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products/experiences, events, cultural tourism, collaborative partnerships and governance
and policy; and

GENERAL COUNCIL MEETING - 21 AUGUST 2017

° A marketing strategy to help increase awareness of the region in a crowded market.
Please refer to Attachment A to review the draft Casey Cardinia Visitation Strategy 2017-2020.

The appointment of Chris Buckingham as a new member of the Casey Cardinia Tourism Advisory
Committee will strengthen the Committee's capabilities. The Committee will be better prepared to
help implement the Strategy. Chris Buckingham has extensive experience in, and passion for, the
tourism industry. Between 2008 and 2013, Mr Buckingham was the CEO of Destination Melbourne.

Destination Melbourne promotes tourism into Greater Melbourne. It provides industry leadership,
advocacy on behalf of tourism operators and marketing programs that encourage visitation to the
Greater Melbourne area.

Most recently, Mr Buckingham was employed in a variety of senior managerial roles with the
Environment Protection Authority and was the Labor Candidate for the Federal Seat of McMillan
(2015-2016). Mr Buckingham is currently the CEO of Casey Cardinia Library Corporation.

POLICY IMPLICATIONS
The Strategy is an extension of the Cardinia Shire Tourism Strategy 2013.

Secondly, the Strategy will include Council's role and policy towards tourism. As such, it will
supersede the Cardinia Shire Tourism Policy 2015.

An update has been added to the final draft regarding Councils' policy towards tourism. In the past
Cardinia Shire Council has had a separate policy on tourism (Cardinia Shire Tourism Policy 2015).
The approach by the two Councils to having a separate policy on tourism has changed since the
draft was completed. It was felt that it was adequate to detail Councils' role and policy towards
tourism in the Strategy itself. This addition appears in the Context section of the final draft and
complements Cardinia Shire Tourism Policy 2015.

Please refer to Attachment B for the Cardinia Shire Tourism Policy 2015.
RELEVANCE TO COUNCIL PLAN

Our Economy: encourage the establishment of tourism activities and facilities in appropriate areas
of the Shire.

CONSULTATION/COMMUNICATION

From the beginning of the exhibition period, the draft Strategy was displayed on the Casey Cardinia
region’s website, with links from the City of Casey and Cardinia Shire Council’s website. It was
emailed directly to all members of the Casey Cardinia Tourism Advisory Committee, with a request
to also pass it onto their affiliated local tourism associations. Feedback was also requested via
social media.

At the conclusion of the exhibition period, three submissions were received. See Attachment C for a
copy of the three submissions.
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As all three submissions were very similar, the community feedback can be summarised with the
following sentiments:

GENERAL COUNCIL MEETING - 21 AUGUST 2017

° Inadequate services and infrastructure to cater for increased visitor numbers, a likely result of
this strategy, will make unsafe a number of townships in the Dandenong Ranges (including,
Menzies Creek, Clematis, Emerald, Avonsleigh, Macclesfield, Cockatoo, Fielder and
Gembrook);

° The creation of a new regional tourism brand will weaken the established Dandenong Ranges
tourism brand;

. Certain Hills villages wish to align themselves more with Yarra Ranges campaigns instead of
Casey Cardinia region campaigns;

° Money earmarked for the creation of a regional tourism brand and its associated research
and marketing should instead be given to the local tourism association (Eastern Dandenong
Ranges Association) to spend on local activities and marketing end-products; and

° Puffing Billy's expansion plans for events in Gembrook are not supported and/or require
stronger community consultation,

The Casey Cardinia Tourism Advisory Committee members individually reviewed the community
feedback and summarised that it offered a micro-view of the region. The Committee noted that
most tourist regions in Australia cover a broad area and make ‘marketing mileage’ out of their
diversity of experience. Members also agreed that the three responses were counter-productive in
the development of a destination management plan for the Casey Cardinia region - a plan that aims
to benefit all residents and local businesses.

Further, members felt that the Eastern Dandenong Ranges area does not drive tourism, as seems
to be the sentiment of the submissions. Rather, there are several main attractions throughout the
region. Examples cited included developments at Gumbuya Park and Bunjil place, expansions at
the Cranbourne and Pakenham racecourses and the Cranbourne Gardens.

Finally, members did not support funding local tourism groups such as EDRA.

Council Officers agree with the Tourism Advisory Committee review.

FINANCIAL AND RESOURCE IMPLICATIONS

If the recommendations are adopted, $50,000 from each Council for a tourism budget would be
required from FY 2017-2018. The funds would be used to grow the industry and implement the
recommendations in the Strategy.

CONCLUSION

The draft Casey Cardinia Visitation Strategy provides a strong plan to help strengthen the region’s
tourism industry and provide opportunities for tourism operators and affiliated businesses.

Public exhibition of the Casey Cardinia Visitation Strategy 2017-2020 has revealed general
community support for the three-year strategic plan and has hence, it has been revised with only
minor administrative changes. Chris Buckingham's appointment as a member of the Casey Cardinia
Advisory Committee will help progress the Strategy.
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Casey Cardinia Visitation Strategy 2017-2020

February 2017

Prepared by Sarah Lebski & Associates
for Cardinia Shire Council and the City of Casey
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CONTEXT

The original Cardinia Shire Tourism Strategy was
commissioned by the Cardinia Shire Council and
formally adopted in May 2013. (See Appendix 1:
Cardinia Shire Tourism Strategy).

The inclusion of the City of Casey will
strengthen the role of local
government in leading and nurturing
the region’s fledging tourism industry.

In the past two years, Cardinia Shire Council and the Ultimately however, Councils are

City of Casey Economic Development teams have
collaborated on an informal basis towards
developing the Casey Cardinia region as a visitor
destination. As a result, the two Councils have
determined that the Cardinia Shire Tourism Strategy
(CSTS) should be reviewed and updated to reflect
the Casey Cardinia regional approach.

limited in their ability to affect industry
success and a strong partnership
with private enterprise is necessary to
maximise the benefits of tourism for
local communities.

From a tourism perspective, the inclusion of the City of Casey is very important, as it contains a
large number of the region’s significant activities and attractions. The City’s attributes both
complement and enrich the traditionally more rural-based Cardinia Shire. Their combined products
and experiences offer particular appeal to families and considerable potential for a strong visitor
market.

The Casey Cardinia Visitation Strategy (CCVS) is not intended as a whole new tourism strategy. It
builds on the information in the previous document, much of which is still highly relevant, and most
importantly, updates it to include the City of Casey. The CCVS includes Recommendations to
2020, and a Marketing Plan for the next 12 months, as well as a staged succession plan for the
Casey Cardinia Tourism Advisory Committee to evolve into a regional tourism organisation.

The development of the Casey Cardinia Strategy is particularly timely. Recently, it was announced
that Gumbaya Park has been purchased by a consortium, that will build a large-scale family
adventure park on the site. This provides an extraordinary tourism opportunity for the region, and
will strengthen its growing reputation as ‘Melbourne’s playground’.

Additionally, two of the region’s most significant visitor experiences, Puffing Billy and the Royal
Botanic Gardens Victoria’s, Cranbourne Gardens are currently completing Master Plans for their
respective businesses and the Federal Government has pledged a $6.5m upgrade to Puffing Billy
including a new Discovery Centre. It has also promised a $1m extension of the Emerald-Cockatoo
bike and pedestrian trail to Gembrook.

The Cardinia Shire Council and the City of Casey's combined focus on building a regional tourism
industry suggests an optimistic future. Aside from this Visitation Strategy, both Councils are
advocating for significant public infrastructure, including an airport in Melbourne’'s south east,
improvements in public transport, for example, an express lane from Pakenham to Melbourne’s
CBD and additional railway stations to accommodate the growth corridors at Clyde, and those
beyond Pakenham.

The City of Casey has commenced construction of the Casey Cultural Precinct, which will be
officially known as Bunijil Place. At a cost of $125m, Bunjil Place is the Council’s largest ever
infrastructure project, and will complement existing, established assets and strengthen the region’s
tourism offering.

Casey Cardinia Visitation Strategy 2017- 2020
Sarah Lebski & Associates Tourism Consultancy 3
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1. STRATEGIC OVERVIEW

Melbourne 2030 - Planning for Sustainable Growth identified the Casey Cardinia region as one of
five growth corridors in metropolitan Melbourne. These areas are driven by the need for affordable
housing, proximity to Melbourne and other regional locations, their capacity for residential
development (greenfield sites) as well as adequate land for industrial use, and other lifestyle and
amenity choices, particularly for young couples and families.

As the second fastest growing region in Australia, Casey Cardinia represents a new frontier for
business growth; its population is expected to reach more than 650,000 by 2036, making it greater
than Hobart, Darwin and Geelong combined. The Casey Cardinia region will in fact, become larger
than some other major cities in Australia.

Such exponential growth however, presents considerable challenges for the Casey Cardinia region.

The region has fewer jobs than residents. This has resulted in a high proportion of local
resident workers (70%) leaving the region every day to work. Continued job creation is
required to improve employment self-containment in the region...Areas with low self-
containment have a tendency to become dormitory suburbs. The Casey Cardinia region is no
exception. Targeted economic development is required to support economic expansion and
resultant job creation. Source: Casey Cardinia Economic Development Strategy, 2016

While planning requirements ensure that the region’s hill towns will remain small, urban areas will
continue to expand; tourism offers a significant opportunity for job creation and broader economic
development including local workforce participation. In recognition of the industry’s potential,
Cardinia Shire Council adopted a Tourism Policy in April 2015 ‘to encourage the sustainable growth
of tourism in the Shire’. source: Cardina Shire Council, Tourism Policy, April 2015

Neither the City of Casey nor Cardinia Shire however, is currently perceived as a tourist destination.
According to Tourism Research Australia (2014), Visits per Capita Victorian Municipalities 2009—
2014

Visits per capita average 2011/2012 - 2013/2014

Casey 7.6 visits
Cardinia 11.4 visits

However the region’s strategic location to Melbourne’s south east, (e.g. Melbourne is no more than
an hour away by car), and its close proximity to established tourism regions like the Yarra Valley,
Gippsland and the Mornington Peninsula, brings a distinct advantage. When these factors are
combined with a rapid growth in population, they provide a strong basis for future visitation -
particularly the Visiting Friends and Relatives (VFR) market.

The following Strategy will build on the intent of the Cardinia Shire Tourism Strategy (CSTS) (2012):

To provide a framework through which the [Casey Cardinia region] and its tourism industry
may focus on the best opportunities to align this growth with the development of
complementary tourism product and experiences to establish the [Casey Cardinia) region as
a competitive and sustainable tourism destination. Source: CSTS p.1

Casey Cardinia Visitation Strategy 2017- 2020
Sarah Lebski & Associates Tourism Consultancy 4
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2. METHODOLOGY

The development of the Casey Cardinia Visitation Strategy has been guided by a best practice
destination management planning framework, which was also utilised in the development of the

Cardinia Shire Tourism Strategy. It includes the following:

= Desktop research and review of strategies, policies, plans and data related to tourism in the Casey

Cardinia region

= Consultation and engagement with key industry stakeholders including representatives from the

respective Councils, tourism and business groups and individual tourism operators

= A ‘familiarisation’ tour of the region, including accommodation properties and attractions and

activities.

Casey Cardinia Visitation
Strategy Objectives

Increase visitor numbers, visitor dispersal, length of stay and visitor
expenditure

Provide a credible, evidence-based case for more funding for the
region's tourism industry

Identify a sustainable governance model with clearly defined roles and
responsibilities, to ensure effective collaboration between the region’s
Councils and its tourism industry stakeholders

Increase industry ownership and leadership within the key tourism
precincts

Provide a 12-month Marketing Plan that will attract the Visiting
Friends and Relatives market to the Casey Cardinia region

Provide a practical way forward for tourism in the region that is also
aspirational for the future of the Casey Cardinia visitor economy.

Casey Cardinia Visitation Strategy 2017- 2020
Sarah Lebski & Associates Tourism Consultancy
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3. A REGIONAL SNAPSHOT

The Cardinia Shire Tourism Strategy reiterates a range of competitive advantages, most
significantly the Shire's close proximity and access to Melbourne, and its ‘booming residential
growth’ (p.8). The City of Casey shares the same advantages, as well as the greater level of
services and facilities that are typically available in a more urbanised environment.

Stakeholder workshops and individual interviews to inform the current Visitation Strategy, largely
endorsed the challenges/weaknesses that were articulated in the CSTS (p.7) including:

= The absence of cohesive and accessible visitor information
An unreliable mobile network, a poor tourism profile and identity
Strong competition from well-known neighbouring destinations

= The lack of a regional tourism organisation and the continuous need to improve the service culture.

Regional opportunities included the continuous growth in
new residents and their capacity to attract visitors to a

destination with cross-generational appeal, the need for a
major new event to ‘sell’ to Visit Victoria, given that events
are their key focus, and the Puffing Billy Discovery Centre.
For the ‘hills villages’; the Cockatoo — Gembrook walking
trail, the upgrade of the trail between Emerald Lake Park and
Cockatoo, and the further development of Gembrook as the
new events hub for Puffing Billy railway. Stakeholders also
underscored the importance of leveraging key assets - e.g.
the City of Casey’s ‘Fountain Gate’ Shopping Centre which
is one of the largest retail complexes in Australia, and the
area’s considerable range of leisure facilities.

The Casey Cardinia region has a
significant and timely opportunity to
embed its fledgling tourism industry
in the respective Councils’ strategic
planning processes. As the industry
develops, it will require a holistic

and collaborative approach that is
underpinned by clear and agreed
policy.

4. REGIONAL PRODUCTS AND EXPERIENCES

Unlesy a visitor destination iy ‘product-ready’, no amount of marketing and

promotion will ensure av sustainable towrisnme industry.

EXISTING AND EMERGING OPPORTUNITIES

The Cardinia Shire and the City of Casey have a diversity of tourism assets that are highly
complementary, providing a potentially rich, regional experience for both residents and visitors.

The Cardinia Shire has some well-established tourism
assets, most notably Emerald Lake Park (Emerald Lake Park
Strategic Plan 2013 - 2018) and Puffing Billy railway, both of
which are popular family attractions. Puffing Billy is the
Shire’s highest profile attraction and has been described by
Tourism Victoria as one of the State’s ‘key visitor economy
entities’. Recent Federal Government funding will assist in
enhancing the Railway’s core product. There are plans for
Puffing Billy to grow its capacity along the Cardinia Shire
route, which is currently under-utilised.

Casey Cardinia Visitation Strategy 2017- 2020
Sarah Lebski & Associates Tourism Consultancy

Cannibal Creek's new
architecturally designed Cellar
Door and Restaurant (Tynong) is
an excellent example of the type of
attract

experience that  will
additional visitors to the region.
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The hills villages of Emerald, Cockatoo, Gembrook and Upper Beaconsfield provide scenic, rural
landscapes, and lend themselves to specialty experiences, including cafes, shopping, markets and
art galleries in an attractive, relaxed environment.

The further development of food and wine offerings as well as on-farm experiences and quality
local produce will boost visitor appeal.

The Shire also offers a range of nature-based activities, e.g. walking and cycling trails, camping and
outdoor education/adventure in the Bunyip State Park. The Cardinia Shire Council currently has a
draft Pedestrian and Bicycle Strategy with a view to connecting its townships through a network of
off-road/on-road opportunities. This is in keeping with an increasing number of visitor destinations
that enable alternative access to areas of interest, without having to rely on a motor vehicle.

The Cardinia Shire has substantial equestrian facilities including 11 publicly accessible centres as
well as recreational trail riding opportunities. As noted in the original Cardinia Shire Tourism
Strategy, ‘close proximity to the Melbourne East population creates an opportunity for families to
participate in horse-riding activities and events catering for all levels of competencies’ (CSTS p.19).

The Pakenham Racing Club hosts more than 50 race meetings a year including popular night races.
The course includes hospitality venues for both corporate and private events, and has recently
introduced twilight Trackside Cinema nights during the summer.

The City of Casey enhances and strengthens the region’s positioning as an appealing, new visitor
destination. Its core assets include Cranbourne Gardens and Moonlit Sanctuary, which like Puffing
Billy, have a significant international profile.

The Gardens incorporates the award-winning Australian Garden showcasing Australia’s remarkable
plants and landscapes, as well as the Boon Wurrung Café, Gardens Shop and a range of walking
and bicycling tracks and picnic facilities in natural settings, making it a family-friendly destination as
well as a horticultural highlight.

Moonlit Sanctuary enables close-up encounters with Australia’s most fascinating and popular
animals as well as being an award-winning wildlife conservation park. Its lantern-lit evening tours
offer visitors a very special experience. The park includes a café, shop and picnic areas. It also
offers a strong education program for students of all ages.

The City of Casey has a diversity of leisure facilities, e.g. Casey Fields, which the Council has
developed as the premier outdoor sports facility in Melbourne’s south east; The Shed Skate Park,
which is the largest indoor skate facility in the southern hemisphere and the Casey Recreation and
Agquatic Centres located in Narre Warren and Cranbourne East which attracted more than two
million visitors combined.

The Cranbourne Racing Precinct provides the largest entertainment facility in the City of Casey. It is
a premier night racing venue including combined thoroughbred, harness and greyhound racing,
hospitality services and capacity for a range of corporate, public and private events.

The Old Cheese Factory is a popular place to relax and enjoy the landscaped gardens, playground,
cafe and heritage displays. Its historic buildings provide an attractive setting for weddings, and it
has a number of rooms available for birthday parties and other celebrations. The Council also owns
Myuna Farm, which includes hands-on interaction with farm animals for people of all ages and
abilities, native wildlife viewing, a café, venues for hire, playground and BBQ facilities and a
children’s train ride around the property.

Casey Cardinia Visitation Strategy 2017- 2020
Sarah Lebski & Associates Tourism Consultancy 7
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Due for completion in late 2017, the City of Casey’s Bunijil Place will provide an exciting and unique
facility for arts and culture, and leisure and entertainment. It will include an 800-seat theatre, a
regional art gallery and a large function centre, amongst a range of other community and civic
facilities.

Bunjil Place will enable an extensive program of national and state touring performances, art
exhibitions and both corporate and community events. As one of the largest projects undertaken
by local government in Australia, it will significantly strengthen the region’s positioning in the visitor
market and assist in consolidating and refreshing arts and cultural tourism.

The development of Bunijil Place provides the impetus to investigate the regional opportunities for
potential/existing arts and cultural experiences including Emerald’s Performance, Arts and Visual
Entertainment (PAVE) event. Consideration should also be given to indigenous tourism experiences.
This is the traditional land of the Boon Wurrung and Wurundjeri people where these groups have
had a long history of activity, and the name, ‘Bunjil’ Place draws on Casey’s Aboriginal heritage.

Casey Cardinia’s critical mass of products and experiences is primarily orientated toward the family
market - those making day trips from Melbourne for a change of scenery and an enjoyable day out
and those visiting their friends and relatives who live in the region. While Puffing Billy is the iconic
intergenerational family activity, the majority are smaller operations. The Cardinia Shire Tourism
Strategy identified the development of a major family attraction as the most important project for
the Shire (and now the region). (CSTS p.22)

In August 2016, the first steps were taken toward the realisation of that priority project, with the
sale and imminent redevelopment of Gumbuya Park (Tynong) into a state-of-the-art family
adventure park; such an exciting and significant attraction will raise Casey Cardinia’s profile and
change consumer perceptions towards a region that to date, has not been viewed as a ‘must see
and do’ visitor destination.

The redevelopment of Gumbuya Park inevitably provides both challenges and opportunities for
tourism in the Casey Cardinia region. While it will have the capacity to propel the region faster and
more effectively than has been the case in the past, it will be important for other tourism
businesses to leverage off its marketing and publicity campaigns to spread the benefit more widely.
A sustainable destination and a viable tourism industry cannot be built on one, single attraction.
Collaboration is the key!

Hopefully, such a project will also encourage existing businesses to enhance their offerings, as well
as the emergence of new products and experiences.

Beyond a redeveloped Gumbuya Park and several other higher profile attractions, the challenge is
to increase visitor dispersal across the region. Many lesser known experiences can enrich a day out
or a weekend away, but it is often quite challenging to persuade visitors to get ‘off the beaten
track’. Ultimately there is a need to make the region’s attributes accessible in the broadest sense; if
it’s in any way difficult to find out what’s on offer or how to get there, it is very easy for potential
visitors to go somewhere else!

Casey Cardinia can address this through several different strategies, for example:
* Product ‘packaging’: This works well when a higher profile business or event is positioned as the

key attractor and other accommodation and activities nearby are included and promoted as part of
the ‘package’ for a day trip or a short break.

Casey Cardinia Visitation Strategy 2017- 2020
Sarah Lebski & Associates Tourism Consultancy 8
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Touring routes/themed trails: Second only to the
recommendation regarding a major family attraction, the
original Cardinia Shire Tourism Strategy (CCTS)
proposed the development of touring routes throughout
the region (p.23). These can be presented on a broader
scale where locations of interest are mapped along and
around the route, and/or they can be organised
thematically; these are often referred to as ‘trails’ - e.g. a
food trail might include fresh asparagus, a farmers’
market, bush tucker, Cranbourne Gardens and a café
serving local produce; outdoor activities (walking/cycling
trails, fishing, visiting farms/animals); family fun and hills
villages (CCTS p.23).

The Official Holiday Website of
Tourism Ireland (www.ireland.com)
includes itineraries with some
helpful detail, and Taste Trails -
Australia (www.tastetrails.com.au)
provides a useful example of trail
‘design’.

While there is no suggestion that
these are particularly appropriate
for Casey Cardinia, they do include
some noteworthy elements.

Evening attractions and activities — e.g. star gazing at the Mt Burnett Observatory or a lantern-lit
tour at Moonlit Sanctuary should be included where possible, to encourage overnight stays.

‘Packaged’ products, touring routes and themed trails should be promoted via a new regional
website and printed collateral. To maximise both visitor and business opportunities, a database of
tourism products and experiences will be required across the region. Such a database should
extend beyond the region’'s higher profile tourism products and include lesser known, quality
offerings. Criteria for inclusion should be established in consultation with the TAC. This process can
bring additional benefits - e.g. raise the Committee’s profile, as it engages more broadly with those
who may currently see themselves as unconnected to the industry.

RECOMMENDATIONS

Regional Products and Experiences

= Continue supporting the region's major attractions, particularly in relation to their
business development programs - e.g. Puffing Billy railway and the Emerald Discovery
Centre and the extension of its business to Gembrook, and the Cranbourne Gardens

= Investigate how Casey Cardinia tourism can capitalize on the new facilities at Bunijil
Place and other arts and cultural experiences in the region, including indigenous tourism

= Provide broadly-based support to the Gumbuya Park redevelopment as a highly

significant, new regional tourism experience

= Develop a touring route/s, themed trails and product packages which will appeal to the
region’s ‘Visiting Friends and Relatives’ and other identified markets

= Encourage additional cafes, retail, attractions and activities in the ‘hills villages’ that
retain their intrinsic character, encourage longer stays an increased spend

= Foster brand-related products and other existing and potential experiences that build on
the region’s assets, align with key markets and create a point of difference for Casey

Cardinia in the tourism market place

= Build a regional database of tourism products and experiences to maximize visitor and

business opportunities.

Casey Cardinia Visitation Strategy 2017- 2020
Sarah Lebski & Associates Tourism Consultancy
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SERVICES AND AMENITIES

Successful destination development requires a holistic approach, and the independent audit of 19
towns across the region in 2015, provides some crucial insights. While some aspects scored quite
well, a substantial lack of visitor information, and 52.9% of toilets that were not clean or
appropriately serviced, is cause for concern.

There is no second chance to create a first impression! As the region attracts stronger interest, the
chances of repeat visitation will quickly diminish if basic services and amenities do not meet visitor
expectations.

A town is often measured by the standard of its public toilets; particularly those that wish to attract
the family market.

Research shows that in almost every focus group, especially those with seniors and families, toilets
come up as a reason for travellers stop at a destination. They don’t just visit the toilet; they have

lunch, fill up on petrol, buy supplies and may even spend a night or two in the place.
Source: http://www.mytravelresearch.com/toilet-tourism-make-a-marketing-splash/

There is a high risk that visitor disappointment will be quickly reflected via social media and shared
with the world at large! (The Belfast City Council approach sets a benchmark and interestingly,

includes its public toilets under ‘tourism venues’.)
http://www.belfastcity.gov.uk/tourism-venues/publictoilets/publictoilets.aspx

tripadvisor®

‘A must visit’
Reviewed 5 February 2014 via mobile

Kawakawa is an off-the-main road, 'one horse' town in Northland, New Zealand. Its
great claim to fame are the Hundertwasser toilets. Hundreds of tourists visit (and use
them) daily. If visiting, take time to look at the shops, especially the gift, Tshirt,
Hundertwasser art shop near the Trainspotter Café... Visited February 2014

Source: https://www.tripadvisor.com.au/ShowUserReviews-g2093681-d2078409-r193120845-

Kawakawa_Public_Toilets_by_Hundertwasser-Kawakawa_Northland_Region_North_Island.html#

The lack of variety in accommodation styles was also perceived as an issue with a 73.3% negative
score - i.e. the percentage of ‘mystery shoppers’ who believed this to be the case.

RECOMMENDATION
Services and Amenities

* Continue addressing issues arising from the Mystery Visits program and work towards
enhanced customer service throughout the region

Casey Cardinia Visitation Strategy 2017- 2020
Sarah Lebski & Associates Tourism Consultancy 10
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EVENTS

Events can be a major visitor attraction for an emerging destination like Casey Cardinia, and
provide a significant opportunity to showcase the region. Initially, there is considerable scope to
further develop existing events, which can provide an immediate benefit to the visitor economy.
Some key examples include:

* Puffing Billy’s Great Train Race: attracting more than
2700 participants in 2016, a new, additional run from
Belgrave to Gembrook is under consideration for
2018, with a plan to conduct it on the same day as the
popular Belgrave to Lakeside race.

The City of Casey is proud to host
one of the largest and most exciting
events in Victoria, as thousands of
motorcyclists gathered in

: Cranbourne to travel en-masse to
= The Cranbourne GP Run attracts approximately Phillip Island for the 2016 Australian

10,000 spectators annually in October. The City of
Casey should continue to work with the local

community to activate further opportunities around | EOAB A s Ar
this popular event leisure/events-activities/cranbourne-gp-run

Motorcycle Grand Prix.

* The Doveton Show is a very successful community-
driven event, which attracts between 20,000 and 30,000 attendees every year. It is viewed as a more
affordable alternative to the Royal Melbourne Show and a family draw card. Such an event provides a
great opportunity to encourage the VFR market. Building awareness of the region’s other exciting
activities and attractions will motivate them to extend their stay and/or return at a later date to
explore further afield.

= The Pakenham Racing Club is one of only two metropolitan clubs in Victoria that hosts a stand-alone
Saturday meeting, including the Pakenham Cup on the last Saturday in November; the Cup attracts
between 10,000-12,000 race-goers and provides a good opportunity for packaging a ‘weekend
away’.

The Cardinia Shire Events Strategy is now outdated, and should be replaced by a regional plan that
recognises the economic benefits of both existing and potential events, maximises the opportunity
to develop and promote key events as significant visitor (and local) attractions, and incorporates
the recommendations in the Visitation Strategy.

A coordinated calendar of events is an important first step and should be included on the new
regional tourism website as a matter of priority. To raise awareness amongst local residents,
Councils could include a printed calendar and/or the web address in other communications with
ratepayers. An events calendar will also enable better planning so that events can be spread across
the year, particularly during the quieter months. In addition, the calendar will provide a broader view
of the range and type of events, reflecting further opportunities for the future. Similarly, there should
be a database of events venues including their capacity, indoor/outdoor and other related
information. This will assist in better planning, and promotion of the region’s facilities.

The current and most significant challenge is the lack of regional event coordination, development
and marketing.

The City of Casey already has a Community Life Division, which includes an Events team of five
staff, however the Department's roles is to focus on the compliance isues related to community

events. The Council also has an Arts and Cultural Development Department including 15
personnel, none of whom are specifically dedicated to activating Bunjil Place. It is recommended
that discussion is initiated between the Councils to explore the possibility of the City of Casey
providing a more expansive role in relation to regional events, particularly those that have the
capacity to increase visitation. The development of a major, signature event for the region, should
be included as a priority.

Casey Cardinia Visitation Strategy 2017- 2020
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The completion of Bunjil Place will be a catalyst for larger business events, which can also provide
an impetus for partner delegates, pre/post conference touring and return visitation. Other niche
events, for example those connected to arts and cultural tourism will require separate planning in
order to measure their potential.

RECOMMENDATIONS

Events

» Initially focus on existing events as an important impetus for new and repeat visitation
= Undertake a new, regional Events Strategy

= Develop a coordinated, regional calendar of events to promote on the regional tourism
website and directly to residents

= Build a database of significant events venues including their capacity, indoor/outdoor and
other related information for improved planning

= Explore the possibility of the City of Casey providing a more expansive role in relation to
regional events, particularly those that have the capacity to increase visitation

= Development of a major, signature event for the region, once resourcing is in place.

Casey Cardinia Visitation Strategy 2017- 2020
Sarah Lebski & Associates Tourism Consultancy 12

Attachment 1 - Draft Casey Cardinia Visitation Strategy 2017-20 Page 377



Attachment 1 Draft Casey Cardinia Visitation Strategy 2017-20

5. MARKETING

Casey Cardinia falls outside the regions included in

Victoria’s long-running and highly successful Jigsaw The one thing that matters to your
campaign. However a Greater Melbourne Marketing Plan destination more than anything
to be developed by Destination Melbourne in 2017 will else is word of mouth from friends

see Casey Cardinia and Dandenong combined as a and family; locals, visitors and

single entity for marketing purposes.

your tourism industry. Nothing
else matters as much as that.

The City of Casey has previously partnered with Seurce: Rodney Fayne, GO Destination
A # 3 Think! (A company intermationally
Destination Melbourne for the Discover Your Own recognised for thought leadership in

Backyard (DYOB) campaign. ‘The main objective of the destination development, management
program is to assist local councils in increasing SAick SRS

residents’ awareness of the visitor-related products and
experiences in their region and encourage them to act as
local ambassadors’. Source: Destination Melbourne website.

To this end, the City of Casey was showcased through the popular television program, ‘Postcards’
and several professionally produced YouTube videos focusing on the key themes of the Great
Outdoors; Sport and Leisure; Food and Dining; and Family Fun. These will be very useful for future
promotion as well.

Generally however, there is very limited information for potential visitors to the Casey Cardinia
region. The Cardinia Shire website includes a list of ‘Places to Visit’ and a downloadable
map/brochure, which is now several years old. A web search for ‘Casey Cardinia Tourism’ leads to
a series of error messages. Tourism businesses have their own marketing collateral and there are
individual brochures for some attractions and activities — e.g. Emerald Lake Park and the Emerald
Heritage Walk. ‘What to See & Do in Emerald on Foot’ is also a useful guide. The Eastern
Dandenong Ranges Visitor and Information Centre located at the Emerald Railway Station provides
a range of brochures, and is staffed by volunteers.

Tourism is a highly competitive industry and consumers are spoilt for choice. Visitor destinations
must provide easy access to information regarding their products and experiences from the
planning stage — i.e. prior to potential visitors leaving home. With the exception of the DYOB
campaign, visitor information for the Casey Cardinia region is geared exclusively towards those
who have already arrived in the region.

Workshop participants confirmed the findings of the original Strategy in terms of the region’s
primary target markets - Visiting Friends and Relatives (VFR) and ‘day trippers’, particularly from
Melbourne, which can clearly provide a very substantial ‘feeder’ population. (It is also understood
that some of those who are initially part of the VFR market, return as independent travellers to
explore the region further.) However, the most successful destination marketing is based on a deep
understanding of the desired targets markets.

THE IMPORTANCE OF RESEARCH

Effective marketing must be based on rigorous research; it is the foundation on which to identify
and confirm the region’s target markets and their preferences and expectations regarding leisure
activities. Research is a core concept in Destination Management Planning (CCTS, p.17). The
CCTS also noted the absence of tourism research applicable to the Cardinia Shire (p.13) and the
need to undertake it (p.33). The Casey Cardinia region has a significant opportunity to build a vital
understanding of its target markets at a critical juncture in its development as an emerging visitor
destination.

Casey Cardinia Visitation Strategy 2017- 2020
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Sound research will enable all tourism stakeholders to better understand their markets, provide for
those markets appropriately and enable them to specifically focus their limited resources on the
region’s most profitable prospects. It must also continue beyond the initial recommendations in this
Strategy. Ultimately, social media can be one of the most useful, measurable sources of consumer
engagement with a particular destination.

Central to this process is a strong understanding of local residents and their communities. For the
VFR market, they are the ‘key influencers’ so it is equally important to understand what they
currently enjoy, and the kind of leisure activities that they would like to see in the future. By
extension, they will encourage their friends and relatives to participate in the same activities.

The increasing numbers of local residents have a secondary opportunity to promote the region. The
majority of those in work are employed outside the region; therein lies the additional prospect of
encouraging their colleagues to visit Casey Cardinia.

Future success for the region requires both internal and external marketing:

= Encourage residents/locals to visit and support the
diversity of family experiences within the region as well
any other preferred tourism activities noted in the
research

For a great example of involving
residents in a marketing
campaign, see what Destination

" . . . Cleveland did to change the
= Develop a recognisable and consistent brand identity for negative perceptions around its

Casey Cardinia tourism

city and encourage community
pride

= Develop a suite of marketing tools that raise awareness

and provide tangible information for visitors before, during https://destinationthink.com/destination-
and after their visit cleveland-shifting-perceptions-mobilising-
locals/

= Build collaborative partnerships between tourism
stakeholders to leverage marketing opportunities

= Build a social media strategy (which will include local participation).

Please refer to the Marketing Plan 2017-2018, p.22 for further details.

Casey Cardinia Visitation Strategy 2017- 2020
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6. GOVERNANCE

Strong and effective governance iy a corve concept i best practice destination
management.

TOURISM ASPIRATIONS FOR THE CASEY CARDINIA REGION

* Healthy, sustainable and profitable tourism industry
» Strong leadership

*  Community engagement

* Coordinated, collaborative approach

« Attractive, differentiated and accessible experiences
= An effective industry voice to Government

= Great reviews on Trip Advisor

* Aclear and marketable identity

* Excellent customer service and products

* A tourism industry that is recognised

= Appropriate communication

* Tourism that is integrated with other activities for mutual benefit.

Source: Stakeholder Workshops June/July 2016

Following a recommendation from the
Cardinia Shire Tourism Strategy, a joint The Cardinia Shire Tourism Strategy addressed the role
independent Tourism Advisory and function of those organisations that typically embody
Committee (TAC) was formed to lead the structural elements of a regional tourism industry (p.8,
the implementation of that Strategy, and
subsequently the Casey Cardinia
Visitation Strategy 2017-2020.

pp.24-25). This information remains highly relevant and
should be reviewed by way of background to further
discussions.

The current Committee comprises 10 industry and two Council representatives from Cardinia Shire
Council and the City of Casey, respectively. The Committee is well balanced and includes
representatives from the region’s higher profile attractions - e.g. Puffing Billy railway, Moonlit
Sanctuary and Royal Botanic Gardens Victoria. Membership is voluntary and inevitably, it is
challenging to maintain the necessary momentum.

While recognising the important work of the TAC to date, key industry stakeholders, including
members of the Committee, are of the view that its’ terms of reference are too limited. Ultimately
the Committee’s role is ‘to provide advice to the City of Casey and Cardinia Shire Councils’
(CCTAC 2016-2018, Expectations and Guiding Principles). There has been an understanding that
over time, the TAC may transition to a regional tourism organisation.

Workshop participants were of the strong view that the industry should move towards an
organisational structure that is capable of ‘doing’, rather than simply advising, and that the current
arrangements could not take the region ‘to the next level’.

Casey Cardinia Visitation Strategy 2017- 2020
Sarah Lebski & Associates Tourism Consultancy 15

Attachment 1 - Draft Casey Cardinia Visitation Strategy 2017-20 Page 380



Attachment 1 Draft Casey Cardinia Visitation Strategy 2017-20

The following diagram represents the preferred option. However the group endorsed this structure
on the basis that it was important to consider a range of potential partners as required. Casey
Cardinia is already a sub-region of Destination Melbourne, and as such it should work closely with
that organisation to leverage further marketing opportunities, including a revised Melbourne and
surrounds map. Neighbouring, more mature tourism bodies — Destination Gippsland, Yarra Ranges
Tourism and the Mornington Peninsula Regional Tourism Board can provide mentoring and
marketing leverage on a ‘needs’ basis.

Preferred model: Regional Tourism Board (RTB)

Casey Cardinia City of Casey/Cardinia
Regional Tourism Board Shire Councils

Puffing Billy Eastern Dandenong Ranges
Getaways Association

Casey Cardinia
Tourism

Other local
business groups

Potential scenario: The RTB consists of a skills-based board with nine members, including two
Council representatives, one from the Cardinia Shire and the other from the City of Casey. It
includes representation from local business and tourism associations. (Other local business groups
may become involved over time.) This is similar to the TAC structure and would assist towards a
balance of interests and a sufficient number of members to cover the range of necessary tasks.
RTB structures across Victoria vary considerably, according to their respective circumstances.

In some regions, Councils have opted out of the RTB, but given that Casey Cardinia is an emerging
visitor destination with, potentially, a new industry structure, it is very important to maintain a close
partnership with the Councils. To date, Councils have provided industry leadership, so the RTB
structure will require the industry to step up and take ownership and responsibility.

A Casey Cardinia RTB structure can offer the region several key advantages:

= An independent organisation, which can be agile and opportunistic in accessing benefits from larger,
more developed RTBs

= The ability to grow as the industry grows - flexibility is important, particularly in a region undergoing
such expansion and change

= Better value than buying into a neighbouring RTB, where proportional representation could be
problematic

= Opportunities to share the workload - e.g. Yarra Ranges Tourism includes several working groups with
specific interests/specialist skills.

Casey Cardinia Visitation Strategy 2017- 2020
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Casey Cardinia tourism stakeholders can shape their industry
structure in a way that best suits the environment in which they Ultimately it will be the
operate; it is not necessary, or advisable, to develop a prescriptive people, not the
approach. As one workshop participant noted, ‘don’t limit the vision; structure that will make

industry may look very different over the next three-five-ten years'. the RTB work
effectively.

However, there are some aspects of a successful Casey Cardinia
governance structure that are essential, including:

* Industry leadership ‘on the ground’
= Clear roles and responsibilities
= An Annual Plan

=  Funding (monetary and in-kind) from Councils to support the RTB’s operational/administrative
requirements and assistance with the fulfillment of the marketing plan

= Tangible benefits for members, encouraging ‘buy-in’

= Measurable outcomes (KPlIs/accountability) - industry will be looking for a direct link between the
activities of the RTB and their business success, and Council need clear evidence that their resources
are being well spent

= Appropriate representation particularly given the diversity of the region
= Succession planning
= A strong and continuous dialogue with all key stakeholders.

THE TRANSITION FROM TOURISM ADVISORY COMMITTEE TO REGIONAL TOURISM BOARD

The following time frames for the potential shift from TAC to RTB are not mandatory; they are
simply offered as a guide.

Key Actions
Immediately:

= TAC lobby Councilors for industry support
Short term (within 8 months/early 2017):

= The TAC seeks Council agreement for an initial transition from an advisory group to a working group
structure (current members and volunteers)

Medium term (within 12 months):

= Assuming that agreement will be forthcoming, TAC expands its operating model to accommodate
increased responsibility — e.g. introduce working sub-committees and consider appointing a Deputy
Chair.

As the TAC transitions, there will be an additional workload (endorsed Recommendations, new
Marketing Plan, a potential change in organisational structure, a new Council) and the need to build
capacity at both an operational and strategic level. A Deputy Chair can provide assistance to the Chair
during this dynamic period of change, and decrease operational risk during any unforeseen absence by
the Chair. Many organisations fail to consider the future until it is almost upon them. A Deputy Chair
can also be a knowledgeable successor to the Chair, enabling a smooth handover and continuous
stability.

Casey Cardinia Visitation Strategy 2017- 2020
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It will be particularly important to address the issue of
industry membership in the first instance; membership of
the existing business and tourism associations is very low,
and it is crucial that the Council/industry relationship is
based on a tangible and mutual commitment.

Industry (through the TAC) works with Council to develop
a funding model to enable the Marketing Plan and
Recommendations (where specific funding is required),
and commence discussions regarding the longer term
resourcing requirements for a new regional organisation.

Industry (through the TAC) and Council commence the
implementation of the Action Plan and the Marketing Plan
subject to funding availability

Longer term (within 18 months):

Destination Southern Highlands
(NSW) extends its membership
beyond the tourism industry and
has made a strong and successful
bid for membership from the wider
business community. This is based
on an understanding that ‘tourism

is everybody's business'. Casey

Cardinia's regional tourism
organisation will need to work
hard, over time, to build a broader
understanding of the importance of
the visitor economy to regional
development.

Reconsider the preferred RTB model, ensuring that it is “fit for purpose’ and that an appropriate level of
funding is secured. If there is broad support for the original option (illustrated on p.14), a full transition
should commence towards a membership-based regional tourism association, supported by Council.
(This will include a Communications Plan, recruitment of Board members, determination of
administrative/operational requirements and governance and alike, specifically relating to the RTB.) It
will be important to remember however, that the first task of a destination management

organisation is to build that organisation.

RECOMMENDATION

Governance

= Establish a governance structure for tourism in the Casey Cardinia region that is

viable, resilient and ‘fit for purpose’

Casey Cardinia Visitation Strategy 2017- 2020
Sarah Lebski & Associates Tourism Consultancy
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7. RECOMMENDATIONS

The original Cardinia Shire Tourism Strategy (CCTS) incorporated a series of recommendations,
which has been updated annually by the Council's Business Development Officer. The following
plan addresses the recommendations based on the current, revised Visitation Strategy, including
the City of Casey, and also acknowledges any outstanding recommendations from the previous
Strategy. Key recommendations also include those identified directly through the consultation
process.

PRODUCTS AND EXPERIENCES
INDEX High = within 12 months Medium = next 2-3 years Low = 3 years + WCB = within Council budget

Recommendation 1 Build a regional database of tourism products and experiences
Priorit Responsibilit Cost

High Lead: Councils wcCB
Support: Industry

Note: ‘Councils’ refers to both Cardinia Shire Council and
the City of Casey unless otherwise specified.

Recommendation 2 Develop a touring route/s, themed trails and product packages
Priority Responsibility Cost
High/Ongoing Lead: Industry N/A
Support: Councils
Recommendation 3 Encourage additional cafes, retail, attractions and activities in the ‘hills villages'
Priority Responsibility Cost

High/Ongoing Lead: Industry N/A
Support: Cardinia Shire Council

Recommendation 4 Foster brand-related products and experiences that specifically build visitor appeal
Priority Responsibility Cost
Ongoing Lead: Industry N/A
Support: Councils
Recommendation 5 Investigate how Casey Cardinia tourism can capitalise on the new facilities at Bunjil
Place and other arts and cultural experiences in the region
Priority Responsibility Cost

Ongoing Lead: Councils N/A
Support: Industry

Casey Cardinla Visitation Strategy 2017- 2020
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Recommendation 6 Provide broadly-based support to the Gumbuya Park redevelopment

Priority Responsibility Cost
Ongoing Lead: Councils WCB

Support: Industry
Recommendation 7 Continue supporting the region’s iconic attractions particularly in relation to their
business development programs
Priority Responsibility Cost

Ongoing Lead: Councils wCB
Support: Industry

CUSTOMER SERVICE

Recommendation 8 Continue addressing issues arising from the Mystery Visits program and work
towards enhanced customer service throughout the region

Priority Responsibility Cost
Ongoing Lead: Industry Variable

Support: Councils

EVENTS

Recommendation 9 Build the potential of existing events to drive new and repeat visitation
Priority Responsibility Cost
High Lead: Councils TBC
Support: Industry

Recommendation 10 Explore the possibility of the City of Casey providing a more expansive role in
relation to regional events

Priority Responsibility Cost
High Lead: Councils WCB

Support: Industry

Recommendation 11 Develop a coordinated, regional calendar of events

High Lead: Councils wCB

Support: Industry

Recommendation 12 Build a database of significant events venues in Casey Cardinia
Priority Responsibility Cost

High Lead: Councils WCB
Support: Industry

Casey Cardinia Visitation Strategy 2017- 2020
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Recommendation 13 Undertake a regional Events Strategy

Priority Responsibility Cost

Medium-High Lead: Councils $5,000 - 10,000
Support: Industry

Recommendation 14 Develop a major, signature event for the region

Priority Responsibility Cost

Medium Lead: Councils wCB
Support: Industry

INDUSTRY SUPPORT

Recommendation 15 Utilise the programs delivered by Victorian Tourism Industry Council (VTIC),
Destination Melbourne and neighbouring regional tourism associations, including
tourism business skills and social media

Priority Responsibility Cost
Ongoing Lead: Industry Variable

Support: Councils

COLLABORATIVE PARTNERSHIPS

Recommendation 16 Strengthen relationships with appropriate State Government
departments/authorities at a strategic level - e.g. Regional Development Victoria,
Infrastructure Victoria, Visit Victoria and State Department of Economic
Development, Jobs, Transport and Resources

Priority Responsibility Cost
Ongoing Lead: Councils WCB

Support: Industry

Recommendation 17 Continue liaising with neighbouring regional tourism organisations with a view to
potential joint activities and information sharing

Priorit Responsibility Cost
Ongoing Lead: Councils N/A

Support: Industry

Recommendation 18 Build stronger collaboration between industry stakeholders - e.g. Casey Cardinia
Tourism Day, ‘famils’ and other networking opportunities

Priority Responsibility Cost

Ongoing Lead: Industry Variable
Support: Councils

Casey Cardinia Visitation Strategy 2017- 2020
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GOVERNANCE AND POLICY

Recommendation 19 Establish a governance structure for tourism in the Casey Cardinia region
that is viable, resilient and ‘fit for purpose’.

Priorit Responsibilit Cost
High Lead: Councils wCB
Support: Industry
Recommendation 20 Encourage Councils to include tourism in their respective strategic plans in
recognition of its importance to the region’s visitor economy
Priority Responsibility Cost
Ongoing Lead: Industry N/A
Support: Councils
Recommendation 21 Update the Cardinia Shire's Tourism Policy to include the City of Casey and a
regional approach
Priority Responsibility Cost

High Lead: Councils wWCB
Support: Industry

Casey Cardinia Visitation Strategy 2017- 2020
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8. MARKETING PLAN

The Marketing Plan acknowledges that the Casey Cardinia region is a largely undiscovered part of
Victoria from a tourism perspective. The next 12 months will require some fundamental activities to
ensure its recognition as an exciting, emerging visitor destination. Clearly these activities will not
occur without appropriate resourcing.

The Plan focuses on a combination of necessary ‘first steps’ and a series of cost-effective,
achievable recommendations to understand key target markets, develop a brand identity, build
accessible visitor information including social media, and leverage the value of collaboration with
industry partners. Some recommendations are inevitably ongoing and responsibility may change
over time, depending on governance arrangements.

‘In some areas of the Plan, suggestions have been made regarding individuals/companies who have the capacity to carry
out particular recommendations on behalf of Casey Cardinia and whose work is known to Sarah Lebski & Associates.

Action Priority  Responsibility Cost

RESEARCH

1. Undertake professionally designed  Within3 | Lead: Councils $11,000 (inclusive of
research and analysis of local tourism months Support: Industry Recommendations 2 & 3)
stakeholders (survey + interviews) to Dr Meredith Wray, Wray
build a profile of existing visitation Sustainable Tourism and
including information sources and Research
demographic data

2. Undertake a community-based survey Within6 @ Lead: Councils $11,000 (inclusive of
and analysis to ascertain VFR visitation, = months | Support: Industry Recommendation 2 & 3
and resident/visitor needs and as noted above)
expectations regarding leisure activities

3. Develop a standard survey enabling Within6 @ Lead: Industry No direct cost
operators to consistently collect visitor  months | Support: (developed by TAC)
data Councils

4. Undertake external tourism research Within 12 = Lead: Councils To be negotiated
specific to the Casey Cardinia region to = months = Support: “Dr Joseph Cheer,
gain a better understanding of both Councils Monash University,
current and potential visitor markets Australia and International

Tourism Research Unit

BRAND

5. Develop a regional brand identity and Within 12 = Lead: Councils $10,000
communication plan months Support: Industry Tania Farrelly, | Spy
For more information: CCTS pp.31-33

6. Build an image library and video footage @ Ongoing @ Lead: Industry Variable
that can be submitted to Visit Victoria Support: Councils
and utilised for other marketing and
promotion

Casey Cardinla Visitation Strategy 2017- 2020
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Action

VISITOR INFORMATION

7a. Commence the development of a high

Casey Cardinia Visitation Strategy 2017- 2020

quality regional web site, which can be
easily enhanced over time and managed
internally. Key features should include:

» mobile-friendly

* easily accessed using appropriate
keywords on search engines
= built on best practice content

management

= simple transfer of administration rights.

Develop and promote quality printed/
downloadable maps for residents and
visitors, that include major attractions,
activities, accommodation and touring
itineraries, and incorporate the website
address on all printed material

Include a calendar of events on the
website as a key priority

Develop a distribution plan for printed
collateral

Create a regional Google Map,
highlighting key points of interest; this
will not only provide a PDF map, but also
an interactive one that visitors can
access via their mobile phone for
navigation and touring

Develop a social media strategy
(possibly a staged approach), but will
initially include acquiring appropriate
social media @handles and URLs, plus
domain names (if required), advice
regarding content, suitable channels,
maximising social sharing, analytics etc.

Sarah Lebski & Associates Tourism Consultancy

Priority

Within 6
months/
Ongoing

Within 6
months

Within 6

months

Within 12
months

Responsiblility

Lead: Councils

Support:
Industry

Lead: Councils

Support:
Industry

Lead: Industry
Support: Councils

Lead: Councils
Support: Industry

Cost

Between $3000 -
$10,000 depending on
the level of
sophistication

Variable

No cost

$1,500 - $6,000

Rebecca King, Kingthing
Marketing
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Action Priority Responsibility Cost
COLLABORATIVE PARTNERSHIPS
10. Partner with residents/locals/, ensuring High/ Lead: Councils Variable/WCB
they have all the information required to  Ongoing  Support: Industry,
promote the best of the Casey Cardinia Residents/Locals
tourism region, and ensure they are
active participants in the region’s social
media strategy
11. Develop a partnership with Destination Ongoing Lead: Councils Variable and

13.

14.

Melbourne to leverage their marketing
capacity in favour of the Casey Cardinia

region

Promote touring/special interest
itineraries and packaging ideas in print
and online, to showcase regional
diversity, encourage visitor dispersal and
increase spend - e.g. cycling, food/farm
gate, family fun

Develop a strong collaboration with Visit
Victoria to encourage inclusion in visiting
journalist’s itineraries, internal ‘famils’
and other related opportunities

Build active relationships with
neighbouring Regional Tourism Boards -
e.g. Destination Gippsland and the Yarra
Ranges RTB for potential or specific
partner opportunities in appropriate
tactical marketing campaigns.

Casey Cardinla Visitation Strategy 2017- 2020
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Ongoing

Ongoing

Ongoing

Support: Industry

Lead: Industry
Support: Council

Lead: Industry
Support: Councils

Lead: Industry
Support: Councils

dependent on available
opportunities

Variable

At cost

Variable and
dependent on available
opportunities
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9. APPENDICES

Appendix 1

Appendix 2

Appendix 3

Appendix 4

Cardinia Shire Tourism Strategy 2013-2018

Developing the Casey Cardinia Visitation Strategy:
Workshop 1 Summary Notes (June 2016)

Developing the Casey Cardinia Visitation Strategy:
Workshop 2 Summary Notes (July 2016)

Five Criteria for ‘Best Practice’ Destination Websites
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Cardinia Shire Tourism Strategy
Cardinia Shire Council
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The Cardinia Shire Council Strategic Tourism Plan has been prepared specifically for Cardinia Shire Council.

3ill Fox & Associates Pty Lid nor any member or employee of Bill Fox & Associates Pty Lid takes responsibility in any way whatsoever 1o any persor
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his plan and its contents are not 1o be referred to, quoted or used by any party in any statement or application, other than by Cardinia Shire Council, without written
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The municipality of Cardinia is the third fastest growing Shire in Victoria with a current population of 77,233 estimated to reach approximately
130,000 by 2022.

ymmended for initiating the devel pmMent or a Tourism Strateqy
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Cardinia Shire is the third fastest growing Victorian municipality (2012). The
municipality has an area of approximately 1,280 square kilometres and is
growing by an average of five families every day.
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Cardinia Shire is located on the southeast fringe of metropolitan Melbourne only 50
nutes from Melbourne's CBD
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Everyone benefits from tourism

Impact of tourism

nding upon the strength of the tourist destination, the img

m obwviously varic ITISIT) CAN Nawv

Positive impacts of tourism

m Local residents can feel proud of
their town and their community

m Provides pathways for employment,
particularly for young people

= More interesting things to do such
as attractions to visit and events to
attend

= More shopping, dining, and
recreation options in the region
because of tourism

m Better maintenance and availability
of public facilities such as parks,
sporting facilities, and transport

Negative impacts of tourism

Potential loss of local character,
identity and sense of community

Increased costs of goods and
services

Increased costs to local government
(and ratepayers) in maintaining
streetscapes, and public faclities
such as toilets, lookouts and
playgrounds

Can present the region in a positive
light

Strengthens the region’s economic
base where traditional industries are
in decline

Provides for increased property
values at point of sale

Protection and utilisation of heritage
assets

Interpretation of local history and
assets.

Villages and towns overtaken by
visitors during holiday periods
particularly at seaside locations

Potential impact on protected areas
and species

Increased noise and disruption to
local residents.

| 1ed

o
Q
0
=~
Q
—
O
=
=
o

C

CARDINIA

4

Attachment 1 - Draft Casey Cardinia Visitation Strategy 2017-20

Page 401



Attachment 1 Draft Casey Cardinia Visitation Strategy 2017-20

| 1ed

v in those areas » 2 TOUrsSMm 15 @ mMajar ¢

sing the economic and social benehts for the broader cormmunity

Cardinia Shir | miment needs t IGCTSNID 1O arkd nurture tounsm growtr

at affect tournsm,

hich Council has i

Protect character and amenity of the area

> puno1by ey

4 } ility to tourism planning and mana importar fa)

| 2 8

his is impor wrticularly to potential tourism business investors as =
Coundll prioritie n Tom L tim

Champion tourism in strategies

Local governmeent resy ble for the provision, quality, safety
mpacts and opportunities need 1o bx nsidered by all Cour presentation of ke ir 1s such as walkin
eventhose notr 13 Ociated with Tou ude OUpen ycling trails, sparting I e lookouts, toilet

P <, Structure Flans trateqies, the picnic grounds, and car parks t n Wwncile
ment [|‘|-.-,.'[_.--:--_;'_ heme, Events trategie: support museumms, galleries and convention centres

Marketing and visitor services

I DIOQrams or 1osk

Enhance existing and attract new business statemen[-s

Major enhancements 1o existing bu <e5 can generate new and

trong stimulus for the local economy = Cou”
cil h
Jertify the key businesses that align with local and -'Eade,.shjp as an jmpoffan
5 and facilitate planning, grant secking and lobbying Cvae.fOpme Nction i Upport an,
+ nt.

nment fs destinas:
I L] Cardinja < Stinatiop

t re
€rm, Strategjc pras

. e o fOC
it ¥}
Indys Orities, 5 on llOi"lg

eflorns. Ar

Leadership

try dey,
; (=}
l_b”ﬂ”eSses %nﬂpmem IS Criticay 6«’
Nput to inform ,irh?mum@y and r‘_’ brin .

“-‘d!recuo,, 9ain thej; CARDINIA

5

Attachment 1 - Draft Casey Cardinia Visitation Strategy 2017-20 Page 402



Attachment 1 Draft Casey Cardinia Visitation Strategy 2017-20

-
Q

A significant competitive advantage is the close proximity and convenience of =
the Cardinia Shire to Melbourne and its other primary visitor source markets. g

continue to support day trips and short breaks while Puffing Billy,
y Valley and the Dandenong Ranges prowvi rong opportunities

X

During the development of this strategy, (D

3y be as an advantage respondents from workshops identified a strong w0

ind the sstablishment connection to the land and pride of place: 6

NG POSITIONING 1O CARTUNe a unique Tuture POSItIon in a coMmpPenniv The natural =3
environment QU

the hills, the air U

Go where you =

haven't been Q

wathir |} l-' WIS o { before \<

= —2F

8 {1 3 fre pu = % i

dr | . Cf (‘¢ .;
y’heets CO\) ‘)0’ 4

) Primary

nd Eastern suburbs

Gr, \‘\z
%an tog®

Did you know
you are only ‘Countryness’and rural
... away from.... landscapes
so close to suburbia
-
¥,
(<]
‘e witgW®
X
s g g
‘_iti‘l'“‘"“e“t Lty to 2 129° %, o
) 10! " e
i Shire's close p,ne gast. 9 new e*?
Catd\n\ Ket. Me\bﬁu i the
source ™2 _ reraction !

) tials rimary S,
Cardinid 5(::\6 ?\atma'. yandscaP®
open sP2

G5

CARDINIA

6

Attachment 1 - Draft Casey Cardinia Visitation Strategy 2017-20

Page 403



Attachment 1

Draft Casey Cardinia Visitation Strategy 2017-20

Challenges

Strong nearby tourism competition
offering compelling reasons to visit

Lack of industry structures with little
collaboration, mentoring or leadership

Many businesses don't see themselves
involved in tourism

Township rivalry and parochialism

Consequences of state government
strategic planning that impacts on tour-
ism

Community perceptions of tourism are
negative in some areas - how do we
reduce negativity towards tourism?

Tourism Victoria doesn't see the region as
a priority

Visiting Friends & Relatives (VFR) market
is significant - how do you become a
tourist in your own backyard? Also an
opportunity.

state of the region. Some of the key points w

Opportunities

Blank canvas: Cardinia Shire can write
its own script and shape tourism as they
want it

Partnership with the City of Casey for
tourism

Puffing Billy: many opportunities to
leverage this major attraction for the
benefit of Cardinia Shire

Walking/cycling trails and outdoor
activities to create regional ‘social tourism’
hubs for residents and visitors

The role of events in attracting visitors

Emerald Lake as a gateway to the region
(estimated 250,000 visitors, Council
owned and run)

Display home visitors and new residents
- how can this huge and growing market
be harnessed?

Potential for stronger branding around
the Shire i.e. signage - sense of arrival/
welcome/place

Willingness of some operators to work
together to expand tourism activities

Inform the community re the value of
tourism

Agritourism: roadside stops/food trails

Designated Rural Activity Zones to
allow more flexibility in use of poorer
agricultural quality.

lared in more detail following

Weaknesses

Not a recognised tourism destination

Lack of tourism product, iconic attractions
and accommodation supply

Lack of maturity in the industry and
products

Poor service culture with limited opening
hours

No marketing and lack of awareness of
region by consumers

Poor communications amongst operators
and businesses

The villages lack novelty/unique shops
and a sense of character/ambience.

Lack of visitor services (maps, information
and signage)

Lack of collaboration between towns
Mobile network reliability

No regional body to assist marketing or
development.
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P with St

tructure across th

Regional Tourism Board (RTB)

Respaonsible for holistic tourism development and advocacy for the region, Functions will include regional marketing, industry development, product
development, skills training, mentoring, networking, identifying investment priorities and managing sustainability. The RTB will play an important
role in consolidating the strategic direction of the tourism industry for the entire region and communicating with key partners such as Tourism Victoria.

Regional Tourism Association (RTA)

Responsible for the management and development of tourism within a sub-region or product group and increasing visitation and yield through
destination marketing. Activities include representing Local Tourism Associations (LTAs), industry sectors and/or local government on issues affecting
the tourism industry within their region. RTAs will have an important liaison role between the RTB and local industry.

Local Tourism Association (LTA)

Represents local tourism businesses and focus their efforts on enhancing the visitor experience. Activities include conducting industry networking
functions, organising local familiarisation tours and advising local government on local tourism issues.

sm and Trader Groups, Community forums, and industry associations that liaise with C

Eeting, infrastructure
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Cardinia Tourism Ir ocated in Upper Beaconsheld Cockatoo business group
Pakenham business group Koo Wee Bup Business Association — currently being re-formed

Emerald business group - plus Emerald Township Committee Australian Asparagus Councll
tion 86)

sembrook business group
i I
teaconsheld business grour
n addition, previous tourism marketing actvity has aligned Cardinia Shire with the Gippsiand region

Partnerships

M a eguilar tOunsm industry StractLre

X
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= |
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e coordination of local projects and visitor servicing in their

eal area. A partnership with a Regior of service in the areas of

A single HTA is not available tor a Cardiinia Shire LTA to join, however there are a numbper of partnership options to consider with organisations that can deliver

ey and Cardinia

whip and given the many similarities and challenges shared by these two rapidly growing

municipalities, it

Destination Melbourne Limited (DML)
s the expertise to assist with destination marketing particularh
as of Melbowume and both Cardinia Shir

sufficiently developed. DML can also assis

XPRCTICTH es and also offer ind
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Puffing Billy

Puffing Billy

Continued [ it the sct il n Menz
fanon 10 L
ncarporation of the "Hills Villages' businesses in that expansio

Victoria Tourism Industry Council
L the peak industry body for the Victoria
Cardlinia 5t

3 NNancial mem

o their members including;

Professional development and netwarking

ndustry and pro

» 270,000 visitors each vear.

) of the

Mganisation
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ths have bes
advantage and positicning in the marketplace

Product strengths include family attractions, ‘Hills Villages, event

Emerging strengths include food and local produce, eating cur, outdeor activities, major events

Family attractions

2,
(D
(@]
O
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Q)
Q)
=
Q)
Sz
.
(Vg

Existing
product
strengths

Food and local produce

, Trout Fa

ler farms anc

Eating out

Extending the range and choices of venues

Emerging Outdoor activities
product Bunyip
strengths

ails, fishing

and hiking at 6
Major events CARDINIA
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What is missing?

A major attraction as a ‘social event’ destination and drawcard
for families

Galleries/specialty shops

The villages lack novelty/unique shops and a sense of character/
ambience-a reason to stay/spend

Agri-businesses and on-farm experiences

Touring routes for local and nearby residents
Effective marketing of local tourism opportunities
Major sporting, cultural and agri-events

Tourist accommodation—although being so close to Melbourne,
Cardinia Shire s seen as a day visit destination. (Demand from
the corporate sector and for sporting tournaments is higher and
may attract investment in the near to medium future.)

What is required?

Pathways strategy that considers walking and cycling trails
connecting visitor nodes, towns and destinations (walking/cycle
trail to Gembrook considered a priority by forums)

Open space planning to cater for regular ‘social tourists'
considering the role of playgrounds, picnic grounds and outdoor
activities as visitor attractors

Emerald Lake Park development plan ongoing implementation

Further development of quality markets to increase frequency
and number of stalls and promote the regions agricultural assets

Planned approach to support priority events

Investigate and carry out planning amendments that will help
achieve the objectives of the strategy

A marketing brand

When strategies are due for review and where appropriate, strat-
egies to be updated to incorporate tourism measures that help
achieve the objectives of the strategy

Development of marketing material around key and emerging
product strengths.
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Stat
Brand €Ments

i brand sho

a destination in a way that appeals 1 its target market and best present
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Marketing

here has been limited t Cardinia Shire region primarily due to insufficient

= Farm ar
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Visitor profile
Who are Cardinia Shire’s visitors and what experiences are they seeking?

wted earlier, the of tourism research to inform the Cardinia Shire Tourism Strateqy is ar
W i I e Eastr
210 ITd
Melbourne East visitor profile
Type How many? What do we know about them?
Domestic day trip
visitor
1
Y 1
1
Domestic overnight
visitor RNk
1
International visitor
Totals for 2010/11
Visitors Nights Expenditure
2944000 1405000 5327m

wthem subset of the Yarra Valley and Cande

Source: Tourism Research Australia, Regional Tourism Profile for Melboume East 2000411
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e three components

sQurces, Energy and Tour

sm recommends that local government adopt a Destination Management Plar

it delivering triple-bottom-line outcomes {economic, social and environmental} in partnership with industry, government and commiunity

of the framework; Destinaticn Development Planning, Destination Marke

Destination Development
Planning

m Critical assessment of tourism

potential investment and
infrastructure.

Destination Management

Research Adequate resources

Target markets Quality experience
Events Consultation and collaboration

Brand and marketing. Sustainable growth,

1ese headings to implement over the next few years, in order to lead Cardinia Shire on a path to
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Destination development planning
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Risk management

Perceived uncertainty of the expansion of urban growth boundary
threatens:

nental urban creep on Green Wedg utlined in mare dotail

Natur

al environment - tf
ia Shire wi e

‘Countryness’ - 1 ntractive rural landscapes as you leas
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=aling sight. To be
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i decision making
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“Village Charm'

Destination brand
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CNsuUre ex *NCe N cestination de pment and management

Maintaining the local identity

As the community growsit is important that their local identity is not
lost and that neighbours do not becom
of living i f

wce small and connected communities is unde

grave risk brought abourt by rapid urban sprawl

Industry professionalism
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The Hills area
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The Central area/railway towns
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Prodye, offerin Point of diffe,
Pakenham Racecourse 4. Ensure 9 " Uniquengs, rence jpn the
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The Southern area
Caldermeade Farm and Cafe, Warrook Cattle Farm

Pramcre on-farm experiences to the VIR market (Cardinia Shire and Casey)

ontinue 1o develop the on-farm and farm gate experience:
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0

Q)

Cardinia Shire Pedestrian and Bicycle Strategy ,__"r
althy and active lifestyle is of major importance to the community and W

Cardinia Shire is well placed to support such a rapidly growing pastime for
kers, runners and cyclist
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€ e

Given the relatively ‘blank canvas'there is an opportunity for Cardinia Shire {and Casey) to shape tourism

th their communities. to take a

ferable time to plan, consult
1o the

Rec
: Oom
cant population growth me"datic.n
! at focused on the family 9
rket would attract in ; || rest o . - J.g:::‘nh and
jid a : by e Cuss y; n, ca5e
it ooy
35ibiljty o this g?o?un M Vie, E;:Htc;ls
ect, e

, CONSTIUCT, market a

Proposal 1 Major attraction

onsidering therei major family attraction in Melbourne's South East with a population of 1.4 million
and given the popularity of the Geelong Adventure Park at Wallington, there may be an cpportunity to

nsider a similar attract in the Cardinia (and Casey) Shire

LN
e+
=)
jab}
—
gy
Q
Gy
Q.
)
)
g
®)
=
W

Provide an appropriate return on investment given the reluctance of banks lending to tourism

VITOINITe Lally istainable and meet XTHTIUNITY  exXpectations o regards t© tourism

nirastructure
de fun and have sufficient activities to ensure repeat visits
Be somewhere for locals 1o take their visiting friends and relatives

ble to cater for significant visitor numbers

&5
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Proposal 2 Touring route(s)

ttractive landse 3pes 10 the north along with parti Ilar points of interes t 1d th 21VE
opment of short touring routes catering for the local and VIR markets
aping the utes, the fallowing themes coula be Inclucds co mendation
special interest e, food trall 1o, co”ﬂ(jll
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€ 1ied

Destination management

A key element to the success of any destination is leadership and role clarity. Depending on the maturity of the destination, leadership can either be provided by local govern-

1ent or the industry

iahbours is a At u..- fit for W0 expansive area between the norther and southern extremities of the municipality.

V)

'—b

—

Q

here a destination is well developed and tourism is a primary economic generator, there is generally strong industry leadership. However, where tourism is in a development 8
3 1 asls 1l ith nia Shir _asey), leadership Is gene rally L ) ent witl : | wni (@)
arity is often a major issue for developing regions and is rarely defined, which usually results in a duplication of effort and a disgruntled membership, The expertise of the ﬁ

rs is not fully utilised and with lirmite wrces, members become disenchanted resulting in declining memberships and ultimate collapse of the al association. This D_

N continues unt = leadership and renewed energy come ong with the support of local government :.‘

(D

Regional management and support A
inta Shi y number of major Regional Tourism As ations (RTAs} and highly competitive tourist destinatior Q

7 " —

(2]

Destination Melbourne Ltd can, and will partner with Cardinia Shire particularly on marketing and industry development activities

Yarra Valley and the Dandenong Ranges Marketing (YV&DRM) can and will collaborate on a number of initiatives for the 'Hil

wral (Pakenham) area finia Shire and

suld be seeking a inancial contribution fic nt membership af the RTA whict rdinia Shire Counci

Hills' associations should align with the Dandenong Banges |ourism Association for joint mark ting and inclustry development activities, given the close ok

T
1eCl

Destination Gippsland Ltd has a strong focus on nature-based tourism and given the close proximity to Melbourne, Cardinia Shire doesn't rea

sippsland region

VTIC, the State’
3 member of VT

C|:y0fca5ey and Cardinia Shire Caundcil ha M € tabilished waork ng rel tionship and th ar be formalised vie 1 Memorandum of Understandir _Z'l-'.' I} FOr tournsm,

C

: on toy e Cit
ndustry development activities/serminars/networking, et IS Matters  © " COllaborat, O CARDINIA
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Proposed structure for Cardinia Shire and Casey

Most tourism destinations are al Tourism Associations (LTAs) and Regional Tourism Associations (RTAs). Refer to pages 27 and 28 for descriptions
and benefits of these g ardinia Shire could transition into LTAS and an RTA
It is proposed that:
to Include any member who wishes to join the tourism association and that the fees are reflect
Tourism Association consider developing an MOU 1o collaborate on various ind IPMENT ar
he Cardinia Shire and Casey Councils jointly create a Tourism Advisory Committee to help strengthen ir boration. Councils would facilitate the
ommittee until the industry can provide the necessary leadership and support to maintain a traditional
Establish a Tourism Advisory Committee that
iins and isting # |
1at thi 3Tive partne ) i
(] 9]
Cardinia Shire City of Casey e"dation
Council x
Cardm,a Toun
"‘Wnbe;-s i = Inc, road,
eMbersh; € and |, UCZ"’S its
3 Cangiis S the
Business & Tourism __ Joint Tourism Advisory __ Business & Tourism a:’*mar
Assoclations Committee Associations eveg,res Te nd the Dandep,,
va?' waa(jon Cﬂnsid:
1 0 r
2 coll,
o) aDor,
The functions of a Tourism Advisory Committee ar c Motional tivitia fopme, az::
rdiniz -
be a3 conduit betywween the community, the tournism and business sector and Council or Esl‘ab.'fsh h"ﬁ nd
tourism matters OMmmity, Joint Tourj Councijs
- _ tourism, the Advisoy,,
st Council in the implementation of the strategic tourism plan and monitor de'\'e.'op 9emen Versight of
IURCOM m I Nning and
r 1 1] IMiatti 1my il ¥ 1tnir
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W
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The supportive role of council/local government in tourism

f Incal govermment in tourism is highly dependent upon the strength of the

Primary functions

Provision of leadership to a developing industry sector

Strategy development - review, evaluation, response

Planning frameworks inc. land use, Green Wedge management planning
Protecting assets whilst facilitating appropriate development

Marketing the region

Brand development, promotions, information provision and distribution
in partnership with industry

Promoters of the local attractions, what to do and see (Council website)

Product development - as per Tourism Strategy (Destination develop-
ment planning)

Investment attraction - led by the Strategy

Industry development - training, networking forums and awards
programs

Fostering partnerships, leading synergy

Destination management

Providers of the attractions/venues and infrastructure trails, toilets, roads,
signage, etc.

Facilities — quality presentation/maintenance
Business support and guidance

Events strategy and management.

and neighbouring Casey are both in the early tages of gevelioping tour

Other roles

Risk management

Legal requirements — operating frameworks

Advocacy

Stimulating communities

Valuing the efforts of and supporting tourism businesses/operators
Recognition and awareness of issues confronting businesses
Managing industry and community interface

Selling the benefits of tourism to the community
Understanding the value and impact of tourism

Awareness of what's happening in a broader sense
Communications support

Administrative support

Volunteer support

Community capacity strengthening.

ation
mend urism
Recom ound ve\Oﬂ"a?‘:’n an
pol iW's s
C
reflects
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e tourism sector, otherwise lim

enthusiasm of their mern

Key functions of a Local Tourism (and Business) Association (LTA/BTA)

(Primarily visitor servicing and member representation)

Advocacy

3. Co-ordinat sent businesses and individ

Visitor services
» for enhanced levels of customer

i 1]

tor guide and / or mag

Industry development

Conduct industry networking functions, intemal familiarisation tours, and link into the

organisatons (Doth memoers and Non-Members

Tourism industry research

). Facilitate the
Marketing
), Develop and maintain a ¢

Product development

a. Work with Cour
Maintain partnerships
), Council, neighbaouring LTAs, Regional Assaciaton if approp

Communications
a. Facilitate regular communication on a range of togics with members, non-mk

rourism

The role of LTAs Is therefore tical in ensuring that visitors have

qenerally higher

wperience fails to meet visitor's expectations, the reverse general

transition to over the next y

stakeholders and the broac

e whilst in a particular

] from positive word of n

¢ 1ed

1 support is readily availab
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Key functions of a typical Regional Tourism Association (RTA)

Representation
3, Advocacy represent LTAs and local government at both a stat
Strategic planning
Jevelop a 1 year business plan
Research

Indertake research to evaluate and monitor
| mect :

Marketing

annels and campaign effectiveness

Industry development

dentify regional prior

Product development
Inddertake SN
._-_’_' ||' wit |

3| product audit

Visitor services

1. Advise local JovernIment in the management of visitor information sery

PR & communications

velop and implement a Communications Pl

Communicate activities and achievements to industry, st keholder:

Develop and foster strong partnerships

1ations

e and national level on key issues

fort yrowth of tourism across the reqicr

sernment and LTAs o identify product gaps in infrast

inderpins the State Strateqy
yorogram for intrastate and inters

iNa th nmunity on a reg

slar basis

1
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is @ key
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nia &l
best a L lertaking 1wo ta
Industry audit
Establishing what assistance the membership is set '-'I_\-"'.
Underta ) miemib sing the Coun
resi I 1L U 2 m |

Locating access 1o the various industry development assistance pa
wvailable is relatively straight forward and can be achieved by

Hesearching opportunitics an industry websit
Melbourme, YVE M. Tasurism Victar
Dist | 19 Wit istry/business ¢

3 The mentor sy m. Such ar PRortunmity is grossty

rhany associations, IFitis managed properly, th
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¢ 1ed

Destination marketing

)5 TNArkets 1o raise Consumer awarer
ity limited by resource and funding availability. The

narketing activities of a business should be quided by an overall marketing plan and underpinned by the business’ unique selling peint and core brand values
As identified in Tourism Victoria's, Tourism Excellence Modules, there are seven ways to drive profit in any business

necreasing the number of leads

ncreasing conversion to sales

nereasing average sales value

ncreasing sales per customer (repeat visitation

3 the profit margin per sale

W
=
S
f_,—
(D
Q
A
=
D
0
s
©®)
-
w

reasing variable cost per sale
)ecreasing fixed overheads.

nificantly influenced by the type of marketing strategies that a business employs. Successful business marketing should

s and distribution channels 1o or

lentify and leverage cooperative ma vide resource synergies and increased visitation potentia

Marketing Cardinia Shire

e creating a brand for Cardinia Shire is important, it is not the highest priority for Council at this early stage of developing the destination,

s far more impartant to develop additional quality tourism experie Jsit also ¢ the quality micing | and
nsistent. Once the Key elerments ar 1 are then better | Im asset
vever taking into consideration the above points, @ number of marketing and promotional activities will be recommend

C
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Brand

Best practice in destinatior

¢ 1ed

} can ultimately protect a destination brand

ment, infrastruct n Iconic attraction ana

nrorm gedsion
Jrates community values can also help shape a destination image, attract

nment and recreation opporiunities for residents
brand pyramid for Cardinia Shire is an rview of the competitive advantage, product strengths and attributes that reflect the offer. (The concent is based or
rism Victoria's, Brand Guide principles)
n immerse themselves in that ntry'feeling created by a stunning backdrop of rolling, green hills and villages on the ridge tops surrounded by lush forests
The primary tourism precinct will be north of Pakenham.

s area has retained of pace, is relatively undeveloped, has attractive hillside villages and contains a highly appealing natural landscape: vet it is so close to suburt

poOsSItiomnNg we SO reINTorn -'|| Oy the stak older wgagement forums where the 1IEW Was unanimao» regarching Lardinia SNire nigue strengtn was tr

W
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e
Q)
Q)
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Q
M
Q
<
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M
=
o
=
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following brand elements best describe Cardinia Shire and will form the basis of brand development as the destination evolves towards a'must visit'tourism precingt

C
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¢ 1ed

Marketing

linia Shire in partnership with the Tou Committee

Oy marketing actmnes

Re
commendat"o ns

21, Brang _

that Careps
a - ar .
round jpe o Gfu_:cra Shire g
= tourism 1o gain a berter Strengths 'Petitive DOsitio,,ve"op s brang
P . and
Coloy, Produyct
rs <
: th, i
Petermine what products and experier re market ready and how r:::;’; the 3 ate:‘:;d‘nia ]
they may be promoted ey r.ol' i
re

he plan needs to consider the following action

Determine how these products and experiences can {

marketed
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Destination development planning

Action

The "Hills Villages’ require additional cafes, retail, attractions, etc, for visitors 1o increase their lengt

Responsibility

Industry

Priority Est. Cost

Industry 10 enhance the existing levels of customer sery throughout Cardinia Shire

Ensure tourism is considered in Coundil strategic planning

ndustry & Count

Hiah/Crx qgoing

ndustry & Coun

ndustry & Coun

—-
QU
-
=
S
AL
5.
_‘“
=
(D
(Vg
—
Qo
O
Q
=
=
=3
Qv
LN
=
?
>
O
=
®;
=2
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=)

Index ligh =within 12 months Medium = next 2-3 years Low =3 years plus WCB = within (

ndustry & Counc

C
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Destination management

Action Responsibility Priority Est. Cost

_ardinia Shire Council and the City of Casey establish an MOU for colliaborating on tourism matters _ouncils igh
12. _ardinia Tourism Inc. broadens its membership base and reduces the membership fees. rdustry igh

Cardinia Tourism Inc. and the Dandenong Ranges Tourism Association consider developing an MOU 1 ndustry & Counc

-ollabarate on various industry development and promotional activities

_ardinia Shire and Casey Ceunclls establish a joint Tourism Advisory Committee for the oversight of tourism Naustry 1gh

management. planning and development

irdinia Shire Coundil develops a Tourism Policy that outlines Council's function and reflects Coundi Council Medd

he business/industry associations adopt the LTA role statement and transition t¢ unsm and Business Inchustry High

Associations (BTAs)

_ardinia Shire Council in partnership with industry undertakes an audit of industry development requirements naustry & Counc igh

stry development support programs delivered nustry & Coun Ongoing

Index  High =within 12 month: Medium = next 2-3 years w =3 years plus WCH = within Council budget
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Destination marketing

Action

9, Cardinia Shire creates its brand positior ny arourkd its competitive advantage; the ‘countryness

promoting a healthy lifestyle conducive to having fun with far

Responsibility

Priority

Est. Cost

20.  Cardinia Shire Council and industry continue to develop the range and quality ¢ nsm experiences that A Onc
spitalise on the brand positioning
Brand _ardinia Shire develops its brand around its competitive position and product strengtt uncil le Qoing B
- ; : Ingustry acof
Colours - Cardinia Shire b aligns with the Dandenong Ranges glette (soft greens) a
it reflects the lush green hills {see the Gembrook Village brochure in the appendices as a
exampe OFf good Use oF
Words - apply the descnptors used in the brand pyramid for use in promotional information
Images use quality images to illustrate the lush, green hillsides, villag ire activitic lkir
) 1 with families and friends having fun; imaaes of Puffing Billy should also be used
22, Marketing plan - Cardinia Shire to consider developing a marketing plan Counc L 1,000
sider
Monash
Iy It
2 Market segment Cardinia Shire to focus the VFR market segment, ngoin

Index 3h = within 12 months Medium = next 2-3 years Low = 3 years plu

ouncil budget
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Tourism Strategy implementation and review

mplementation of the Cardir lud levelopmen lon Plar
ouncil In partnership v | identify priorit ind actions
required to meet the desired cutcomes of the
AS Tourism reqular annual review of the ':‘-'.--'.;'-, s wital, I
re that actions and ar S
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ransition to Business & Tourism Associations (BTAs

Glossary of research terms

Current brochures promoting Cardinia Shire tourism assets and opportunities
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G 1ed

A number of townships throughout the municipality have a business group representing their local businesses witk

imber of tourism busir

A key issue for tourism growth is

s operators with their key functions being

x>
©
©
(D
=)
)
N
(D
W

yr the municipality to develop tounsm, these key functions must be addressed via a planned and c

pordinated approach and this is best achieved via creating a basic,
r model structure

Phase 1 {next 12-18 months)

n the functionality and membership of Cardinia Tourism Inc. via

Conduct a membership drive acrass the municipality initially targeting tourism related businesse:

broaden the membership base, a discounted membership fee would need 1o be created that recognises compar that are currently members of other busines

Phase 2 (mid 2014)

» Business & Tourism Associations (BTAs) in th

@ reluctant 1o transition to a more representat le, this mave would generate a stronger tourism preser ind tourism business develor

e established and functicning, these active BTA yuld then assume the role currently undertaken by

Tourism Advisory Committee (commence July 2013 and continue for 3 to 5 years)

would provide an overarching advisory role 1o Councll as well as
dinth

ism industry and Counc
iid remain in place for f

ader regicn (including

yssociation and board,
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» are eight factars that are pivotal to the success of regional tourism
rki
fir 1

Support from local government for visitor servic

nd infrastructure development and perat

a-operati warketing wh the effect

15T I governiment a nent contrbutio
eadership by anc ] and indivi
uali red isf and 1 te
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15 and best pract levelopment and operatior
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1. National Visitor Survey (NVS) definitions
2. International Visitor Survey (IVS) definitions
3. NVS & IVS shared definitions

1. National Visitor Survey (NVS) Definitions

Domestic day trip visitors: Thoswe whio lraved Tor a round tip distance of at least 50 Kilometres, 2re away

A% par & Clay Traved as pamol AN T

Domestic overnight visitors: Poop e aged 15 years and over who undertake an overnight trip of one night

Domestic travel: Domestic trave! [s rave! by Austraar Australia including to Austraian external temitor

Domestic visitor nights: . Jhis refer 12 the e of nghils spe

Interstate tourism: A person s an incersiate visitor when they visit a state or terrtory other than that inwhich they

1 hatin w N Lo resic

Intrastate tourism: /4 [ an intrastate visitor when they visit a location in the State o Territory inw

ry as that inwhicht rave ler reside

2. International Visitor Survey (IVS) Definitions
International visitor: 4 person s defined as an intemational vistor to Austral a if tey are cumrently

International nights: [n1emat ona ¢ nights refer to the numbes of night
3. IVS and NVS Definitions

Visiting friends and/or relatives (VFR): V <liors !
r e Trave 10 attend The ina of a frien. f relan

Business visitors: '/ zitcrs wh

Expenditure: [ «pend unts reperted by survey respondens inc ude expenditure by, and on benaf of travellers durne

3, arTitunts spenl o4 trip-reated e before gl alier the tr

Holiday/lelsure visitors: i rors vwnose prmary reasan for iavellng s having a holiday dayesure wavel in i

NG away , enier W, sport (Dot partic pat 2nd a5 2 5poCtator] and shoppng IC IV INCIL

Purpose of visit: Pupose of vist &5 the main purpose, or the malor rezson for visiting a partcular

Tourism regions: [our o1 yre formed Byt

Source: Tourism Victoria

G 1ied

x>
e,
)
(D
=)
‘oL
N
(D
W

CARDINIA

41

Attachment 1 - Draft Casey Cardinia Visitation Strategy 2017-20

Page 438



Attachment 1

Draft Casey Cardinia Visitation Strategy 2017-20

breviations have been used thr

LTA - Local Tourism Associatic

DML

DMP

MOU - Memorandum of Understanding

RTA

RDA - Reqi

VECCI Victorian Emplovers Chamber of

VFR - Visitir

VTIC - Victorian

YV &DRM - YarraValley & Dandenong Ranges

q Friends & Relatives

ughout this document

Marketing
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Emerald Lake Park

Walking tracks and troils
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Appendix 2

Updating the Cardinia Shire Tourism Strategy
Casey Cardinia Workshop 1: 2 June 2016
Summary notes

Tourism aspirations

= Healthy, sustainable and profitable tourism industry
= Strong leadership

= Community engagement

= Coordinated, collaborative approach

= Attractive, differentiated and accessible experiences
= An effective industry voice to Government

= Great reviews on Trip Advisor

= A clear and marketable identity

= Excellent customer service and products

= A tourism industry that is recognised

= Appropriate communication

= Tourism that is integrated with other activities for mutual benefit.

Strengths

= City fringe location/day trip/accessible transport (point to point)

= Diversity of landscape and green hills

= Natural beauty/nature-based activities/specific natural resources

=  Attractions for a range of demographics

= Vibrancy of new growth

= Brand new, quality sporting facilities

= Niche markets - equestrian; cycling, parachuting, sky-diving = soft adventure
= Observatory

*=  Good retail support

= Country hospitality

= History and heritage - e.g. old cheese factory and other buildings suitable for adaptive re-use

= High levels of food production - e.g. asparagus, herbs, potatoes; small lot farmers; insufficient
products/experiences (?)

Challenges

= Public transport within the towns/region

= Lack of cohesive and accessible information re experiences/lack of public and industry
knowledge

= Constant improvement of customer service

= Digital connectivity - e.g. free wi-fi/apps/push notifications
= Patchy internet service

= Low profile with Tourism Victoria

= Strong neighbouring competition
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Connectivity between accommodation businesses

Poor profile and identity (classified as part of the Yarra Valley/Destination Melbourne)
Council support and funding

Infrastructure (Hills)

Membership numbers

No Regional Tourism Organisation

Limited accommodation types and facilities (groups and families??)

Opportunities

New residents - start local
- Council newsletter goes out to 400,000 residents every quarter

Improve customer service levels

Actively build a relationship with Tourism Victoria: Jigsaw approach is over - opportunity to
reposition Casey/Cardinia - but Jigsaw campaign still being funded for the next 3 years.

Need a major regional event to sell to Tourism Victoria - this is their main focus now
Puffing Billy Discovery Centre

Multi-generational destination - i.e. broad appeal

Day-trippers market rather than VFR: VFR is a subset (?) Market is more than that (?)
Fountain Gate - one of the largest shopping centres in Australia

Cruise ship market, particularly given new restrictions in Sydney

Cockatoo - Gembrook walking trail

Upgrade of multi-use trail between Emerald Lakes Park and Cockatoo

Gembrook, as the new events hub for Puffing Billy

Events funding - combine tourism and community (huge flow-on)

Maximise existing events as well

Camping: grey nomads, car clubs and other groups etc

Leveraging key assets.

Governance

Key industry players required to drive the industry on the ground - leadership

Councils need to commit funding resources - currently $30-40,000 + officers’ time. Need
$500,000 from Councils

Have a peak body + combined business and tourism associations like the Shipwreck Coast
model

Diverse region, so strong representation required from all areas
Does TAC do itself out of a job?
Keep the community voice

Skills-based Board + reps. from local BTAs and evolve to a purely skills-based Board (?) Not
mutually exclusive

Don't limit the vision; industry make look different over the next 3-5-10 years
Look at other structures
Need tangible/measurable benefits for members.
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Appendix 3

Developing the Casey Cardinia Visitation Strategy
Workshop 2: 7 July 2016

Summary notes

UPDATED ACTION PLAN*

ACTION

1. Develop a regional brand

communication [plan]

identity and

Note: See Actions 5/19/21 from original Strategy

2. Develop a list of regional tourism assets
» establish criteria in consultation with TAC

3. Strengthen relationship with appropriate State
Government departments at a strategic level

4. Build stronger collaboration between industry
players - e.g. CC Tourism Day

5. Establish a strong and viable governance
structure

6. Continue to focus on building tourism business
skills

7. Focus on events as a regional draw card

= build on existing events (low hanging fruit)

= develop new events to attract visitors (as opposed
to community-based events)

= develop a regional calendar of events database

= update Cardinia Shire's events strategy to include
City of Casey

PRIORITY

High/short term

High/short term

Ongoing

Ongoing

High/short term

Ongoing

High/short term

Ongoing/
longer term

Note: Incorporate
events into
marketing strategy.
Calendar of events
can help build day
trip market. See
Action7 in original
Strategy.

RESPONSIBILITY

Lead: Council
Support: Industry

Lead: Council
Support: Industry

Lead: Council
Support: Industry

Lead: Industry
group
Support: Council

Lead: Council
Support: Industry

Lead: Industry
Support: Council

Lead: Council
Support: Industry
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ACTION PRIORITY RESPONSIBILITY
8. Ensure that tourism is considered in Ongoing Lead: Industry
Councils' strategic plans in recognition of Support: Council
its importance to the region’s visitor

economy

Note: Action 6 in original Strategy

9. Continue working with key regional Ongoing Lead: Council
tourism experiences - e.g. Puffing Billy re Support: Industry
business development program (Master
Plan and broader community) and Royal
Botanic Gardens, Cranbourne (Master
Plan)

Refer to Action 23 from original Strategy re
focus on VFR market

Note: Discussed with Frances previously and agreed to
remove from AP and address in Marketing Plan. See
also Action 8

Educate residents re visitor experiences in
the region

Note: The last two 'actions’ will be included in the
Marketing Plan

*Actions are referred to as Recommendations in the final Casey Cardinia Visitation Strategy 2017 -
2020
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Notes
Governance
TAC - comments from the floor
= Not doing the best for the region (that can be done)
* Impeding tourism growth in the region
*  AHA model - preferred suppliers/sponsors
= Temporary arrangement with a 3-year transition

Options 2 and 3 - what provides the best funding options?

Group agreement that Option 2 was the best way forward, but important that Destination
Melbourne (DM) is included in the mix of potential partners

Already a sub-region of DM
Frances will be talking to all key neighbouring tourism bodies - DG, MP, YV and DM
DM better oriented to attracting daytrippers

Could CC become a sub-region of DM - already has a big structure - but DM is a marketing
company not an RTO. Is Melbourne too big to ensure our visibility?

Very focused on CBD. Have dropped Melbourne and surrounds map, but understand they need to
fix this - could CC strike a deal? (Casey has already worked with DM re video marketing)

Businesses along the PB line had discussion with YR last year
Will need financial support to implement the Marketing Plan - e.g. keeping web sites updated etc.

The Marketing Plan will help dictate governance.

Attachment 1 - Draft Casey Cardinia Visitation Strategy 2017-20 Page 445



Attachment 1

Draft Casey Cardinia Visitation Strategy 2017-20

Appendix 4

Five criteria for ‘best practice’ destination websites

Reflect the destination brand through original, fresh content and imagery;
‘content is king’

Encourage the potential visitor to stay longer, explore further (and spend
more) by including itineraries, themed touring routes, packaging ideas and
other planning tools that showcase the destination's rich and diverse
offerings

Include nuanced, multi-format storytelling that connects with your target
markets and clearly ‘sells the benefits’ that they are seeking from their
holiday (passionate, authentic locals sharing their favourite pastimes, work
and real life)

Build an interactive relationship with your consumers; encourage them to
share their favourite images and experiences of the destination

Provide an intuitive user experience (seamless navigation for easy
searching/booking)

Ensure a ‘clean’, modular design that enables a substantial amount of
content in a relatively small space, which is well balanced and of high visual
appeal.

For inspiration and some great examples:

Visit California
www.visitcalifornia.com

Visit Scotland
www.visitscotland.com

Discover Tasmania
www.discovertasmania.com.au
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Cardinia Shire Council

Tourism Policy

Prcpnnfd by: Frances Grigoriou

Cardinia Shire Council
LEconomic Development Unit

,-'\duplcnl: :\pril 2015
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Published

© Cardinia Shire Council 2015
20 Siding Avenue, Officer

PO Box 7, Pakenham Vic 3810

Phone: 1300 787 624

Fax: (03) 5941 3784
Email: mail@cardinia.vic.gov.au
Web: www.cardinia.vic.gov.au
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1. OBJECTIVE

The objective of Cardinia Shire Council is to encourage the sustainable growth of tourism in the Shire.

The goal of this policy is to outline Council’s supportive role in tourism. The policy facilitates a consistent
approach and stability to tourism planning and management.

2. BACKGROUND

Cardinia Shire Council has developed a tourism strategy to ensure that the development of tourism is
sensitively managed and nurtured over the next few years.

The tourism portfolio sits with Council’s Economic Development Unit.
It is acknowledged that the benefits tourism delivers to the Shire include:
¢ Liconomic benefits by way of job creation and business resilience, growth and development.

¢ Social benefits including:
O creating connections within the community and partnerships berween Council and
community
o greater understanding across cultures
© community pride
and
© making community facilitics more sustainable by increasing vear round patronage;

e Environmental benefits including preservation of valued assets,

It is expected that strong residential population growth will be favourable for the growth of tourism within
the area, driving demand for visitor experiences and increasing the public profile of Cardinia Shire.

The Cardinia Shire T'ourism Strategy was adopted by Council in May 2013. "The subsequent Cardinia Shire
Tourism Strategy Action Plan was adopted in November 2013, Its purpose is to implement the Cardinia
Shire Council Tourism Strategy and assist tourism development in the Shire.

A high priority in the Action Plan is to develop a Tourism Policy which outlines Council’s supportive role

in tourism. A policy is essential if the Shire is to maximise the benefits from tourism and minimise any
potential negative impacts.

3. POLICY

The policy of Cardinia Shire Council is that its primary roles in tourism are:

e Provision of leadership and strategy development (eg events strategy)
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e Facilitate appropriate tourism development through the planning permit process

e Marketing, brand development, promotions and informartion provision, in partnership with industry
e Investment attraction

¢ Business support via:

© business training, networking forums and awards programs
o advice and guidance to Local Tourism Associations (LTAs)

¢ Quality presentation and maintenance of Council owned facilities, attractions, venues and
infrastructure (eg trails, toilets, roads, signage)

e Advice and guidance to businesses and the community who provide tourist information services

e Provision of base data on tourism so informed decisions can be made.

4. TOURISM ADVISORY COMMITTEE

Council has appointed a Tourism Advisory Committee (TAC). Committee members work on a volunteer
capacity and are business and tourist operators. The Committee provides an advisory role to Council on
implementing the Cardinia Shire Tourism Strategy Action Plan. Council's role in tourism is one of strategic
support, including assisting the TAC take the lead on the actions attributed to industry in the Action Plan.

As such, tourism matters should be referred to the Tourism Advisory Committee for their consideration.

5. POLICY REVIEW

This policy will take effect once adopted by Council.

It will be reviewed in line with the Cardinia Shire Tourism Strategy.

6. RELATED DOCUMENTS

¢ Cardinia Shire Tourism Strategy 2013
e Cardinia Shirc Tourism Stratcgy Action Plan 2014
e Tourism Advisory Committee members 2014-2016

e Tourtsm Advisory Committee Terms of Reference
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Draft Casey Cardinia Visitation Strategy 2017-2020
Public submissions received on-line, via Casey Cardinia Region website.

Submission
number

Submitter

Submission

Sonia Athanaileas and
david Nickell

Dear Ms Henderson
Please find following a submission to the Draft Casey Cardinia Visitation Strategy 2017-2020.

As a small business owner currently developing a farming business with complementary niche
agri-tourism in the Cockatoo/Gembrook arca of the Dandenong Ranges, I am deeply
concerned that the strategy is misguided. We need concrete help on the ground now, in the
form of substantial financial assistance for the Local Tourism Association, to ensure that it is
sufficiently resourced to provide high quality support services to local tourism businesses. Our
Local Tourism Association, with minimal financial assistance from Cardinia Shire Council has
created a website, opened tourism information centres and commenced building a shared
identity in the Eastern Dandenong Ranges, almost totally from volunteer cffort.

Further, infrastructure projects, such as public toilet upgrades/installation, signage, parking,
roads and footpaths are needed, to support anticipated increased visitation,

We do not need a three year project to create a brand new tourism ‘region’ from scratch, we
need the Above tangible support, advocacy and investment.

Supported: Recommendation17 from Section 7 and Action 14 from Section 8 are the only
worthwhile actions from the Strategy, as far as direct support for Liastern Dandenong Ranges
tourism businesses go’s. Cardinia Shire Council and the Yarra Ranges Council should more
actively promote and drive inclusion of Eastern Dandenong Ranges businesses in website and
marketing material produced by the Yarra Valley and Dandenong Ranges Region.

Not Supported: All other Recommendations and Actions. Money spent trying to create a new
‘Region’ from scratch is a waste of public money and will only continue to retard cffective
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development of tourism in the arca around the Dandenong Ranges towns of Menzies Creck,
Clematis, Emerald, Avonsleigh,

Macclesfield, Cockatoo, Fielder & Gembrook, where concrete, tangible actions on the ground
are required right now.

There may be an argument to create a ‘region’ out of the Westernport/Princes Highway
corridor district, but the Dandenong Ranges towns certainly are not part of that Region. Our
schools are not in that district, our football teams are not in that district, nor are our major
transport routes, identities & history. Apart from the recommendation and the action
mentioned above, this strategy a diversion of funding and scarce support services away from
the Dandenong Ranges communities.

Recommendation: Due to the above, 1 request that...

a) A proportion of the funds allocated by Cardinia for implementation of this Strategy, which is
cquivalent to the current proportion of tourism businesses in Cardinia which are located in the
Liastern Dandenong Ranges, be provided direetly to the Eastern Dandenong Ranges
Association, for allocation to local tourism initiatives in the Yarra Valley and Dandenong
Ranges Region.

b) The remaining proportion of funds, which is equivalent to the current proportion of tourism
businesses in the remainder of Cardinia Shire, may then be spent as a co-contribution to the
Cascy Cardinia Strategy, or as the LTA(s) representing those businesses indicates is the
preference.

This will be a fairer allocation of Cardinia funding, most effectively & directly supporting the
interests of tourism businesses located in the Yarra Valley and Dandenong Ranges Region, as
well providing a fair proportion of funding to support the interests of tourism businesses
operating in the Westernport/Princes Highway Region.

Please advise me if the above recommendation is adopted or not. Feel free to contact me if any
further information is required, in support of the above recommendation.

2
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Thank you for your support.

Regards,
David Nickell

o

Joan Pepi (Gembrook
Community Group Inc.)
ipc12283(@bigpond.net.au

Gembrook Community
Group INC.

Response to the Draft Casey Cardinia region Visitation Strategy

The development of the Draft Visitation Strategy did not include residents and businesses on

considered as major stakcholders in the development and implementation of strategies and
plans that impact on lifestyle and business development. “This is a major oversight and one that
nceds to be addressed in the final draft of the Casey Cardinia Visitation Strategy.

Recommendation 2:
The proposed development of touring routes, themed trails and product packages will most
certainly have an impact on the small hills communities.

Concerns regarding increased tourism on small hills townships include:

- Increased vehicle traffic will increase the deterioration of roads which arc often ina  state of
disrepair.

- Concerns that visitors to the arca not having sufficient experience in driving in the hills arcas
and the impact this will have on safety,

- Inappropriate speed zones to accommodate increased traffic.

- Insufficient parking in and around townships to accommodate extra vehicles.

- Lack of pedestrian crossings to accommodate the increase of foot traffic.

- Lack of well maintained and clean public toilets.

- Local parks which are not well maintained.

3
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There are concerns that the “hills’ communities have been identified as a focus for the “growth
of cafes, retail and attractions and activities....”. Consultation with each of the hills
communities needs to take place to help identify how they see themselves as a tourist
destination and if so the ‘type” of destination. Hills communities need the opportunity and the
support from Council to help them shape their own identity that needs to be considered in the
development and implementation of the Visitation Strategy.

Recommendation 4.

“Brand-related products and experiences” should not be imposed on hills communities, instead
they need to be developed in partnership with residents and businesses in those locations.
Residents and businesses have made decisions and investments to live or work in a specific
location for varying reasons. Having brand-related products and experiences which are not
suitable to the arca and surrounds can detract from the very nature of the township and
community and impacts on those that live, work, volunteer or visit in a specific location.

Specific reference to Gembrook as being the “new events hub for Puffing Billy railway” links
to the Draft Puffing Billy Railway Masterplan 2016 which in its development did not seck
broad consultation with the Gembrook community. Implementation of the proposed move of
special events to Gembrook occurred prior to the Draft Puffing Billy Railway Masterplan being
released for public consultation.

The “special’ Putfing Billy events which commenced in 2016 in Gembrook should not be seen
as tourism in its truest sense, these events could be referred to as ‘carnival tourism” and could
be held anywhere in the region. Families come for an event and are not particularly interested
in where that event is being held. ‘The experience for Gembrook during the Day Out with
Thomas Events is that event participants come for the ‘experience’ of the event not to
experience the township in which the event is being held. A self-contained event where food
and coffee is offered does little to attract event participants to explore the township and
perhaps spend some of their ‘tourist” dollars. A recent survey of local businesses in Gembrook
has identified that some businesses actually have less trade on event days as locals tend to stay

4

Draft Casey Cardinia Visitation Strategy 2017-2020 Public submissions received.

Attachment 3 - Draft Casey Cardinia Visitation Strategy submissions recieved

Page 454



Attachment 3

Draft Casey Cardinia Visitation Strategy submissions recieved

away from the township due to increased traffic and issues with parking.

"The proposed additional run from Belgrave to Gembrook of Puffing Billy’s Great I'rain Race
needs to consider the impact this will have on hills communities, including traffic management,
use of roads for locals to go about their usual daily business of getting to work, accessing
services, shops and simply enjoying the lifestyle they have chosen. The additional run from
Belgrave to Gembrook will mean that many locals will need to take alternative routes, with
increased kilometres, time and fuel.

Missed tourist destinations:
Tourism opportunitics not considered in the Draft Visitation Strategy for Gembrook and
Surr()unds:
- Bunyip Park
- Kirth Kiln
- Riding Club
- Gilwell Park
- Wineries
- Timber industry history

Recommendation 9:

In building the potential of existing events to drive new and repeat visitation the following
should be taken into consideration:

- 'The type of tourist experience should take into account the unique nature of hills townships
and surrounds and build on that rather than impose activities and events which detract from
the experience of visiting small township.

- A focus on local flora and fauna.

- Visits to encourage growth of businesses such as art studios, berry farms and farmgate
produce,

- Increased tourism requires Vie Roads to provide increased signage to tourist destinations.
Governance structure: proposed Regional Tourism Board

5
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* Not balanced in representation in that there is no representation from the communities on
which increased tourism will impact. Community/township committees and the non-tourist
tvpe businesses are key stakeholders and should be represented on the proposed Regional
Tourism Board.

In conclusion Gembrook Community Group INC request continued involvement and updates
on the development and implementation of the Draft Casey Cardinia Visitation Strategy.

3 Lynne Trensky, EDRA
Chair
ask(@edra.org.au

Dear Sam,

T'he Eastern Dandenong Ranges Association wishes to provide a submission to the Draft
Cascey Cardinia Visitation Strategy 2017-2020. The submission is on behalf of its sub-
committee, Eastern Dandenong Ranges Business and Tourism (EDRBT), which represents
members predominantly from Emerald, Cockatoo, Gembrook & Menzies Creck. We respect
both Councils decision to collaborate, and vision to be recognised as a new tourism region.
However, for the draft strategy to be successful in its implementation, we believe both
Councils need to put considerable funding and full support behind marketing tourism, that
assists the development of a regional tourism association and funds existing local tourism
associations like ours that already develop product & promote our hills townships. The
immediate and pressing need in Eastern Dandenong Ranges communities, is direct investment
in concrete projects, which support tourism infrastructure and strengthen the Local Tourism
Association’s current activities and initiatives.

What our members struggle with is:

- The Hills townships character, products & landscape don't marry with Casey Cardinia
character, products & landscape. Whereas, the Casey Cardinia region has a lot of work to
define & establish itself as a brand & region, the Eastern Dandenong Ranges geography &
product attributes are well established as well as being sympathetic and align with Dandenong
Ranges & Yarra Valley region marketing,

6
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- Losing our hills identity, unique characteristics and products in an urban region that continues
to expand and visitors don’t recognize, nor relate to.

- Our members see a better & more natural fit with Yarra Ranges tourism, some already
members with them.

- We are ready to develop product, expand & develop new event experiences that will enhance
visitation to the Hills and build a stronger position for Casey Cardinia to attract State &
tourism

funding,
We make the following recommendations for consideration:

- Action 1 Research. We believe there is enough research already available through Vic
Tourism, Yarra Ranges Tourism, Puffing Billy & our own visitor stats to confirm our customer
profile for

the Hills region. We'd like to see the $11k earmarked go to EDRA to produce end product for
the Hills region.

- Prioritise Recommendation 17 (Continue liaising with neighbouring regional tourism
organisations with a view to potential joint activitics & information sharing.) Yarra Ranges
Tourism “Find Yourself” template style & maps are made available for EDRBT to use,
however we don’t attract funding from them. We are product ready to develop ‘experience’
maps. These include heritage, boutique wineries & farm gate, art & market trails.

- Prioritise Action 14, (Build active relationships with neighbouring regional tourism boards for
potential or specific partner opportunitics.) Action 10 & 12. Partner with residents/locals,
promote touring/interest itineraries. EDRBT proposes Cardinia Council contribute 50% of the
pledged $50k from the financial year budget 2017/18 to be directly invested into the Local
Tourism Association of EDRA, for supervised investment in local projects and collaboration
on initiatives with the relevant regional tourism groups.

7

Draft Casey Cardinia Visitation Strategy 2017-2020 Public submissions received.

Attachment 3 - Draft Casey Cardinia Visitation Strategy submissions recieved

Page 457



Attachment 3

Draft Casey Cardinia Visitation Strategy submissions recieved

- Action 7a-d. Whilst development of a regional website is important, some funds should be
focused on direct support for existing LTA websites and marketing efforts, in co-ordination
with existing RT'A’s, rather than creation of another layer of cost, administrative overhead &
additional buy-in costs to LTA members.

Implementation of the Puffing Billy Masterplan will impact the Hills townships. We have
already felt the effects on many levels across our region with the “I'homas Days’ moving to
Gembrook, and plans to make Gembrook their hub for all Puffing Billy events. It is extremely
important Puffing Billy work alongside our townships, EDRBT & Township Committees to
ensure & drive the best outcomes & tourism products that benefit all our townships in the
Puffing Billy corridor.

Sam, please feel free to contact me if any further information is required.

Kind regards
Lynne Trensky

8
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14 CARDINIA DISABILITY, ACCESS AND INCLUSION PLAN 2017-2021
FILE REFERENCE INT1754610

RESPONSIBLE GENERAL MANAGER Jenny Scicluna

AUTHOR Marcia Cadoret

GENERAL COUNCIL MEETING - 21 AUGUST 2017

RECOMMENDATION
That Council:
1. Formally adopt the Cardinia Disability, Access and Inclusion Policy 2017-2021

2. Formally adopt the Cardinia Disability, Access and Inclusion Action Plan 2017-2021

Attachments
1 Cardinia disability, action and inclusion plan 2017-21 6 Pages
2 Cardinia disability, action and inclusion action plan 2017-21 9 Pages

EXECUTIVE SUMMARY

Consistent with the Cardinia Access and Inclusion Advisory Committee's key function as outlined in
its Instrument of Delegation:

"To monitor and review Councils Disability Policy and its associated Strategies and Implementation
Plan ", the Committee has for the last twelve months been engaged in a review and consultation
process resulting in the development of the two documents before you today:

1. Cardinia Disability, Access and Inclusion Policy

2. Cardinia Disability, Access and Inclusion Action Plan

Together these documents highlight the strategies Council will take in the next four years to ensure
the Shire is a welcoming, accessible and inclusive place for people of all abilities to enjoy - be that
in the capacity of a resident, worker or visitor.

BACKGROUND

Compliance -

° Council has a civic responsibility to provide programs and services that are equitable and
inclusive for all members of the community

° Council has a social and ethical responsibility to address the access and inclusion needs and
expectations of people living with a disability, their families and carers in the Shire

° Council also has a legal responsibility to address those Council practices that may result in
discrimination against people with a disability

Victorian Disability Act 2006

"Under Section 38 of the Victorian Disability Act 2006 councils are required to prepare disability
action plans."

Victorian Disability Amendment Act 2012

"From 1 July 2012 for the first time council is required to report on the implementation of its
disability Action Plan in its annual report."

(The Municipal Association of Victoria, Building Inclusive Communities 2012)
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