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E X E C U T I V E  S U M M A R Y

Executive Summary

Australia’s most valuable self drive segment is hiding in plain
sight.

Across Australia, regional communities invest millions of dollars each year in tourism

infrastructure, destination marketing and visitor experiences.

Yet many continue to misunderstand one of the country’s largest and most valuable

tourism markets.

The caravan and RV sector is often viewed through outdated stereotypes. Too many

strategies still assume today’s travellers are retirees looking for the cheapest place to park

overnight.

That perception is no longer accurate.

Australia now has a registered fleet approaching one million caravans, campervans and

motorhomes. The market is growing, becoming younger, more diverse and increasingly

influential in shaping regional visitor economies.

The modern RV traveller values authentic experiences, walkable communities, quality

infrastructure and welcoming destinations. They are prepared to spend generously when

they feel their needs are understood.

Communities that continue planning for yesterday’s traveller risk missing one of regional

Australia’s greatest economic opportunities.
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C O N T I N U E D

A Market Hidden in Plain Sight
Few tourism sectors touch as many communities as caravan and RV travel.

Unlike destination specific tourism, self drive travellers disperse their spending across

hundreds of regional towns every year.

Every journey creates opportunities for:

Fuel and vehicle servicing.

Supermarkets, bakeries and cafés.

Pubs, restaurants and clubs.

Cellar doors, breweries and local produce outlets.

Retail stores, pharmacies and hardware suppliers.

Attractions, tours and visitor experiences.

The visitor economy generated by these travellers extends far beyond accommodation.

It supports entire regional business ecosystems.
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Challenging the Stereotypes
The image of the traditional grey nomad remains powerful.

Retired couple.

Large caravan.

Travelling slowly around Australia.

While this market remains important, it now represents only part of the broader RV sector.

Today’s travellers include:

Young families using camper trailers and off road vans on school holidays.

Couples in their 40s and 50s combining travel with remote work.

Semi retired travellers taking extended trips several times a year.

Solo travellers, including a growing number of women on the road.

Weekend adventurers exploring their home state in shorter bursts.

International visitors hiring campervans and motorhomes for touring holidays.

Regional communities that broaden their understanding of this market become more

competitive destinations.
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What Today’s RV Traveller Values
Research and traveller behaviour consistently highlight common priorities.

Visitors are looking for:

A safe, level place to stay that is easy to access.

Walkability into the town centre and its businesses.

Clean, well maintained public amenities.

Reliable water, waste and dump point facilities.

Authentic local experiences, not generic attractions.

Friendly, welcoming interactions with locals.

Interestingly, luxury infrastructure rarely ranks ahead of convenience and authenticity.

Travellers remember experiences far more than facilities.
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They Are Buying Experiences
The modern caravan traveller rarely measures a destination by the quality of its parking

area.

Instead they remember:

The winery where they met the owner.

The bakery recommended by a local resident.

The river walk at sunset.

The volunteer who welcomed them at the visitor information centre.

The country pub with live music.

The heritage museum that exceeded expectations.

The regional town where they unexpectedly stayed another day.

These experiences create recommendations that influence thousands of future travellers

through word of mouth and online communities.
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The New Economics of RV Travel
Many councils continue evaluating RV tourism by counting overnight stays.

This misses the broader picture.

Visitors spend throughout the day on:

Fuel and vehicle expenses.

Groceries and everyday retail.

Meals in cafés, bakeries, pubs and restaurants.

Tours, attractions and paid experiences.

Wine, produce and local specialty goods.

Repairs, servicing and outdoor equipment.

Accommodation is only one component of total visitor expenditure.

Communities should therefore optimise the entire visitor journey rather than focusing

exclusively on where visitors sleep.
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Why Walkability Matters
One characteristic consistently separates successful regional destinations.

Walkability.

When visitors can comfortably leave their vehicle and explore on foot, spending naturally

increases.

This is evident in communities such as:

Langhorne Creek — visitors move easily between wineries, hospitality venues and the

town centre without relocating their vehicle.

Warrnambool — coastal attractions, retail precincts and hospitality create opportunities

for visitors to spend across multiple businesses.

Hahndorf — walkability encourages prolonged visitation, repeat spending and

memorable visitor experiences.

Destination design influences economic outcomes.

• 

• 

• 
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C O N T I N U E D

The Role of Digital Communities
Today’s RV travellers are highly connected.

Before arriving they often consult:

WikiCamps and CamperMate.

Google reviews and Google Maps.

Caravan, motorhome and grey nomad Facebook groups.

Blogs, YouTube channels and dedicated travel forums.

Destination and council websites.

A single positive experience can influence thousands of future travel decisions.

Likewise, poor maintenance or unfriendly experiences spread quickly.

Managing online reputation has become an important element of destination

management.

• 

• 

• 

• 
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What They Do Not Want
Travellers consistently avoid communities where they experience:

Unclear or contradictory signage about where they can stay.

Facilities that are locked, closed or poorly maintained.

Aggressive enforcement or hostile attitudes towards RV visitors.

Overnight stays placed far from cafés, shops and attractions.

Excessive rules that make a short stop feel unwelcome.

Small frustrations often encourage travellers to continue driving rather than stopping.

• 

• 

• 

• 
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Understanding Decision Making
An RV traveller may choose between several regional towns within the same day.

Their decision is often influenced by practical questions.

Can I park easily?

Can I walk into town?

Is there somewhere pleasant to have lunch?

Can I refill water?

Can I empty my tanks?

Will I feel welcome?

Every positive answer increases the likelihood of an overnight stay.

• 

• 

• 

• 

• 
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Five Characteristics of Successful RV
Destinations
Successful communities typically provide:

Practical visitor infrastructure.

Walkable town centres.

Authentic local experiences.

Friendly community culture.

Strong connections between tourism and local businesses.

These characteristics consistently outperform expensive standalone infrastructure

projects.

1. 

2. 

3. 

4. 

5. 
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Looking Beyond the Numbers
Australia’s caravan and RV market represents far more than vehicle registrations.

It represents:

People seeking authentic experiences.

Communities seeking economic growth.

Businesses seeking year round customers.

Councils seeking sustainable regional development.

The opportunity lies not in attracting more caravans.

It lies in creating destinations worth stopping for.

• 

• 

• 

• 
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C O N T I N U E D

Recommendations for Regional Councils
Update visitor personas to reflect today’s diverse RV market.

Invest in practical infrastructure before expensive attractions.

Improve walkability between parking and local businesses.

Monitor online traveller feedback regularly.

Develop visitor economy strategies focused on spending rather than simply visitor

numbers.

1. 

2. 

3. 
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5. 

A R G O  A D V I S O R Y  &  C O N S U LT I N G M A R K E T  I N S I G H T  ·  G R E Y  N O M A D  E C O N O M Y

a r g o a d v i s o r y. c o m . a u 1 4  /  1 7



Looking Ahead
Australia’s RV market will continue evolving.

Remote work, longer life expectancy, flexible lifestyles and increased domestic travel will

further strengthen the importance of self drive tourism.

Communities that understand changing traveller expectations today will become

tomorrow’s preferred destinations.

Those relying on outdated assumptions may struggle to compete.
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Conclusion
The caravan traveller of 2026 is not simply looking for somewhere to park.

They are looking for memorable places to discover.

They value authenticity over extravagance.

Convenience over complexity.

Connection over transactions.

For regional councils, this represents one of Australia’s greatest economic development

opportunities.

The market is already travelling past your community.

The question is whether your town gives them a compelling reason to stop.

Understanding today’s RV traveller is the first step towards building stronger local

businesses, more resilient regional economies and destinations that visitors remember

long after the journey ends.
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W H E R E  T H I S  L E A D S  N E X T

Turning insight into action.
Every regional community has the potential to strengthen its visitor economy. The

difference lies in leadership, planning and a willingness to think beyond individual

assets and towards the whole visitor experience.

If you would like to discuss how these principles apply to your council, tourism

organisation or region, Argo Advisory & Consulting works with regional leaders across

Australia to translate insight into practical, measurable outcomes.

C O N T I N U E  T H E  C O N V E R S A T I O N
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