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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

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
Shows much higher recognition of the name GRAMPIANS

Source: RAPS 09
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Research

Staying with friends and relatives is a significant opportunity
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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

VFR offers opportunities



How do we raise awareness?

Visitor Guide sections/images

Online eg EDM

Touring map

PR themed



Campaigns

Trade marketing (both dom & int l)



Messaging of what we do well in

PROnline

Touring
Map

Visitor
Guide

Images Experiences

Emotive
WordsOffers



Grampians experiences deliver

Continue to develop word of mouth  referrals

Social media ie

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 length
of stay , especially shoulder/off seasons



Using the Grampians
Consistent language and imagery across all
collateral

Encourage industry to leverage eg link to
videos



VFR offers opportunities

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

Investigating 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

VFR offers opportunities



Thank you ...


