The Future Traveller (next five years)
Nature and culture experiences will still be most in demand

2021 Responses

2020 Responses

100% of respondents
believe that future
travellers will be looking to
‘connect with nature’ on
their holidays in the future.
Cultural interaction or
immersion and niche or
special interest
experiences were each
ranked highly by the survey
respondents.
For respondents who do
not yet book Zimbabwe,
there was proportionally
higher interest in in the
experiences of gastronomy
and the creative industries,
indicating an opportunity to
capture new markets in
future.
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Section 3 | The Future Traveller (next five years)
Private vehicles will still be preferred for in-destination transport

2021 Responses

2020 Responses

In line with the need for more
private or intimate
accommodation and
experience offerings, it is
predicted that future travellers
will prefer private vehicles over
the more traditional group or
shared options.
The survey reflected growth in
terms of self-drives and
utilising taxi services or
exploring the destination on
foot compared with sentiments
expressed in 2020 which
indicates improved confidence
and greater independence of
travellers.
Public Transport was the least
preferential mode of transport
for whilst in destination.
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Section 4 | Victoria Falls Development
Improve Direct Access and Reduce Visa Costs are now important
developmental factors

2021 Responses

2020 Responses

*Respondents were requested to confirm all that apply

While 40% of International
trade still feel that Victoria
Falls products are overpriced,
80% of respondents now feel
that improving the direct
access to the destination is an
important development factor.
The cost and process required
to obtain a visa for Zimbabwe,
as well as general access is
flagged as the next highest
requirement for improvement.
40% of respondents feel that
the destination should
prioritise improving the
medical and evacuation
facilities although much fewer
respondents feel there is a
health and safety issue
compared to 2020.
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Section 5 | International Trade Confidence
Trade Confidence in Victoria Falls is on the increase
2021 Responses
2020 Responses
2019 Responses

In terms of confidence with
booking Victoria Falls, Figure
4 and 5 in the graph shows
increased confidence in
Victoria Falls as a destination
between 2020 and 2021.
Whilst figure 5 reflects that
the market is still not as
confident as they were in
2019, the current trend points
to accelerated recovery from
the impacts of the pandemic.
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Section 5 | International Trade Confidence
“We Are Victoria Falls” has been successful in maintaining and improving confidence in the
destination
2021 Responses
2020 Responses

The survey respondents
were asked to indicate to
what extent the ‘We Are
Victoria Falls’ outreach
initiative had improved their
confidence in booking the
destination.
86% of respondents feel that
the We Are Victoria Falls
initiative has been impactful
in maintaining or improving
confidence in the destination,
compared with 62% in 2020.
This includes existing trade
partners as well as potential
future trade partners.
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