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DESTINATION 
GIPPSLAND 
STRATEGIC PLAN 
2024-27

Generate visitor demand     

(Marketing and Events)

Improve supply of visitor experiences

(Product, planning, industry   development)



Our role in THE CUSTOMER JOURNEY



MARKETING ELEMENTS
Core funding

Deliver Facebook and Instagram social 

media marketing, valued at over $300k 

per annum

SOCIAL MEDIA
Deliver over 1200 pages and 800 

images of Gippsland via a responsive 

website with a robust search engine 

marketing (SEM) plan 

WEBSITE CONTENT

Compile and send newsletters aimed at 

driving website visitation and 

consideration.

Direct Mail (eDM)
PR pitches to drive editorial content 

delivery to source Melbourne market, 

and beyond; both nationally and to 

international audiences.  Annual 

average PR value of $20m 

PUBLIC RELATIONS



BRAND Gippsland

The region’s overarching visitor brand, All Kinds of 
Wonder leads the Gippsland narrative.

A robust brand, built on solid consumer research and 
award winning campaigns. We lead with nature PLUS for 
Gippsland.

The brand design is flexible,  able to adapt to any 
platform it represents.



MARKETING 
COLLABORATION



VOD & YOUTUBE CAMPAIGN

Autumn & Winter 2025 NOW
230,000 impressions

VIDEO ON DEMAND:

• Using 7PLUS (VOD & CTV) the campaign targeted the following 
segments:

o Demographic targeting: All people 18-54

o Geo Targeting: Southeast Melbourne

• 7PLUS March 2025 Highlights: AFL Football, 7NEWS, Australian Idol, 
The Chase, Sunrise, Spotlight, high rating drama and sport
• Frequency cap of 3 ads per day

YOUTUBE:
• Videos served to the target audience with the geographical overlay

• Frequency cap of 4 ads per day







SOCIAL ADVERTISING CONTENT



PARTNERSHIP ACTIVITY



INDUSTRY PARTICIPATION



ATDWListings

Businesses who take out listings with the ATDW and 
appear on visitvictoria.com  and 
visitgippsland.com.au as well as on Australia.com

If you list your business, on the visitgippsland.com.au 
site:

• It will appear on the map of the nearest town page 
(town pages attract most traffic) 

• It will show on the search page by town or category
• Your business will show as a match for searches for 

family friendly, dog friendly and accessible if you 
have ticked these boxes on your listing





INTERNATIONAL 
Travel trade

Australian Tourism Exchange:

Held just 2 weeks ago, Gippsland had a full appointment 
schedule with up to 100 buyers over 4 days.  SMT also 

attended with an equally full schedule





Gippsland
MARKETING TOOLKIT 

.

Marketing Toolkit for Industry 
and Local Tourism Associations

Available at: 
Destinationgippsland.com.au



THANK YOU
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