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Background

When international travel across the globe halted completely due to the 
COVID-19 pandemic, the situation was dire for travel and hospitality 
brands, who could not rely on inbound travel for revenue generation for 
the foreseeable future and had to think and act quickly in order to ensure 
business survival. 

With no way for international travellers to enter the country, travel 
industry leaders started to realise the logical next step of focusing on 
the only available market from which to generate revenue: domestic 
travellers. 

Matetsi Victoria Falls is a luxury safari lodge in Zimbabwe and is reliant 
on welcoming guests in order to remain operational. In response to the 
COVID-19 pandemic and the halt of international travel, the lodge took 
the strategic approach of including domestic travel campaigns in their 
strategy, beginning in 2020 and currently still being used in 2022 as 
and when appropriate - allowing the lodge to generate revenue during a 
challenging time and build relationships with their local community.



Target Audience

• Location: Zimbabwean residents and residents of surrounding African countries, such as South Africa
• Persona: Families, Couples and Singles
• Ages: 28-65+
• Interests: Travel, Outdoors, Nature, Victoria Falls, Safari, Wildlife, High End, Luxury, Exclusivity, Privacy



Big Idea & Strategic Approach

The Big Idea was to create social media travel campaigns that would inspire and incentivise domestic social users to stay at 
Matetsi Victoria Falls. The inspirational messaging would focus on a “staycation”, highlighting the lodge’s unique selling points, 
such as its proximity to Victoria Falls, its wildlife viewing, and luxury accommodation. To further incentivise the user, a limited-
time offer, mainly in the form of a reduced rate, would be presented to the user, encouraging them to submit a travel enquiry.

The strategic approach to these campaigns followed five basic steps:

1. Using market research and client insights to understand domestic traveller interests and behaviours.
2. Brainstorming a campaign strategy centred around an incentive that would motivate the domestic traveller to submit an 

enquiry but still cover minimum operating costs.
3. Introducing the domestic traveller to the brand and incentive via (mostly) Paid Social campaigns. This proved more cost-

effective than channels such as Paid Search and reached users at the inspiration phase, which was key in a time when users 
were not actively searching for travel.

4. Using targeted, (mostly) Paid channels to convert inspired and interested domestic travellers into leads.
5. Ensuring that the reservation team use their understanding of the domestic traveller and sales best practices to convert the 

leads generated into bookings.



Marketing Tactics

With a world class destination on your doorstep, why travel anywhere else? 
 

The overall tactical approach was to inspire domestic social media users with eye-catching 
advertisements and incentivise them with a clear and relevant value proposition, which included 
reduced rates and free COVID testing for example, then leading them to a dedicated landing page 
and enquiry form, with the goal of receiving a travel lead. 

Instagram and Facebook were the main channels used to market these campaigns, as these 
platforms were more cost-effective than other Paid channels and allowed the lodge to reach users 
looking to be inspired, especially during the pandemic, when many users were housebound and not 
actively searching for travel.

Once live, campaigns were monitored daily and weekly to assess which ads, platforms and regions 
delivered the best results, and optimisations were made based on this data. Each campaign allowed 
for key insights to be gained, including insights from the top to bottom of the sales funnel, and these 
insights were used to inform new campaigns.



The creative team created campaign advertisements in the form of single posts, which used inspirational and eye-catching imagery and ad copy and 
headlines highlighting the offer. They further created campaign carousels which highlighted the lodge’s unique selling points to inspire and futher 
incentivise the user. The call to action on these ads prompted users to click on a “Book Now” button, which took users to a dedicated landing page that 
further explained the offer and directed users towards a lead form that when submitted, went straight to the lodge’s reservations team, who could then 
get in touch with the user and initiate the sales process.

Take a closer look





Outcomes & Results

373,701 500+ 1.6%

All domestic campaigns proved to be successful, with the main objective of generating travel leads that would result in 
bookings, being met. Due to the success of the first campaign run in 2020, the lodge was able to continue to run domestic 
campaigns as and when required, up until 2022, allowing occupancy to remain at a healthy level and operations to continue. 
This has also allowed the lodge to build relationships with domestic travellers and run shorter-lead time campaigns should 
they have capacity.

Overall, the domestic COVID-19 campaigns have significantly contributed to the lodge’s success during and post-pandemic 
and have allowed the lodge to build meaningful relationships with domestic travellers, many of whom may prove to be 
valuable lifelong customers. These campaigns have also added a strategic lever that the lodge is able to pull when required 
- allowing the business to be agile in an ever-unpredictable industry.
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