
TURNING 

DISRUPTION INTO 

OPPORTUNITY

STRATEGIES FOR SUCCESS



Our vision is to enable 

tourism for a better future.

We help nurture the tourism industry to evolve and progress 

positive outcomes for local people and places.



CURRENT STATE 

OF PLAY



Gippsland appears to have 

recovered almost to Dec 

19 levels in visitors and 

nights- spend not there yet 

(TRA ’24)



Tourism is on 

notice….

travel policy is 

moving quickly



• Climate change

• Supply chain shocks

• Labour and skills shortages

• Global conflicts

• Change in Government

• Technology shifts

• Generational nuances

• Inflation

• Cost of doing business 

• Community sentiment

• Visitor expectations

DISRUPTION



SO WHAT 
NOW? 



ADOPT A  
RESILIENCE 
MINDSET



Nikki To

We’re living in extraordinary times.
The world is experiencing a level of disruption and business risk 
not seen in generations. Some companies freeze and fail, while 
others innovate, advance and even thrive.  

The difference is resilience.

- McKinsey & Co



Strengthen your 
business foundations

Create a culture of 
innovation and 

iteration 

Building a resilient 
and agile mindset

Learn to regulate 
stress, frustration 

and fear
Train you and your 

team to reframe 
setbacks

Adopt a long-term 
view aligned with 
short term actions

Focus on what you 
can control



KNOW YOUR 
CUSTOMER AND 
UNDERSTAND 
HOW THEY ARE 
EVOLVING 



Rise of the ‘conscious consumer’



74% of travellers are 
looking for more 

sustainable options 

 Booking.com 
Sustainable Travel Report 2023

7 in 10 
travellers have actively 

avoided an experience or 
destination questioning its 

green claims
 

Booking.com 
Sustainable Travel Report 2023

Visitor demand & 
market 

expectations 
changing fast 



53% 
of visitors now 

conscious of 

tourism impact 

on local 

communities

57% 
feel travellers 

have a positive 

impact on the 

place they live

73% 
want the 

money they 

spend to go 

back to the 

community 

Source: Booking.com Sustainable Travel Report 2025



‘ S TAY AWAY ’ 

C A M PA I G N

A M S T E R D A M

• Targeted to visitor 

segments that don’t 

meet destination 

values

• Community voted to 

ban large cruise 

ships from entering 

the port 

Amsterdam, 

Netherlands



FOCUS ON 
PURPOSE LED 
INNOVATION



“Guests and employees expect more from the brands they 

engage with, prioritising authenticity and alignment with their 

values. 

Brands that lead with purpose can gain a significant 

competitive edge” 

-  S E B A S T I E N  B A Z I N ,  C E O  A C C O R



P U R P O S E  L E D

I N N O VAT I O N

Accor Hotels

• Pioneering the art of responsible 

hospitality, connecting cultures, with 

heartfelt care

• With metrics across all touchpoints

• Workforce

• Community

• Environment

• Waste

• Carbon neutral

AND……Accor is in Top 10 most 

successful hotel groups in the world 

and has the largest brand portfolio!!



39% of Gen Z and 34% of Millennials globally 
have actively turned down job offers from employers 

whose values do not resonate with their own.

SOURCE: 2023 GEN Z AND MILLENNIAL SURVEY BY DELOITTE 

Image credit: Crew on unsplash



Values alignment business operations



E N E R G Y  S O U R C E S

M O O R E S  H I L L  

W I N E RY

N O R T H E R N  

TA S M A N I A

Save money and grow profits

“We have visitors choosing to visit our 

winery and buy our ‘solar powered 

wine’ over others because our winery 

is off-grid. It has become a point of 

difference for us in a crowded market”

 

- Moores Hill Winery



R E S P O N S I B L E  

L U X U RY

Crystalbrook Collection, NSW, QLD

• Purpose-driven, values aligned 

innovations

• Single use plastic free

• Reduction in food waste

• Earth Check accredited 



Source: McCrindle 

54% Australians 

exclusively support 

brands that are 

transparent about 

their supply chains



S U P P LY C H A I N

Humble Brag

• Social enterprise 

• Locally sourced, biodegradable 

packaging

•  50% profits donated to 

indigenous youth and 

international aid programs

• Carbon neutral roasting

• Café supply as well as home and 

office



R E D U C E  WA S T E  

( A N D  C O S T S )

The Kitchen, Tootgarook

Genesta House, Phillip Island

• Offer homemade jams, muesli etc and reduce 

plastics

• No longer offer plastic bottled water in rooms

• Transitioned out of single use shampoo in 

bathrooms 

• Compost bins available in each room

• 4-minute shower playlist with local artists, to 

reduce guest water usage



T O P  T IP   

L a w s  a n d  r e g u la t io n s  c h a n g e  

r e g u la r ly . M a k e  s u r e  y o u  a r e  s ig n e d  u p  

t o  in d u s t r y  n e w s le t t e r s  a n d  w o r k  

c lo s e ly  w it h  y o u r  To u r is m  In d u s t r y  

C o u n c il a n d  S t a t e , R e g io n a l a n d  

L o c a l To u r is m  O r g a n is a t io n s  

t o   k e e p  u p  t o  d a t e . 

When developing your  p lan, t hink about  t he act ions you need t o t ake, w ho w ill lead t hem , t he t imef rame, 

and t he nancial r esources r equired t o realise act ion. Remem ber, sust ainabilit y is a journey, not  a single 

act ion. Your t arget s should be S.M.A .R.T.

Speci c  

Target s t hat  

give you a clear 

int ent ion of  what  

you want  t o 

achieve. 

Measurable  

Target s t hat  you 

can measure 

over t ime.

Achievable  

Target s t hat  

balance your 

ambit ion w it h 

what  you can 

realist ically do 

w it h t he t ime 

and nances you 

have available.

Relevant   

Target s t hat  

ref lect  your 

sust ainabilit y 

commit ment s.

Time-bound  

Target s t hat  set  

a t ime per iod t o 

complet e  

your t ask. 

A t emplat e t o assist  you t o prepare a sust ainabilit y 

act ion plan is included at  Appendix 3.

As you go about  achieving your t arget s, 

t hink about :

 • Celebrat ing your e or t s when you reach your 

goals, and t hen set t ing t he next  ones.

 • Ident if y ing what  went  wrong if  you don ’t  reach 

your t arget . Find ways t o do t hings di erent ly 

next  t ime.

 • Review ing your  sust ainabilit y comm it ment  

when you have complet ed your act ion plan t o 

make sure it  mat ches t he act ion you are t aking.

F o llo w  t h e  la w

Operat ing a sust ainable business includes 

f ollowing nat ional, st at e, and local laws. Laws 

change of t en and evolve over t ime, such as t he 

use of  single-use plast ics. Make sure you st ay up 

t o dat e w it h t he requirement s f or your business. 

Laws w ill d i er according t o your locat ion, but  

some t o consider include:  

 • False and m isleading st at ement s 

(communicat ion). 

 • Dat a prot ect ion.

 • Permit  requirement s in ecologically 

sensit ive areas.

 • Wast e management  pract ices.

 • Biodiversit y prot ect ion and management .

 • Ant i-discr iminat ion, f air  work and 

modern slavery.

 • Workplace healt h and saf et y.

Sust ainable Tour ism Toolk it 13

L



DIVERSIFY 
EXPERIENCES 
& EXPLORE 
NEW 
MARKETS 



TO U R I S M  

A U S T R A L I A 

R E S E A R C H  R E P O R T

• Domestic & international insights

• 20 key markets

• 7 key experience clusters





Key Experiences Clusters 

for Domestic Market

Sensory

Nature 

Heritage

Adventure

This is what they are 

saying they want!



Wine Tasting Tours

Experiences people 

also look for…

• Wine, Beer Pairing 

Experiences

• 4WD off Roading

• Charter Flights

• Golf

• Winery Stays

• Meet the Maker



Agritourism 



Sydney Oyster Tours, NSW

• 3 generations producing 1 

million oyster per year

• Tours began in 2019

• COVID social distancing 

restrictions helped to create 

an “in water” dining 

experience

• 2 years for Council approval 

but is now incredibly 

successful 

C O V I D  C APA C I T Y  

I N N O VAT I O N



Coorong Wild Side Tours, 

Coorong SA

• From primary producer to 

tourism operator

• “eat the pests” Carp 

degustation

• Values alignment as well as 

retirement plan

AG R I T O U R I S M  

S U C C E S S I O N  

P L AN



Alpine Trout Farm, Noo 

Jee

• Curated visitor 

experiences

• Hasn’t strayed too far 

from core business

• From pond to plate 

M U LT I P L E  

E X P E R I E N C E S



New markets, new opportunity 



Sydney by Kayak

• Diversifying market to 

include tours that 

appeal to corporate 

markets

• CSR focus

• Helps fill mid-week

The Kitchen, Tootgarook

C O R P O R AT E  

T R AV E L  P I V O T  



E V E N T  

PAR T N E R H I P S

Melbourne Food and Wine Festival 

Messmates Dining

Gippsland Jersey

• Major Event partnership

• On site or in the city

• Builds reputation 

• New metro markets (values 

aligned)

• CONGRATULATIONS! (2025 

Regional Restaurant of the Year)



C O M M E R I C AL  

PAR T N E R S H I P S

Tasmanian Walking co. 

& Luke Tscharke 

• Niche markets

• Bringing values to life

• Tapping into two 

databases for new 

customers



R E S O U R C E

• Austrade- The Welcome 

Framework

• Practical tips for guest 

experiences

In 2023 23% 
domestic 
daytrips taken by 
someone with 
accessibility 
needs



C O M M U N I C AT E  

&  P R O M O T E  

Y O U R  

C O M M I T T M E N T  

• Lardner Park, 

Gippsland

• Includes their 

Disability and 

Inclusion Plan on 

website



Juggle House Experiences

• A tag along tour to ensure people with 

access needs or support workers can still 

enjoy the tour

• New telescope for dark sky touring for 

people with additional needs

AC C E S S I B I L I T Y  

I N N O VAT I O N



INVEST IN DIGITAL
-WITHOUT LOSING 
THE HUMAN 
TOUCH 



Technology tools  

can help save time 

and money



• Chat GPT/ Claude

• Otter.Ai

• Agenic AI (build your own or 

use zapier plug in) 

• Meta business suite 

(dashboard for Insta and 

FB)

AI  &  AU T O M AT I O N  

T O O L S



• Canva 

• Mailchimp 

M AR K E T I N G  &  

C R E AT I V I T Y  



• Trello / Asana/ Clickup / Monday

• Deputy/ When I Work

• Xero / MYOB 

O P E R AT I O N S  &  

B U S I N E S S  

O P T I M I S AT I O N  



Always include a human moderation step at first to build trust. 
(Golden Rule of AI integration)

Image credit: Crew on unsplash



COLLABORATE 
TO COMPETE



Industry 
Collaboration the 
secret ingredient! 

Schools & 
Universities 

Community
Organisations

Social Enterprises

Local Council

 State Government

 Tourism Australia

• Strength in networks

• Resource sharing

• Coop marketing

• Trail development

• Events

• Knowledge sharing

• Mentoring and support 

Y O U R  N E T W O R K S  A N D  PA R T N E R SLike minded business 
owners

Local Businesses  

Gippsland Tourism 

 



L E V E R AG E  &  

P R O M O T E  

PAR T N E R S H I P S

Lardner Park, Gippsland

• Multifaceted business 

partnership  model

• Strategic Partners

• Industry Partners

• Supplier Alliance

• Property Partners

• Steer Trail Sponsors



Ballarat, VIC

• Connecting 36 venues and 

encourages dispersal 

across the city

• Generates PR and is a tool 

for content creation 

• Used by visitors who tick off 

all 36 pies on the trail

• Simple idea reflecting local 

values 

F O O D  T R AI L  

C O L L AB O R AT I O N



First nations 
Partnerships

F I R S T  N AT I O N S  

PAR T N E R S H I P S

Kool Tours, FP South Australia

• Own tour product

• Multiple partnerships across 

various locations 



L O C AL  

G O V E R N M E N T  

PAR T N E R S H I P S  

City of Onkparainga, Encore 

90 Days of Summer

• Created a night-time 

economy

• Supported business 

collaboration and 

innovation

• Attracted visitation and 

spend

• $5000 per activation

• Similar winter program



R T O  L E D  C O L L AB O R AT I O N  

Fleurieu Peninsula Tourism, Trade Show

• Driven by gap identified by RTO regarding lack of 

awareness of cellar doors and visitor servicing staff

• 50 cellar door staff and tour operators participated

• 27 BSB meetings



Build local 

capacity   

Value 

volunteers
Mentor 

Students

Develop 

Education 

Partnerships

Look to social 

enterprise and 

community co-op 

group models



Credit: Visit Victoria

U N I V E R S I T Y 

I N T E R N S H I P 

Wild Adventures 

Melbourne, VIC

• As a micro 

business, Nic did not 

have the skills or 

time to build this 

content

• Universities have 

formal internship 

programs to tap into 



Partners:

Clare High School

Paulett Wines

Bush Devine

Watervale Hotel

Footeside Farm

Ngadjuri Nation 

• Connecting hospitality, farms and wine 

businesses with local young people

• Exploring local career pathways

• Respecting culture and place

L O C AL  H I G H  

S C H O O L  

PAR T N E R S H I P



“I loved the idea that you 
could allow people to create 

social change without 
actually changing their daily 

routine.”

- Emily Briffa, Founder & CEO
Hamlet Café, Hobart 

“A great cafe with the 

social mission of giving 

employment and training 

to those underrepresented 

in the workforce.

We came twice on our 

visit to Hobart… the 

coffee and food were 

good and the staff is very 

lovely.”

T H I N K  AB O U T

S O C I AL  

E N T E R P R I S E S

• Builds a sense of 

community

• Utilises and grows skills

• Can fill important gaps in 

service delivery 



HAVE A PLAN!



Develop Crisis 

Plan and 

Checklists

Scenario Planning

Plan for disruption before it happens…

Plan “B” mindset Involve staff and 

share learnings



W W F  S C E N A R I O  

P L A N N I N G

Project ‘Living Planet Scenarios’

• four alternative futures exploring 

different pathways for biodiversity 

conservation

• insights into the potential impacts 

of climate change, habitat loss, 

and policy decisions

• Insights guided conservation 

efforts, priorities, and sustainable 

practices.



C R I S I S  

M A N A G E M E N T  

P L A N

• Have a physical checklist stored on 

and off premiss

• Train your staff and volunteers

• Review and update regularly 



Celebrate success 

and learn from 

failures



ASSUMING THE GOOD TIMES 
WILL CONTINUE IS RISKY.

THE ONLY THING YOU CAN BE 
CERTAIN OF IS CHANGE.



1. Adopt a resilience mindset

2. Know your customer 

3. Focus on purpose led innovations

4. Diversify experiences and markets

5. Invest in digital 

6. Collaborate to compete 

7. Have a plan

ADAPTING TO CHANGE…



TURNING 

DISRUPTION INTO 

OPPORTUNITY

STRATEGIES FOR SUCCESS
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