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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

1

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 has been repeated annually since 2019. 



● Confidence in Victoria Falls continues to increase as recovery efforts continue 
● 97% of respondents indicated that travellers had a positive experience of Victoria Falls in 2022
● 79% of respondents believe Zimbabwe to be a safe destination, up from 73% last year
● Ease of access and alignment of entry processes to neighboring countries remain of importance to most 

respondents
● 69% respondents indicate nature-based safari lodges or camps will be the preferred accommodation choice of 

travellers in the next five years
● 83% of respondents believe that future travellers will be looking to “connect with nature” on their future holidays
● Smaller groups will dominate in future, with more than 80% of respondents believing that couples and groups of 

2-6 people will be their most important market 
● Regional / cross border itineraries are preferential with 73.8% of respondents offering Victoria Falls in 

combination with other countries
● 64% of respondents feel that the “We Are Victoria Falls” Initiative has been impactful in maintaining or 

increasing their confidence in booking Victoria Falls as a destination
● Respondents indicated that Victoria Falls would benefit from offering more family friendly facilities and activities

89% respondents are existing trade partners or agents who send clients to Victoria Falls, 5% are considering 
sending clients, and a further 5% are not yet considering it. 

2022 Highlights
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89.2% of respondents have existing business relationships 
with Zimbabwe operators 

Section 1 | Survey Respondent Demographics

Respondents came from a diverse array of markets including the US, Europe, Australia, Dubai and 
Southern Africa. Of the agents based in Southern Africa, most operate as wholesalers / DMC’s 
servicing the international trade, and it is therefore assumed that their responses are based on the 
sentiment of their international clients. 

Respondents who currently send clients to Zimbabwe

Respondents who do not yet send clients to Zimbabwe 
but are considering it

• 89.2% of respondents have existing business 
relationships with Zimbabwean operators and 
have booked Zimbabwean products.

• 5.4% of respondents have not booked 
Zimbabwean products but are considering it in 
the future.

• 5.4% of respondents do not currently sell 
Zimbabwe and were not considering it. 
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Respondents who do not yet send clients to Zimbabwe 
and are not considering it



Section 3 | The Future Global Traveller (next five years).  

89% 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. 

More than 80% of the respondents believe that couples and smaller groups 
of between 2 & 6 people will continue to dominate the market. Large groups, 
incentives, and events are likely to be less common choices among travellers 
in the next five years.  
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2022 Responses 2021 Responses 2020 Responses 

Section 3 reflects the general client base serviced by the responding agents, and is not 
specific to Zimbabwe. Respondents report continued domination of smaller private groups 
and couples in their general client base



Section 3 | The Future Global Traveller (next five years) 

Luxury Boutique Hotels and Nature-based safari accommodation are a preference for 
future travellers in general (i.e. respondent’s entire client base) 
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2022 Responses 2021 Responses 2020 Responses 

69% of respondents confirmed 
that Nature-based Safari Lodges 
/ Camps will be the preferred 
accommodation choice of their 
travellers in the next five years.

63% of respondents  indicated 
that Luxury Boutique or Midscale 
Boutique hotels will also be more 
of a  preference for future 
travellers.

Respondents not yet booking 
Victoria Falls showed a higher 
preference in Novelty 
accommodation such as 
glamping. 

Respondents indicate that future 
travellers may be moving away 
from large 5* Hotels and Resorts.



Section 3 | The Future Global Traveller (next five years) 

63% foresee an equal demand for properties within wilderness and urban areas - in their 
general client base, showing more balance than previous years. 

The importance of internationally recognised accommodation brands was 
of less importance for majority of respondents. For those not yet booking 
Victoria Falls, an International Brand was of high importance

Results show an equal 63% interest for properties located within wilderness 
or urban areas. Interestingly results reflected a 17% decline in a preference 
for Wilderness settings compared with 2021 sentiment. A Rural Setting was 
consistent with the previous years results whereas there was an increased 
preference for rural / urban blends. A small percentage of respondents felt 
that the setting was not important. 6
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2022 Responses 2021 Responses 2020 Responses 



Section 3 | The Future Global Traveller (next five years) 

Nature and culture experiences will still be most in demand
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2022 Responses 2021 Responses 2020 Responses 

Results show a shift away from 
highly prioritized experiences 
toward a more well-rounded 
diversity of experiences.

83% of respondents believe 
that  future travellers will be 
looking to ‘connect with nature’ 
on their holidays in the future. 
Cultural interaction, Soft 
Adventure activities, 
Gastronomy were each ranked 
highly by the survey 
respondents. 

Interaction with locals (a new 
entry to the options), wellness, 
special interest experiences, 
Adrenalin and Hard Adventure 
Activities all featured 
prominently

Conferencing and Events as 
well as Nightlife experiences 
showed no demand from 
respondents.

 



Section 2 | Destination Safety

Yes Maybe No

2022 Sentiment

Respondents were asked to indicate whether they believe their clients believe Zimbabwe is a safe destination. While the European market remains 
more risk-averse than other source markets, with majority indicating ‘maybe’ as their answer, none of the respondents feel that Zimbabwe is an unsafe 
destination and 79% of respondents believe Zimbabwe to be a safe destination. This is an increase of confidence in safety by approximately 6% on the 
2021 sentiment and a 38% increase on 2020 sentiment. 
 

79% of respondents believe Zimbabwe is a safe destination
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2021 Sentiment



Section 2 | The Victoria Falls Package

Ease of Access and Alignment of Entry protocols are priorities to encourage travellers to 
travel to Victoria Falls

Ease of access remains the highest 
priority to ensure recovery of tourism 
to Victoria Falls. 

69% of respondents believe that 
Alignment of Entry processes with 
neighboring countries should be a 
high priority, albeit down from 2021. 

Pricing within the destination was 
also flagged as an important factor to 
encourage the return of travellers to 
Victoria Falls with 60% of respondents 
confirming this as one of the most 
important factors, rising greatly from 
just 39.8% in 2021.

*Visa costs and destination 
sustainability were new topics added 
to the responses and both featured as 
priorities. 

The areas with the biggest declines in 
importance refer to covid-related 
factors such as flexible T&Cs, travel 
advisories and medical facilities. 
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2021 Responses 2020 Responses 2022 Responses 



73.8% of respondents were offering Victoria Falls in combination with other countries as 
regional packages

Section 4 | The Victoria Falls Package

73.8% of respondents sending clients to Victoria Falls were combining Zimbabwe with other countries, whilst 26.2% of respondents were offering 
Zimbabwe only itineraries. 

Majority of respondents who were offering regional packages were combining Zimbabwe with neighboring countries. Botswana and South Africa 
combinations with Zimbabwe were the most prominent regional packages, followed by combinations with Zambia and then Namibia. 
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Countries included in Regional packages with Zimbabwe



Those not sending travellers to Victoria Falls were booking Livingstone as a preferred 
alternative, followed by Hwange and Chobe

Section 4 | The Victoria Falls Package

Respondents, both those currently booking Victoria Falls and those considering booking Victoria Falls, who do not include Victoria Falls in a particular 
travellers itinerary prefer alternative destinations in Zambia, and in particular Livingstone. Other alternative destinations included Hwange, Chobe, 
Cape Town, Mana Pools and the Okavango Delta. This was an open question where respondents could fill in destinations themselves. 
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Alternative destinations in detail when not booking 

Victoria Falls 
Alternative destinations when not booking 

Victoria Falls 



Destination Development Factors to improve on Victoria Falls 

52% of respondents believe that 
reducing the overall destination 
cost could be improved, with 48% 
of respondents outlining the need 
to reduce cost / improve ease of 
visa processing

Whilst improving direct access 
continues to rank highly, there has 
been a 41% decline in demand for 
this compared to 2021. It is 
notable in parallel that ongoing 
efforts to improve access have 
yielded the  introduction of new 
flight routings over the course of 
the last year,. 

The survey did reflect an 
increased demand for improving 
standards and quality of the 
experience in Victoria Falls and 
improving the Health, Safety and 
Security of Travellers when 
compared with 2021 results. 

The survey also reflected a need 
to raise greater awareness about 
the destination in order to 
stimulate demand.
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2022 Responses 2021 Responses 2020 Responses 

Section 5 | Victoria Falls Development



Section 5 | Victoria Falls Development

In an open question, respondents 
could list down general market 
changes they are seeing from 
their client base, which could 
have relevance for Victoria Falls.. 

Reduced pricing and 
sustainability was of highest 
importance.

It was suggested that Victoria 
Falls would benefit from more 
family friendly activities and 
facilities and from more soft 
adventure activities. 

Intimate accommodation options, 
a reduction in development and 
noise pollution, and the removal 
of COVID-19 requirements were 
also highlighted as important 
market trends. 
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2022 Responses 
Market changes which Victoria Falls needs to adapt to (New question) 



Section 6 | International Trade Confidence

97% of respondents indicated travellers had a positive experience of Victoria Falls in 2022

In an open question, respondents indicated a number of factors that impacted 
the traveller experience in Victoria Falls during 2022. These included 
harassment by curio vendors, high pricing, immigration processing 
challenges, lack of currency and change, pedestrian safety, poverty, and 
mosquitos as the major factors impacting the experience. 14

97% of respondents indicated that feedback from travellers who visited 
Victoria Falls in 2022 indicated a positive experience of Victoria Falls. 



Section 6 | International Trade Confidence

In terms of confidence with 
booking Victoria Falls, 
Columns 4 and 5 in the graph 
shows a continued increase 
of  confidence in Victoria Falls 
as a destination. 61% of 
respondents expressed they 
were “very confident”, with an 
additional 33% confirming 
good confidence, totalling an 
overall 94% of respondents 
having strong confidence in 
booking the destination, 
compared with 79% in 2021, 
and 52% in 2020. 
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2022 Responses 

2021 Responses 

2020 Responses 

Trade Confidence in booking Victoria Falls is on the increase 



Section 6 | International Trade Confidence

“We Are Victoria Falls” has been successful in maintaining and improving confidence in the 
destination 

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.

63.7% of respondents feel 
that the We Are Victoria Falls 
initiative has been impactful 
in maintaining or improving 
confidence in the destination. 

This includes existing trade 
partners as well as potential 
future trade partners. 
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Section 7 | Outline of Survey Distribution and Respondents
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● The survey was conducted online between 7th - 23rd December 2022. 
● It was distributed through the We Are Victoria Falls External Trade database comprising of 627 trade contacts who have signed up for 

We Are Victoria Falls updates, plus the Atta membership via their Atta Daily News mailer, and the Wild Zambezi membership base 
● A request was made to local Victoria Falls Stakeholders to circulate with their trade databases to try to secure a wider pool of 

respondents from diverse markets
● In total there were 37 respondents from the Trade who completed the survey 
● Respondents came from a diverse array of markets including the US, Europe, Australia, Dubai and Southern Africa
● As majority of the respondents are located in Southern Africa operating as wholesalers / DMC’s servicing the international trade, it is 

therefore assumed that their responses are based on the sentiment of their international clients. 

All data submitted through the survey will be protected and kept confidential by We Are Victoria Falls and IFC. 
Results are presented in aggregate. 



Section 8 | Outline of Questions
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1 Do you believe your clients feel Zimbabwe is a safe destination?  

2 What factors do you believe are important to encourage travellers to travel to Victoria Falls?

3 For your clients over the next five years, what will be the preferred transport method(s) within and around Victoria Falls Area? 

4 To improve our destination over the next five years, which of these factors below should Victoria Falls address as a priority? 

5 Which channels and information sources (both online and offline) do you, or your clients use to access information for general destination information on Victoria Falls? Please include details if you 
use multiple sources.

6 What percentage of your Victoria Falls clients are on a Zimbabwe only itinerary? 

7 If on a regional package, what other destinations are your clients travelling to? 

8 If you do not send your clients to Victoria Falls, where will you send them as an alternative? 

9 What do you believe your clients will be looking for in terms of the accommodation offering in the next five years?  (Requested against general client base) 

10 For the accommodation preferences above, how important is an international or regional brand? (Requested against general client base) 

11 For the accommodation preferences above, what is the preferred accommodation setting? (Requested against general client base) 

12 What do you believe your clients will be looking for in terms of experiences in the next five years? (Requested against general client base) 

13 What group sizes do you believe you will be catering to in the next five years? (Requested against general client base) 

14 What group demographics do you believe you will be mainly catering to in the next five years? (Requested against general client base) 

15 What changes are you seeing in the market that Victoria Falls should be adapting to? 

16 This year - how would you rate your client satisfaction of their experience in Victoria Falls? 

17 This year - have there been any negative comments regarding the destination from your clients and if so what impacted their experience negatively? 

18 Please rate your confidence levels in booking Victoria Falls as a destination today 

19 To what extent is the "We Are Victoria Falls" outreach initiative improving your confidence in booking the destination 




