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A reminder — our charter

Marketing
To increase awareness of the Grampians
To increase visitor numbers and their spend
To improve travel around the region

Product Development
— Linking accommodation and experiences

Industry Development
— Offer opportunity to grow businesses/yield

Investment & Infrastructure
- Lobbying & supporting governments/agencies
- Providing potential investors with research



Recent research — Awareness

r about short break and holiday destinations in Victoria, what places come to mind? Any

% in Rank in % in Rank in
Destinations 2009

2009 2009 2007 2007
Melbourne 37.1% | 29.0% |
{The) Great Ocean Road 17.9% 2 20.8% 2
Ballarat 10.1% 3 I 1.2% 3
Phillip Island 8.3% 4 8.5% 4
Mornington Peninsula 6.8% 5 53% Tl
(The) Grampians 6.7% 6 6.8% 6
Bendigo 6.7% 6 5.0% 1]
Daylesford 6.5% B 31% 7
Lakes Entrance 5.6% 9 7.7% 5
Geelong 5.6% 9 5.1% 9
Lorne 5.1% || 3.4% 1300
Bright 4.9% 12 5.2% B
Dandenongs (Dandenong Ranges/ Mt. Dandenong]  3.9% 13 3.8% 12
Mildura 38% |4 3.2% |5
Echuca/ Moama 3.6% I5 3.2% |5
Warrmambool 3.4% 6 3.4% 13
Wilsons Promontory 2.9% 17 2.8% |9
Torguay 29% |7 2.4% 20
Apollo Bay 2.7% 19 2.9% |8
Gippsland 2.5% 20 4.4% I

Source: RAPS, 09



Comparing Research

VPS showed we do well in: RAPS showed we do well in:

Nature-based exp Nature-based exp

Adventure Adventure

Child-friendly exp Recreation

Space for quality time Wildlife

Arts & culture (incl Indigenous) Child friendly exp

General sightseeing Arts & culture (incl Indigenous)

Wineries/food

Source: Grampians VPS 09,
RAPS 09



Visitor Perception Survey results

Were visitors happy with their trip to the Grampians?
« overall satisfaction from Grampians visitors was very high — 64% (c/f 51%)

« Grampians was the fifth highest rated destination of 65 destinations. Of all
visitors,

« 70% of Grampians visitors were very likely to recommend the holiday (c/f
51%).

Overall satisfaction: Proportion of visitors very

satisfied
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Research

Visitor #s, nights and market share
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Source: NVS, Sep 09



Research

Shows much higher recognition of the name GRAMPIANS
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Source: RAPS 09



Research

Staying with friends and relatives is a significant opportunity

[ @ Other M Business M Visiting friends and relatives H Holiday or leisure J‘

I 3

11.0%
16.6%
21.6%
33.7%

3.5%
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Visitors Nights

Source: NVS Sep 2009



To recap the research

Awareness of the Grampians can be better
Our strengths are clearly identified

People who find us are happy with the
experience

Visitor numbers are returning, while bed
nights dropping off

‘Grampians’ is only “branding” recognised
VER offers opportunities



How do we raise awareness?

Visitor Guide - sections/images

THE GRAMPIANS

VICTORIA - AUSTRALIA

Online — eg EDM

| cacvim e o come

oot ——

Touring map

QFFICHIAL TOURIHG M AF

THE GRAMPIANS

WIETERIA - AUSTRALIA

PR - themed

EVENT

Spotlight
iJl!Il Duz'keld

THE picturesgue
Grampians village of
Dunkald thiows open its
doars for oneweekerd in
Septernben Take 4 tow
aftha Maunt Sturgean
Homestead, one of
wesham Wichora's first
ardd mest elegant colorial
hermesteads, or check ot
courtry's most corrprebersive wine ool lections in the Roval Ml wine

cellar. Jain a owr of the Dunkeld Arbareturn, hunt Grampizms wildfloeers or gaan
aquided tawr of ane of the mary open gardens. Altermativaly, visit local galleries,
efjy e a2z at the Qn-_,.-al Miail Hobal aryisit the wingres,

Bapharaiwes 5L All Busbeld acconmmorbaion providass aee obler g e mghis ke Uhe price of pao tiks weskend
P 1800 BOT 5.



) webMail  Why BigPond?  Join BigPond  BigPond on Mobile

—y

Telstra,com lose

Spun] Movies HusiLl Games | Kids Shopping ‘ TY | 2ndLife

Top Stories ust In National World Entertainment

Afghanistan situation 'grim’: Rudd

Prime Minister Kevin Rudd says the
security situation in Afghanistan is
"grim” and Australians need to prepare
themselves for more casualties ina
"difficult, dangerous and bloody' year
ahead

« Campaigns

OTHER TOP STORIES

v Chaser case dropped
¥ Hanzon fmaoved 200k from party accourit

F Owener, manager held over Morocco fire deaths

JUST IN

» Turnbull wearns an
‘overdoing' Budget cuts
» Zimhahwee election

i results 'out this week'

» Diggier killed, 4
wounded in Afghanistan
» Rain gives hope to S&
farmers

|

N » US pushes for UN *» 1 in 4 police recruits
\ - sanctions on Zimbakywe falled exams: NSW Opp

» Alcopop tax surprises » Alcopop tax an
alcohol incustry ineftective ‘guick fi<! Tas AHA

- — weight
] Pond l Office hobs online

Business Tech Off Beat Weather

THE GRAMPTANS

SPACE TO BREATHE

gvisitgrampians.com.au

WWEATHER MORE

Allthe Currert and Forecast information for
Aystralian Current Westher conditions right at
your fingertips.

» Trade marketing (both dom & int’l)



Messaging of what we do well In

7

e Visitor
Guide

7

\.

e Online

)

§

Experiences

Emotive
Words

e Touring

Map

~\




Grampians experiences deliver

 Continue to develop ‘word of mouth’ referrals

— Social mediaie You[[)

— Database acquisition strategy
— EDMs & Enewsletters
— PR




Visitor length of stay

* Influencing decisions about travel at planning
stage by
— Website content inc videos
— Exploring smart phone ‘apps’
— Travel shows

Using existing events to build occupancy and Ingth
of stay , especially shoulder/off seasons



Using the ‘Grampians’
 Consistent language and imagery across all
collateral

* Encourage industry to leverage eg link to
videos




VER offers opportunities

* Facebook & You Tube — directly targeting local
ambassadors (and others)

* |nvestigating ways to raise local awareness of
regional experiences eg:

regional newspaper insert
PR
community consultation



Development Directions

Workshops/mentoring
Offering cost effective cooperative marketing
Awards support

Collected data available for potential investors
and Industry use

Support projects like Long Distance Walk,
cycling development

Spring into the Grampians







Where to from here ? Questions?
Discussion points:

Awareness of the Grampians can be better
Our strengths are clearly identified

People who find us are happy with the
experience

Visitor numbers are returning, while bed
nights are static

Grampians’ Is only “branding” recognised
VER offers opportunities



Thank you ...

grampians



