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3Introduction

Introduction
Getting started with the story

This toolkit presents a number of ways YOU can use the Livingstone Story as part of your marketing activity. Whenever you communicate with your 
customers this toolkit helps you consistently talk about the destination and by doing so, make your marketing more appealing.

What is the story?
The Livingstone Story was developed as a strategic vision through input from Livingstone stakeholders for the Destination Management Plan in 2019, 
it describes what Livingstone IS and what it is working to BECOME. It represents the sum total of all the experiences, places and tourism assets that 
Livingstone offers and makes sense of them in a single narrative. 

You can see the full story in appendix 1 or read the companion storybook to really get to know Livingstone.
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Why do we need the story and 
toolkit?
Describing a destination isn’t easy, too often it gets simplified down to 
just talking about the one big ticket item, in our case The Victoria Falls. 
The Falls are vitally important to our tourism offer but they are not 
everything and Livingstone is missing out by largely only focusing on 
the one feature when the destination offers so much more. The story 
pulls all those other ideas and themes together to tell a wider story 
and one which has more impact as it really reflects what Livingstone is.

However, the story is a long narrative, simply because it has to 
tell, well… a story. Therefore, this toolkit helps you translate it into 
workable messages to support your business.

Who is it for?
In short - everyone! Anyone involved in Livingstone’s visitor economy 
– from accommodations and restaurants to attractions, activity 
providers, venues, tour operators and guides – if you have contact with 
visitors and tourists then how you talk about Livingstone matters. 
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How does it benefit me?
1. It saves you time in creating destination level information

2. It makes your business more attractive by fleshing out your 

surroundings

3. It gives you extra topics, subjects and content for your marketing

4. It helps you make connections with other businesses 

5. It adds to your knowledge of the destination and what it offers

How does Livingstone benefit?
If we all use the messages and ideas in the story consistently then 
Livingstone as a whole benefits; the more people who talk about a 
place in a certain way, the more that representation gains traction and 
recognition amongst customers. In addition, the benefit of tourism can 
be spread across the whole destination, helping make more business 
viable and improving the economic benefit of tourism overall.  Finally, 
it can really help differentiate Livingstone and the specific things it 
offers from that of Victoria Falls in Zimbabwe, it will help us stand out 
from the crowd!

Introduction
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The Golden Rules!
1. Do tailor the messages and elements of the story so it suits you 

and your specific needs.

2. Do use the elements of the story consistently - by doing so you 

help build a stronger image of Livingstone as a destination and 

help it to have greater impact.

3. Do add in evidence that backs up the elements of the story you 

use, specific businesses, experiences, facts and figures all make 

the story real.

4. Don’t try and use the whole story into your messages - use the 

tools provided to build the succinct context that gets a sense of 

the destination across. 

5. Don’t forget that you, and what you need to say in any instance 

are the most important aspects, the story should enhance your 

messages, not swamp them.
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Within this toolkit you’ll find several tools, each providing a useful way to utilise the story from different viewpoints or for specific use cases. Each tool is 
designed to be stand alone, depending on the approach that makes most sense to you, and your needs. 
So, feel free to read through the whole thing or just dive into the part that makes most sense to you! 

Interactive Features
We’ve designed the toolkit to be interactive to make this easy for you and you’ll find some clever stuff going on in the.pdf file:

1. You’ll find navigation buttons each section header to help you move back and forward between the tools and you can easily return to the contents 

page by clicking the “home” button at any time.

2. Any underlined links you find will work and help you move around the document or access external websites (as long as you are online)

Using the toolkit
Finding the right tool for the job
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Choosing your tool
This toolkit contains six different approaches to using the story, simply select the one(s) most useful to you!  The links below will take you directly to each 
tool.

The Elevator Pitch
Great for: succinctly introducing the destination as a whole

Themes
Great for: focusing specific aspects of the story that are relevant to your business

Key audiences
Great for: Tailoring the story to the visitor types most important to you

Business Types
Great for: Tailoring the story to what you do as a business

Putting it into practice
Great for: General marketing tips to get started using the story through specific activities

Need help? Or have questions?
For more information contact Destination Livingstone on  Email: info@destinationlivingstone.org  or Phone and WhatsApp: +260 976 862325

mailto:info%40destinationlivingstone.org?subject=
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Elevator Pitch
Summing up the story

As we said the story in its entirety is not designed for marketing purposes, however you may want a general introduction of the destination that says it all, 
in that case you need an elevator pitch. This distils the story into something workable and usable. 

How to use the elevator pitch
Overleaf is an example of the story distilled down to an elevator pitch, feel free to use this exactly as it appears BUT don’t be afraid to tweak, edit or amend 
any parts you can improve on. Equally craft your own from scratch. 

Remember! The elevator pitch is designed to be a general introduction to Livingstone as a whole, there is nothing to stop you from tailoring it to feature 
your business or organisation prominently, just don’t lose sight of the overall message.



10Elevator Pitch  /  Elevator Pitch Example

Welcome to Livingstone...

a land of stories, adventure and promise, home to the thundering 
smoke of Mosi-oa-Tunya, the Victoria Falls, and the rushing waters of 
the mighty Zambezi. Choose your personal adventure in this natural 
paradise; raft the boiling rapids of Batoka gorge, walk alongside our 
precious White Rhinos, snap a Devil’s Pool selfie at the very edge of 
the abyss or simply enjoy the warmth of the setting sun amidst the 
myriad chorus of birds and beasts.

Dig deeper and uncover the rich tapestry of history and myth of these 
lands, from the colonial legacy of the Victoria Falls bridge and the 
railway, to the famous Dr Livingstone and the rich traditions of its 
original peoples. Step into these stories in our museums, experience 
them first-hand with the skills and talent of our artists and craftsmen 
or cycle our villages and peruse our markets to discover the passion, 
warmth and enthusiasm of a Zambian welcome.

Complete your adventure with an enticing menu of food and 
drink, a pulsating night-life packed with colour and a choice of 
accommodation to suit, from cosy backpacker hostels to the 
quintessential luxury of your own personal Zambezi view.

These are all experiences to savour, memories to cherish, stories, 
big and small that we are proud to share with you. So, join us in 
Livingstone, home of the Victoria Falls and bring your own story to 
life…
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Top tips for an elevator pitch

1. Keep it short - 250 words or less

2. Use rich and enticing language to paint a picture for the reader

3. Clear link to the Falls, the Zambezi and Livingstone Town

4. Show we are embedded in and proud of our nature and heritage

5. Communicate a rich and deep variety of experience

6. Make the point that Livingstone is more than the sum of its parts

7. Not just tangible things – stories, passion and tradition all count

8. Honest, authentic and warm in tone

9. Personally invite the reader

10. Accompany with quality imagery 
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Themes
Breaking down the story

Sometimes, depending on what your business does, you may not need the entire story and instead can focus on one theme to craft your messages. 
Remember however, the others do exist, so do acknowledge them if you can. 

How to use the themes

1 2 3
Select the themes Select some key destination detail Add detail about your business
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Choosing the theme(s)
Try and select a starting theme that relates to what you do as a whole but then also try and bring some others in as well.

E.g.  If your main business is a safari tour guide then start with Theme 2 – The wonder of our nature, but you might also consider looking at Theme 3 - 
The talent of our people if you are talking about the quality of your guides, or Theme 4 - Enabling unforgettable adventures  if you want to focus on the 
experience as well as the setting.

The links below will take you directly to each theme’s page

Theme 1: Livingstone as THE home of the Victoria Falls

Theme 2: The Wonder of Our Nature

Theme 3: The Talent of Our People

Theme 4: Enable Unforgettable Adventures

Theme 5: Proudly Share Our Stories

Theme 6: The Hub and Host for Zambia and Beyond

Theme 1 matters! Associating your business and Livingstone with the Falls is important in both locating you and also building the link for the destination. 
Consider including this regardless of which other ones you choose!
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It is vital we ’claim’ the Falls and ensure they, as a place and an experience link clearly to Livingstone, making a single destination.  

Key messages of the theme:
1. The Falls are the crown jewel of our offer – we are the custodians and the children of them

2. The Falls, Livingstone Town and the wider area are linked through nature, heritage and people

3. Livingstone Town has an important role and a complementary offer

Theme 1
Livingstone as THE home of the Victoria Falls

Image by Tony Barnett



15Themes  /  Livingstone as THE home of the Victoria Falls

Key destination detail to mention:
• Falls related activities – rafting, Devil’s Pool, bungee jumping etc.

• Wider experiences on the Zambezi (the mother of the Falls)

• Story of the original people, the Falls / bridge etc. at the Livingstone 
Museum

• The railway (a physical story that links the Falls to the town)

• The importance of the land that separates the Falls from the town 
(National Park and the elephant corridor etc..)

• Artisans at the World Heritage Site reflecting local traditions from the 
wider area

• Legend of Nyami-Nyami at the Boiling Pot

• Livingstone town as the service hub and the gateway to further  adventure

 
Top tips:
• Use the phrase: “home of the Victoria falls”

• Reference the traditional name Mosi-oa-Tunya and/or the translation “the 
smoke that thunders”

• Use language to convey movement of the water – make it dynamic and 
exciting

• Discuss wider experiences in the same breath 

• Use the detail ideas above to make links for the reader using heritage or 
nature or people

• Mention the things everyone needs after a Falls related adventure (great 
food & drink or a relaxing bed for the night)

Don’t forget…. Insert your business into the piece – how does what you offer link with the Falls?   Check out the Business Types tool for tips
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Sample marketing message 
using theme 1:

Experience the magic of sunrise on the meandering waters of 
the Zambezi to the soundtrack of birds, beasts, and the “Smoke 
that thunders”.  Discover the wonder of the Falls first-hand, 
either from a sedate distance or peer right into the abyss at 
Devil’s Pool. Make sure to follow the story upstream to walk 
with our endangered White Rhino’s, uncover the tale of David 
Livingstone at the Livingstone Museum or just enjoy a steaming 
plate of Nshima with the locals.  

Tired? Well, rest up in comfort and recharge your batteries for 
another adventure-packed day in Livingstone - home of the 
Victoria Falls.
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Our natural environment is a vital and intensely special part of our land and any Livingstone experience. More so because it underpins our livelihoods and 
needs our respect, understanding and protection.

Key messages of the theme:
1. We are more than just the Falls – there is a wide and special variety of nature all around us

2. Our natural surrounds are accessible, inviting and intensely memorable

3. We care, respect, live and grow with this incredible place – it matters to us 

Theme 2
The Wonder of Our Nature
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Key destination detail to mention:
• Walking safari with the White Rhinos and their guardians

• Zambezi based activities

• Game drive in Mosi-oa-Tunya National Park, elephant corridor 

• Rich variety of bird life throughout the destination

• Importance of the destination for particular species

• Quality and knowledge of our guides

• Natural history in Livingstone Museum

• Highlight our green and responsible credentials as a destination

 
Top tips:
• Utilise the Rhinos, the Zambezi and NP as the heroes in any natural story

• Try and mention (or at least name-check) lesser known (or appreciated) 
assets as well

• Focus on the “how” of the experience – walking safari, cruise on the river, 
raft in the gorge

• Try and convey the feeling of nature here, it is wild yet relatively 

accessible and safe

• Provide a personal recommendation - your favourite wild spot/moment

• Mention the things everyone needs after a natural adventure (great food 
& drink or a relaxing bed for the night)

Don’t forget…. Insert your business into the piece – how does your offer link with the natural environment?   Check out the Business Types tool for tips
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Sample marketing message 
using theme 2:

Escape the crowds for a personal adventure into nature on the banks of the 
Zambezi and just a stone’s throw from the majestic thunder of the Victoria 
Falls. Embrace the tranquillity of birdsong as you walk the trails of Mosi-
oa-Tunya National Park to spot giraffes, zebra, and baboons with an expert 
guide. 

Save some energy for a privileged first-hand glimpse of our closely 

protected White Rhinos and make sure to share a sunset with the resident 

hippos and crocodiles of the Zambezi (boat recommended!). Keep your eyes 

peeled for migrating elephants on the journey home too!  
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Our people need to be at the centre of the experiences we offer our visitors. We need to recognise, and support our artists, sculptors, performers as well as 
the passion and enthusiasm of all our people. 

Key messages of the theme:
1. We have an incredibly skilled and talented community who are keen to share their creativity

2. All our experiences are enabled and enhanced by the passion of the people who make them

3. Livingstone is an authentic, vibrant place with a big heart and a warm welcome

Theme 3
The Talent of Our People
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Key destination detail to mention:
• Craftsmen at Mukuni Park Market / M-oa-T NP / Mukuni Village

• National Art Gallery

• Wayi-Wayi art gallery and workshops

• Maramba Cultural Village

• Markets and other artisan makers and crafts people in Livingstone

• Quality and knowledge of our guides, front of house staff, and other 
tourism employees

• Welcome and knowledge of taxi drivers and other customer facing people

• Welcome and warmth of the Zambian people

 
Top tips:
• Lead with crafts, art and cultural elements specific to Livingstone and its 

hinterland

• Try and mention other talents too – (think great service, extremely 
knowledgeable people or those who just make a great effort to welcome 
visitors)

• Try and make things personal and tell a specific person’s story

• Provide a personal recommendation – who do you know that has real 
passion or knowledge?

• Where possible try and link the talent to another theme (heritage, nature 
etc.)

• Focus in on the experience and benefit a visitor will get from interacting 
with our people

Don’t forget…. Insert your business into the piece – how do you showcase the talents of Livingstone?   Check out the Business Types tool for tips
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Sample marketing message 
using theme 3:

Livingstone might well be home to The Victoria Falls, but it’s also home 
to welcoming, talented, and creative people. Meet master craftsmen, 
woodworkers, and artists in the market at the Falls, Mukuni Park Market 
in the heart of town, or see the work itself in progress on a trip to Mukuni 
Village. Broaden your horizons at the National Art Gallery, get involved with 
a workshop at Wayi-Wayi, or drink in the local colour with a performance at 
Maramba Cultural village. 

All this talent and more is part of the Livingstone adventure and each and 

every one of us is proud to share it with you.
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Africa is known as a place for adventure, and we need to show how we meet that challenge with an impressive range of world class activities and more 
personal ones that equally inspire awe and joy.

Key messages of the theme:
1. A wide variety of memorable experiences that take a visitor out of their normal lives

2. World-class activities for the adrenaline pumping daredevil within

3. Those who dig deeper discover more

Theme 4
Enable Unforgettable Adventures

Image by Tony Barnett
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Key destination detail to mention:
• Extreme activities - rafting, bungee jumping, jet boats and gorge swinging

• Devil’s Pool

• Taking to the air for helicopter and microlight flights

• More laid-back water adventure - canoeing, kayaking and sunset cruises 
on the Zambezi

• Walking safaris and game drives

• Cultural experience – cycling tours, volunteering, eating and cooking with 
local families

• A glimpse of traditional life at Mukuni and other local villages

 
Top tips:
• Mention Devil’s Pool – a uniquely Zambian experience of the Falls

• Try and mention as many adventure options as possible - convey the 
breadth of the offer

• Don’t neglect “less adventurous adventures” – personal adventure isn’t 
always adrenaline

• Use the right kind of language to sell the experience – exciting or more 
laid back 

• Focus on the feelings and emotions the adventures evoke

• Always try and ground the adventures in the natural environment that 
allows them to happen

Don’t forget…. Insert your business into the piece – how do you enable a Livingstone adventure?   Check out the Business Types tool for tips
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Sample marketing message 
using theme 4:

So how do you like your adventure? Do you prefer the rush of 
lying just inches from the edge of the abyss at Devil’s Pool, or 
perhaps dropping into that abyss from Victoria Bridge (bungee 
included!) or even challenging life and limb as you charge 
through the rapids below? Maybe your ideal adventure is seeing 
the towering “smoke” of the Falls from a few hundred feet above, 
watching the last rays of the sun on the glittering Zambezi, 
enjoying an intimate meal with a local family, or having the 
privilege to walk with some of the last White Rhinos on Earth? 

Livingstone offers all this and more, come and make your own 
adventure with us. 
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Livingstone has a rich local heritage of traditions, history and personal stories that bring the place to life. We need to tell these stories and establish our 
shared heritage as the cornerstone of our Unique Selling Point.

Key messages of the theme:
1. We are not a fabricated destination, we are a living, breathing place defined by our heritage 

2. We have important, powerful and engaging stories to show and tell

3. We are diverse and embrace the range of stories we can give prominence to

Theme 5
Proudly Share Our Stories
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Key destination detail to mention:
• Wealth of knowledge and stories at Livingstone Museum / Railway 

Museum / Jewish Museum

• A glimpse of traditional life at Mukuni Village and Maramba Cultural 
Museum

• Built heritage such as; Victoria Bridge, Governor’s House, Hindu Hall, Royal 
Livingstone Golf Club, Cinema 

• The range of immersive cultural activities - cycling / walking tours

• Royal Livingstone Express

• Nyami-Nyami at the boiling pot (and other legends)

• Dr Livingstone history and story

 
Top tips:
• Do include a mention of Dr Livingstone - he’s well known and his story is 

an easy entry point

• Try and include a balance of other heritage angles and stories from 
Livingstone’s rich past

• Focus on heritage that can be seen and experienced

• Make links where possible between the heritage and the natural 
environment that shaped it

• Bring things right up to date and showcase the culture and stories of 
Livingstone today as well

• Include a personal recommendation – what’s your favourite story or 
historical fact?

Don’t forget…. Insert your business into the piece – how does what you offer tell a Livingstone story?   Check out the Business Types tool for tips



28Themes  /  Proudly Share Our Stories

Sample marketing message 
using theme 5:

Discover the wellspring of the Livingstone story as you descend 
below the Falls to the turbulent waters of Boiling Pot - lair of the 
river spirit Nyami-Nyami, or read the words of David Livingstone 
in his own hand at our excellent Livingstone Museum. For a more 
colonial tale ride a luxuriously restored steam train across the 
magnificent engineering feat of Victoria Bridge or play a round at 
a turn of the century Golf Course. 

Of course, there are plenty more pages to turn; perhaps a 

glimpse of traditional life at Mukuni Village, discovering the 

historic buildings of Livingstone town, or savouring the variety of 

cuisine that so many communities brought to this place.
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We aim to be a world class destination and want to showcase the facilities and services we offer (to all levels of customer) and take our role as Zambia’s 
primary hub for tourism seriously.

Key messages of the theme:
1. We offer comfortable and quality facilities and services for all budgets including luxury options

2. Livingstone offers everything you need in a destination for leisure or business

3. We continue to work in partnership to develop tourism and the destination for all 

Theme 6
The Hub and Host for Zambia and Beyond
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Key destination detail to mention:
• Riverside lodges, hotels and restaurants

• Choice of accommodation in Livingstone town – including the vibrant 
backpacker scene

• Range of cuisines and food on offer – both local and international

• Other services available in Livingstone town (ATMs, supermarkets, health 

services etc.)

• The business and conference facilities available at the larger hotels

• Livingstone’s dedicated airport 

• Onward links and ease of access to other amazing experiences in Zambia

Top tips:
• It’s important to speak about the choice and variety Livingstone offers

• Focus on the benefits from the differing options - why visitors would 
choose that one

• Make the most of any story a particular place has - heritage, natural etc.

• Name-check complementary businesses that you work with

• Make the case for Livingstone town as well as staying by the river

• Include a personal recommendation – where do you like to stay, eat or 
shop and why?

• Be positive – there may be gaps or things may not be perfect but focus on 
what is possible 

Don’t forget…. Insert your business into the piece – how are you supporting Livingstone as a destination?   Check out the Business Types tool for tips



31Themes  / Enable Unforgettable AdventuresThemes  /  The Hub and Host for Zambia and Beyond

Sample marketing message 
using theme 6:

Welcome to Livingstone, the home of the Victoria Falls and 
the first stop on a Zambian adventure. Find your own piece 
of secluded paradise in one of our luxury riverside lodges, or 
choose the vibrant and welcoming traveller scene in the heart 
of Livingstone town. Either way, you can fill your days with 
adventures big and small, your bellies with an amazing variety of 
local and international cuisine, and your nights with a colourful 
and buzzing night-life. 

Need more? Well, the rest of Zambia awaits but we’re pretty sure 

you’ll be back!
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Key Audiences
Tailoring the story for specific people

A further method of using the story is to tailor it to the needs of the target audience, and utilise the key elements that will resonate with them.  This 
approach requires focusing on specific target groups as different elements appeal to different people, and unless you have huge budgets and lots of 
resources, you’re unlikely to be able to focus on all of them simultaneously.

How to work with audiences

1 2 3 4
Define who the audience are 

and any characteristics
Understand what they want 

and need
Select some key destination 

detail that resonates
Add detail about your 

business
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Choosing the audience(s)
Try and select a starting theme that relates to what you do as a whole but then also try and bring some others in as well.

As part of this work we have researched a series of buyer personas that represent the key tourism audiences for Livingstone (see appendix 2 for full 
details) and have presented how to use the story for each below.

The links below will take you directly to each audience’s page

Soft adventurers
International travellers, often in groups booked with an international operator.

Nature enthusiasts
International travellers drawn by the natural environment and experiences Africa offers.

Cultural tourists
International travellers, likely independent who really want to understand and immerse themselves in an African experience.

Hard adventurers
International travellers, generally independent and of a younger demographic, driven by adrenaline.

Volun-tourists
International travellers, who whilst travelling independently will have likely arranged a placement via a volunteering agency.

Remember, other audiences do exist and may be specific to your business, so use these examples as a starting point to help craft messages using the story 
for the audiences that matter specifically to your business.
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International travellers, often in groups booked with an international operator. They are looking for the quintessential African adventure but are often time-
restricted so are looking to see the highlights and a few lesser known but surprising experiences to challenge themselves.

What they are looking for / need:
• An African experience above all

• Not feel like tourists – looking for an “authentic” but safe experience that 
helps them understand and get to know a place

• To try something new and different and be able to tell stories once they 
return home

• Good quality accommodation, good food and a certain standard of service 

• See the best/most they can but be able to grab an adventure if the 
opportunity arises

Soft Adventurers
International group travellers

Audiences  /  Soft Adevnturers

Image by Tony Barnett
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The Story: Key elements to use
• The Falls are rightfully the star of the show, but there is so much more to 

discover 

• Ease of access to the key sites as well as the experience of doing so – 
e.g. driving through the Mosi-oa-Tunya National Park and the Elephant 
Corridor

• The Livingstone Story – how the landscape has shaped the culture, 
heritage and people

• A place of adventures big AND small, emphasising the softer cultural 
assets of the town alongside the more well-known river activities

• The choice and variety of accommodation, food and shopping available 
for all budgets

• The personal stories of all the people who provide and make the 
experience with a big emphasis on the welcome 

 
Your Offer: Top tips for adding detail
• Show the experience. Make sure you have great visuals of the Falls, 

sunsets on the Zambezi, vibrant cultural activities and show local people 
interacting with visitors

• Show your knowledge of the destination. Create suggested itineraries or 
suggested linked experiences, show the breadth of things on offer and 
how easy it is to sample them all

• Offer personal recommendations to help them get the most of their 
visit. Offer them suggestions for lesser known experiences or aspects of 
Zambian culture they can enjoy

• DO mention any local benefit your business has – e.g. support local 
causes, employ local people, safeguard heritage or nature, sustainable 
credentials etc

Audiences  /  Soft Adventurers

Image by Tony Barnett
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Sample marketing message for 
Soft Adventurers:

Embark on an accessible African odyssey packed full of 
adventure.  Discover the natural wonder of the Falls and the 
sun-lit waters of the Zambezi first-hand, then follow the story 
upstream to walk with some of our iconic wildlife at Mosi-oa-
Tunya National Park and further to uncover the tale of David 
Livingstone at the Livingstone Museum. From there you can dig 
deeper for the authentic Livingstone story, a story you’ll uncover 
cycling through traditional villages, at local art workshops, over 
a plate of home-cooked food, or simply in the warmth of the 
Zambian welcome.

Audiences  /  Soft Adventurers
Image by Tony Barnett
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International travellers drawn by the natural environment and experiences Africa offers. Likely independent travellers with above average budget, for this 
audience the experience is everything and they are willing to pay to ensure it matches the expectation.

What they are looking for / need:
• An experience driven by the nature of Africa – the Falls and the wildlife 

are vital to them

• Not feel like tourists – want space and time to enjoy the natural setting, 
avoid crowds 

• The sense of accomplishment of capturing great photos or memories to 
take home

• Comfortable accommodation in a natural setting or within easy reach of 
one

• Expert advice and local knowledge to help them get the most from their 
trip

Nature enthusiasts
International travellers drawn by the natural environment 
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The Story: Key elements to use
• The Falls are rightfully the star of the show, but there is so much more to 

discover AND some very special features e.g. walking with our endangered 
Rhinos 

• The natural Story of the Zambezi, how it shapes the land, the life it 
supports and how vital it is to the environment, culture and people of 
Livingstone

• The natural adventure in Livingstone is personal, its walking and small 
group safaris, uncrowded spots on the Zambezi or having M-o-T National 
Park to yourself at sunrise

• Being custodians, how we work together to protect and conserve the 
environment to allow future generations to live in and enjoy it

• Quality of service, breadth of knowledge, passion for the natural 
surroundings AND a gateway to Zambia’s other natural wildernesses e.g. 
Kafue National Park

• Personal stories of the talented people who provide and make the natural 
experiences – guides, drivers, boat crew etc who can help you capture that 
magical moment

 
Your Offer: Top tips for adding detail
• Show the experience. Make sure you have great visuals of the Falls, 

sunsets on the Zambezi, White Rhinos and also smaller, unexpected 
natural highlights like birdlife that can surprise

• Offer personal recommendations or insights, impress this audience 
with your inside knowledge to help them experience nature in the best 
possible way

• Specifically consider the natural offer your business has, what can you 
do/see/hear on the spot or locally. It doesn’t have to big and impressive 
to pique their interest

• DO mention any local benefit to the environment your business has – e.g. 
your sustainability practices, your support for local environmental causes 
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Sample marketing message for 
Nature Enthusiasts:

Just imagine the tranquillity of a walking safari in Mosi-oa-Tunya National 

Park, just you, your guide, and the dawn chorus as a backdrop to giraffes, 

zebra, and plenty more. Track endangered white Rhinos alongside our expert 

guides and use their knowledge to enjoy the majesty of the Falls and the 

very best of the Zambezi as the light fades. 

This is our land, a peaceful natural wonder of the world and one we’d love 

to share with you.
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International travellers, likely independent who really want to understand and immerse themselves in an African experience. They are looking for original 
experiences, an escape from the norm and will be particularly keen to understand and get involved with local people and ways of life. 

What they are looking for / need:
• A “real” African experience not the “tourist” version – authenticity is vital

• To interact with local people to get involved with and understand local 
culture and activities

• A chance to live a different life for the duration of their trip, a real escape 
and contrast

• Meeting and sharing stories with like-minded travellers

• To leave a positive impact from their stay

Cultural Tourists
International travellers looking for an African experience

Audiences / Cultural Tourists
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The Story: Key elements to use
• The Falls are rightfully the star of the show, but there is so much more to 

discover 

• The story of the communities of Livingstone and their heritage, culture 
and traditions and how they live today

• A place of adventures big AND small, emphasising the softer cultural 
assets of the town and the surrounding villages alongside the more well-
known river activities

• Being custodians - how we are all working to protect and conserve the 
land and its culture to allow future generations to live in and enjoy it

• The personal stories of the people of Livingstone 

• The choice and variety of accommodation, food, shopping and night life 
available in town 

 
Your Offer: Top tips for adding detail
• Show the experience. Make sure you have great visuals of the Falls, 

sunsets on the Zambezi, vibrant cultural activities and show visitors 
interacting with local people.

• Offer personal recommendations for an authentic experience, tell a local 
story. Where could they see the “real” Zambia, how can they meet local 
people and understand the culture

• Highlight the calendar of events, festivals or time limited experiences on 
offer no matter how small - markets, exhibitions, performances are all key

• DO mention any local benefit your business has – e.g. support local 
causes, employ local people, safeguard heritage or nature, sustainable 
credentials etc

Audiences  /  Cultural Tourists
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Sample marketing message for 
Cultural Tourists:

Looking for authentic Africa? Well, look no further. Welcome to 
the home of the Victoria Falls, a place rich in culture and host 
to a diverse and welcoming community. Enjoy the highlights 
but dig a little deeper for the real story, a story you’ll uncover 
cycling through traditional villages, over a home-cooked plate of 
nshima, or amongst the colour and activity of a local Livingstone 
market. Stay in the buzzing heart of town, share experiences with 
local people, and understand what being Zambian really means. 
We’re proud of our story and would love to welcome you into it.

Audiences  /  Cultural Tourists
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International travellers, generally independent and of a younger demographic. This audience is driven by adrenaline, they want the spectacle, feeling and 
rush of an adventure in epic surroundings. They are willing to pay for the experience but expect to be “wowed”.

What they are looking for / need:
• The thrilling setting and environment that allows adventure (The Falls, 

Batoka Gorge)

• Real thrill and adventure in the activities they pursue (bungee, raft, 
microlight)

• Meeting and sharing stories with like-minded travellers

• Comfortable “down-time” options when not adventuring – but budget 
focussed on “doing”

• Memories and stories to share online and once they return home

Hard Adventurers
International travellers driven by adrenaline

Image by Tony Barnett
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The Story: Key elements to use
• The Falls are just the starting point for an epic series of adventures, you 

can literally take them on from all angles

• The story of the environment, people and heritage that enables the 
adventures

• The iconic Livingstone options available – Devil’s Pool, rafting the gorge, 
walking with rhinos 

• The choice and easy availability of adventure on offer, no matter your 

budget, thrill level or specific interest

• Personal stories of the people that enable the adventures – their 
experience and insight is what makes them possible and makes them 
really memorable

• The great variety of food, vibrant backpacker scene and nightlife in 
Livingstone town

 
Your Offer: Top tips for adding detail
• Show the experience. Make sure you have great visuals of the Falls, the 

gorge and people undertaking the activities (Devil’s Pool selfies, bungee 
jumping, views from a microlight etc).

• Offer insights into the experience, build their expectations, how can you 
help their adventure be the best it can be? Can you suggest a less well-
known option they could try?

• Create suggested itineraries or packages to link adventures together, help 
this audience build as much in, in the time they have, and include some 

budget-friendly options

• Don’t focus solely on adventure, help them plan their “down-time” and 
get a feel for the place as more than just a playground
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Sample marketing message for 
Hard Adventurers:

Grab your bucket-list and leave your inhibitions behind for the Zambian 

adventure of a lifetime! We’ll ensure you get the best death-defying selfie 

at Devil’s Pool, charge grade 5 white water into the depths of Batoka Gorge 

(or dangle by your toes just above it), and feel the rush of wind as you zoom 

hundreds of feet above the smoke of the Falls. Still, yearning for thrills? 

Walk alongside our protected white rhinos or get out amongst the hippos 

for a jetboat on the Zambezi. And when all’s said and done head into town 

to sink a couple of cold Mosi’s as you plan day 2!
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International travellers, who whilst travelling independently will have likely arranged a placement via a volunteering agency and will be staying for an 
extended period.  This audience wants to feel part of and help the local community but is also looking for manageable adventures to enjoy.

What they are looking for / need:
• To make a difference and leave a positive benefit from their trip

• To interact with local people to get involved with and understand local 
culture and activities

• A chance to live a different life for the duration of their trip, to broaden 
horizons and understand the world (and themselves) better 

• Make the most of the place they are staying in (undertake activities within 
their budget)

• Meeting and sharing stories with like-minded travellers

Volun-Tourists
International travellers looking to make a difference

Audiences / Volun-Tourists
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The Story: Key elements to use
• The Livingstone Story as a whole – how the nature and landscape has 

shaped the culture, heritage and people, and how current situations and 
needs have developed

• Personal stories of those working as custodians – the people directly 
working to make a difference for the place and people

• The welcome and friendliness of the Zambian people and their passion 
for their place

• A place of adventures big AND small, the ease of access to the 
experiences and the variations that can occur throughout the year

• The choice and variety of food, shopping and the vibrant night life 
available in town 

• The availability of key services such as health, travel, banking etc

 
Your Offer: Top tips for adding detail
• Show the experience of a longer stay. Make sure you do have great visuals 

of the Falls, but also of the people of Livingstone, the place and its 
environment

• Show your knowledge of the destination. Provide personal 
recommendations to help them visualise and get the most out of daily life 
here 

• Highlight the calendar of events, festivals or time limited experiences on 
offer no matter how small - markets, exhibitions, performances are all key 
for an audience with time

• DO mention any local benefit your business has – e.g. support local 
causes, employ local people, safeguard heritage or nature, sustainable 
credentials etc

Audiences  /  Volun-Tourists
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Sample marketing message for 
Volun-Tourists:

Home to the Victoria Falls and the mighty Zambezi, Livingstone 
offers a safe and exciting base to make a positive impact on your 
travels.  You’ll have the chance to immerse yourself in the local 
culture, meet inspiring people sharing the same passions as 
you, and enjoy all those opportunities for adventure right on the 
doorstep. 

We’d love you to help write the next chapter in our story.

Audiences  /  Volun-Tourists
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Business Types
Tailoring the story to your business

The simplest way of using the story is to tailor it very specifically to the type of business you run, this doesn’t require any prior knowledge of who your 
audiences might be or any decisions about which themes work for you. Instead you just need to think about what your business offers and how the story 
can help enhance it. However, the more closely you can target your audience the more effective your marketing efforts will be.

How to work using business types

1 2 3 4
Select the type that associates 

most closely with you
Select some key destination 

detail that resonates
Add detail about your 

business
Weave in a theme IF your 

business has a specific focus
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Choosing your business type(s)
Try and select the business type that relates to the specific marketing you are working on rather than just focussing on what you do as a whole.

e.g. if your main business is a tour operator then review that section if talking about your business as a whole. If you also deliver the tours themselves then 
review the activity provider category for advice on talking about a specific product you offer

The links below will take you directly to each business type’s page

Tour Operators

Activity Providers

Visitor Attractions

Accommodation

Food & Drink

Shopping and other products

Transport providers

Choosing your business location
Whilst not types of the business themselves, location is important and has significant impacts ont hos you might use the story. The links below offer ideas 
on specific ways to use the story based on where you are within Livingstone as well:

Town Centre Businesses Businesses located near the River/Falls



51

As a tour operator you are trying to showcase a range of products and experiences. In Livingstone we want to get across the rich variety and quality of the 
visitor experience. The story can help you convey a consistent narrative and message behind that range of products.

The Story: Key elements to use
•  That whilst the Falls are indeed the star of the show, there is so much 

more to discover AND some very unique and special features

• A place of adventures big AND small, everything from exhilarating to 
tranquil has a place in the variety and choice of experiences on offer

• The story of the nature, culture and heritage that enables the experiences 
to happen and how we are all working to protect and conserve these for 
future generations

• The geography and scale of the destination – that Livingstone is easy to 
explore and discover

• Personal stories of the people who provide and make the experiences 
reality – guides, artisans, drivers etc 

• Quality of welcome, standard of service AND breadth of local knowledge

Tour Operators
If you showcase a range of products or experiences

Business Types / Tour Operators
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Sample marketing message:

Join us for an adventure of a lifetime with the very best 
Livingstone has to offer! Witness the majesty of the Falls up 
close, float along the mighty Zambezi at sunset, have a personal 
encounter with iconic African wildlife, or get off the beaten track 
to explore traditional villages. Our passionate team of guides and 
agents will bring all their local expertise, knowledge, and skill to 
ensure your adventure is unparalleled.

Top tips for adding your detail
• Try and showcase a range of different types of products (not just big 

ticket items!) and don’t neglect the softer cultural aspects

• Offer personal insights, tips and recommendations to enhance the 
experiences you promote (“look out for x” or “make sure to try Y”) 

• Offer recommendations to help customers choose the best things to 
do - consider suggested itineraries that combine several products 
over multiple days

• Signpost to complementary businesses (e.g. “why not visit … after 
your tour?”) particularly those that offer food and drink or shopping 
experiences

• DO mention any local benefit your business has – e.g. support local 
causes, employ local people, safeguard heritage or nature 

Business Types / Tour Operators
Image by Tony Barnett
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Activities and hands-on experiences form the heart of the Livingstone experience, visitors generally come to DO rather than just SEE. In Livingstone we want 
our experiences to be renowned not just for what they allow people to experience but also the quality of the experience. The story can help reinforce your 
knowledge and passion for the Livingstone in your communications.

The Story: Key elements to use
• Location of your activities – DO mention the Falls but consider which 

other assets of the destination are nearby, or stories you can tap into

• The story of the nature, culture and heritage that enables the activities, 
helping visitors appreciate beyond simple enjoyment of the activity

• Being custodians – show where we work together to protect and conserve 

the land and its culture to allow future generations to live in and enjoy it

• Personal stories of the people who provide and make the experience – 
guides, drivers, pilots safety crew, food providers etc

• Quality of welcome, standard of service AND breadth of knowledge of AND 
passion for the experience itself

Activity Providers

Business Types / Tour Operators

Cruises, rafting, safaris, walking and cycling tours 
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Sample marketing message:

Feel the raw power of the Victoria Falls as you charge downstream 
into the churning white-water of the Zambezi through the 
millennia-old depths of Batoka Gorge! Our knowledgeable and 
skilled rafting guides will safely navigate you through some of 
the most challenging and exciting rapids on the planet (and help 
you grab the selfie of a lifetime as you do!). The best part? Join us 
anytime, the water levels may change, but the challenge does not!

Top tips for adding your detail
• Focus on the emotional experience the customer will have with 

you – how will they feel, what will their emotions be? Consider the 
before / during /after equally!

• Explain the next steps to explore the experiences your customers 
have – where can they find out more, or where can something 
similar be experienced?

• Signpost to nearby complementary businesses (e.g. “why not 
combine a trip with us with a visit to…”) particularly those that offer 
food and drink or shopping experiences.

• DO mention any local benefit your business has – e.g. support 
local causes, employ local people, safeguard heritage or nature - 
especially if directly related to the activity you undertake.

Business Types / Activity Providers
Image by Tony Barnett



55

Visitor attractions are absolutely key in telling and promoting understanding of the story of a destination from a variety of angles.  In Livingstone we want 
people to understand why the place is special and how our story differentiates us from others. The story can help enhance the messages you communicate 
to engage and educate your customers.

The Story: Key elements to use
• The Livingstone Story – the bigger picture your specific story is part of, 

how does what you offer relate to the wider nature, heritage or people?

• The story of the property and the land it sits on – the natural surrounds 
and its history (don’t forget to talk about whats nearby too!). 

• The adventure the customer will have with you – the physical acts or even 
the emotions they will feel (excitement, discovery, surprise, interest etc) …

• Being custodians - how we are all working to protect and conserve the 
land and its culture to allow future generations to live in and enjoy it

• Personal stories of the people who provide and make the experience – 
curators, researchers, guides, artists, animal keepers etc

• Quality of welcome, standard of service AND skill at storytelling

Visitor Attractions
Museums, The Victoria Falls World Heritage Centre, Art Galleries

Business Types / Visitor Attractions
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Sample marketing message:

Just a short trip from the thunder of the Falls, we invite you to 
step right into the heart of Livingstone’s story. Our knowledgeable, 
passionate, and patient guides will help you get to the very 
essence of what makes Livingstone so special and offer a real 
insight into our rich and diverse culture. Spend some time in our 
leafy surroundings, learn our stories, and help us preserve the 
place we’re proud to call home.

Top tips for adding your detail
• Make the most of surprising or relatively unknown details or facts, 

these add character and help the visitor feel they have uncovered 
something special.

• Explain the next steps to explore the stories you tell – where else 
can they (or something similar) be experienced?

• Signpost to nearby complementary businesses (e.g. “why not 
combine a visit to us with…”) particularly those that offer food and 
drink or shopping experiences

• DO mention any local benefit your business has – e.g. support local 
causes, employ local people, safeguard heritage or nature 

Business Types / Visior Attractions
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We can’t overlook how important the role of accommodation is in hosting any trip. In Livingstone we want the accommodation to be a specific draw and for 
the reality to exceed the expectation (no matter their budget). The story can help enhance the messages you communicate so you are more than just a bed 
for the night.

The Story: Key elements to use
• Location of your business – DO mention the Victoria Falls but also 

consider else is nearby and how your customers could reach them

• A place of adventures big AND small, everything from exhilarating to 
tranquil has a place in the variety of experiences your guests can enjoy

• The story of the property – the heritage of the building, its history or how 
it was designed/built etc

• The immediate surroundings – what natural features are nearby? What 
can a guest experience close by? 

• Personal stories of the people who provide the experience and interact 
with customers – front of house staff, chefs, cleaners, gardeners etc

• Quality of welcome and standard of service, ways in which you operate 
sustainably and how you guest can help

Accommodation
Lodges, hotels, guesthouses, campsites, self-catering

Business Types / Accommodation
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Sample marketing message:

Stay in comfort with us in the heart of Livingstone town, home 
of the Victoria Falls and the starting point for your Zambian 
adventure. Our cosy and affordable guest house is set within 
lovingly-tended gardens, a short trip from the mighty Zambezi, 
and only minutes from the restaurants, shops, and nightlife. Our 
helpful staff would love to help plan your adventure in your home 
away from home.

Top tips for adding your detail
• Focus on the experience the customer will have as they stay with 

you – the setting, the atmosphere, the people they might meet – the 
intangibles beyond the room and facilities

• Offer information and recommendations to help customers choose 
the best things to do -consider suggested itineraries for differing 
interest groups within your customer base

• List complementary businesses, those that your customers will also 
value (e.g. “why not try x for dinner” OR “we are just a short walk 
from…”)

• DO mention any local benefit your business has – e.g. support local 
causes or employ local people 

Business Types / Accommodation
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Food and drink are a key component of any visitor experience, and often also one of the memories that last for visitors. In Livingstone we want the food and 
drink to be as integral a part of the experience as rafting the gorge or unravelling the story of David Livingstone. The story can help enhance the messages 
you communicate to really embed your business in the destination.

The Story: Key elements to use
• Location of your business – mention the Victoria Falls but also consider 

which other assets of the destination you are close to, or stories you can 
tap into

• The story of the food/drink on offer – particularly its heritage within 
Livingstone, or its provenance (is the produce local, is it a traditional dish 
etc)

• The adventure of food – whether you offer traditional food, international 
options or both, focus on how they will make your customers feel 
(discovering new things or taking comfort in the familiar) 

• Personal stories of the skilled people who create the food/drink – the 
chef, bartender etc 

• Quality of welcome, standard of service AND culinary skill

Food & Drink
Restaurants, bars, food-based experiences or activities

Business Types / Food & Drink
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Sample marketing message:

Take a break from your Victoria Falls adventure with some 
fantastic food in a warm, communal setting surrounded by the 
scents and colours of our tropical garden. All your international 
favourites are here, including vegetarian and vegan options, 
prepared with skill by our passionate team of locally-trained 
chefs. But why not challenge yourself with some local cuisine, 
perhaps some gently cooked Mbuzi with steaming nshima on the 
side, all over a couple of cold Mozi’s?

Top tips for adding your detail
• Offer recommendations and advice to help customers choose – 

especially important if you offer traditional options (what’s best, 
what to expect, what to accompany it with)

• Focus on the experience the customer will have as well as the food/
drink itself – the setting, the atmosphere – how will they feel as they 
enjoy?

• Mention complementary businesses, those that your customers will 
also value (e.g. “why not combine a visit to us with….” OR “we are just 
the thing after you have been to…”)

• DO mention any local benefit your business has – e.g. support local 
causes, employ local people

Business Types / Food & Drink
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Craft and local artistry are a vital activity for many in Livingstone and returning home with a physical reminder or souvenir is equally important to our 
visitors. In Livingstone we want to promote the skill and talent of our people and ensure their products are desirable to our visitors. The story can help you 
explain the wider offer and how those products fit into the destination story.

The Story: Key elements to use
• Location of your business – mention the Victoria Falls but also consider 

which other assets of the destination you are close to, or stories you can 
tap into related to the products

• The wider story of the products on offer – particularly its heritage within 
Livingstone (its links to the wider story of the place), or its provenance (is 
the produce local, is it sustainably sourced, is it recycled etc)

• Being custodians - how we are working to protect and conserve the land, 
its culture and traditions to allow future generations to live in and enjoy it

• Personal stories of the people who create the products – artists, 
craftspeople, designers, musicians etc

• Quality of welcome, standard of service AND breadth of knowledge of AND 
passion for the products and artisans

Craftspeople, artists, shops and galleries selling local products 

Business Types / Shopping

Shopping
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Sample marketing message:

Souvenirs are everywhere, but here in Livingstone, we pride 
ourselves on the work and talent of our local craftsmen and 
artists. Stop by our colourful space in the heart of Livingstone to 
see the work being produced and meet the producers first-hand. 
You’ll see the spirit of the Falls, the iconic African wildlife, and 
the rich heritage of our land reflected in the artwork, carvings, 
jewellery, and products, just the thing for a perfect memory of 
your Zambian adventure.

Top tips for adding your detail
• Offer recommendations and advice to help customers choose and 

understand the meaning and use of the products so they become 
more than just a nice ornament

• Focus on the story of the product and the personal story and 
process the artisan takes to produce it 

• Explain the next steps to explore the stories around the product – 
where else can they (or something similar) be experienced?

• DO mention any local benefit your business has above and beyond 
supporting local artisans – e.g. support local causes, employ local 
people

Business Types / Shopping
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The large majority of our visitors will require transportation at some point in their time with us, and that experience may be their first encounter with the 
destination or at least a key part so it is a particularly important role. In Livingstone we want to provide efficient transport that enhances the experience not 
just a functional service. The story can help you communicate the destination offer more effectively.

The Story: Key elements to use
• Whilst the Falls are indeed the star of the show it’s convenient and easy 

to access the other places and experiences throughout the destination

• A place of adventures big AND small, everything from exhilarating to 
tranquil has a place in the variety and choice of experiences on offer

• The story of the nature, culture and heritage that enables the experiences 
to happen and how we are all working to protect and conserve these for 

future generations

• Personal stories of the people who provide and make the experiences 
reality – drivers, porters etc

• Quality of welcome, standard of service AND breadth of local knowledge

Taxi service, airport transfer, flight booking agent, vehicle hire

Business Types / Transport Providers

Transport Providers
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Sample marketing message:

Choose us as your local transport partner in Livingstone, home 
of the Victoria Falls. We’ll get you quickly and safely from any 
A to B your adventure calls for, be that a trip through Mosi-oa-
Tunya National park to see the mighty Falls (keep an eye out for 
elephants!) or getting off the beaten track to a traditional local 
village. Our knowledgeable and careful drivers can also give you 
plenty of tips and insights to make that adventure extra special!

Top tips for adding your detail
• DO mention the Falls and the Zambezi but do ensure you mention 

“Livingstone” as the destination.

• Offer personal insights, tips and recommendations (“look out for x” 
or “make sure to try Y”) 

• Signpost and recommend specific businesses (e.g. “why not visit …?”) 
particularly those that offer food and drink or shopping experiences.

• DO mention any local benefit your business has – e.g. support local 
causes, employ local people, safeguard heritage or nature 

Business Types / Transport Providers
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The Zambezi and the Falls are THE crown Jewel of Livingstone as a destination and largely the prime reason that draws visitors to us. In Livingstone we need 
to differentiate our offer from that across the border, by emphasiing our unique attractions (Devil’s Pool and walking safaris),  or joining up the wider offer of 
our Zambian heritage and culture. The story can help you cover that wider offer and help showcase Livingstone as a joined up and cohesive destination. 

The Story: Key elements to use
• Location of your business – the setting, sounds, sights and experience of 

being right on the water

• The connections between your location and Livingstone town – e.g. driving 
through the Mosi-oa-Tunya National Park to reach you

• The natural Story of the Zambezi, how it shapes the land, the life it 
supports and how vital it is to protect and conserve.

• The human story of the river, the legends and people it supported, the 
industry and ingenuity it fostered and the personalities associated with it. 

• A place of adventures big AND small, the peace of sunset on the river can 
be just as exciting as the adrenaline rush at Devils Pool or a luxury stay at 
a riverside lodge.

• Personal stories of the people who provide and make the experience 

Riverside lodges, river activity providers, National Park walking safaris

Business Types / Riverside Businesses

Riverside Businesses
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Sample marketing message:

Set right on the sparkling waters of the life-giving Zambezi we 
offer our services just a literal stone’s throw from the mighty 
thunder of the Victoria Falls. All your adventures are right on the 
doorstep, whether that’s a tranquil cruise in the warm glow of 
sunset or a hike down to discover the legend of Nyami-Nyami 
in the depths of Batoka Gorge. It’s also just a simple trip across 
the Mosi-oa-Tunya National Park to colourful Livingstone town, 
with its heritage buildings, museums, restaurants, shopping, and 
services.

Top tips for adding your detail
• DO mention the Falls and the Zambezi but do ensure you mention 

“Livingstone” as the destination.

• Signpost to the experiences to be had away from the river, 
encourage your customers to experience all that Livingstone offers 
especially things with a different dimension or focus

• Introduce Livingstone town as the service hub for shopping, eating 
out and accessing facilities

• DO mention any local benefit your business has – e.g. support local 
causes, employ local people, particularly related to safeguarding the 
local environment on the river

Business Types / Riverside Businesses
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Livingstone town has often been overlooked from a visitor perspective in favour of the river, which does the town a disservice, given its facilities and 
experiences. In Livingstone we need to showcase BOTH the riverside experience and the town as equally important sides of the destination valued for the 
different things each brings. You might not have the Falls right on your doorstep but the story can help you show the best of the town of Livingstone. 

The Story: Key elements to use
• Location of your business – how easy it is to access the airport, the Falls 

and other places and experiences throughout the destination

• The connections between your location and the Zambezi – e.g. driving 
through the Mosi-oa-Tunya National Park to reach it

• The story of the town and its heritage, communities and people and how 
it relates to the Falls and the river

• A place of adventures big AND small, emphasising the softer cultural 
assets of the town alongside the more well-known river activities.

• The choice and variety of accommodation, food, shopping and night life 
available in town 

• The personal stories of all the people who provide and make the 
experience 

Town centre accommodation, museums, restaurants etc.

Business Types / Town Centre

Town Centre
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Sample marketing message:

Set in the heart of authentic and bustling Livingstone town 
we offer our services just a short trip from the world-famous 
Victoria Falls and the rushing waters of the Zambezi. Surrounded 
by centuries-old buildings, welcoming people from diverse 
communities, and colourful markets, we are part of a vibrant, safe 
and welcoming base for your African adventure.

Top tips for adding your detail
• Make clear the proximity of the Falls and the Zambezi but do ensure 

you mention “Livingstone” as the destination.

• Offer advice on how to best experience the town, offer personal 
recommendations for favourite spots or tips to help the visitor have 
a positive experience.

• Don’t forget to acknowledge the convenience of other services and 
facilities a visitor may need e.g. ATMs, supermarkets, cafés 

• DO mention any local benefit your business has – e.g. support local 
causes, employ local people, particularly related to safeguarding the 
local environment on the river

• 

Business Types / Town Centre
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Putting it into practice
Marketing tips and ideas for using the story

Finally, this last tool provides some specific tips and advice on building the story into your marketing channels and tactics. There’s lots of great advice out 
there on marketing, so rather than repeat it, this section will focus specifically on how the story can enhance and complement your activity.

Get to know your place first
The story works best when you have a really solid grasp of what your place offers. No matter how well you think you know it there’s always room to find out 
more! Useful sources of online information for Livingstone include: 

www.destinationlivingstone.org www.zambiatourism.com/towns/livingstone/

Top tip: Set yourself the challenge to get out there and discover three new things each week!

https://www.destinationlivingstone.org
https://www.zambiatourism.com/towns/livingstone/
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Tone of voice 
How you write matters; so here are some tips to ensure your words sparkle 
and really get the story across.

1. Don’t be over formal. Write in a conversational manner, as if talking 

to a person in the flesh. Be welcoming, approachable and honest but 

know where the line is to avoid being overly familiar.

2. Be positive! Love your place and what you do, spread the great vibes 

and focus on the really good stuff. But do stick within what is real – 

exaggeration will only lead to disappointed clients.

3. Words have more impact if they offer your personal experience. Don’t 

just trot out the same old generalisations – share your favourite 

aspects, your secret spots and your personal recommendations.

4. Make sure the point is clear, don’t use too many words or get bogged 

down in flowery descriptions or clichés.
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Using Visuals
Visuals also matter, often far more than words, so make the most of images 
and video to bring your place to life and help get the story across.

1. Sharp, well composed images with great colours sell. Blurry, dull 

toned, boring shots don’t - no matter the subject.  Same with video.  

Ensure you use the optimal resolution for the media in question.

2. Don’t just use empty landscapes – show people enjoying an 

experience to show visitors what it actually could be like for them.  

3. Variation grabs attention so use contrasts between wide shots and 

close-up detail and vary the palette of the images you use (think 

blue skies or bright detail in reds and yellows).

4. Stock images or footage are, but try and use actual images/video 

of Livingstone and your business. Equally, don’t use media that 

promises something you and Livingstone can’t deliver.

5. Utilise the Livingstone image library to really bring the story to life. 
Contact Destination Livingstone to arrange access.

mailto:info%40destinationlivingstone.org?subject=
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Featuring Others
Whilst your marketing needs to feature YOU as the star, here’s just a few 
ways you can easily bring in other businesses and experiences:

1. Create a list of complementary businesses, then tell your visitors 

about them. Make it easy for them to extend their experience.

2. Your building, land or immediate environs will have a story – be that 

heritage, natural or personal . Tell that story and link others in, even 

if it’s not directly related to what you do. It’s still important!

3. Equally, look at what you sell or offer that’s local or who you employ. 

What is its/their story? Can visitors have another experience related 

to it in Livingstone? Can you suggest how they can?

4. Make the points listed above easier and more attractive by putting 

suggestions together. Think “top 10 things to do” or a selection 

of “day out itineraries” around Livingstone (obviously with your 

business as the highlight!)
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Websites
Your website is the front door to your business and every aspect and nuance of your offer should 
be reflected there. The story can help you talk about your surroundings more effectively but it can 
also help enhance and direct the way you present your own business or organisation.

1. Use the themes and content of the shared story to tweak the words you use on your 

website. Embed the ideas and themes to link your business deeper to the destination.

2. Think about upgrading the images you use online, using the story for inspiration. Could you 

re-take various shots to convey your business alongside the themes of the story?

3. Create a “local area” page or section to describe Livingstone and its experiences. Use the 

story to help create text, choose images and develop recommendations or itineraries.

4. Consider adding a blog to your site and use it to talk about your business within Livingstone. 

Use the story to help create content and identify topics to talk about.

5. Build up your inbound links with local organisations and complementary businesses that 

reflect the shared themes of Livingstone. In return, ask them for outbound links to your 

website. 

6. Use the story to define and add new keywords or phrases to your search engine 

optimisation (SEO) strategy, to widen your reach along relevant lines for your business. Make 

sure to monitor impact!
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Social Media
Social media allows you to interact with like-minded and interested people. As such, it’s a key 
channel to get across AND reinforce your offer. Your surroundings provide great context, useful 
content and persuasive selling points for your business, which social media can easily put to use.

1. Follow, link, name-check and keep up to speed with what others in Livingstone are doing 

and saying. Use the story to target specific, active users and businesses.

2. You need a hook for every post. Use the story for inspiration on the question to post, the 

advice to share and the important elements to notify your followers about.

3. Break down the story into specific topics, experiences and businesses that reflect it. Plan 

when it’s best to talk about them to create an outline social media planner for the year.

4. Stay aware of and use destination hashtags that others are using locally. Start your own 

hashtags that promote Livingstone and reflect themes and detail from the story.

5. Be a voice of authority on Livingstone, or a facet of the story that’s linked to your business. 

Answer questions, offer advice and generally be the “go-to-girl/guy”.

6. Words are fine but for real impact you can really show off the story of Livingstone through 

great images (check the library) and poignant video (don’t forget to Live stream cool stuff!) 
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Email & e-newsletters
Working with a mailing list and customer database is a great way of retaining and encouraging 
customers to return. Livingstone as a destination can help provide you with reasons to contact 
your customer base, hooks to hang special offers on and a source of news to share with them.

1. Review the story for hooks that might appeal to your customers, themes they respond to or 

things they value. Use that as a base for an e-news special offer campaign.

2. Use the story to understand what’s happening and important in Livingstone on a seasonal 

basis. Build a calendar so you can theme your mailings throughout the year.

3. It doesn’t have to be clever. Just add some soft-sell “did you know” content, showcasing 

stories about Livingstone to provide a counterpoint to special offers and discounts.

4. The story can help you identify complementary businesses to recommend to your customers 

or to arrange reciprocal or joint offers with, giving your mailings more impact.

5. Find local experts who can write on the themes and ideas in the story that complement or 

link to your business. It’s a great talking point and provides valuable content.

6. Provide content from your mailings to complementary businesses to include as items of 

interest in theirs. Reciprocate to build an interest community; the story can help find useful 

allies.
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Print
Print still plays a major role for most businesses, be that leaflets, posters, flyers or other 
publications. Using the story helps add background, appeal and context, and helps your print 
stand out, get picked up and read by your target customer.

1. Provide the story, its themes and detail to your designer so it becomes part of the way your 

business presents itself right from the start.

2. Review the story for themes and ideas that will appeal to your audience and use them to 

direct how you write and what you include in your publication.

3. Find some space (even if only a little) to introduce and explain to your customers where you 

are and why your place matters. Focus on elements of the story that reflect your business.

4. Images are vital to the appeal of print publications. Pep yours up with some dedicated 

Livingstone shots that sell your surroundings and frame how your business presents itself.

5. The story can also help identify local places where you can stock or distribute your 

publications. Draw up a hit-list of where your customers are likely to be and keep tabs on 

how many copies are taken.

6. Consider including a redeemable special offer based on a hook from the story to engage the 

audience and help you understand its reach and impact.
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Word of Mouth
Referrals, reviews and recommendations can make or break a business, so getting it right really 
matters. Livingstone and its story can be a useful tool in your arsenal to help add value to the 
experience and garner you more positives in the long run.

1. Educate, train and build knowledge amongst yourself and your staff to understand what 

your Livingstone offers, know the details and be experts who can respond to and inspire 

your customers. 

2. Take it online and become an expert on social media or a local guide on TripAdvisor. Get 

known as a champion and fount of knowledge for Livingstone (it will reflect well on you!).

3. Use the story to build hands-on experiences for your customers such as itineraries featuring 

the best of the locale, trails linking you to others or special events to celebrate a specific 

feature.

4. Go a step further and set up referral and reciprocal campaigns to link your businesses and 

experiences together with others. Look for common themes and features in the story.

5. Consider supporting local causes linked to preserving the features in the story. This not only 

helps your locale, but also publicly establishes your business as practicing what it preaches.



For more information contact Destination Livingstone

Email: info@destinationlivingstone.org

Phone and WhatsApp: +260 976 862325

Funded by Prospero Zambia Limited

Developed by Acorn Tourism Consulting Ltd and Black Spiral Design

mailto:info%40destinationlivingstone.org?subject=
https://acorntourism.co.uk/
https://www.blackspiraldesign.co.uk
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Livingstone...
...is not just a city, an area, a place on a map or simply a collection 
of things and people. Rather it is a living, breathing story, one that 
en-twines and encompasses everything we have to offer and inspires 
and engages all those who choose to call it home and everyone who 
makes the journey to discover it. But, make no mistake, this story isn’t 
contrived or manufactured. It is real. It is honest. And it is all the more 
compelling for this.

All stories have a beginning. For us, this is the mighty Zambezi, a 
majestic life-giver that has shaped the land, the nature, the history 
and the present of the place now known as Livingstone. Its waters 
make the story possible. They sustain our abundance of flora and 
fauna; they underpinned the earliest human settlement here; they 
have inspired and fostered ingenuity and innovation; and they have 
created one of the greatest wonders of the natural world. 

Mosi-oa-Tunya – the smoke that thunders, dubbed the Victoria Falls 
by Dr David Livingstone, is, quite simply, a genuinely awe-inspiring 
wonder and the undisputed star of our place’s story. We are proud 
custodians and ambassadors of the Falls, we recognise its importance 
not just to us but to everyone, its role in the natural heritage of this 
world. 
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But our duty of care doesn’t end with those gushing waters. Rather, 
it extends to the rest of our natural surrounds, to the islands of 
the Zambezi, the Mosi-oa-Tunya National Park on the banks of the 
river, the winding escarpments of the Batoka gorge, the surrounding 
untouched forests, and the bush-lands that extend away northwards 
into Zambia.  We are privileged to share our land with an incredible 
variety of wildlife: hippos, crocodiles, wildebeest and white rhinos 
call this home; herds of elephants choose this route on their travels; 
hundreds of species of birds roost in our trees; and there are plants 
found here which are found nowhere else. Little surprise therefore 
that our story is a natural one at heart, one we cherish and conserve, 
celebrate and promote, share and protect. 

We extol the wonder of our 
nature. 
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Here’s the secret though: it is the people of Livingstone that have 
made, and continue to make, our story a bestseller. Without the 
knowledge and generosity of the original custodians of the land, 
David Livingstone would have never seen the Falls; without the 
determination and vision of the colonial empire, industry and 
prosperity would never have come; and without the passion, talent 
and dedication of modern-day Zambians, our Christian, Hindu, Jewish 
and Muslim communities and our investors, Livingstone would not 
have survived, thrived or be on the map at all. All these people matter. 
They are all heroes in so many ways, from the dedicated team that 
guard our white rhinos to the skilled artists, the talented craftsmen at 
Mukuni market and the Victoria Falls; from our ambassadors the taxi 
drivers, front-of-house staff and safari guides to a host of volunteers 
and passionate locals. These are the individuals from whom the 
Livingstone experience flows, who make it their mission to share their 
passion and enthusiasm which is what powers the heart and soul of 
Livingstone. 

We celebrate the talent of our 
people.
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But this is Africa, a land of myriad stories and experiences, a land 
where adventure is brought to life in the awe and joy of every day.  
And if there is one thing Livingstone does above all others, it is 
adventure. Soar in the African sky in a microlight. Challenge the boiling 
rapids of the Batoka gorge. Share a privileged walking safari with 
guardians of some of the last white rhinos on earth. Plunge from the 
Victoria Bridge towards the swirling waters of the “mighty Zambezi” 
just metres below Mosi-oa-Tunya. Or snap a Devil’s Pool selfie on the 
very edge of the abyss. 

But that’s just the big-ticket stuff. Adventure comes in all shapes and 
sizes here. Find it in a personal experience. Sharing a meal with a local 
family; cycling through our villages; wandering round our markets; 
experiencing the talents of our storytellers, artists, performers and 
craftsmen; discovering and inter-acting with the history that shaped 
this place; or simply luxuriating in the peace and tranquillity of our 
natural environment.  

The Livingstone story is an epic of personal adventure, one never to be 
forgotten. Just watch the sun set over the Zambezi as the spray rises 
over the Falls and tell us we’re wrong. 

We enable unforgettable 
adventures.
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Yes, stories need telling, experiences and adventures need to be 
brought to life. This is what we as Livingstone pride ourselves on 
above all else. We know the importance of our nature, our talent and 
our adventures. We know the awesome majesty the Victoria Falls 
exudes. And we know the heritage of our ancestors and forebears as 
well as the contemporary experiences that make this place so special. 
But we aren’t just a place of stories. We are also passionate in our 
storytelling, creating experiences to savour, memories to cherish, using 
stories, big and small, to educate, preserve and enhance the place 
we’re proud to call home. 

We proudly share our stories.



85

And here’s how all these threads come together — by making 
Livingstone a true destination in every sense of the word. A place 
that offers a vibrant welcome and a totally authentic and utterly 
memorable experience to every visitor whatever their interests. A 
place that delivers on the detail, the essentials that everyone needs, 
from the ever-present welcoming smile of its people to their ‘can 
do’ approach to resolving issues no matter how big or small. A safe, 
stable place that simply works, and works well, for all its residents, 
businesses and visitors. A place where you too would love to live, 
where you would like to do business. A place which is replete with 
opportunity and where innovation, sustainability and equality are 
ingrained. A place that takes its responsibilities as the gateway to our 
country’s world class tourist proposition seriously, proud to host our 
visitors as they cross the threshold into our world to experience first-
hand the wonders which Africa has to offer. 

We are the hub and host for 
Zambia and beyond. 
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And the best part? This story isn’t over, not by a long shot. As long 
as the Zambezi flows, the Smoke Thunders and the talent and 
enthusiasm of our people never wavers, adventures are here to be 
had. 

We will continue to work 
together to ensure that the 
story of Livingstone, home of 
the Victoria Falls, grows and 
grows.
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88

What is a Buyer Persona?
Buyer personas are fictional representations of your ideal travellers. They are based on real data about demographics and online behaviour, along with 
educated speculation about their personal histories, motivations, and concerns. Creating buyer personas is a key tool to help create relevant content so that 
you can attract more customers who are like-minded by offering them suitable products in the most appropriate way.  

Buyer personas contain information that is typically includes:

• Demographics – age, gender, educational attainment, background, average 
income, geographical location and employment status

• Lifestyle and interests

• Social media habits

• Internet habits and interests

• Media consumption

• Travel motivations and attitudes

• Travel purchasing habits – frequency, seasonality, value

• Sources of information/research

How do they help us?
Buyer personas can then be used to help tourism businesses create content that is of direct relevance to their specific audience segments in order to 
attract, engage and convert customers.  Their purpose is to: 

• Help guide the tone and substance of written content

• Identify the needs and wants of a particular segment

• Highlight opportunities on specific topics

• Enable effective content promotion on suitable channels 

• Guide content formatting and placement for maximum engagement and 
reach

Creating buyer personas helps to keep content consistent and marketing messages targeted and clear.  With careful consideration of the target audience, 
marketing campaigns can become more engaging, relevant and successful.

Buyer Personas / Introduction
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Buyer Personas for Livingstone

The majority of visitors to Livingstone fall under the broad category of ‘adventure tourist’, a 
segment that is one of the fastest growing niche markets of the tourism industry.  

Adventure tourists are wide-ranging and undertake many activities that are considered as 
either ‘hard’ adventures, which require expertise and involve high levels of personal risk, or 
‘soft’ adventures, which are less physically demanding and incorporate nature based and 
cultural experiences. 

The Adventure Travel segment incorporates many niche activities and with such a broad 
customer base adventure tourist are clearly not all the same.  

Consequently, in order to differentiate between broad interests and choice of activities, 
buyer personas can give a more complete picture of the type of person that undertakes each 
specific activity.  Of course, not everyone that enjoys for example, community-based tourism 
will be identical, but it is highly likely they will share characteristics, have similar interests, 
be motivated to meet local people and use similar holiday research methods. More detailed 
personas for sub-niches can also be researched.

Buyer Personas / Introduction
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The Five Buyer Personas

These five buyer personas have been created based around international visitor segments who frequently visit Livingstone.

Soft Adventure
Family - small group tourists

Nature Tourism
Amateur wildlife photographer

Cultural Tourism
Local community and culture lover

Hard Adventure
Adrenaline junkie

S.A.V.E. Travel
Gap Year volunteer 

S.A.V.E = Scientific, Academic, Volunteer, Educational Travel

Buyer Personas / Introduction
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Soft adventurers
Nick name: Jane Blakey

Profile: 
Female, aged 44 years, lives in New York USA with her husband Bill and 
two children.  College educated and works full time in a PR agency, Bill is a 
teacher. Jane researches and books the family holidays. 

Description: 
Jane’s two children, a boy and a girl, are aged 10 and 12 years. The family 
are reasonably well off, with a joint income of $120,000. This is their first trip 
to Africa and a big investment, but Jane wants the children experience how 
other people live.  

Quote: 
“We want our children to have the holiday of a 
lifetime, see the amazing African animals and the 
Victoria Falls; and see that not everyone lives the way 
they do. I feel bad about taking four long haul flights 
but if we stay in a sustainably managed lodge and 
can give something back to the local people, maybe 
we’re not doing too much damage”. 

Goals:
• Feel that we’re in Zambia, experiencing an authentic rural African way of 

life

• See the Victoria Falls and go on safari

Challenges:
• Need to travel in school holidays

• Only have 8 days, two will be travelling so want to be based in one place

• Need a flexible itinerary to suit everyone

Buyer Personas / Soft Adventure
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Information Sources:
• Friends and family 

• Facebook, Instagram

• TripAdvisor, Viator, Airbnb Experiences for ideas about experiences, 
packages and available deals 

Objections:
• Worried about booking with a local tour operator, prefer to use one in NY. 

• Is there comfortable accommodation, not too expensive and sustainably 
managed?

• Will the children meet local children, will it be fun or awkward? 

• We don’t want to be surrounded by tourists

How We Help: 
• A single location offering one of the Seven Wonders of the World, the Zambezi, National Park, iconic African animals, hospitable traditional communities

• Livingstone is a heritage town that tells its colonial and pre-colonial story, with museums, galleries, shops and restaurants but more authentic and less 
busy than Victoria Falls town

• A variety of typical Zambian cultural activities: the Maramba Cultural Centre staging dances from across Zambia attracts mostly local people; local art 
workshops, storytelling, family cycle tour of villages, meals with villagers, corn row beaded hair. 

Marketing Messaging: 
A full six-day itinerary full of adventures, meeting 
talented local people and families, sharing their 
stories, seeing spectacular natural wonders and 
iconic African wildlife. 

Buyer Personas / Soft Adventure
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Nature Tourism
Nick name: Simon Crampton

Profile: 
Male, aged 63, lives in Sydney Australia with his wife Lyndel. A retired 
academic and experienced traveller. Their children have left home. 

Description: 
The couple travel independently and Simon books the wildlife trips. He is a 
knowledgeable amateur photographer and is passionate about nature and 
African wildlife. He will pay more for a guide that helps him get great shots.

Quote: 
“I’m excited about seeing the Victoria Falls but 
know it will be difficult to capture on film. I’ve done 
a few safaris, so I’d like to get some good shots of 
local people as well as getting close to some of the 
animals. Now there’s only the two of us travelling, we 
can splash out on somewhere more comfortable”.

Goals:
• Capture great photos of animals, birds, people

• See the Victoria Falls in the best light

• Lyndel wants some culture and quality interactions with local 
communities

Challenges:
• We want to see the Victoria Falls, but is there enough wildlife in Mosi-oa-

Tunya National Park to get quality shots? 

• Want authenticity, nothing too touristy

Buyer Personas / Nature Tourism
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Information Sources:
• Family and friends

• Facebook

• Google search

Objections:
• I don’t want to sit in a safari truck all day

• How knowledgeable are the guides about getting good shots?

• Has Livingstone got any culture? 

• Are there interesting villages nearby?

How We Help: 
• Iconic landscape and animals: Victoria Falls, Zambezi, tracking white rhinos

• Cultural offer: heritage town, museums, national art gallery, diverse communities, rural villages

• Comfortable lodges overlooking the Zambezi – perfect for early morning and sunset shots

Marketing Messaging: 
Victoria Falls, walking and river safaris, cycling tours 
of traditional villages, modern art and museums all 
easily accessible from Livingstone. 

Knowledgeable walking safari, photographic and 
birding guides

Buyer Personas / Nature Tourism
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Cultural Tourism
Nick name: Anna Weber

Profile: 
Female, aged 32, lives in Munich. City analyst earning €100,000 p.a. Single

Description: 
Anna studied development economics and likes to get involved in the local 
way of life. She enjoys taking holidays by herself so she can choose the trip 
that suits her. She’s travelled independently in Europe and Asia but is a bit 
nervous about traveling alone in Africa so wants to travel in a small group 
with a flexible itinerary. 

Quote: 
“I love travelling by myself with other single people. 
It’s the best way to meet people both other travellers 
and local people. I don’t mind paying a bit more if I 
can immerse myself in another culture and have a 
really different experience. I’d love to cook a meal with 
a family who live in a mud hut, and maybe even stay 
in one. Being at a local festival would be amazing.” 

Goals:
• Personal growth

• Escape and renewal away from the city job

• To support and give back to a local community

Challenges:
• Need to travel in school holidays

• Only have 8 days, two will be travelling so want to be based in one place

• Need a flexible itinerary to suit everyone

Buyer Personas / Cultural Tourism
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Information Sources:
• YouTube, Facebook, Instagram, Pinterest

• Friends social media feeds

• Trip Advisor

• Travel Influencers that care e.g the CrowdedPlanet.com

Objections:
• Can I do something my friends haven’t done? 

• What type of accommodation is there? I want clean sheets and a private 
bathroom.

• Will I find an authentic experience that’s not touristy?  

How We Help: 
• An authentic Zambian town with a rich history, diverse cultures, talented artists

• Located close to the Victoria Fall and several traditional local communities

• Good facilities in and around town with a range of accommodation 

• Festivals – Jan: Southern Zambia Birding Festival; Feb: Mango Festival; May: Mosi Days of Thunder; June: Zambezi Live Light Festival (tbc)

Marketing Messaging: 
Livingstone, the home of the Victoria Falls, has a 
rich history, diverse cultures and community tours to 
experience village life and meet local people.  

Buyer Personas / Cultural Tourism
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Hard Adventurer
Nick name: Damien Jacobs

Profile: 
Male, aged 27, lives in Johannesburg South Africa. Marketing Manager. 
Average income. Single. 

Description: 
Plays rugby, loves the outdoor life and high adrenaline sports. Takes 
short breaks with friends whenever possible. Planning a self-drive tour of 
Botswana and Zambia.

Quote: 
“I’ve only got three days but I’m hoping we can do 
all the exciting stuff at Victoria Falls. We’ve got tent 
on the roof so I don’t care where I sleep but I want to 
just love that adrenaline rush, it really makes me feel 
alive”. 

Goals:
• To be the first of my friends to jump off the Victoria Falls bridge, swim in 

and fly over the Victoria Falls

• Get a selfie in the Devil’s Pool

Challenges:
• Can I afford everything I want to do - is it cheaper in Zim or Zambia? 

• I’ve only got 3 days, so I don’t want to spend ages crossing the border. 

• Where will I find good deals?

Buyer Personas / Hard Adevnture
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Information Sources:
• YouTube, Facebook, Instagram

• Trip Advisor for best value experiences

• Influencers with exciting lifestyles and travel 

Objections:
• Will there be enough water in the Falls?

• Is the internet good enough to share my FB/ Instagram stories?

• Is there cheap accommodation with other travellers?

• Is there any nightlife in Livingstone? 

How We Help: 
• From September to December when the Zambezi water level is low, rafting is more exhilarating and from Livingstone Island you can swim in the Devil’s 

Pool - only from the Zambian side. 

• You can do everything from Zambia without having to cross the border. 

• In Livingstone local tour operators can book a bungee jump off the Victoria Falls Bridge, a microlight over the Falls, white water rafting, the Devil’s Pool. 
And walking safari’s with rhinos, not possible in Zimbabwe.

•  Authentic town that’s less touristy than Vic Falls, with plenty of local bars and restaurants plus garages, banks and supermarkets.

Marketing Messaging: 
Only in Livingstone, Zambia – selfies in the Devil’s 
Pool and walking safaris with white rhinos 

Buyer Personas / Hard Adevnture
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S.A.V.E. Travel
Nick name: Tom Upland

Profile: 
Male, aged 18 years, lives in Oxford, England, a ‘gap year’ student 

Description: 
Thomas has just left school and has a year off before university. He worked 
in a bar for four months and has saved up to go travelling, although his 
parents paid for his flight. He wants to volunteer, and his parents are 
helping him find a project that’s safe and well managed. They might arrange 
a holiday to come and visit him, if there’s somewhere comfortable to stay 
nearby. 

Quote: 
“I can’t wait to travel with my friends, but I want to do 
something exciting and worthwhile for three months 
before I meet up with them, and we go and party on 
the beach! I’d love to volunteer in an African school 
or with animal conservation. I’ve saved some money 
so hopefully I can also afford go on safari and do 
something really adventurous that my friends haven’t 
done!”

Goals:
• Experience a lifestyle that’s very different from my own

• Post stories that will impress my friends

Challenges:
• Budget – will it last? 

• Nervous about first trip alone to Africa

Buyer Personas / S.A.V.E. Travel
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Information Sources:
• Parents, friends

• Instagram

• YouTube

• Snapchat

Objections:
• Are there reliable local projects I can book directly rather than use an 

expensive gap year organisation?

• Are animal conservation projects ethical? 

• Are there backpacker hostels where can I meet other people my age?

• Is there lots to do nearby when I’m not working?

How We Help: 
• Village volunteer programs, Zambezi Animal Welfare Society, Zambezi Working Donkey Project, CATS projects

• Backpacker hub

• Mosi-Oa-Tunya National Park - self-drive, good value safari

• Adventure capital – rafting, bungee jumping, Devil’s pool

Marketing Messaging: 
Soak up the local culture volunteering in a rural 
school, snap a selfie in the Devil’s Pool and with the 
elephants in Mosi-oa-Tunya National Park. In town, 
meet other backpackers for a local beer. 

Buyer Personas / S.A.V.E. Travel
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