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Strategic Priority 3. 
Develop experiences that encourage new and existing markets to visit, stay and spend 

 Priority Key Actions Time frame Responsibility 

3.1 Investment in new and 
improved experiences 
that deliver on brand 
and positioning 

• Seek investment in the priority hero 
and support experiences as described in 
the DMP 

• Develop and undertake an Expression 
of Interest process for identified 
tourism development sites (such as 
hero experiences or other available 
opportunities) and distribute the 
documentation widely 

Short – 
medium term 

DGL and Councils 

3.2 Aboriginal Tourism • Work with the Gunaikurnai Lands and 
Waters Aboriginal Corporation, 
Bunurong Land Council, Wurundjeri 
Tribe Council and others as appropriate, 
to ensure the region’s Aboriginal 
tourism potential is realised 

Medium GLaWAC/BLC/WTC/DGL 

• Commit resources to capacity building 
and support for the development of 
Aboriginal tourism including the 
implementation of the Lakes Entrance 
Aboriginal Tourism Plan 

Medium GLaWAC/DGL 

• Undertake a feasibility of developing a 
cultural centre at Tarra-Bulga National 
Park 

Medium GLaWAC/DGL 

• Provide an enriched visitor cultural 
experience through investing in the 
Bataluk Cultural Trail 

Medium GLaWAC/DGL 

3.3 Regional Produce • Facilitate the food and beverage 
producers of Gippsland to participate in 
Global Table (Taste Victoria) the ‘Chefs 
of the World Come to Gippsland’ 
campaign, aiming to link restaurateurs 
and producers, and build the brand of 
high quality, sustainably sourced food 
and wine in Gippsland, that then helps 
local producers in other markets 

Short – 
Medium term 

DGL and local 
producers including 
Food & Fibre Gippsland 

3.4 Creative Industries, 
Culture and Heritage 

• Grow the arts and events industry and 
culture within Gippsland through local 
initiatives and work with Councils. Seek 
to develop village hubs arts and 
industrial heritage, as appropriate in 
Local Destination Action Plans 

Medium Term Councils 

• Seek to capitalise on the small but 
important market for history lovers in 
Gippsland including packaging history 
trails, destinations and building 
experiences with land managers such as 
Parks Victoria and Gunaikurnai, where 
appropriate. 

Medium Term 
– Ongoing 

Councils. DGL, Land 
Managers 

SHORT TERM = 1-2 YEARS | MEDIUM TERM = 3-5 YEARS | LONG TERM = 6+ YEARS 
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STRATEGIC PRIORITY 4 
Invest in diverse and exciting regional events  

Events attract large participant numbers who experience Gippsland and 
become advocates for future visitation – either by themselves and their 
families, or through their own networks and contacts. 

The economic impact of events in Gippsland can be broad and 
far-reaching from increased visitation and the localised 
expenditure associated with holding the event. This additional 
spending can provide significant stimulus to local businesses. 
According to Tourism Australia, for every dollar spent on tourism 
activities, another 91 cents is generated in other parts of the 
economy.  

The audience reach of major events provides opportunities for 
longer term visitation, economic and industry benefit to the 
region. Major events attract large participant numbers who 
experience the region and become advocates for future visitation 
– either by themselves and their families, or through their own 
networks and contacts. The media, broadcast and digital 
exposure provided by events expands the audience even further 
– showcasing the region’s attractions and activities directly to 
consumers and potential future visitors. 

Visit Victoria has identified four key event pillars as part of its 
event strategy. These are sports, creative, culinary and festivals. 
For the Gippsland region new sporting venues and a growing 
reputation for food and wine represent opportunities for the 
region to grow the calendar of events. By focussing on brand 
strengths and supporting these with events, the region has an 
opportunity to build both brand and event credentials.  

The Gippsland event advantage  
Event organisers have indicated that finding venues near 
Melbourne is becoming extremely difficult because they are at 
capacity.  Gippsland offers an attractive alternative to Melbourne 
and surrounds. This is particularly the case for business events. 

There are many reasons why Gippsland could become a 
destination of choice as a host for events.  

1. Gippsland is a holiday destination - Gippsland is known as a 
desirable visitor destination which has the potential to drive 
attendance for major events. Participants choosing event 
options from a crowded national calendar could be drawn to 
the region’s attractions and climate – not just for their 
chosen event activity, but also for the short break to explore 
the region’s attractions during their stay.  

2. The region offers infrastructure, venues and facilities - and 
has both natural and man-made assets at its disposal to 
offer promoters. All types of events have the potential to be 
well accommodated, either along the beaches, roads or 
pathways, or public venues and sporting facilities. 

3. Gippsland is accessible and affordable – the region is easily 
accessible with a good road network and rail services, and it 
is within one-hour (in the west and south) drive from 
Melbourne.  

A Regional Events Strategy  
While Gippsland has some excellent events, there is no coherent 
regional strategy that drives event outcomes and growth for the 
entire region. Developing new events (and benefitting from 
events in neighbouring regions) and ideas will be critical in 
presenting a healthy and vibrant annual program of events that 
delivers positive results to the region’s visitor economy.  

Attracting events requires focused investment.  Other 
destinations such as the Sunshine Coast are committed both 
strategically and financially to invest in major events that bring 
benefits to their region. For example, Sunshine Coast Council 
provides significant investment through the Major Events 
Sponsorship program to provide direct funding support to 
targeted events. A dedicated team of major events and tourism 
staff work with all sponsored events to negotiate Council support 
and provide specialised local advice and guidance. 

The development of a co-ordinated regional events strategy in 
partnership with the Gippsland Local Governments, with a focus 
on attracting events that develop, promote and encourage 
visitation will generate financial and social benefits to the 
Gippsland region. It will: 

• Build on the existing events schedule to include local 
government event listings 

• Leverage the new Gippsland brand positioning and imaging, 
broadening and highlighting the region’s visitor offering 
through new events 

• Provide a framework in partnership with Local Government 
for developing, funding and running local and regional 
events, with a seasonal and geographic spread  

• Maximise economic gains for the event location and the 
wider Gippsland region, by increasing visitor nights spent 

• Attract investment in signature accommodation. Hotel 
accommodation is a key opportunity that is recognised as 
being needed to expand Gippsland’s tourism capacity, and 
which an enhanced events calendar would help to make 
more viable 

• Identify Gippsland as an attractive place to host and to 
attend events  

• Increase utilisation of existing facilities through the 
continued development of local and regional events and 
enable further expansion of event infrastructure  

• Be cognisant of Local government’s role in developing and 
working with community to develop events in LGA areas 

• Increase local involvement and interaction with the visitor 
industry 

• Align local council involvement with the regional strategy 

• Develop ways to leverage events (e.g. Motor sports events 
occurring on Phillip Island) for increased travel opportunities 
throughout the region.
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This strategy will be aimed at improving the economic benefit 
from events in Gippsland as a region:  

• Growing yield and visitor nights in Gippsland through better 
utilisation of existing quiet periods in the annual cycle  

• Targeting events that strengthen the Gippsland brand and 
position the region in the marketplace outside events  

• Growing the liveability of Gippsland for the people who live 
and visit the area  

• Better utilising the range of event spaces and infrastructure 
across the whole region. 

Specific elements of the strategy will need to include:  

• Approach to event procurement options through 
development of an independent regional events agency with 
specific funding dedicated to attracting events or core group 
of industry representatives working collaboratively to attract 
major events 

• Audit of events across all council areas 

• Working with regional and local communities, business and 
tourism to identify and maximise new and existing potential 
around events  

• Ensure the website structure enables accurate listing of 
major, regional, niche and community events, links to 
relevant websites and showcases the wider Gippsland 
offering  

• Developing effective marketing and PR around events, to 
benefit the event, the local government area hosting the 
event and the region. 

 

 

Strategic Priority 4. 
Invest in diverse and exciting regional events 

 Priority Key Actions Time frame Responsibility 

4.1 A Regional Events 
Strategy 

• Develop a Gippsland regional events strategy that 
focuses on leisure, sport and business / conference 
events in partnership with Local Government 

Short DGL, GLGN 

• Investigate the development of an independent 
regional events agency with specific funding dedicated 
to attracting events or core group of industry 
representatives working collaboratively to attract major 
events – subject to recommendations that come from 
the Regional Events Strategy 

Short  DGL/GLGN 

• Adopt an appropriate methodology for effective 
economic impact analysis and reporting around events 

Medium DGL 

• Develop Key Performance Indicators and ROI models 
for entities funding events 

Medium DGL 

• Investigation of potential seed funding and other forms 
of funding to assist events 

Short DGL 

• Investigation of umbrella event insurance for Gippsland 
events 

Short DGL 

• Assist event managers to develop sustainable event 
management practices including recycling, 
compostable products and efficient energy practices, 
minimising the event carbon footprint, minimising 
disruption to communities and developing effective risk 
management practices 

Medium DGL 

• Encourage a ‘host’ mentality within communities 
hosting events, including developing a unified 
community volunteer network 

Medium DGL 

Investigate new events that capitalise on Gippsland’s brand 

and positioning such as:  
Short DGL 
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4.2 New events that 
capitalise on brand 
and positioning 

• A River Festival, building on river health and 
conservation projects  

• Sea to Plate jetty festival  

• A bike festival, celebrating all things cycling  

• A motoring festival to link to Phillip Island events  

• Pinot Coast concepts 

• Conservation events – Dark Sky  

• Aboriginal inspired educational events. 

• Destination Gippsland and local councils consider 
financial investment in 2-3 signature large-scale 
regional events per year that align to positioning. One 
may be an ‘umbrella’ event with the potential to have a 
range of smaller aligned locations and themes 
underneath it. 

Medium DGL 

SHORT TERM = 1-2 YEARS | MEDIUM TERM = 3-5 YEARS | LONG TERM = 6+ YEARS 

 

 

Tinamba food and wine festival 
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STRATEGIC PRIORITY 5 
Invest in place-making to support the visitor economy 

The way Gippsland invests in facilities and services that support visitors 
during their stay such as accommodation, roads, signage, walking tracks, 
lookouts, night-time activities all impact on their willingness to stay longer 
and spend.

Infrastructure in Gippsland has traditionally provided for a range 
of purposes including liveability, support of industry with an 
emphasis on agriculture, mining, power generation and forestry. 
Tourism infrastructure has been provided in some areas, is old in 
others, and is absent in some parts of Gippsland.  

It is time that we take a destination perspective of infrastructure 
and how it is perceived by visitors.  The level of investment in 
facilities and services that support visitors during their stay such 
as accommodation, roads, signage, walking tracks, lookouts, 
night-time activities all impact on the visitors’ perception of our 
region and their willingness to stay longer and spend.  

A coordinated planning and investment framework for 
infrastructure that supports the visitor economy across Gippsland 
will provide a sustainable framework for growth and greater 
certainty to industry and investors about what is possible and 
appropriate in terms of future development. 

Investing in destination hubs 
Destination hubs are a key element to the makeup of Gippsland’s 
character as a destination. There are 7 destination hubs that have 
developed over time and these areas include some of the existing 
products for which the region is best known. There is a 
considerable amount of investment planned for these areas, 
some of which is directly related to tourism.  

There is an opportunity to develop the visitor experience in each 
of these hubs focussed on their ‘story’ in Gippsland along with 
experiences and supporting infrastructure to better connect the 
visitor economy to these communities. 

While Destination Hubs could be applied to almost all areas in 
Gippsland, the Hubs described in this plan generally have one or 
more of the following characteristics: 

• The hubs provide a significant part of the experience offer 
for one or more significant market for Gippsland 

• The hubs have invested, or are investing in, infrastructure or 
new products that will attract additional visitors 

• The hubs have the potential to grow their offer based on the 
recommendations within this plan 

• The hubs are strategically located within Gippsland such that 
they contribute to the journey or travellers. 

By taking a coordinated approach to planning and investment, 
the destination hubs will support growth and dispersal of visitors 
across the entire region.   

A description of the opportunity and economic benefit of the 
potential investment in the destination hubs is presented in this 
section. 
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DESTINATION HUB 
Gippsland Lakes  

The Gippsland Lakes and adjoining wetlands occupy 
approximately 600km2 in a catchment that comprises almost 
10% of the land area of Victoria (GRP, 2015) and represents the 
largest inland lake system in the southern hemisphere. A 
significant number of visitors to the region enjoy aquatic 
experiences (fishing and boating) as part of their trip (13% of day 
trip visitors and 23% of overnight visitors).  In addition to water-
based activities, the Gippsland Lakes provide access to the Lakes 
National Park, Ninety Mile Beach and Loch Sport.  

Both the maritime services industry and the tourism industry play 
a critical role in the local economies of Lakes Entrance, 
Paynesville, Loch Sport and Metung with the maritime services 
industry providing year-round economic activity and tourism 
providing peak period economic activity. The Port of Sale is an 
important area forming the start of the Lake system, and a strong 
commercial precinct attractive to visitors and residents alike. 

Opportunity 
• The hero experiences for this part of the Gippsland Lakes 

will be the Lakes Entrance growth strategy, master planning 
and marine upgrade, Raymond Island Koala Experience, 
Signature Restaurant and Gippsland Lakes Aquatic trail with 
signature accommodation.  Supporting experiences will 
include game fishing, Gippsland lakes accommodation and 
potentially Aboriginal tourism. 

• As part of the government’s commitment to return the 
Gippsland Lakes to recreational fishing and the cancellation 
of commercial fishing licences, a redevelopment of the Lakes 
Entrance Fishermen’s Cooperative will see a revitalised 
public area including Bullock Island and a new fish café. 

• Improving the Raymond Island koala experience could see 
upgraded and new walking tracks, interpretation, a digital 
guide for smartphone use and viewing areas.  An art project 
at Raymond Island and Paynesville using koalas as the theme 
to further promote this attraction is currently being 
discussed by the local business association. 

• New entrants into the restaurant market in Paynesville and 
other areas are showing that the market exists for quality 
restaurants built off local produce. Continuing to develop 
destination restaurants will drive new markets and support 
businesses including accommodation. 

• The Gippsland Lakes Aquatic Trail has been proposed for 
some time. Complementary work in the Gippsland Tracks 
and Trails Feasibility Study provides a more detailed 
summary of this exciting opportunity. 

• Gunaikurnai have a rich and proud history as the traditional 
owners of the Gippsland Lakes area. Developing Aboriginal 
based cultural tourism in the Lakes, should Gunaikurnai wish 
to pursue this, would be very attractive in the marketplace. 

• Showcasing Sale as the closest point of the Lake system to 
Melbourne markets, and a vibrant hub that includes the Port 
of Sale building and other visitor services, including the 
potential to travel downstream through the Lake system by 
boat. 

• The Lakes are inaccessible for many people without a boat. 
Developing a water-based resort on the Lakes would 
activate the Lake and provide contemporary market aligned 
accommodation that supports other experiences.

 
 
 

Investment 
The attraction of these hero and supporting experiences will 
need to be supported by continued investment in key assets to 
enhance the appeal of Lakes Entrance, Metung, Loch Sport and 
Paynesville.  Some of these investments have been identified in 
master plans prepared by East Gippsland Council and together 
with private sector investment these projects will significantly 
improve the appeal of these destinations for visitors. The 
following infrastructure improvements specifically relevant to 
improving visitor facilities in these towns are: 

• The Esplanade/Boardwalk that links the fishing boat precinct 
to the beach, Bullock island redevelopment and an 
exceptional lookout with restaurants and cafes would 
enhance Lakes Entrance as a destination with unique 
character. Improvement works within the town centre to 
further improve pedestrian access between the 
commercial/retail area and the foreshore areas as identified 
in the Lakes Entrance Master Plan. Projects such as 
waterfront cafes, swimming pontoons and visitor 
interpretation centre identified in the plan will significantly 
improve facilities for visitors 

• Implementation of the Metung Master Plan focusing on 
village development and opportunities for private sector 
investment that leverage off the proposed Metung 
Hotsprings and Wellness spa 

• Provision of quality infrastructure, providing for 
contemporary & innovative design, allowing for appropriate 
placement and providing for diversity in experience and 
appeal with pedestrian linkages and improved signage 
consistent with the Paynesville Foreshore Management 
Plan, 2017 

• Walking tracks and lookouts, incorporating short walks and 
links to the Gippsland Trails Strategy in each of the precincts 
including associated interpretation 

• Boat ramps, jetties and car/trailer parking to support marine 
and boating experiences  

• Strategies that encourage operators to invest in products 
and experiences that appeal to the target markets and 
changing consumer expectations is critical to retain existing 
and attract new markets and increase yield. 

The type of accommodation has an impact on the delivery of 
tourism, perceptions and opportunities for growth. It will be 
challenging to build a year-round offer in a destination that is 
heavily dependent on holiday parks and camping accommodation 
such as Lakes Entrance.  Operators will need encouragement and 
guidance to undertake accommodation upgrades that will match 
future market demand and that are in-line with a destination’s 
future product offering in order to achieve year-round 
occupancy.
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DESTINATION HUB  
Wilsons Promontory  

Wilsons Promontory (the Prom) is one of Victoria’s oldest and 
most loved national parks. For many Victorians, it has been their 
first camping experience, their first bushwalk, and a place which 
they have visited time and time again. The Prom is one of the 
stunning natural assets of Gippsland easily accessible from 
Melbourne as well as from Phillip Island. It has been a destination 
for Victorians for a very long time and is becoming increasingly 
popular with visitors including in combination with a visit to 
Phillip Island.  

Wilsons Promontory National Park’s current visitor offer is limited 
to certain types of market and there is limited accommodation 
within the park. Large numbers of day visitors often see the car 
parks and experiences at capacity during busy periods. Wildlife 
viewing is an important element for day visitors, and they are not 
well catered for nor are multi-cultural visitors. This has seen 
visitor survey responses reducing in the percentage of visitors 
likely to recommend the experience to others, and a reduction in 
those who intend to revisit. Surveys have also indicated the need 
for more and better toilet facilities as well as more camping and 
offering different levels of accommodation. 

As one of the iconic natural sanctuaries in Gippsland, there is 
potential to create an exceptional visitor experience that truly is 
world class.  

Opportunity 
There is a need for a review of how the Prom works to create a 
vision for the next 20 years and address the overall visitor 
experience, infrastructure, access and circulation. 

The exercise would need to address: 

• The plan to create a Sanctuary on the Wilsons Promontory 
Isthmus that can also form a key part of the visitor 
experience while improving the conservation outcomes of 
the park 

• Vision in terms of the visitor experience and future growth 

• Expanded range and type of experiences to encourage 
shoulder and off-peak visits, longer stay and repeat visits 

• Access, circulation and infrastructure needs (including 
considerations for off park parking) 

• Accommodation options including off park accommodation 
development 

• Partnerships with the neighbouring towns and tourism 
industry to provide a range of product options 

• Sustainable management (environmental, social and 
financial) 

• Consideration of potential hero experiences within or 
complementing the park. 

Improvements at Wilsons Promontory could directly appeal to 
the ‘lifestyle leaders’. 

DESTINATION HUB 

Mount Baw Baw/ Walhalla and 
Surrounds 

The villages of West Gippsland are stunning settings that offer a 
set of visitor experiences strongly linked to the pillars of this DMP 
and are aligned to the target markets for Gippsland. The project 
seeks to position the villages as a cluster that together form a 
living natural heritage, offering outstanding walks and trails, 
timber and gold mining history, food and wine, culture and link to 
one of Victoria’s alpine resorts at Mount Baw Baw.  

Walhalla is a unique village nestled in the foothills of the 
Victorian Alps, and within close proximity to the Latrobe Valley 
and the villages of West Gippsland. The recently drafted Central 
Gippsland Public Land Study (CGPLS) provides a strong 
foundation for growth of not only Walhalla, but also the 
surrounding villages of Erica and Rawson, as well as the 
connections into other parts of Gippsland including Mount Baw 
Baw Alpine Resort. 

The villages sit on the edge of the Great Divide. Bringing the 
surrounding villages into a cluster adds scale and diversity to the 
experience, as well as the opportunity for Mount Baw Baw Alpine 
Resort to partner with those villages including Noojee and 
Neerim South, Erica, Rawson, Walhalla and villages further afield 
in providing a destination that appeals to several markets. 

Opportunity 

Partnerships  
Southern Alpine Resort Management Board private sector and 
the local governments of Baw Baw Shire Council and Latrobe City. 

Investment 
• The implementation of the Local Destination Action Plans for 

Noojee and surrounds, and Walhalla will likely cost $5 
million to $10 million to implement over a 4-year period. 

• Investing in short walks has some cross over with the above 
investment projects. An additional $5 million would see 
world class trails linking the natural and cultural assets of 
the area. 

• The Central Gippsland Public Land Strategy addressing 
regional public infrastructure needs (roads, village 
enhancement, Mount Baw Baw village, Walhalla Goldfields 
Railway) is seeking $47.5 million over 4 years to fully 
implement the strategy. 

Potential benefits 
Improvements in the village products and experiences could 
directly appeal to the ‘lifestyle leaders’. We know that the 
Melbourne day visitor market has strong potential to grow in 
number as well as yield. Diverting the Sydney Melbourne Touring 
Route visitors northward and off the Princes Highway could 
increase the length of stay in Gippsland as well as potentially 
increase spend. 

Further investment into Walhalla including the walks around the 
village, the Long Tunnel Mine and the extended Goldfields 
Railway will provide benefits for the visitor economy. 
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Creating a revitalised Walhalla Goldfields Railway that travels 
from Erica to Walhalla and return has the potential to 
significantly change the region. The train, modelled on the West 
Coast Railway in Tasmania, would run to a regular timetable and 
provide visitors with an outstanding railway experience. It would 
also activate significant commercial opportunities in Erica 
including the potential for niche products such as a micro-
brewery. The train would also provide another form of transport 
into Walhalla. 

DESTINATION HUB  
Latrobe Valley  

The Latrobe Valley has seen significant industry transformation 
and disruption over the past decade, including the closing of one 
mine and power station and a significant softwood timber mill. 
The Latrobe Valley Authority (LVA), formed in part as a response 
from government to the disruption, aims to bring together 
community, business, industry, government and education 
sectors to facilitate outcomes that provide for sustainable 
economic and social development in the region. 

The LVA and Latrobe City Council have several significant 
programs underway that are likely to have a positive impact on 
long term visitor economy outcomes. Of note are the sporting 
events and supporting infrastructure developments occurring 
that will leave the Latrobe Valley with the ability to host major 
sports tourism events, and to promote ‘adrenalin’ tourism in 
facilities such as white-water rafting.  

The development of the Latrobe Regional Gallery as well as the 
Creative Precinct brings a strong arts and cultural focus to the 
region. The Latrobe Creative Precinct will see state of the art 
theatre facilities with 750 seats available to attract new 
performances to the area. 

This project aims to capture those projects and support their 
ongoing implementation, acknowledging the strong and well-
founded collaborative framework in place. 

Opportunity 

Investment 
State and local government support for the continued support of 
Latrobe Valley projects is critical.  

Morwell Recreation Reserve, Latrobe City Sports and 
Entertainment Stadium, Ted Summerton Reserve, Traralgon 
Sports Stadium, Sale Tennis Centre, and a host of community 
managed reserves are all among the current facilities now 
receiving grants through the state government’s $85 million 
Latrobe Valley Sports and Community Initiative.  The $57 million 
Gippsland Regional Aquatic Centre, and the $19 million Traralgon 
Sports Stadium are also critical. 

The development of the Latrobe Creative Precinct has received 
$30 million from State, Federal and Local Government and will 
significantly expand the ability of the Central Gippsland area to 
offer events across more than one destination, with a network of 
theatres.  

The Creative Precinct will drive art and culture as well as provide 
meeting facilities. It will provide scale that previously did not exist 
and will provide an opportunity for commercial accommodation 
and other services. 

New experiences 
The future use and redevelopment of the Hazelwood mine site is 
also being investigated with the feasibility of a range of 
recreational and tourism activities being reviewed. The future of 
the mine site, (and the pondage) can play a role in the visitor 
economy dependent upon existing government processes. 

The ability of the Latrobe Valley to host major sporting events is 
also being significantly upgraded. This will lead to demand for 
increased accommodation and other service industry growth in 
the region.  

There are several products within proximity to one another 
progressing or being considered that can contribute to an 
Adventure Precinct in the Latrobe Valley. Existing facilities include 
a national standard Hill Climb facility, Blue Rock motocross track, 
world standard water-skiing on Lake Narracan. Approved 
developments include the Haunted Hills Mountain Bike (MTB) 
Park. The facilities being developed at Haunted Hills for mountain 
biking  can form part of a Central Gippsland MTB Hub – of which 
Haunted Hills forms a strong centre piece, with other parks 
forming part of the hub including Erica MTB park, Blores Hill MTB 
park, Maryvale Pins MTB park Avon Mt Hendrick MTB park and 
Glengarry MTB park, as well as a national standard Moto X 
facility. Feasibility studies are also under way for a motor sports 
and events complex. There is also a concept of an epic downhill 
MTB trail from Baw Baw to the Latrobe Valley. This combination 
of facilities could create a very strong hub. Additionally, planning 
is underway on a cable water ski park at Larder Park. While not 
technically part of the Latrobe Valley, it continues to provide 
growth to this potential market in a nearby ‘hub’. A longer-term 
proposal for a man made white-water adventure park also 
deserves investigation. 

Benefits 
Long term economic and social benefits to the valley are the key 
driver of the LVA. Current projects will deliver capability that 
does not exist now to host large events, leading towards 
development of new complementary products and services 
(accommodation, food and beverage etc). 

DESTINATION HUB 
The Wilderness Coast 
(Mallacoota to Point Hicks)  

The eastern gateway to Gippsland, the Wilderness Coast includes 
Orbost, Mallacoota, the surrounding Croajingolong National Park 
and Point Hicks. Experiences connected to the natural assets of 
the area and proximity to Croajingolong National Park and Gabo 
Island provide major opportunities for this part of Gippsland.  
Orbost is a gateway and service centre to many other 
destinations in East Gippsland such as the mouth of the Snowy 
River, Corringle foreshore reserve and camping area, Snowy River 
National Park, Errinundra National Parks and the Rainforest walk 
and the Snowy River trail loop to McKillops bridge and Buchan. 

The strategic importance of the Wilderness Coast to Gippsland as 
a destination is the gateway experience it presents to the 
travellers on the Sydney-Melbourne Touring Route.  It is a 
jumping off point for Gabo Island, and has an established 
wilderness coastal walk.  It offers outstanding opportunities for 
recreational and commercial fishing as well as boating and is a 
centre for Australia’s abalone industry. 
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Opportunity 
• The Coastal Wilderness Walk aims to provide a world class 3 

to 4 day walk between Cape Conran and Point Hicks. The 
walk will be modelled on the type of experiences on offer at 
Three Capes in Tasmania, with different levels of service and 
price points available including the option of a fully serviced 
and escorted private hut-based trip, or bookable public hut-
based walks. 

• Point Hicks becomes an important accessible visitor hub that 
allows the lighthouse to be visited, and the trail for the 
coastal wilderness walk to be accessed. Other elements 
include increased accommodation in the area, and access to 
a range of short walks including one of Australia’s largest 
accessible sand dunes. Significant investment in facilities and 
infrastructure will be required to achieve this outcome. 

• Supporting experiences will include short walks upgrades, 
and a feasibility study for the proposed Sea to Summit 120 
km trail from the Errinundra Plateau to the Bemm River. The 
short walks off the Princes Highway are important in keeping 
visitors in the region and enabling the highway to be an 
experience, not simply a road.  

Investment 
The attraction of these hero and supporting experiences will 
need to be supported by continued investment by the public 
sector in key assets to enhance the destination’s appeal, and by 
the private sector through seeking out new markets and 
providing quality services aligned to the market needs.  These 
investments include: 

• Improvement works within the Mallacoota town centre to 
further improve pedestrian access between the 
commercial/retail area and the wharf 

• Walking tracks and lookouts, incorporating short walks and 
links to the Gippsland Trails Strategy and associated and 
appropriate quality interpretation 

• Boat ramps, jetties and car/trailer parking to support 
Mallacoota marine and boating experiences 

• The sealing of the Point Hicks Road likely to be in the vicinity 
of $10 million 

• The upgrading of infrastructure in the Point Hicks area 
including power, water and waste management that will 
facilitate the sustainable development of the site including 
provisioning for additional accommodation, visitor hubs, 
potential trail head facilities etc 

• Sea to Summit walk – Victorian Government has committed 
$1.5 million to a feasibility assessment of the proposal. 

 

DESTINATION HUB 
South Gippsland / Bass Coast Villages  

The villages of the Bass Coast and South Gippsland are unique 
and sit in an outstanding setting where the coast meets the hills. 
From Inverloch, which has outstanding coastal scenery including 
the Bunurong Marine and Coastal Park and Andersons Inlet to the 
villages of South Gippsland that have arts and culture at their 
heart including Meeniyan and Fish Creek – the villages all present 
a unique character and ongoing investment in their strengths will 
continue to see their importance and their ability to attract 
visitors rise. 

The State Coal Mine in Wonthaggi provides a window into the 
world of underground coal mining and the tours often led by 
actual coal miners breathe life into the story telling. Continued 
investment and marketing of the coal mine with other local 
heritage will provide growth opportunities. 

The fishing villages including Port Welshpool with its recently 
refurbished and reopened Long Jetty are core to the hub. 

Opportunity 
Investment in place making at several of the smaller villages as 
well as encouraging the art and culture of the area through the 
continued development and implementation of Local Destination 
Action Plans will provide ongoing benefits. 

Additional investment in the parks, walks and features of the area 
through Local Destination Action Planning will contribute to the 
product of the region. 

The potential for a ‘Destination Golf Course’ has been recognised 
at the State level on the Bass Coast. This type of development 
opportunity could rival the recent developments in Tasmania 
including King Island and provide a stimulus for accommodation 
development. 

Investing in the ‘Fishing Villages’ along the south coast of 
Gippsland, such as Port Albert, Port Welshpool, Loch Sport, San 
Remo and other hamlets presents an opportunity described in 
the experience framework of this DMP. 

Investment 
1. Invest in the development of place based Local Destination 

Action Plans to continue to grow the ability of the small 
villages to work collectively on their product strengths. 

2. Promote the Bunurong Coast as a spectacular coastal drive 
with access to the historical features of the area and the 
villages of the Bass Coast and South Gippsland. 

3. Work with Visit Victoria to attract a destination golf course 
to the Bass Coast. 
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DESTINATION HUB 
Gippsland’s High Country 

Gippsland has outstanding high country and experiences that 
have developed over many years. Towns such as Omeo, Dargo, 
Licola all provide visitors with not only a sense of living mountain 
culture, but also the important element of provisioning, 
information and visitor servicing. 

Omeo has a strong historical link to the high country through gold 
mining, mountain cattlemen and more recently, skiing and other 
forms of adventure.  

Drive tourism is vital to feeder towns such as Orbost where the 
Snowy River drive takes visitors to McKillops Bridge and deep into 
the East Gippsland mountains, and Heyfield where visitors can 
branch off to Licola and Dargo. 

Touring routes such as the Great Alpine Road link visitors with 
neighbouring regions such as the North East and provide an 
important link to Mount Hotham. 

Investment in the Omeo Mountain Bike Hub continues and will 
see a world class facility developed. This coupled with the history 
of the area and the adventure tourism opportunities position 
Omeo well into the future. 

The high country also provides significant camping and 4WD 
opportunities as well as the base for much of Victoria’s remote 
and challenging hiking offer. The Falls to Hotham walk 
development will also provide a strong element to the 
neighbouring area and in summer through the linkages to the 
Bogong High Plains and Falls Creek. 

Deer hunting is very popular in Gippsland and continuing to 
invest in access and facilities including appropriate camping to 
support deer hunting provides an increasing opportunity. 

Victoria’s 4WD adventures are at home in the Alps with many of 
the State and country’s foremost drives and adventures on offer 
including the Wonnangatta Valley, Davie Plains and the Snowy 
River. 

Investment 
• Invest in the development of strong planning for Omeo 

(underway) and the implementation of the Omeo Adventure 
Hub. 

• Invest in drive-based tourism facilities and information to 
support high country drives such as the Licola, Dargo and 
Snowy River Drive. 

• Develop partnerships with neighbouring regions including 
NE Victoria to capitalise on developments underway outside 
Gippsland. 

• Invest in Local Destination Action planning and experience 
development to aid smaller high-country towns. 

 
27 Victoria’s great outdoors – Fact Sheet 

 

Investing in National Parks and Public 
Lands - Camping 
The planned improvements and expansion of current 
campground facilities, new campgrounds and improved access to 
the region’s national and state parks and public lands, will 
develop and encourage increases in visitation to the Gippsland 
region. This will generate financial and social benefits and visitors 
will be invigorated to stay longer within the region and have a 
better story to tell to promote word of mouth. Activation is about 
access, the quality of amenities and increasing awareness. 

Camping is a holiday tradition for many Victorians and an 
important part of Victoria’s tourism industry. Camping and 
recreation in Victoria’s State and National Parks is worth $2.1 
billion to the Victorian economy each year and supports 20,400 
jobs around the state27.  

The Gippsland region can improve camping facilities by: 

• Upgrading current facilities at major attraction sites 

• Improving the links to, and quality of, walking tracks, cycle 
routes and 4WD trails 

• Investigate options for new campgrounds along popular 
driving routes 

• Review the cost of camping fees and allocation of sites in 
accordance with the state government pricing policy 
announced at the time of this plan aiming to make parks 
more affordable for Victorians and visitors. 

There is a need to create a network of high value and high yield 
products to meet and exceed the expectations of target markets. 
Nature based tourism forms a significant component of 
Australia’s visitor economy, ranking among top travel motivators 
for domestic and international visitors.  

Delivering on the positioning and the themes of the region, 
Gippsland will require growth in the range of nature and 
adventure experiences to diversify what is currently on offer 
within its state and national parks. Whilst planned investment in 
walks and mountain biking will contribute, there is a need for 
additional types of activities and more commercial business 
offerings. An important part of experiencing a destination is the 
lookout and viewing opportunities, a safe place to take photos 
and capture memories. Promoting active experiences in nature 
and specialty producers of the region will diversify the visitor 
experience and encourage longer stays. 

Complementary to increasing nature based and adventure 
experiences is the types of accommodation available within or 
close to state and national parks. Whilst camping amenities 
should be upgraded, so too should the type of accommodation 
on offer, from eco-pods and cabins to five-star anchor 
accommodation. 
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Investing in the Night-Time Economy 
The night-time economy is a key driver of growth and a 
significant contributor to the economy. The various towns in 
Gippsland provide a range of important services including 
accommodation, retail and fuel. The potential to create greater 
attraction and increased economic benefits exists - growing the 
night-time economy is one area that could be pursued, aligning 
with the destination hub concept.  

There is a range of improvements that could deliver results 
including ideas such as:  

• The visual amenity of different towns through lighting for 
both safety and attraction  

• Heating of streets with outdoor gas heaters and, where 
appropriate, fire pits  

• Creating more vibrant café and restaurant culture in the 
towns  

• Night-time events that underpin what each village is most 
recognised for e.g. food/wine, creative industries and 
heritage 

• A ‘field of lights’ product in an appropriate setting like that 
of the Albany Field of Lights spectacular 
www.fieldoflightalbany.com.au 

• Night light shows or night movies. 

Local government plays an important role in supporting and 
managing the development of local night-time economies. It is 
essential councils be equipped to advance this important part of 
the 24-hour economy so that it is vibrant, safe and sustainable at 
a local level through economic development and partnerships; 
place making and urban design; strategy, policy and research; 
planning and regulation; culture and creativity and services; 
infrastructure and safety.  

As important as these new industry drivers are to local 
governments, it is necessary to plan for the impact these social 
venues place on their resources. This includes improvements on 
licensing for entertainment, alcohol service, promoters, sidewalk 
and rooftop seating, and start-up business technical assistance. 

Local Councils can assist by: 

• Adjusting night and weekend parking rates / restrictions to 
support visitation into village centres 

• Improving legibility and wayfinding  

• Enabling independence to flourish by making applications 
for small events simpler and easier 

• Offering small business workshops covering topics such as 
later trading, food businesses, small bars, and live music 

• Undertaking research to better understand the range of 
requirements for incubator and creative spaces in towns. 

Public Investment in Infrastructure 
Implementing the range of experiences and recommendations 
within this plan will take investment from Government sources. 
These sources may include Local Government capital 
expenditure, State Government grants or capital programs, and 
Federal Government grants. Ongoing commitments that would 
generally be funded from recurrent budgets have not been 
included in this section. 

Infrastructure by its definition is the basic physical and/or 
organisational structures and facilities needed for the effective 
operation of an enterprise or a community. Infrastructure in 
Gippsland has traditionally been provided for a range of purposes 
including liveability, support of industry with an emphasis on 
agriculture, mining, power generation and forestry. Tourism 
infrastructure has been provided in some areas, is old in others, 
and is absent in some parts of Gippsland. 

It is proposed to prioritise the public infrastructure 
recommendations in this plan based on a set of criteria that 
deliver the benefits along with the costs of investing in 
infrastructure. The plan also seeks to deliver multiple outcomes, 
aligning what is good for tourism to what is good for local 
communities. Multiple beneficiaries of infrastructure will lead to 
a greater return on investment. 

No recommendations are made on investment in private 
infrastructure, other than the development of the concept and 
experience, and the opportunity it provides. It is rightly the role 
of private enterprise to determine the worthiness or otherwise of 
business investment and the returns it may generate. 

The following criteria have been developed to enable a priority 
rating of High, Medium or Low to be applied to the public 
infrastructure in this plan. 

High Priority 
• The infrastructure provides multiple benefits including to 

local communities 

• The infrastructure enables significant business investment in 
hero or support experiences 

• The infrastructure is at least part way through the planning 
and regulatory approvals process 

• The infrastructure has a high return on investment including 
enabling the ongoing generation of regional income and 
employment creation. 

Medium Priority 
• The infrastructure provides benefits to the development of 

visitor economy 

• Longer term business development may eventuate from the 
investment 

• The infrastructure may assist in delivering a hero or support 
experience 

• The infrastructure requires further planning and regulatory 
approval 

• The return on investment is likely to high. 

Low Priority 
• The infrastructure has a single beneficiary 

• The infrastructure is not aligned to the delivery of the 
experiences in this plan 

• The infrastructure is unplanned yet may have longer term 
potential 

• The return on investment is unknown or low. 
 

Proposed infrastructure is provided in Section 9. 

 

http://www.fieldoflightalbany.com.au/
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Strategic Priority 5. 
Invest in place-making to support the visitor economy 

 Priority Key Actions Time frame Responsibility 

5.1 Investment in priority 
infrastructure across 
the region 

• Develop an investment guide for the region 
- listing key projects, available support and 
incentives and economic indicators - that 
can be used as a tool for attracting 
potential investors, particularly for 
accommodation 

Short – medium 
term 

DGL/ GLGN 

(in association 
with RDV) 

• Identify incentives and resources that will 
be committed to support the investment 
attraction process (including staff 
resources) 

Short – medium 
term 

DGL/ GLGN  

(in association 
with RDV) 

• Develop an action plan for development of 
the region’s cruise sector in the region 
covering the years 2019 to 2030 

Medium term DGL 

• Develop and implement a network of 
‘wayside stops’ on Sydney Melbourne 
touring route to capture and service the 
touring and travelling visitor market with 
the intent to direct visitors to local towns 

Medium term DGL/GLGN 

5.2 Plan and implement 
strategic improvements 
to the destination hubs 

• Undertake strategic planning and 
improvements to the destination hubs as 
outlined in the DMP that include accessible 
infrastructure 

Short – Medium 
term 

GLGN 

(in association 
with RDV) 

5.3 Investment attraction • Develop and undertake an Expression of 
Interest process for identified tourism 
development sites (such as hero 
experiences or other available 
opportunities) and distribute the 
documentation widely 

Short DGL/GLGN 
(in association 
with RDV) 

5.4 Encourage continual 
improvement in private 
sector offerings 
including 
accommodation 

• Undertake a strategic product review aimed 
at delivering improvements to established 
accommodation and experiences for 
existing and new markets 

• Review what additions and improvements 
need to be made to current stock 

Medium term DGL 

5.5 Plan and implement 
strategic improvements 
to the national parks, 
reserves and public 
lands 

• Offer incentives to encourage a broader 
range of commercial operators delivering 
nature based and adventure experiences in 
the region 

• This should range from small drive tours, 
tag along tours, walking, riding, white water 
and others. Incentives might include 
reduced or suspended fees for the initial 
three years of operation and access into 
National Parks 

Short term Parks Victoria 

• Identify sites suitable for adventure 
experiences (e.g. ziplines, rafting, climbing 
etc) and undertaking necessary land 
clearances to encourage investment 

Short – medium 
term 

Parks Victoria / 
Gunaikurnai 
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• Implement a program of experience 
development workshops for current and 
emerging operators to develop more 
commercialised experiences and packages, 
including working with adjoining regions 

Short term DGL 

• Advocate for the State Government’s 
commitment to upgrade camping sites 
across Victoria and seek to deliver several 
prioritised campground upgrades at 
destinations complimentary to this DMP 
recommendations 

Medium term DGL (in 
association with 
RDV) 

• Work with National Park authorities to 
assist investment in park accommodation 

Short term DGL/ Parks 
Victoria (in 
association with 
RDV) 

5.6 Develop the night-time 
economy across 
Gippsland 

• Develop a night-time economy strategy for 
the Gippsland region 

Short term DGL/GLGN 

• Include consideration of night-time impacts 
and benefits in town visioning and 
beautification projects 

Short term DGL/GLGN 

(in association 
with RDV) 

5.7 Review Touring Routes • Form an industry working group to 
determine the future of currently 
advertised drive touring routes to align 
them to Destination Hubs 

Medium term DGL, Local 
Councils 

SHORT TERM = 1-2 YEARS | MEDIUM TERM = 3-5 YEARS | LONG TERM = 6+ YEARS 
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STRATEGIC PRIORITY 6 
Revitalise visitor servicing across the region  

High quality visitor engagement plays a critical role in enhancing the overall 
visitor experience by creating a positive image of our region.  We have a 
distinct opportunity to embrace the change that is required for visitor 
servicing and attract new markets through a new model of engagement.

Visitor Engagement & Servicing 
Visitor engagement has become an all-encompassing term for 
communication with visitors throughout the entire trip cycle 
(refer Strategic Priority 2). It describes the ways in which visitors 
interact with a destination, its tourism products and with one 
another. High quality visitor engagement plays a critical role in 
enhancing the overall visitor experience by creating a positive 
image of Gippsland and Australia, providing a hospitable and 
friendly welcome and supporting authentic experiences.  It 
presents an opportunity to inspire visitors to explore the tourism 
product that is distinctive to the region including its culture, 
heritage, local produce, natural attractions and its people.  

Rethinking visitor information centres 
Every destination needs its visitors to have positive experiences, 
and a well-managed visitor centre is one way to help make that 
happen. Delivering physical visitor information in Gippsland is 
challenging given its large area and distance between towns 
There are seven accredited Visitor Information Centres (VICs) and 
five non-accredited VICs in Gippsland (including Phillip Island). 

Today fewer visitors want to be identified as tourists - they want 
to seek out experiences that immerse them in a destination. They 
want to live like a local enjoying the best a destination has to 
offer and, as a result, local knowledge and insight is more 
valuable than ever before. 

To respond to this change in visitor needs and expectations we 
need a shift in thinking - visitor servicing is not just about in-
destination visitor information provision from a fixed location. 
We need to intercept visitors at multiple points in their journey. 
Visitor servicing needs to do more than satisfy the information 
needs of a minority of people who stop into a Visitor Information 
Centre. It needs to go digital and face-to-face engagement needs 
to also get mobile and go to where people are as well as letting 
them come to us.  

We need to evolve the current focus on Visitor Information 
Centres and instead reimagine the concept of visitor servicing 
that is: 

• Borderless and integrated with destination marketing, 
websites and social media  

• Aligned with the visitor trip cycle, including via co-location 
with complementary LGA services and local businesses to 
bring connection and vitality e.g. Port of Sale model in Sale 

• Providing connection with community through local ‘Host’ 
Network or community/industry ambassadors such as being 
conducted in Bass Coast, where an online customer service 
training program is running for businesses and community 
members. The program aims to build an army of 
ambassadors equipped with the product knowledge to 
promote what Phillip Island has to offer, providing 
outstanding customer service. 

From information centres to experience hubs 
The traditional visitor engagement services such as those offered 
by Visitor Information Centres across Gippsland will need to 
adapt to the needs and wants of new visitor markets.  The 
centres will need to develop new value-producing roles and 
relationships with visitors in the redefined marketplace and 
transform their role or they will find themselves underutilised 
and potentially irrelevant in the longer term. 

They need to become strategically located Experience Centres 
that offer high quality information, booking functionality, 
innovative technology and a retail outlet offering tourism product 
and local produce. High quality fit outs will encourage local 
experts and local groups to use them. For example, if local 
governments reduced the ongoing commitment to visitor 
information centres in Gippsland and invested instead in 
resources to work with the communities and the tourism industry 
to create new and revitalised products, there would be a more 
compelling story to tell to attract visitors across the region. 
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Personal Interaction  
The personal interaction that the visitor has with Gippsland will 
be the story they tell when they return home.  It should be the 
way they engage and experience the region, the first and the last 
memory they gather.  It could be the region’s core strength. 

Tour operators, accommodation and transport providers, 
experience centre staff and local communities are all Gippsland 
experience ambassadors. Other destinations are embracing the 
concept of roving ambassadors that provide a push rather than 
pull approach to visitor servicing. Roving ambassadors are most 
effective when they have access to the information that visitors 
request. In a mobile situation this is best delivered via a tablet. 
Therefore, the option will work well in association with a single 
Gippsland website (Strategic Priority 2). 

iBeacon technology offers the ability to push information to 
visitors based on location. In addition to providing the ability for 
DGL members to provide real time offers and a potential revenue 
source for Destination Gippsland, the collection of real time 
visitor information has many possibilities. 

The Importance of Shareable Social 
Moments 
Strategic provision of information at all stages of the trip cycle is 
key as visitors are looking for curated information, customised to 
their needs and requirements.  DGL and its partners have a role 
in this journey from beginning to end that includes helping 
people dream and plan their trip (Strategic Priority 2), developing 
and delivering the experiences that make people happy (Strategic 
Priority 3, 4 and 5) and doing so in a way that builds advocates for 
the destination.  

Outstanding travel experiences lead to positive stories told online 
and offline. These stories inspire new visitors who plan new trips. 
Tourism experiences and word-of-mouth reinforce one another 
and together offer an opportunity to drive tourism growth to 
Gippsland. Social media allows visitors to share their experience 
as they travel, advocating for further conversion to visit a range 
of destinations.  Other organisations and entities, including 
businesses, play an important role in social media. 

We can better serve our visitors’ needs by helping them 
document and share their experiences in a clever and valuable 
way. As they do so, our visitors will help us by creating stronger 
and more effective peer-to-peer promotion.  

Strategic Priority 6. 
Revitalise Visitor Servicing 

 Priority Key Actions Time frame Responsibility 

6.1 Agree to a Visitor 
Information Servicing 
Strategy to balance the 
approach  

• This strategy should allocate resources to 
highest priority needs – this needs to adopt a 
multi-channel, visitor-centric approach to 
maximise the use of resources to achieve an 
increase in awareness of the destination 
within target markets. This could mean that 
Local Government Areas deliver the services 
under a shared strategy 

Short term GLGN 

6.2 Transition visitor 
information centres to 
Experience Gippsland 
centres  

• Review the provision of information services 
across Gippsland and reduce the number to 
strategically located experience centres in 
each of the destination hubs 

Short term DGL/GLGN 

6.3 Develop virtual VIC 
technology to support 
visitors that encourages 
them to stay longer and 
spend 

• Trial the use of a virtual VIC including a 
variety of digital maps and consider 
deployment of iBeacons in key locations 
across Gippsland 

Short – Medium 
term 

DGL/GLGN 

6.4 Local content and best 
kept secrets – 
Gippsland 
Ambassadors  

• Develop an Ambassador program at 
destination hubs during peak seasons. There 
are several options for Ambassadors: 
community, business, roaming seasonal 
volunteers and online social content 

Medium DGL 

• Develop social media ambassador program 
that interact with visitors sharing moments 
and local tips on Instagram platforms 

High DGL/GLGN 

SHORT TERM = 1-2 YEARS | MEDIUM TERM = 3-5 YEARS | LONG TERM = 6+ YEARS 
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STRATEGIC PRIORITY 7 
Create industry partnerships to foster and grow the Gippsland visitor 
economy  

This DMP relies on the partnerships and alignment between industry, 
government and community government investment, grants, support and 
sponsorship opportunities to help underwrite the resources needed to 
deliver the DMP strategies and actions.

Industry Development  
Destination Gippsland’s role is to grow and serve the Gippsland 
tourism sector and work in partnership with the industry and 
government to deliver rewarding and lasting economic, 
environmental and social outcomes. To do this DGL needs to: 

• Enable operators to make the best use of their assets and 
deliver a sound return on their investment  

• Grow income and stimulating new business development 
opportunities across the entire tourism supply chain 

• Earn and attract capital for future investment. 

Local Destination Action Plans 
Local Destination Action Plans (LDAPs) bring a local area or town 
into focus and concentrate on bringing the community, business 
and local government together to plan a series of practical, 
achievable and affordable actions. Developing LDAPs for several 
of the region’s most important towns and sub regions will help 
deliver a united industry and government view on actions to lift 
the towns’ ability to offer strong visitor experience and 
satisfaction. The resourcing and funding can be significant to 
complete a LDAP and it is important that recommendations in 
this plan are considered by Councils. 

The priority for developing and implementing LDAPs will be 
aligned to this plan’s recommendations. Destination hubs 
identified in this plan would ideally all have LDAPs to bring the 
village to life aligning the villages’ strengths, products, 
infrastructure and experience offering to the themes described in 
this plan. 

Additionally, many Councils are continually undertaking local area 
planning in one form or another. This can be in the form of 
structure plans, streetscape renewals etc. Aligning those plans to 
themes in this plan, and to an overarching goal of improving the 
visitor economy and liveability for communities will help drive a 
consistent and improved outcome.

Aboriginal Communities 

Aboriginal communities and their respective organisations are 
seeking to develop long term sustainable businesses in the 
tourism sector. This can include businesses based on Aboriginal 
culture, or Aboriginal corporations being involved in tourism 
businesses focussing in areas other than Aboriginal Heritage and 
Culture. 

Destination Gippsland and the partners to the implementation of 
this plan, will help develop tourism product and business 
capability more broadly in the region by partnering with the 
Aboriginal Corporations and groups in the region seeking to 
develop tourism and commercial skills. These partnerships will 
help drive an improved capacity in the Aboriginal sectors as well 
as help drive a collective understanding of Aboriginal culture 
across the region. 

The Education Sector 
This plan will work across a period of unprecedented change in 
society based on technology, industry disruption, artificial 
intelligence and potential climate change impacts to the region 
and more broadly across Australia. 

Working with the education sector will be more important than 
ever to ensure that the skills available to Gippsland businesses 
are future focussed, ready for adaptation and change, and 
aligned to changing marketplace expectations on service and 
knowledge. 

Gippsland education institutions including TAFE Gippsland (with 
campuses in Warragul, Yallourn, Morwell, Traralgon, Leongatha, 
Sale, Bairnsdale and Lakes Entrance) and Federation University 
can work with operators and the sector more generally to assist 
with visitor servicing improvements. This can include courses on 
visitor engagement, food and wine, customer service, 
information, media and marketing etc. 

As the potential for more sectors to change during the period of 
this plan, and workers move into service industries such as the 
visitor economy, the education institutions have a vital role to 
play. 
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Partnerships with Neighbouring Regions 
Gippsland sits uniquely with the ocean as a boundary on the 
south, and the Victorian Alps forming much of the northern 
boundary. The opportunity to create partnerships is therefore 
focussed and aligned to entry points into the region. Visitors 
entering on the Sydney Melbourne Touring Route come in from 
the Sapphire Coast of NSW. Visitors entering from Melbourne 
enter from Melbourne, or Phillip Island. The Yarra Valley and NE 
Victoria are the other main entry points. 

There is much to be gained by Gippsland continuing to work with 
and develop partnerships with its neighbouring regions e.g. 
Phillip Island, Tourism NE, Sapphire Coast (NSW) and Yarra Valley. 
Strength in the marketplace will come not from competing with 
neighbours, but in creating a sense of regional identity and 
delivering touring routes and drive journeys that showcase the 
best of all partners. This approach will grow the market for all. 

Working with Destination Southern NSW, Canberra and 
Surrounds, the High Country and touring route partners from 
outside the Gippsland region, and the State, presents many 
opportunities for joint marketing and increasing length of stay. 

Engage Local Communities 
It is important to ensure that local community members are 
strong advocates for the region with their friends and relatives.  
This is a solid market that has the potential to strongly influence 
new markets for Gippsland through word of mouth and social 
media. 

Continued effort is needed to communicate with and develop the 
appreciation of local residents about the region’s visitor offerings.  
This will encourage them to visit those places and attractions 
themselves and recommend experiences to visitors from outside 
the region. 

A program of activities and promotion is recommended to enable 
residents to visit and learn about places they may not otherwise 
know.  It needs to include the primary visitor attractions, local 
small events, artisan experiences and to be combined with walks 
and talks that motivate the community to engage with visitors.  
The former Destination Melbourne’s Discover Your Own Backyard 
program is a good example. 

 

 

 

Strategic Priority 7.  
Create partnerships to foster and grow tourism 

 Priority Key Actions Time frame Responsibility 

7.1 Consolidate and build the 
partnerships and alignment 
between government and 
industry 

• Continue to assist current and future 

operators develop technical capacity and 

competencies, including through technical 

advice, research and focused workshops 

Medium term DGL 

• Run experience development workshops 

across Gippsland in selected locations to 

develop content and experiences including 

product packaging 

Short term DGL 

7.2 Develop Local Destination 
Action Plans  

• Local Government Areas to undertake Local 

DAPs for the destination hubs identified in 

this plan, and other specific town and village 

clusters.  DGL coordinate and influence the 

actions ensuring alignment to the overall 

Gippsland brand and positioning 

Short – 
medium term 

DGL/GLGN 

7.3 Engage Community and 
develop Ambassadors 
across Gippsland   

• Develop a well-planned, promoted and 

branded strategic programme of open days, 

famils and activities across the region where 

locals are encouraged to participate and 

achieve greater awareness of the needs of 

visitors and opportunities to enhance their 

visit 

Medium term DGL 
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7.4 Build enduring partnerships 
with Aboriginal 
organisations in Gippsland 
and Melbourne 

• Strive to develop meaningful long-term 

partnerships with Aboriginal groups and 

corporations in Gippsland, and central 

agencies and bodies in Melbourne to grow 

the visitor economy opportunities for 

Gunaikurnai and other groups as well as 

developing cultural tourism opportunities 

Medium Term  DGL, LGAs, PV, 
DELWP 

7.5 Grow Partnerships with the 
Education Sector 

• Develop partnerships with the Gippsland 

education sector to deliver fit for purpose 

staff with visitor economy service sector skills, 

and to position the workforce for the future 

Short to 
Medium Term 

DGL 

SHORT TERM = 1-2 YEARS | MEDIUM TERM = 3-5 YEARS | LONG TERM = 6+ YEARS

 

 

Croajingolong – Point Hicks - hikers 



Towards 2030 GIPPSLAND DESTINATION MANAGEMENT PLAN | A Blueprint for Growth 57 

6. Review 

This DMP provides the framework for delivering tourism growth, 
dispersal and yield across the region. The inherent social, 
economic and other benefits will require investment from 
government and the private sector.  Marketing will need to be 
targeted, focussed on the core strengths of the region, and 
responding to the changing needs of consumers.  

There will need to be new experiences, improvements to existing 
infrastructure and product, and a recognition that some products 
will be regional heroes, others supporting, but together, working 
as a destination, will create the momentum for the desired 
growth. 

Implementation will require strong leadership, effective and 
enduring partnerships and a visionary and committed tourism 
industry. 

It is recommended that the DMP be reviewed each three years to 
ensure its currency with best practice and changing 
circumstances. In addition, should new experiences, 
infrastructure or projects that have the potential to make a 
significant contribution to the visitor economy be identified or 
proposed, these need to be considered in the context of this 
plan. 
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7. Summary of Actions 

Strategic Priority 1.  
Collaborative and effective leadership and governance across industry and community  

 Priority Key Actions Time frame Responsibility 

1.1 Review and then 
implement a revised 
structure and governance 
of tourism in Gippsland 
through GLGN, drawing 
on the State 
Government’s regional 
tourism review (late 
2019) 

• Undertake an analysis of the Victorian 
government’s regional tourism review when 
released in late 2019 

• Undertake a review of the structure of 
tourism in Gippsland led by GLGN that 
includes LGAs and industry 

• Implement the review and ensure that the 
partners and industry acknowledge their 
accountabilities and roles within the new 
framework 

• Once the governance review is completed, 
develop funding models to implement the 
review. 

Short term DGL, Visit 
Victoria, GLGN 

 
SHORT TERM = 1-2 YEARS | MEDIUM TERM = 3-5 YEARS | LONG TERM = 6+ YEARS 

Strategic priority 2. 
Strengthen destination appeal through brand awareness & coordinated marketing 

 Priority Key Actions Time frame Responsibility 

2.1 Adopt a singular focused 
approach to deliver on 
the Gippsland brand with 
the local areas providing 
relevant content to 
underpin and deliver on 
the destination brand. 

• Work with Gippsland Local Govt Network 
(GLGN) to agree on appropriate funding and 
input model to support Destination 
Gippsland as the primary brand manager 
and marketing focus for the destination 

Short term DGL/GLGN/Visit 
Victoria 

• Implement the approach to marketing for 
the destination at different points in the 
customer journey 

Short – medium 
term 

DGL/GLGN/Visit 
Victoria 

2.2 Encourage industry 
commitment to the new 
Gippsland brand. 

• Implement an industry development 
program to support the use of the brand 
with content to encourage industry use 

Short - term  DGL 

2.3 Support industry to 
embrace the positioning 
and brand through 
experience development 
training and mentoring. 

• Drive increased visitation in the low and 
shoulder seasons by implementing a 
training and mentoring program creating 
collaboration amongst operators to develop 
new experiences and products 

Short – medium 
term 

DGL 
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2.4 Develop commissionable 
product 

• Work to achieve more commissionable 
product that will be attractive to 
wholesalers packaging and selling 
experiences in the region 

Short – medium 
term 

DGL and industry 

2.5 Measure and evaluate 
the effectiveness of the 
new brand, positioning 
and marketing activities. 

• Undertake research to determine the 
effectiveness of marketing activities in the 
short, medium and long term. 

Short term- 
medium term 

DGL/GLGN 

 
SHORT TERM = 1-2 YEARS | MEDIUM TERM = 3-5 YEARS | LONG TERM = 6+ YEARS 

Strategic Priority 3. 
Develop experiences that encourage new and existing markets to visit, stay and spend 

 Priority Key Actions Time frame Responsibility 

3.1 Investment in new and 
improved experiences 
that deliver on brand 
and positioning 

• Seek investment in the priority hero and 
support experiences as described in the DMP 

• Develop and undertake an Expression of 
Interest process for identified tourism 
development sites (such as hero experiences 
or other available opportunities) and 
distribute the documentation widely 

Short – medium 
term 

DGL and 
Councils 

3.2 Aboriginal Tourism • Work with the Gunaikurnai Lands and Waters 
Aboriginal Corporation, Bunurong Land 
Council, Wurundjeri Tribe Council and others 
as appropriate, to ensure the region’s 
Aboriginal tourism potential is realised 

Medium GLaWAC/ BLC/ 
WTC/ DGL 

• Commit resources to capacity building and 
support for the development of Aboriginal 
tourism including the implementation of the 
Lakes Entrance Aboriginal Tourism Plan 

Medium GLaWAC/DGL 

• Undertake a feasibility of developing a 
cultural centre at Tarra-Bulga National Park 

Medium GLaWAC/DGL 

• Provide an enriched visitor cultural 
experience through investing in the Bataluk 
Cultural Trail 

Medium GLaWAC/DGL 

3.3 Regional Produce • Facilitate the food and beverage producers of 
Gippsland to participate in Global Table 
(Taste Victoria) the ‘Chefs of the World Come 
to Gippsland’ campaign, aiming to link 
restaurateurs and producers, and build the 
brand of high quality, sustainably sourced 
food and wine in Gippsland, that then helps 
local producers in other markets 

Short – Medium 
term 

DGL and local 
producers 
including Food 
& Fibre 
Gippsland 



Towards 2030 GIPPSLAND DESTINATION MANAGEMENT PLAN | A Blueprint for Growth 61 

3.4 Creative Industries, 
Culture and Heritage 

• Grow the arts and events industry and 
culture within Gippsland through local 
initiatives and work with Councils. Seek to 
develop village hubs arts and industrial 
heritage, as appropriate in Local Destination 
Action Plans 

Medium Term Councils 

• Seek to capitalise on the small but important 
market for history lovers in Gippsland 
including packaging history trails, 
destinations and building experiences with 
land managers such as Parks Victoria and 
Gunaikurnai, where appropriate. 

Medium Term – 
Ongoing 

Councils. DGL, 
Land Managers 

SHORT TERM = 1-2 YEARS | MEDIUM TERM = 3-5 YEARS | LONG TERM = 6+ YEARS 

Strategic Priority 4. 
Invest in diverse and exciting regional events 

 Priority Key Actions Time frame Responsibility 

4.1 A Regional Events 
Strategy 

• Develop a Gippsland regional events strategy that 
focuses on leisure, sport and business / conference 
events in partnership with Local Government 

Short DGL, GLGN 

• Investigate the development of an independent 
regional events agency with specific funding dedicated 
to attracting events or core group of industry 
representatives working collaboratively to attract major 
events – subject to recommendations that come from 
the Regional Events Strategy 

Short  DGL/GLGN 

• Adopt an appropriate methodology for effective 
economic impact analysis and reporting around events 

Medium DGL 

• Develop Key Performance Indicators and ROI models 
for entities funding events 

Medium DGL 

• Investigation of potential seed funding and other forms 
of funding to assist events 

Short DGL 

• Investigation of umbrella event insurance for Gippsland 
events 

Short DGL 

• Assist event managers to develop sustainable event 
management practices including recycling, 
compostable products and efficient energy practices, 
minimising the event carbon footprint, minimising 
disruption to communities and developing effective risk 
management practices 

Medium DGL 

• Encourage a ‘host’ mentality within communities 
hosting events, including developing a unified 
community volunteer network 

Medium DGL 

4.2 New events that 
capitalise on brand 
and positioning 

Investigate new events that capitalise on Gippsland’s brand 

and positioning such as:  

• A River Festival, building on river health and 
conservation projects  

• Sea to Plate jetty festival  

• A bike festival, celebrating all things cycling  

• A motoring festival to link to Phillip Island events  

• Pinot Coast concepts 

• Conservation events – Dark Sky  

• Aboriginal inspired educational events. 

Short DGL 
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Support Experience  

Wild River Journey - Mitchell River 
Lodge / Glamping 

It is recognised that the Mitchell River National Park is jointly 
managed by the Gunaikurnai people through GLAWAC. The 
Mitchell is one of Australia’s most spectacular wild rivers. A 
Mitchell River Lodge/luxury tent accommodation would offer 
ultimate bush luxury and river valley based immersive adventure, 
surrounded by impressive river scenery, serene rainforest gullies, 
rugged landscapes and some of Victoria’s more unusual 
vegetation communities.   

The Mitchell River Trail (18km) cuts through the heart of the 
Mitchell River gorge and offers stunning views of the river and 
unique access to areas of the park that is home to a staggering 
amount of wildlife and unique vegetation. Following the Mitchell 
River as it winds its way down the gorge, visitors would enjoy a 
guided walking and rafting experiences with storytelling, gourmet 
meals using regional produce, and the comfort and style of lodge 
or luxury tent accommodation.  
 

Investment 
• $2 million inclusive of feasibility, business development and 

construction of accommodation and support infrastructure. 

Likely benefits  
• Outstanding accommodation experience in world natural 

sanctuary  

• Increase length of stay in region with high yield market. 
 

Support Experience 

Boating and Ocean Journeys 

Gippsland currently has access to some of the best boating in 
Australia. Whether on sailing boats, or power boats, San Remo 
and Westernport, Port Welshpool, Anderson Inlet, the Gippsland 
Lakes, the Corner Inlet Waters, Lake Tyers, or Bass Strait boating 
opportunities, boaters can generally find waters and boating 
opportunities to suit their needs, equipment and skills.  

Further, Gippsland has a wealth of inland boating experiences 
including Blue Rock Lake and Lake Narracan. 

Added to the wonderful natural setting most exist in, and a range 
of services, Gippsland is well positioned to grow its boating offer 
through improved facilities and services.  

The Victorian Government has recently created the Better 
Boating Victoria Authority to oversee the development of better 
boating infrastructure in Victoria. The opportunity to work with 
the new organisation and grow the infrastructure and support 
services for boaters, if developed, can see Gippsland grow its 
market share of boating across all the coastal and estuary waters. 
from San Remo to Mallacoota.  

Investment 
Improved boat ramps, parking and other marine boating services 
including boat washes and fishing tables (aligned to other 
experience and infrastructure development within this plan). 
Estimated expenditure of $5 million over the life of this plan. 

Likely Benefits 
• Additional boating markets from Melbourne stay in 

Gippsland 

• Win market share from other coastal boating destinations 
including game fishing and other boating 

• Improved lifestyle infrastructure and residential appeal of 
small Gippsland coastal communities. 

GEORGE BASS WALK 

George Bass Walk 
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Support Experience  

The Pinot Coast 

Gippsland is increasingly being recognised as one of the best 
places in Australia to grow and produce Pinot Noir. Wines made 
from Pinot Noir are now attracting a huge following from wine 
enthusiasts around the world. The cool ocean and our temperate 
climate create consistent, high quality, slow ripening Pinot Noir 
grapes. The Pinot Coast Project is creating a competitive and 
recognised brand around a “one wine tourism proposition’ that is 
single minded in its marketing focus on Pinot Noir and is aiming 
for a leadership position for this variety in the world market.  

The Pinot Coast has huge potential to attract wine enthusiasts 
who also are drawn to the Gippsland coastline, waterways, lakes, 
ecology and wildlife. The project’s targets are globally minded, 
independent adventure seekers who want to experience the 
region’s wine, produce and people.  

This project aims to take Victorian wine internationally and 
nationally through a program funded by Visit Victoria and 
supported by Wine Victoria to create 5 branded regions. 
Gippsland will be positioned in the Pinot Coast pillar. Scattered 
through Gippsland are over 100 vineyards and 30 cellar doors, 
with Australia’s most expensive Pinot Noir currently produced in 
the region - the only Pinot Noir to be classified by Langton’s in 
the highest band of wines – Exceptional. 

While having such well recognised wine produced in the region, 
the region is not well known in the market, nor considered a wine 
destination.  

Investment 
• The initial investment in the development of the Victorian 

brand pillars is being undertaken through Visit Victoria 
supported by Federal Government grant funds 

• The Gippsland wine industry support to develop and 
implement the pillar is critical 

• Wine Victoria and Visit Victoria marketing funds to help 
deliver the marketing initiative and supported product and 
experience growth to the market 

• Ongoing use and implementation of the brand in 
conjunction with Visit Victoria will be a collaborative 
partnership with industry. 

Likely Benefits 
• Gippsland wines including Pinot Noir varietals will be 

marketed to a broader audience than currently  

• Collaboration with regions such as Mornington Peninsula 
that currently does not occur 

• Continued development of the industry and growth of the 
scale 

• The ability to develop food and wine experiences aligned to 
the market positioning. 

Support Experience  

Destination Fishing and Fishing 
Villages 

The click-clack of bobbing boat masts, the squawk of seagulls and 
the call of the fishermen as they return to harbour are the sounds 
of fishing villages in Gippsland. Gippsland’s authentic fishing 
villages are little gems with interesting shops, day cruises, and 
great restaurants serving the catch-of-the-day making for a 
unique experience.  Fishing villages of Port Franklin, Port Albert, 
Port Welshpool, Loch Sport, Paynesville, Metung as well as Lakes 
Entrance, Bemm River, Cape Conran, Mallacoota all offer the 
fishing experience however, they are not marketed as a collective 
experience for visitors to Gippsland. The ability to cluster unique 
and themed fishing village experiences has the potential to drive 
visitation to these areas and strengthen the sustainable seafood 
brand and food and wine profile of Gippsland. 

Developing fisheries linked to the fishing villages will also support 
people wanting to catch their own fish. These are likely to be 
significant opportunities include the Southern broad Billed Sword 
fishery off Lakes Entrance which is now beginning to attract 
national and international visitors willing to spend large sums to 
catch fish, Lake Tyers dusky flathead fishery due to the 
accessibility of the fishery, as well as Bass fisheries in inland rivers 
of East Gippsland 

This opportunity relies on the development of a cluster of linked 
experiences around fishing and seafood. These experiences 
include:   

• Sustainable fisheries offering fresh seafood fished caught 
from the ocean - fresh from the boat or fishermen’s co-
operative  

• Seafood Havens – signature restaurants serving up catch of 
the day e.g. Sardine in Paynesville and other signature 
restaurants in each of the villages 

• Bustling Harbours with fishing charters – Lakes Entrance and 
Mallacoota  

• Markets, marinas and maritime museums – Port Albert and 
Paynesville, Metung, Mallacoota,  

• Seaside Charm – Port Albert, Port Welshpool, Port Franklin, 
San Remo and Metung 

• Events – Wild Harvest Seafood Festival Mallacoota, Blessing 
of the Fleet, The Boat Muster and the Wooden Boat 
Festivals. 

Partnering with the Victorian Fisheries Authority is essential to 
ensure that licence classes enable and encourage fishermen to 
provide direct Ocean to the Plate sales in fishing ports, and even 
add value through cooking opportunities near the boats.  
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Support Experience  

Developing Gippsland’s Trail Network 

The Gippsland Trail Feasibility Study currently being prepared has 
identified several strategic trail corridor extensions that would, if 
built, from a ‘trail spine’ through Gippsland from Melbourne’s 
outer eastern growth suburbs and rail corridor in the west to 
Orbost in the east. The trail would offer several shorter more 
confined ‘sub-regional’ experiences, as well as the marketability 
of a single trail ride for ‘bike packers’.  

Significant parts of the trail exist now, but in shorter unlinked 
sections managed or developed through individual Councils. The 
elements include the Great Southern Rail Trail, the Bass Coast 
Rail Trail, the East Gippsland Rail Trail and the Gippsland Plains 
Rail Trail. Completing the missing links and improving the 
experiences on both the shorter experiences and the entire trail 
could lead to the ‘Great Gippsland Trail’. Consideration should be 
given to the restoration of the Snowy River Bridge at Orbost. 

Partnerships 
A successful Gippsland Trail will require partnerships at multiple 
levels. Local government is vital in the successful management of 
the trail. Partnerships with industry and tour operators, with local 
chambers of commerce and groups to help build businesses and 
offerings for potential markets is critical.  

 
 
 
 

Investments 
• Trail developments such as this proposal typically receive 

grant funding from State and Federal Governments through 
regional development and economic development grant 
programs 

• It is likely that to complete significant sections of this trail 
and move towards the concept of the Gippsland Trail, an 
investment of over $20 million will be required over the 10-
year period. This funds trail construction, land 
procurement/leasing, maintenance and other facilities 
including signs, rest stops, toilets and viewing platforms. It 
will also need to ensure the trail connects to villages and 
points of interest. 

Likely Benefits 
• Increased time spent in region, and the increased spend per 

person 

• There is a significant economic benefit from investing in a 
market driven, fit for purpose cycle and trail network in 
Gippsland. Additional community benefits in recreation, 
social activity and economic development may also be 
realised.
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Support Experience 

Making Gippsland Australia’s 
preferred 4WD adventure region 

Gippsland has a natural advantage in Victoria and more broadly 
in Australia with the Australian Alps and foothills providing the 
perfect terrain, landscape and setting for responsible 4WD 
adventures, and outdoor activities including remote camping, 
driving, touring and associated activities such as walking. 
Gippsland currently has 3 of the 6 Victorian iconic 4-wheel drive 
adventures as promoted by 4WD Victoria and Icon 4WD website 
www.icon4wd.com.au: 

• The Davies Plains Drive (shared with NE Victoria) – a drive 
through remote and challenging Alpine country 

• The Snowy River Drive -a journey into the heart of the 
legendary Snowy River 

• The Wonnangatta Drive – high country history and heritage. 
Other strong products that support bush driving and remote 
camping include the Aberfeldy Track, The Dargo High Plains Road, 
The Limestone Road, the Barry Way and McKillops Bridge area. 

With more than 88 clubs and 8000 members across Victoria, the 
4WD touring market is worth in excess of $120 million annually 
into the Victorian economy29. Further development of the 
infrastructure supporting the experiences, signs and 
interpretation and sustainability measures will see these icon 
trails and a few supporting trails, become the envy of the world 
and a target destination for these market segments. It is also 
important to continually review the experiences on offer. 

Investment 
• DELWP and Parks Victoria currently invest funds into the 

management of the road network and the camping facilities 
that provide the backbone of experience 

• $500,000 over the life of this Plan in developing outstanding 
4WD campsite facilities aligned to the experiences on offer 
on the icon drives, coupled with targeted interpretation, and 
support materials 

• Additional investment in targeted digital applications to 
support the experience on the icon drives, as well as 
marketing of $50,000 per annum through events, shows, 
magazines, and social media. 

Potential benefits 
With a market worth over $120 million per annum, increasing 
Gippsland’s share of the market by 10% could add an additional 
$1.2 million into Gippsland’s economy. In addition, increased 
market share of the national touring market could increase that 
to an estimated $6 million per annum.

 
29 www.4WDVictoria.org.au/index.php/homepage 

Support Experience  

Omeo Adventure Hub  

Omeo is situated in East Gippsland and is synonymous with 
Victoria’s High Country and has a strong heritage focus. This 
project will see Omeo develop as a nationally recognised alpine 
and high-country adventure hub. Based on the existing pre-
feasibility work undertaken on a world class mountain biking 
park, coupled with other opportunities including winter snow 
sports at nearby Mount Hotham, fishing, horse riding, and 
walking – Omeo will offer a hub for outdoor active pursuits. 
Completing the Adventure Hub will align with the current 
Gippsland Trails Feasibility Study, positioning Gippsland as a trail 
destination of choice. 

Investment 
• An estimated investment of over $6 million30 will see the 

construction of the trails network 

• Further investment will help the destination position itself as 
a destination of choice and will need to include town uplift. 

Likely Benefits 
• The feasibility shows that over 60,000 new visitors would 

visit Omeo once the hub is completed. This would translate 
to over $28.45 million in additional activity in the region per 
annum, creating 15 to 30 new FTE jobs and supporting an 
additional 6 new businesses in the region 

• Additional private sector activity based on the region’s parks 
and forests will also stimulate jobs and economic activity in 
the region and in Omeo itself. 

30 Omeo MTB Feasibility Report. Dirt Art. 2018 

Baw Baw Snowfields 

http://www.icon4wd.com.au/
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HERO EXPERIENCE 

Touring memories 

Visitors need to be enticed across the region by the landscapes, 
events, nature and food experiences. Drive tourism is vital in 
facilitating regional dispersal and access to the region’s many and 
varied visitor experiences. Businesses in rural and regional 
communities rely on income from drive visitors (who stop), as 
they often buy local tourism products and services, as well as 
basic travel necessities like fuel, food and other supplies.  

There are currently several tourist drives in Gippsland promoted 
on www.visitvictoria.com including the well-recognised Great 
Alpine Road that crosses from Gippsland to Northeast Victoria. 
The Sydney to Melbourne Touring Route drive is similarly 
promoted by Tourism Australia, Visit Victoria, Visit NSW and 
Sydney Melbourne Touring Inc. The challenge for Gippsland is to 
expand and market the current variety of experiences, attractions 
and accommodation that visitors will enjoy along these touring 
routes, encouraging longer stays as guests explore more of the 
region. Priority in experience development needs to go to the 
journeys that will encourage deviation off the Sydney Melbourne 
Touring route, travelling into Gippsland from Phillip Island and 
the Great Alpine Road. Itineraries will enable visitors to become 
aware of the breadth of the regional offering and encourage 
repeat visits to specific places they discover or to explore further. 

Investment 
Collaborative visitor experience planning for drive trails 
developed between neighbouring RTOs and LGAs focussing on: 

• Infrastructure like town beautification, signage, lookouts and 
lighting  

• Itinerary development and connecting to Hero Experiences 

• Experience development with businesses on routes 

• Marketing and communication strategies 

• Experiences and pathways signage and content and 
messaging of the Gippsland brand  

• Revision of existing tourist road maps highlighting these 
routes with attractions 

• Developing a web-based resource as part of current website 
including: a mobile optimised, GPS based, app with routes, 
locations and attraction information.   

Likely Benefits 
• Under a low growth, medium and high growth scenario, the 

Touring Memories experience will generate between $25 
million and $30 million in additional visitor expenditure each 
year 

• Increased length of stay and greater regional dispersal 

• Collaboration between LGAs and Destination Gippsland.  

Support Experience  

Positioning the Villages of Gippsland  

Visitors travelling around the region are looking for opportunities 
to stop, experience the local and authentic nature of Gippsland, 
and potentially spend their money. Towns and villages need to 
determine the extent to which they wish to engage in the visitor 
economy and what they can deliver best to encourage visitors. 
This can contribute to the overall experience of people travelling 
through the region and encourage greater dispersal, spend and 
positive feedback. This project will support the development of 
drive journeys.  

Investment 
• By working with each of the primary towns and villages, 

define a vision for tourism, characteristics of the offer and a 
Local Destination Action Plan for the community to work 
towards utilising the Gippsland Tourism Town Excellence 
Project (GTTE) 

• The project could be supported by seed funding for small 
business development that matches the community vision 
and regional positioning.  

Likely Benefits 
• Regional experience integration – Gippsland is promoted in 

its entirety as a destination offering various experiences as 
opposed to marketed in isolation 

• Dispersal of visitors to towns and villages in the region will 
offer social and economic benefits commensurate with the 
level of investment and opportunities provided 

• Expansion in business and employment opportunities in 
service, café and restaurants and retail 

• Communities as advocates for the region, particularly 
encouraging the VFR market 

http://www.visitvictoria.com/
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As an example, the following town/village clusters could potentially offer on the identified experience themes: 

Area / Towns Experience Theme focus 

Walhalla, Erica, Mt Baw Baw Natural Sanctuary; Inspired Adventures 

Gippsland Lakes  Natural Sanctuary; River and Coastal Paradise 

Fishing villages of Port Franklin, Port Welshpool, Port 
Albert, Loch Sport, Paynesville, Metung Lakes Entrance, 
Bemm River, Cape Conran, Mallacoota 

Rivers and Coastal Paradise; Paddock to Plate 

Inverloch to Phillip Island  Rivers and Coastal Paradise 

Strzelecki Ranges including walks within Tarra-Bulga NP, 
villages 

Inspired Adventure 

Mallacoota, Cann River, Cape Conran and Point Hicks  Natural Sanctuaries 

Marlo and Orbost, including the Snowy River  Natural Sanctuary 

Metung  Natural Sanctuary; Rivers and Coastal Paradise 

Omeo and Great Alpine Road  Inspired Adventure 

West Gippsland Noojee and Neerim with Yarra Valley 
connections  

Inspired Adventure 

Dargo, Licola and Heyfield as gateways to the Alps Inspired Adventures 

Licola 
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9. Proposed Infrastructure  

Proposed Infrastructure recommended as part of the Gippsland Destination Management Plan 

Suggested 
Infrastructure 

Description Predominant 
Pillar Supporting 

Priority 
(HML) 

Lead Agency Cost Estimate ($) DGL 
Role 

Wilsons Promontory 
Experience 
Development and 
circuit walk 

Investment in the experience development at Wilsons Promontory 
aiming to improve the visitor experience in a contemporary way that 
adds protection to the values of the park. Included in the plan is a new 
Wilsons Promontory walk including alternative and modern 
accommodation options noting the change in management plan that 
may be required  

Inspired Adventures High Parks Victoria Experience development 
and sanctuary 
planning/consultation 
($150,000) 
likely to be in excess of $15 
million 

Influence 

Buchan Caves Revitalised Accommodation Precinct – First Step is a Master Plan, then 
the potential provision of modern innovative sleeping pods. Also 
included is commercial space for weddings, meetings etc. 

Buchan Caves Medium GLaWAC / Parks 
Victoria 

$200,000 for the Master 
Plan 

Advocacy 

Gabo Island 
Infrastructure 

Refurbishment of the accommodation and improved facilities, and 
ideally the provision of new accommodation. 

Gabo Island Medium GLaWAC / Parks 
Victoria 

$4million Advocacy 

Raymond Island 
Koalas Walk 

Raymond Island koalas offer a significant wildlife viewing experience 
for domestic and international visitors alike. Improving the Raymond 
Island Koala experience could include improved walking tracks, digital 
interpretation etc 

Gippsland Lakes High East Gippsland 
Shire Council, 
DELWP, 
GLaWAC / Parks 
Victoria 

$350,000 Advocacy 

Coastal Wilderness 
Walk 

Creating Victoria’s 4th iconic walk mostly on existing alignment. Tracks 
works and accommodation options from Cape Conran to Point Hicks 
for the 3 to 4 day experience. Modelled on Three Capes in Tasmania. 

Coastal Wilderness 
Walk 

High Parks Victoria $7million Advocacy 
and 
Marketing 

George Bass Coastal 
Walk 

Develop a master plan for the walk. Land purchases and track works, 
campgrounds, access tracks to beaches. Develop a European style 
coastal walk activating villages and commercial opportunities. 

George Bass Coastal 
Walk 

High Parks Victoria $19.6 million Advocacy 
and 
Influence 

Mitchell River 
Journey / Glamping 

Feasibility, support services and accommodation on the Mitchell River, 
including developing a potential Gunaikurnai business venture with 
Aboriginal tourism products 

Mitchell River 
Journey 

Medium GLaWAC / Parks 
Victoria 

$2million Advocacy 
and 
Influence 

Boating and Ocean 
Journeys 

Investment across Gippsland in a range of boating infrastructure to 
facilitate better boating including boat ramps, car parking, fish 
cleaning tables, etc 

Rivers and Coastal 
Paradise 

High Better Boating 
Victoria, LGAs, 
Parks Vic, 
DELWP 

$5 million Advocacy 
and 
Support 

Lakes Entrance 
Redevelopment and 
LEFCOL Café 

As part of the decision on commercial fishing in the Lakes, a 
redevelopment of the LEFCOL area and other commercial 
opportunities with a focus on the visitor economy will help deliver 
Ocean to the Plate and a possible fish restaurant. 

Paddock and Ocean 
Produce 

High East Gippsland 
Shire Council, 
State 
Government 

$1.5 million 
 committed 

Advocacy 
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Suggested 
Infrastructure 

Description Predominant 
Pillar Supporting 

Priority 
(HML) 

Lead Agency Cost Estimate ($) DGL 
Role 

Destination Fishing Complete a feasibility and tourism development plan for a new 
destination fishery that also enables private investment in lodges etc. 

Paddock and Ocean 
Produce 

High DGL in 
partnership 
with the VFA 

$100,000 
 for the feasibility 

Advocacy 

Infrastructure 
improvements on 
Mount Baw Baw 

Deliver a replacement chairlift for aging infrastructure on the 
mountain and upgrade the power supply system enabling renewable 
power and higher financial security. 

Inspired Adventure High to 
Medium 

State 
Government/M
tBBAR 

$5.5million Support 

Central Gippsland 
Mountain Biking Hub 

Continue to develop the Haunted Hills and other Mtn Bike hubs in the 
Central Gippsland area. 

Inspired Adventure High State 
Government, 
LVA, Latrobe 
City 

$1 million Advocacy 

Tall Trees Ride Develop a customised mountain bike product including trail and 
opportunity for private investment in dedicated accommodation on 
trail. Includes activation of other business and community 
opportunities. 
Feasibility and Trail Infrastructure 

Inspired Adventures High DELWP, Parks 
Victoria 

$ 5million Influence 

The Gippsland Trail 
Development 

Develop Gippsland’s diverse and disconnected trail network into a 
‘Gippsland Trail’ that connects the most important missing links from 
a market perspective and provides the opportunity for business 
development and product growth.  

Inspired Adventures High Councils with 
grant funding 
support 

$20million Advocacy 

4WD Adventures Invest in the icon drives of Gippsland including track maintenance, 
signs, campsites, etc 

Inspired Adventures High Parks Victoria, 
DELWP 

$500,000 ($50,000 PA) Advocacy 

Omeo Adventure 
Rides 

Develop the Omeo Mtn Biking Destination and invest in other 
adventures as identified and are proven feasible. 

Inspired Adventure High East Gippsland 
Shire Council 

$6million Advocacy 

Short Walks of West 
Gippsland 

Investing in lifting the short walks of the West Gippsland Village Hubs. 
This will provide an immediate uplift, and, in most cases, planning is 
minimal due to the trail alignment existing currently. Also improve car 
parking, signs, interpretation etc., 

Village Hubs – Mt 
Baw Baw / Walhalla 
and Surrounds 

High Baw Baw Shire 
Council, DELWP, 
Parks Vic 

To Be Developed Advocacy 

Invest in the 
Development of the 
Walhalla Goldfields 
Railway 

As a part of the Central Gippsland Public Land Strategy – invest in the 
completion of the Walhalla Railway from Erica to Walhalla. 

Village Hubs – Mt 
Baw Baw / Walhalla 
and Surrounds 

Medium to 
High 

State 
Government 

$18million Support 

Seal the South Face 
Road linking Baw 
Baw and the Latrobe 
Valley 

Seal the South Face Road surface enabling improved access between 
Mount Baw Baw and key markets in the Latrobe Valley. Access exists 
now but this will improve the ease of access. 

Village Hubs – Mt 
Baw Baw / Walhalla 
and Surrounds 

Medium State 
Government 

$12million Support 

Hazelwood Mine Site The Hazelwood mine and power station are currently being 
decommissioned. The longer-term future of the assets may include 
innovative and exciting visitor economy and local community benefits 
including a public access lake in the now mine. Planning is complex 

Latrobe Valley Hub Medium. 
Significant 
benefits 
may occur 

Multiple 
Agencies 

Unknown Advocacy 
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Suggested 
Infrastructure 

Description Predominant 
Pillar Supporting 

Priority 
(HML) 

Lead Agency Cost Estimate ($) DGL 
Role 

and involves both private sector and state and local government. The 
LVA is also facilitating outcomes. 

longer term, 
but 
uncertainty 
is high. 

Sealing of the Point 
Hicks Road 

Point Hicks is proposed to be a significant visitor hub on the Sydney 
Melbourne Touring Route. The provision of all-weather all vehicle 
access is important in facilitating several outcomes including the 
Wilderness Coast Track and the visitor node and increased 
accommodation at Point Hicks. 

Wilderness Coast High Parks Victoria, 
DELWP, East 
Gippsland Shire 
Council State 
and Federal 
Government 
Grants 

$ 7million Influence 
and 
Advocacy 

Day Walk 
Improvements and 
additions 

The day walks on the Sydney Melbourne Touring route are important 
as an attraction and experience that keeps travellers in Gippsland. 
Continuing to invest in these walks and adding new ones will generate 
economic benefits from additional nights and continue to position the 
SMT as a world class touring route. 

Wilderness Coast High Parks Victoria, 
and DELWP, 
East Gippsland 
Shire 

$5million estimate Advocacy 

The Sea to Summit 
Link 

The Government has committed to invest in the feasibility for a new 
iconic walk from Errinundra Plateau to Bemm River, passing through 
the tall forests of East Gippsland.  

Wilderness Coast Medium Parks Victoria 
DELWP 

$1.5million Influence 

Various Villages General uplift and upgrading of village precincts including vehicle 
parking, streetscapes, toilets and signs 

Vibrant Local 
Communities 

Ongoing Various 
Councils 

General Rate Services Support 

Various Trail Projects The Gippsland Trails Feasibility Study is under development. Several of 
the key projects form the study have been included in this 
infrastructure list. Gradual implementation of the study’s 
recommendations will deliver both community and visitor economy 
benefit over time. 

Vibrant Local 
Communities 

Ongoing Various 
Councils, Parks 
Victoria and 
DELWP 

Various Support 
and 
Advocacy. 

Public Transport Continued improvement of the Gippsland train network is critical to 
continuing to develop transport options for visitors and community 
alike. 
Ideally, regional Victoria will be serviced by a reliable, frequent, fast 
train network much the same as exists in other countries in the world 
Helping create a bike friendly bus and transport network will also 
provide significant visitor economy benefits to trail users and 
residents. 

  State Government  Advocacy 
and 
Support 

Telecommunication The visitor economy like many other sectors requires strong digital 
connectivity. This includes the ability to book products and 
experiences online, and to use digital apps for information and 
support. Current services are variable and can be overrun in busy 
periods. Continued investment in digital upgrades are critical. 

  State Government 
Telecommunicati
on 
Federal 
Government 

 Advocacy 
and 
Support 
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10. Appendices 

Appendix A – Glossary  
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Appendix D – Investment Commitments Across Gippsland 

Appendix E – Drive Touring Routes 

Appendix F – AEC Summary of Product Assessment 2018 

Appendix G – Travel Trends 

Appendix H – Gippsland Existing Target Market Summary  
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