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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.



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







MARKETING COLLABORATION



GIPPSLAND’S WONDERS CAMPAIGN
• Buchan Caves

• George Bass Coastal Walk

• Mouth of Powlett River

• Blue Pool

• Yarram murals

• Great Southern Rail Trail

• Petersons Lookout

• Morwell River Falls

• Mitchell River NP

• Noojee Trestle Bridge

• Walhalla

• Tarra Bulga NP

• Skull Rock by boat (Wanderer Adventures)

• Walk to Mt Oberon summit

.



CONTENT CREATORS
Combined following of 486k

Nick & Laura

@nickandlaura_

Nathsway

@nathsway

Helen B

@helens.travels

Elise’s Travel Diary

@elisestraveldiary

Ray of Melbourne

@rayofmelbourne



PARTNERSHIP INCLUSIONS

visitgippsland.com.au receives over 980k 
views per year

INCLUSIONS FOR EACH 
WONDER:

• 1 webpage featuring 
details of the wonder and 
itinerary suggestions for 
things to do nearby, sits 
on the campaign landing 
page

• 2 dedicated reels to the 
wonder from 2 different 
influencers

• 2 collaboration reels via 
@visitgippsland 
Instagram (with 
influencers)

• A Facebook post on 
@visitgippsland

• Inclusion in a social 
media ad campaign

Reels from 
influential 
content 
creators

Content 
published 
through 
@visitgippsland

Instagram:
49K followers

Facebook:
55K followers



CREATORS IN GIPPSLAND



PARTNERSHIP ACTIVITY: AUSTRALIAN 
TRAVELLER



MORE PARTNERSHIP ACTIVITY



INTERNATIONAL 
Travel trade

Australian Tourism Exchange:

Held in May, Gippsland had a full appointment schedule 
with up to 100 buyers over 4 days.  SMT also attended 

with an equally full schedule





LOCALIS FOR 
GIPPSLAND 

.

For tourism in Gippsland:

Measure impact and track visitor spend 

patterns

Optimise revenue and reduce costs for hotels 

and tour operators

Forecast event attendance and measure 

campaign performance

Track sentiment analysis

Track transactional data (Mastercard, ANZ)

Provide a VIBRANCY SCORE for Gippsland



LOCALIS DATA SERVICES 

EVENT IMPACT ANALYSIS

We will be able to track the economic impact of events in Gippsland.  We 

will do this by generating detailed reports visitor numbers, spending 

patterns and engagement to help plan and optimise future events.

COMPETITOR BENCHMARKING

We will be able to track how Gippsland compares to other regions.  We will 

be able to review tourism trends, market share and online presence to 

sharpen our competitive edge.

IMPACT MEASUREMENT

We will be able to measure the impact of our marketing campaigns.  Localis

will help us identify which strategies drive the most engagement and 

maximise the ROI.

VISITATION FORECASTING

We will be able to leverage historical trends and booking data to forecast 

visitor demand. We can share the data so you can plan ahead for peak 

season and we can optimise our marketing  to capture future opportunities.



THANK YOU
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