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Gippsland is powerful country,  
 home to First Nations people including 

Gunaikurnai, Bunurong and Wurundjeri nations.  
A place of natural beauty, First Nations and 

colonial heritage, emerging creative industries, a 
place of provenance, and of towns undergoing 

dramatic transformation. 
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Executive Summary 

The Gippsland Destination 
Management Plan (DMP) update 
2021-2030 seeks to build on the 
significant work that has been 
achieved since the release of the 2019 
DMP.  
 

This DMP develops a path forward for 
rebuilding the visitor economy 
following the disruptions of the 
intervening period. The plan will be a 
catalyst for continuing the drive 
towards a revitalised and resilient 
visitor economy and communities in 
Gippsland.  

Tourism recovery and maximising the growth potential of 
the visitor economy will require a collaborative approach 
between Government, industry, the education sector, 
First Nations Australians, and the community. 
Partnerships and sustainability are a strong theme that 
underpin all strategic priorities. 

Lƴ ǘƘŜ ŎƻƴǘŜȄǘ ƻŦ ǘƘƛǎ ǇƭŀƴΣ ǘƘŜ ǊŜƎƛƻƴΩǎ ǾƛǎƛƻƴΣ DƛǇǇǎƭŀƴŘΩǎ 
natural beauty, outstanding experiences and life 
changing moments inspire the world to visit will be 
delivered through a series of projects that will fill gaps in 
the supply of visitor experiences and be attractive to 
investment to underpin growth. The projects provide 
strategic direction for leadership, demand marketing, 
events, product, infrastructure investment and crisis 
recovery to ensure the region is well placed to deliver on 
its brand and the vision. 

¢ƻ ŀŎƘƛŜǾŜ DƛǇǇǎƭŀƴŘΩǎ Ǿƛǎƛƻƴ ŀƴŘ ǎǘǊŀǘŜƎƛŎ ǇǊƛƻǊƛǘƛŜǎΣ ǘƘƛǎ 
DMP is guided by a set of principles, those being:  

¶ inclusive,  

¶ sustainable,  

¶ resilient,  

¶ compelling,  

¶ committed to excellence and  

¶ engaging. 

 

 

 

 

 

Note: Gippsland managed by Destination Gippsland, does not 
include Phillip Island and San Remo which are managed by the 
Destination Phillip Island Regional Tourism Board. The visitor 
economy in Gippsland is supported by these two Regional Tourism 
Boards. 

These guiding principles will assist in building a 
sustainable and growing visitor economy with a focus on 
achieving 2030 expenditure, nights, and jobs growth 
targets: 

2030:  

$1.79 billion 

2030:  

10.6 million nights 

2030:  

16,800 jobs 

Annual visitor 

expenditure 

Annual number of 

visitor nights 

Jobs created by 

tourism spend 

 
Target projections for Gippsland in 2030 have increased 
due to regional tourism growth post Covid-19, which 
indicates stronger growth from 2022 onwards for 
domestic travel. This growth outlook produces a higher 
increase in visitor expenditure (an increase of 17.6% on 
the previous target) for the region. 

With many projects and actions underway, and while 
always keeping an eye on future growth opportunities, 
the focus of the next several years must be on continuing 
to implement the funded plans and actions to ensure the 
future visitor economy is strong.
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1. Introduction 

Gippsland is powerful country, home 
to the First Nations peoples including 
Gunaikurnai, Bunurong and 
Wurundjeri nations. A place of natural 
beauty, First Nations, and colonial 
heritage, emerging creative industries, 
a place of provenance and of towns 
undergoing dramatic transformation. 
A place of untapped potential and 
blessed with natural resources. 

The Gippsland Destination Management Plan (DMP) 
update 2021-20230 seeks to build on the significant work 
that has been achieved since the release of the 2019 
DMP. This DMP update develops a path forward for 
rebuilding the visitor economy following the disruptions 
of the intervening period. The plan will be a catalyst for 
continuing the drive towards a revitalised and resilient 
visitor economy and communities in Gippsland.  

Through the lens of changing industry conditions 
(multiple impacts of bushfires, floods, and Covid-19), the 
State Visitor Economy Recovery and Reform Plan, 
Gippsland Aboriginal Economic Development Strategy, 
along with regional and local strategies, the updated DMP 
considers the changed social, environmental, cultural, 
and economic circumstances that have shifted visitor 
expectations and increased competition, particularly in 
the domestic interstate and intrastate markets. 

The update provides an outline for projects that can fill 
gaps in the supply of visitor experiences and be attractive 
to investment to underpin growth. It provides strategic 
direction for leadership, demand marketing, events, 
product, infrastructure investment and crisis recovery to 
ensure the region is well placed to deliver on its brand. 

Tourism recovery and maximising the growth potential of 
the visitor economy will require a collaborative approach 
between Government, industry, the education sector, 
First Nations Australians, and the community. 
Partnerships are a strong theme that underpin all 
strategic priorities. 

 

 

 
 

 

 

 
 

Success for Gippsland will continue to see 
¶ Collaborative partnerships at all levels within 

industry, government and community that deliver the 
strategic priorities to meet growth targets 

¶ A portfolio of hero experiences that are aligned to 
visitor expectations and experience themes, that 
position Gippsland in the domestic and future 
international markets for ongoing growth and yield 
expansion 

¶ Infrastructure and product development investment 
to boost the supply side and deliver on visitor 
expectations in nature-based tourism, events, 
regional produce, and the creative industries. 

¶ First Nations co-design of tourism experiences 
aligned to the Aboriginal Economic Development 
Strategy Gippsland  

¶ Vibrant and supportive local communities who see 
ǘƻǳǊƛǎƳ ŀǎ ǇŀǊǘ ƻŦ ŜǾŜǊȅƻƴŜΩǎ ōǳǎƛƴŜǎǎ 

¶ Regenerative natural environments 

¶ Inclusive visitor economy that sees industry 
development as part of normal business and that can 
be resilient to shocks and natural events such as fires 
and floods 

¶ Proactive resilience planning and disaster 
management activities within the visitor economy. 

The challenge is to create high value experiences, and 
develop industry skills, opportunities and packaging that 
encourage new visitors to travel to the region, extend 
their length of stay and build shoulder season 
opportunities. Attracting higher yielding aspirational 
markets, as well as maintaining existing markets and 
encouraging greater intrastate visitors, will be critical if 
Gippsland is going to increase its market share of tourism 
in Victoria as measured by visitor spending and yield. 
Increasing this demand will have a flow-on impact in 
enticing a higher quality of accommodation to be 
developed within the region. To do this, unifying the 
Gippsland industry and community behind a single vision 
is critical. 

The plan is ambitious, responds to current and forecast 
conditions, and provides flexibility and investment 
opportunities to deliver the greatest potential to create 
benefits for the Gippsland community and visitor 
economy.
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Refreshing the plan 
The success of the inaugural Gippsland DMP in 2019, that 
received State funding through Gippsland Regional 
Partnerships has been widely accepted. This updated 
document, does not replace the original DMP, but aims to 
update and build upon the priorities and actions for the 
region. 

A lot has changed within Gippsland, Victoria, Australia 
and globally since 2019 Gippsland DMP was prepared. 
First and foremost, have been the impacts of the global 
pandemic caused by the COVID- 19 virus. Governments in 
!ǳǎǘǊŀƭƛŀ ƘŀǾŜ ŎƭƻǎŜŘ ōƻǊŘŜǊǎ ǘƻ ǇǊƻǘŜŎǘ ǇŜƻǇƭŜΩǎ ƘŜŀƭǘƘ 
but consequently, the visitor economy of Gippsland and 
elsewhere has been severely impacted. 

The pandemic came on top of the impacts of the East 
Gippsland bushfires in late 2019, early 2020. 

Government recognises the visitor economy as a critical 
industry within the context of State recovery and have 
been active in funding projects that would provide a 
stimulus. Many of the projects listed in the 2019 DMP 
have progressed from concept to planning or feasibility - 
and many more have led to builds and developments.  

To refresh the 2019 DMP, an analysis of the market was 
undertaken, including: documenting the changed travel 
trends expected to occur over the next decade; Local and 
State Governments along with industry executives were 
interviewed; and the DG Board workshopped the 
opportunities and applied its market and regional 
knowledge. Overlaying the above is a shared desire for 
First Nations Traditional Owners of Gippsland to co-
design their future in the sector and in managing country.  

This updated DMP represents a balance between 
developing further growth and delivering funded projects 
over the next 5-10 years. Assuming success in many of 
the areas, the future for the sector in Gippsland will be 
very positive. 

Guiding principles 
¢ƻ ŀŎƘƛŜǾŜ DƛǇǇǎƭŀƴŘΩǎ Ǿƛǎƛƻƴ ŀƴŘ ǎǘǊŀǘŜƎƛŎ ǇǊƛƻǊƛǘƛŜǎΣ ǘƘƛǎ 
DMP is guided by a set of principles. 

Inclusive encouraging businesses and attractions to be 

more accessible, inclusive, and appealing, to 

offer the same opportunities to all 

Sustainable building our visitor economy by thinking and 
acting in ways to better ourselves, our 
communities, and our region. Ensuring long 
term sustainable management of natural and 
cultural assets incorporating sustainable 
tourism principles 

Resilient ensuring plans are in place to adapt and 
respond to the risks and opportunities 
associated with climate, crisis and changing 
markets 

Compelling to grow the visitor economy market share, 
spend and yield in Gippsland 

Commitment 
to excellence 

strengthen assets by lifting product price and 
quality and aim for excellence in servicing 
standards to remain competitive 

Engaging connect with and inspire the community to 
build understanding about the importance of 
tourism to the economy. Work collaboratively 
as a region, across jurisdictions to grow 
tourism 

Map of Gippsland 
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2. Visitor Economy Snapshot

Tourism is an economic driver, 
generating jobs and contributing 
lifestyle benefits to communities 
across Gippsland.  

Jobs generated 
In 2019-20 (pre significant Covid - 19 pandemic impacts), 
visitor expenditure generated 16,036 jobs for people 
employed in the tourism industry (direct and indirect 
jobs), which represents 12.6% of the region's total 
employment.1  

In the year ending Jun 21, the Greater Gippsland region 
generated:2 

¶ 5.489 million domestic visitors (down 27.1% from YE 
Jun 19) 

¶ 7.232 million domestic nights (down 4.7% from YE 
Jun 19) 

¶ $1.281 billion total domestic expenditure (down 0.4% 
on YE Jun 19). 

 

Overnight travel ς domestic 
Overnight trips to Greater Gippsland were impacted as 
source markets in Melbourne and other areas including 
NSW were offset by travel intrastate from other regional 
areas. 

¶ The Greater Gippsland region received 2.133 million 
overnight visitors - down by 21.2% on YE Jun 19 

¶ Visitors stayed over 7.232 million nights in the region 
ς down 4.7% on YE Jun 19. 

Spend 

¶ Overnight visitors spent $918 million in Greater 
Gippsland ς an increase of 9.7% on YE Jun 19 

¶ Visitors spent $127 per night ς an increase of 14.3% 
on YE Jun 19.  

Market share 

¶ The overnight sector represented 38.9% all domestic 
visitors to Greater Gippsland. The overnight sector 
contributed 71.7% of total domestic spend in the 
region. 

¶ Greater Gippsland received 14.7% of visitors and 
18.1% of nights in regional Victoria.  

 

 

 
1 Report provided: NVS and Regional, YE Jun 21, Tourism Research Australia 

2 Report provided: Domestic travel to the Greater Gippsland region and its sub-regions: National 
Visitor Survey, YE Jun 21, Tourism Research Australia 

Daytrip travel ς domestic 
These trips are in part generated from Melbourne in the 
western parts of Gippsland. These were significantly 
impacted because of the Melbourne lock down and the 
pandemic public health response. 

¶ The Greater Gippsland region received 3.356 million 
daytrip visitors - down by 30.6% on YE Jun 19.  

Spend 

¶ Daytrip visitors spent $363 million in Greater 
Gippsland ς down by 10.2% on YE Jun 19 

¶ Visitors spent $108 per visitor - up by 20.4% on YE Jun 
19. 

Market share 

¶ The daytrip sector represented 61.1% all domestic 
visitors to Greater Gippsland. The daytrip sector 
contributed 28.3% of total domestic spend in the 
region 

¶ Greater Gippsland received 13.9% of daytrips to 
Victoria.  

 

International 
International visitation has effectively ceased due to the 
national border closures as a public health response to 
the COVID pandemic. 

¶ Greater Gippsland received 18,000 international 
overnight visitors (Compared to YE Dec 19 with 
93,000)3 

¶ In YE Dec 19, there were 831,000 international visitor 
nights, generating $51 million in visitor spending. 
(Note YE Jun 21 figures are not publishable). 

 

 

 

 

 

 

 

 

 

 

 

3 Report provided: International Travel Results for Selected Destinations. International Visitor Survey 
(IVS), YE Dec 20, Tourism Research Australia   
Noting that Phillip Island tourism figures are not included 
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Purpose, origin and seasonality4 
Purpose of travel and length of stay 

¶ Holiday (52.2%) was the largest purpose for visitors 
ǘƻ DǊŜŀǘŜǊ DƛǇǇǎƭŀƴŘΦ Ψ±ƛǎƛǘƛƴƎ ŦǊƛŜƴŘǎ ŀƴŘ ǊŜƭŀǘƛǾŜǎ 
ό±CwύΩ όнуΦф҈ύ ǿŀs the 2nd largest purpose, followed 
ōȅ ΨōǳǎƛƴŜǎǎΩ όмпΦс҈ύ 

¶ Visitors stayed on average 3.2 nights.  

Origin 

¶ aŜƭōƻǳǊƴŜ ǘƻǳǊƛǎƳ ǊŜƎƛƻƴ ǿŀǎ DǊŜŀǘŜǊ DƛǇǇǎƭŀƴŘΩǎ 
largest source market. Melbourne tourism region 
contributed 50.7% of visitors and 50.2% of nights in 
the region 

¶ Regional Victoria contributed 44.0% of visitors and 
43.2% of nights in Greater Gippsland. 

¶ Interstate contributed 5.3% of visitors and 6.6% of 
nights in Greater Gippsland. 

Seasonality 

¶ January (21.5%) was the most popular month for 
visitors to return from their trip to Greater Gippsland. 
December (13.1%) was the 2nd most popular month 
to return from the trip, followed by November 
(11.9%). 

 

 
4 Report provided: Greater Gippsland domestic travel snapshot YE Dec 20 
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3. Moving to the Future

The period since the 2019 plan was 
completed has been one of 
disruption, but along with change has 
come opportunity. 

Markets have changed and travel trends have seen travel 
dominated by safer destinations offering relaxed 
accommodation in a family friendly environment that 
suits the smaller groups travelling. The return of the road 
trip has been evidenced by the anecdotal news from the 
caravan and RV industry that there is a 15 month wait on 
the delivery of new vehicles. 

The changes present opportunities and Gippsland is well 
placed to capture those. Demand has increased for 
nature-based products and open space and these align to 
the strengths of the region, as does the desire to see 
provenance front and centre in food, beverage and 
creative arts. 

While the bushfires and pandemic have hurt many private 
industry operators, the inflow of government assistance 
and capital will provide strong development 
opportunities. 

What has been achieved to date? 
A considerable number of the recommendations from the 
2019 Destination Management Plan have either been 
completed, have begun, have been funded or are in the 
planning phase. The success of the plan has been 
evidenced by the ability to respond to the opportunities 
for funding that have emerged post bushfire and 
pandemic. 

Business cases and feasibility studies have been 
undertaken for the /ŜƴǘǊŀƭ DƛǇǇǎƭŀƴŘ ΨDтΩ aƻǳƴǘŀƛƴ .ƛƪŜ 
project, the Baw Baw Epic Adventure Ride, and the 
Gippsland Lakes Aquatic Trail.  

Funding commitment for the Wilsons Prom Revitalisation 
Project has been achieved, the Metung Hot Springs is 
nearing completion, and sections of the Gippsland 
Odyssey Trail have been completed. 

The new Gippsland ōǊŀƴŘΣ Ψ!ƭƭ YƛƴŘǎ ƻŦ ²ƻƴŘŜǊΩ ƛǎ ƛƴ ǳǎŜ 
throughout the region, supported by the State 
Government. The Gippsland Regional Events Fund has 
been established and feasibility work is underway on the 
Croajingolong Coastal Wilderness Walk and the Wilsons 
Promontory Circuit Track. 

 
5 Tourism Research Australia, Dec 2021 Domestic Tourism Forecasts 

Gippsland Regional Events Strategy 2020-2025 has been 
completed and has attracted funding of $750k for 
implementation of phase 1 for Immediate Economic 
Recovery. 

Tourism recovery 
Understanding the way tourism might recover can 
provide important guidance for strategy formation, 
business planning and destination marketing. For many 
ȅŜŀǊǎ !ǳǎǘǊŀƭƛŀ ŀƴŘ DƛǇǇǎƭŀƴŘΩǎ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅ ǿŜǊŜ ŀ 
rapidly growing and increasingly important part of the 
national economy. 

The economic contribution of tourism to Greater 
Gippsland reached a high point in 2018/19, then bushfires 
and the Covid-19 pandemic brought a sudden change to 
this strong economic narrative.  

The following is based Tourism Research Australia (TRA) 
modelling, released in December 20215:  

Domestic 

Overall, tourism losses since the start of the pandemic 
(March 2020 to June 2021) have totalled $101.7 billion in 
Australia. 

Domestic tourism, which accounts for a large majority of 
the total visitor economy, has been severely affected by 
the pandemic. However, the recovery is already 
underway in the domestic sector and is expected to 
continue in 2022. Domestic visitation is forecast to return 
to around its pre-pandemic level in 2022-23, then surpass 
that previous peak in 2023-24. 

TRA indicates that Victoria will recover the slowest (of all 
States and Territories) and it is anticipated that VFR travel 
will return first, followed by holiday travel (5 months 
later) and business travel (a further 2 months later). 

International 

The closure of !ǳǎǘǊŀƭƛŀΩǎ ōƻǊŘŜǊ ŦǊƻƳ aŀǊŎƘ нлнл ǘƻ 
February 2022 brought international travel to a standstill. 
With the return to international arrivals imminent, there 
are uncertainties about how this will affect tourism over 
the short term. These include: a risk of further outbreaks, 
ǘǊŀǾŜƭƭŜǊǎΩ ŎƻƴŎŜǊƴǎ ŀǊƻǳƴŘ ǎŀŦŜǘȅ ŀƴŘ ƘŜŀƭǘƘ and the 
availability of long-haul international flights. 
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Trends 

This reset brought by the global pandemic will shift travel 
habits toward more socially conscious and eco-conscious 
practices. 

The conscious traveller - travellers will consider how their 
travel choice will impact the environment and local 
economy seeking unique experiences and memories 
without leaving a footprint. 

Social distance and wellness travel on the rise ς where 
people will choose more isolated or remote areas to 
travel along with experiences that cater to wellness, 
health, and overall well-being. 

Contactless technology will play a key role in boosting 
travel confidence ς from mobile apps to contactless 
check-in and payments. 

Target market re-focus 
In the short-term Gippsland will focus on the domestic 
intrastate market with offerings for trips out of 
Melbourne. This will be followed by longer trip options 
for domestic interstate markets, and then international 
markets. 

Current challenges 

¶ Skills and staff shortages, linked to poor customer 
experiences peak season 

¶ Reduced industry capacity to contribute financially  

¶ More resources needed to fund brand campaigns in 
future 

¶ Delayed implementation of Regional Tourism Review 
recommendations 

¶ Increased competition from interstate when borders 
open, and international destinations in the next 2-3 
years 

¶ Uncertainty as to what is open (especially in terms of 
walking trails, etc) in East Gippsland after the fires 

¶ Lack of consumer confidence to visit Victoria 

¶ Shortage of tourism accommodation 

¶ Shortage of tourism/hospitality training and 
traineeships in the region 

¶ Perception of Gippsland as a summer destination 
based around the lakes and coast. Less awareness of 
winter or shoulder season activities apart from 
Mount Baw Baw. 

 



Towards 2030 GIPPSLAND DESTINATION MANAGEMENT PLAN |  Updated February 2022 10 

Sustainable development goals 
While this DMP Update has a structured goal of increasing the economic benefits of the visitor economy, it cannot do 
this in isolation of the broader question of sustainability. A sustainable visitor economy is a goal to which all partners 
and contributors to the industry should strive. There is an opportunity to build back from the bushfires with a 
regenerative mindset that links to our guiding principlesΦ ¢ƻ ǎǳǇǇƻǊǘ ǊŜŎƻǾŜǊȅ ŀƴŘ ŘŜƭƛǾŜǊ ƻƴ DƛǇǇǎƭŀƴŘΩǎ ǾƛǎƛƻƴΣ ǘƘŜ 
industry and community can contribute towards the United Nations Sustainable Development Goals (SDG)6   

Principles DG & Stakeholder Commitment Sustainable 
Development Goals 

Inclusive Encouraging businesses and attractions to be more accessible, inclusive, and 
appealing, to offer the same opportunities to all 

¶ DG and stakeholders will encourage and promote inclusiveness in its actions and 
encourage it in the industry it represents - with the view to providing opportunities 
for direct and indirect jobs for youth, women, and those with special needs.  

¶ DG and stakeholders will strive to ensure tourism is an effective means for 
economic integration and diversification by engaging local communities and all 
stakeholders in its development. Tourism can contribute to urban renewal and rural 
development by giving people the opportunity to prosper in their place of origin 
e.g., the Aboriginal Economic Development Strategy for Gippsland seeks to provide 
self-ŘŜǘŜǊƳƛƴŀǘƛƻƴ ŦƻǊ ǘƘŜ ǊŜƎƛƻƴΩǎ First Nations people. 

 

Sustainable Building our visitor economy by thinking and acting in ways to better ourselves, our 
communities, and our worlds. Ensuring long term sustainable management of natural 
and cultural assets incorporating sustainable tourism principles 

¶ DG and stakeholders will support investments in clean energy sources to promote 
regeneration and preserve cultural and natural heritage. 

¶ DG and stakeholders will support the sustainable management of fragile zones, (not 
only in conserving and preserving biodiversity, but also in generating revenue) e.g., 
the integration of tourism with land management in places such as Omeo and 
Mount Baw Baw is ongoing. 

 

Resilient Ensuring plans are in place to adapt and respond to the risks and opportunities 
associated with climate, crisis and changing markets 

¶ DG and stakeholders will ensure planning is in place to respond to changes and 
mitigate seasonal variations in tourism through the creation of year-round 
experiences. 

¶ DG and stakeholders are committed to providing work opportunities in tourism, and 
policies that favour better diversification through tourism value chains enhancing 
ǘƻǳǊƛǎƳΩǎ ǇƻǎƛǘƛǾŜ ǎƻŎƛƻ-economic impacts.  

 

Compelling To grow the visitor economy market share, spend and yield in Gippsland 

¶ DG and stakeholders are committed to ensuring visitor economy success through 
industry innovation and partnerships that benefit the whole community and focus 
not just on the numbers but spend and yield.  

Excellence Strengthen assets by lifting product price and quality and aim for excellence in 
servicing standards to remain competitive 

¶ DG and stakeholders will advocate to improve and develop good public and private 
infrastructure, combined with making them more sustainable, innovative and 
resource efficient.  

 

Engage Connect with and inspire the community to build understanding about the 
importance of tourism to the economy. Work collaboratively as a region, across 
jurisdictions to grow tourism 

¶ DG and stakeholders will commit to strengthening private/public partnerships and 
engage multiple stakeholders ς international, national, regional and local ς to work 
together to achieve the SDGs and inspire community support. 

 

 

 
6 https://www.un.org/sustainabledevelopment/ 
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4. 2030 Outcomes 
Building a sustainable and growing visitor economy with a focus on expenditure, nights, 
and jobs (revised October 2021) 
Target projections for Greater Gippsland in 2030 have increased because of regional tourism growth following the 
initial Covid-19 pandemic waves, which indicates stronger growth from 2022 onwards for domestic travel. This growth 
outlook produces a higher increase in visitor expenditure (an increase of 17.6% on the previous target) for the region. 

These figures respond to the industry downturn, are built on markets recovering and growth returning through to 
2030. 

2030:  
$1.79 billion 

2030: 
10.6 million nights 

2030:  
16,800 jobs 

Annual visitor expenditure  Annual number of visitor nights Jobs created by tourism spend 

 

In detail 

Goal Measure 2030 Outcomes  

Increased destination 

awareness 

Growth in target market and intention to 

visit 

Growth in target markets 

Increased overnight visitation Number of visitor nights 7.2 million to 10.6 million nights 

Increased visitor expenditure Value of regional expenditure  $1.2 billion to $1.8 billion 

Increased length of stay for 

domestic visitors  

Average number of nights  2.6 to 3.7 nights 

Increased dispersal (throughout 

Gippsland & across all months) 

Visitor nights throughout the region 10.6  million nights (target) 

Increased number of tourism 

jobs 

Number of jobs created by tourism spend 14,600  to 18,200 tourism jobs 

Note: forecasting provided by MCa Consultants Oct 2021 

 

 
Achieving the targets: 

Covid -19 and travel restrictions have halted the growth in the visitor 
market that Greater Gippsland achieved to year ended June 2019. 

Between 2019 and 2021, Greater Gippsland lost around 500,000 
overnight visitors and 1.2 million day visitors. 

To achieve the 2030 targets, the region needs an increase in overnight 
visitation by 2% in 2022; and then increase overnight visitors by an 

average of 3.5% per year between 2023 to 2030. Day visitors need to 
increase by 1% and 2.5% per year in these periods. 

At the same time average stays need to be increased from 2.6 nights 
to 3.4 nights in 2022 and 3.7 nights in the 2023-30 period. 
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5. Experience Pillars and Priority Projects
 

 

 

 

 

 

Experience pillars 
Experiences that are quintessentially Gippsland provide a 
strong competitive advantage over other destinations. 
Experiences and priority projects are categorised within 
each of five positioning pillars that underpin the 
Gippsland brand story.  

These pillars carry forward from the 2019 DMP and are 
unchanged. 

Integral to all the experience pillars are the stories and 
experiences of First Nations Australians. The Aboriginal 
Economic Development Strategy for Gippsland 
documents the way in which Fist Nations people seek to 
develop and integrate businesses into the sector, and 
co-design the outcomes involving country.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Priority experiences and projects 
Experiences differentiate tourism businesses and 
destinations around the world. These unique offerings 
can expand the ways travellers engage with people, 
ǇƭŀŎŜǎΣ ŀƴŘ ŎǳƭǘǳǊŜǎΦ DƛǇǇǎƭŀƴŘΩǎ ŜȄǇŜǊƛŜƴŎŜǎ ǎƘƻǿ ǘƘŜ 
world what the tourism regional brand is all about. 
Identifying exceptional experiences strengthens the 
tourism offering, will lift visitor expenditure and stay, and 
improve the resilience and adaptive capacity of the 
Gippsland region.  

Priority projects, aligned to the experience pillars, are 
separated into: 

¶ Immediate hero experiences are projects that can 
start (or have already been started) right now, and 
ǘƘŀǘ ŎƻƴǘǊƛōǳǘŜ ǎƛƎƴƛŦƛŎŀƴǘƭȅ ǘƻ ǘƘŜ ǊŜƎƛƻƴΩǎ 
experience suite 

¶ Emerging experiences are usually where there is 
further planning and/or improved delivery required 
where many can also start now. They generally 
ǎǳǇǇƻǊǘ ǘƘŜ ǊŜƎƛƻƴΩǎ ǇƻǎƛǘƛƻƴƛƴƎ ŀƴŘ ǘƻƎŜǘƘŜǊ ǿƛǘƘ 
the Immediate hero experiences ς give the required 
depth of experience offer for each pillar. 

 

 

 

 

Lakes, Rivers & 
Coastal Paradise 
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