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GLOSSARY OF TERMS

Daytrip Those who travel for a round trip distance of at least 50 kilometres,

Visitor are away from home for at least 4 hours, and who do not spend a
night away fromm home as part of their travel. Same day travel as part
of overnight travel is excluded.

International A person is defined as an international visitor to Australia if they are

Visitor currently a resident overseas, have been in Australia for less than one
year and are aged 15 years or over.

Overnight People aged 15 years and over who undertake an overnight trip

Visitor of one night or more and at least 40 kilometres away from home

High Country

are referred to as overnight visitors. Only those trips where the
respondent is away from home for less than 12 months are in scope
of the NVS.

The High Country is a defined tourism region in Victoria's north-east,
which includes seven shires — Alpine, Benalla, Indigo, Mansfield,
Murrindindi, Towong and Wangaratta — and the three major alpine
resorts of Falls Creek, Mt Buller and Mt Hotham. The region is
represented by a regional tourism board (Tourism North East).






OVERVIEW

Towong Shire has untapped
potential as a High Country
visitor destination. The visitor
economy has opportunity to
become a key economic driver
that supports a prosperous local
tourism industry.

The Towong Shire Destination
Management Plan 2022-2026
(DMP or Plan) is a key strategic
document for Towong Shire
Council (Council) to guide
development and growth of the
visitor economy over the next
five years.

Prepared in collaboration with
Urban Enterprise, the Plan is
designed to provide strategic
direction for growth of the
visitor economy by increasing
the number of visitors to the
Shire, extending the length

of stay and increasing visitor
spend. This includes clear
objectives and an action plan
for Council to help implement
the Plan, focusing on the visitor
economy opportunities for key
destinations and assets across
the municipality.

This Plan is informed by
independent research and
analysis, as well as consultation
with industry representatives,
community groups, businesses,
Council and Government
stakeholders.
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TOWONG SHIRE

Towong Shire is a rural
municipality located in Victoria's
north-east, bordering NSW to
the north and east and Albury-
Wodonga to the west.

Itis the largest municipality

in the Hume Region (6,675
square kilometres), as well

as the least populated (6,102
residents), making it one of the
least densely populated areas in
Victoria. This presents numerous
challenges for Council,
including service delivery, asset
management and community
and industry engagement.

The area is primarily known for
agriculture, with a vast amount
of productive farmland that
comprises around 30% of total
land in the Shire. This is the
primary driver of Towong's
economy and employment, as
well as its cormmmunity identity.

The Shire offers unigue nature
and water-based assets, which
contribute to Towong's rural
amenity and lifestyle offer

for visitors. The immersive
landscape of Towong Shire
including its mountainous
terrain and nature-based assets
are a key strength that can be
harnessed.

There are various visitor
destinations and communities
dispersed across the Shire. Key
townships include Tallangatta
(administrative centre) to the
west and Corryong (service
centre) to the east, with other
significant towns including
Mitta Mitta and Eskdale in the
south-west, as well as Bellbridge
and Bethanga in the north-west.
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REGIONAL CONTEXT AND
LEVERAGING THE HIGH
COUNTRY BRAND

Towong is located on the border
of Victoria and New South
Wales, in Victoria's High Country
tourism region. The High
Country is a strong regional
tourism brand, well-known for
nature, the outdoors, snow and
local produce.

Tourism North East is the
regional tourism board
responsible for promoting the
High Country region, which
includes seven local government
areas across the State's north-
east alpine region. Towong Shire
is a paid memlber of Tourism
North East.

High Country

(including Towong Shire)

Urlban Enterprise

EXECUTIVE SUMMARY

The High Country promotes

a range of product pillars,
including Cycle Tourism, Snow,
Food and Drinks, Nature-
based experiences and Arts
and Cultural Heritage. Towong
Shire is well-aligned to the
High Country product offering,
particularly in terms of the
Shire's emerging potential for
high quality nature-based and
cycle tourism experiences.

There is opportunity to
strengthen the Shire's
alignment to the High Country
through activation of nature-
based assets, investment

in cycling, and increased
investment in contemporary
and high quality food and drink,
and arts and cultural heritage
experiences.

Snowy Valleys
(part of the
Upper Murray)

Towong Shire

Developing products,
experiences and infrastructure
that are well-aligned to the
High Country brand, and meet
quality expectations of the
existing High Country visitor, will
be key to growing awareness
of Towong Shire through High
Country promotion. Enhanced
involvement in the regional
tourism board structure will
provide a range of benefits

to Council and local industry
can benefit through general
marketing activities, targeted
marketing campaigns and
inclusion in touring itineraries.

In addition to leveraging
Tourism North East activities,
it's critical that Towong Shire
leverages the existing regional
visitor market travelling to

the surrounding region and
surrounding population base.
This accounts for over 9 million
regional visitors and 260,000
residents in surrounding
regional cities of Albury-
Wodonga, Wagga Wagga,
Shepparton and Wangaratta
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VISITOR ECONOMY
OVERVIEW

The Towong Shire's visitor
economy is in its infancy,
attracting 195,000 visitors
annually who spend $23.9
million. This accounts for 6% of
High Country visitation and 4%
of visitor spend.

Visitors predominately travel

to visit friends and relatives,

or for holiday purposes. The
majority of holiday visitors can
be considered to be habitual
visitors, who tend to visit Towong
Shire consistently and tend to
camp or caravan, preferring

to self-cater and spending
minimally in the local economy.

As a border municipality, the
Shire receives a large proportion
of visitation from NSW (37%) as
well as Victoria (54%).

Urlban Enterprise

PRODUCT STRENGTHS AND
GAPS

Towong Shire is characterised by
its rolling hills and mountains,
and a feeling of immersion in
nature. The Shire's natural assets
and amenity, and the activities
they support, are Towong's key
strength.

National Parks and water-based
assets have been identified

as primary strengths for the
Shire. Hero nature-based assets
include the Alpine National Park,
Burrowa-Pine National Park,
Mount Granya State Park, Mt
Lawson State Park and Mount
Mittamatite Regional Park. Hero
water-based assets include Lake
Hume, Lake Dartmouth, the
Mitta Mitta River and Murray
River.

The Shire has secondary

and emerging strengthsin
cycling, touring and sports and
recreation. These experiences
require further investment
and activation to become hero
experiences, however are well-
aligned to the Shire and High
Country's primary strength of
nature-based tourism.

There are a range of product
and experience gaps and
opportunities, including
accommodation, food, ferments
and farmgate, events, and

arts culture and heritage
experiences. Targeted and
ongoing investment is required
to meet the standards of the
contemporary visitor market
and attract target markets.
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EXECUTIVE SUMMARY

STRATEGIC CONSIDERATIONS

A number of key considerations for the Towong
Shire visitor economy have emerged through the
Destination Management Planning process.

These have been summarised below.

Product and
Experience

Hero product to
drive awareness

Investment
in supporting
tourism
experiences,
including

accommodation

and food and
beverage

Investment
in cycling and
in particular

mountain biking

Activating and
leveraging
natural assets

Urlban Enterprise

Markets

Reduced access
to source
markets due to
location

Opportunity to
grow the family
market

=)

—

Marketing and

Branding

Lack of clear and
cohesive brands

Leveraging the
High Country
brand

Lack of cohesive
governance and
strong leadership

Lack of quality
and motivational
digital content
and information

Enhancing
business digital
presence

Need for
improved
sighage

===

=

Infrastructure and

Amenity

Town amenity
and activation

Lack of water
and sewerage
to support
investment

Need for digital
infrastructure
improvements

Limited land for
development

Investment
in events
infrastructure
to improve
utilisation

Leveraging the
Corryong Airport

Improved
transport
infrastructure

L
.‘\ I'

&
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Resourcing and

Collaboration

Fragmented
tourism
governance

Constrained
Council
resourcing and
implementation

Leveraging
Tourism North
East resources
and capacity

Industry
collaboration and
communication

Attracting skilled
and unskilled
labour force

Investment
attraction and
facilitation
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&0 Towong Shire is the leading High Country
destination to escape to and immerse in nature
and the outdoors. The nature-based experiences
are complemented by quality food, drink and
accommodation experiences. o0

 Support Establish a clear
‘investment in and cohesive
¢.:o.|'|_temp°l'al'y 4 ~ brand identity that
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PERFORMANCE TARGETS

Key performance targets have been identified
for Towong Shire to track performance of the
visitor economy over the life of this Plan.

Grow daytrip yield
per visitor from $62
Towong Shire from to $hS ]rby ?026""" I:‘ne per trip, from $287
1. 195,000 to 400,000 2, With Tourism Nort 3. per night to $387.
by 2026 SO This is a growth of
: This is a growth of
approximately 47%.

Grow overnight yield

Double visitation to per visitor by $100

approximately 30%.




EXECUTIVE SUMMARY

STRATEGIC INVESTMENT THEMES AND
TRANSFORMATIVE PROJECTS

Key themes to guide future investment have been identified, in
response to strategic considerations and the Shire's objectives for
tourism development.

Transformative Projects aligned to each theme have been shown
below. These are projects that will deliver the greatest economic
benefit for the Shire, and will support the positioning of the Shire as a
leading High Country destination to immerse in and experience nature.

Additional project opportunities have been identified in Section 8
Strategic Framework.

@Q@

THEME 2.

THEME 1.
ACCOMMODATION

AND FARMGATE

Investment in
motivational and

Delivery of quality,
contemporary and diverse
accommodation stock to
attract target markets and
increase overnight stays
and visitor yield.

produce.

TRANSFORMATIVE PROJECTS

FOOD, BEVERAGE

contemporary food and
drink experiences to
meet visitor expectations
and leverage the region’s
high quality agricultural

THEME 3.
NATURE AND
WATER

Activate, harness and
showcase key natural
and waterway assets
through investment

and improved
utilisation.

THEME 4.
RIDE

Invest in a range of
trails infrastructure
and formalise existing
trails to position
Towong as one of High
Country's hero cycling
destinations.

Holiday Park Old Tallangatta
Reinvestment Butter Factory
Program Revitalisation
Cudgewa Valley Bellbridge
Wilderness Retreat Boathouse

Small Scale
Accommodation
Interventions

Corryong Distillery

Urban Enterprise

Visitor Experience
Enhancement Plan
for Burrowa-Pine
Mountain National
Park and Mount
Granya State Park

Murray River Multi-
Day Canoe Trail

Corryong
Golf Course
Redevelopment

Lake Hume
Masterplan

Mitta Mitta
Destination
Mountain Bike Park

High Country Rail
Trail Improvement
and Extension

Mt Elliot Gravity and
Adventure Park

Tallangatta Gravity
Mountain Bike Park
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THEME 5.
INFRASTRUCTURE,
AMENITY AND
ACTIVATION

Deliver high quality
visitor infrastructure,
services and amenity
to improve the visitor

experience and

perception of Towong as

a tourism destination.

THEME 6.
BRANDING,
MARKETING AND
AWARENESS

Delivery of a cohesive
and consistent brand
through marketing,
collateral and events
to promote increased
awareness.

TRANSFORMATIVE PROJECTS

THEME 7.
INDUSTRY
DEVELOPMENT AND
COLLABORATION

Support continued
development and
enhancement of

industry in Towong's sub
regions and strengthen
collaboration across
industry.

Township
Enhancement
Program

Bellbridge Village
Masterplan

Mitta Mitta
Activation Plan

Tallangatta
Foreshore Stage 1
Destination
Playground, Cafe
and Trail

Urlban Enterprise

Branding and Digital
Strategy

Content and Imagery
Database

Touring Itineraries

Half Yearly Tourism
Industry Information
and Networking
Forums

Business Attraction
and Investment
Facilitation Strategy
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OVERVIEW

Towong Shire Council has
untapped potential as a tourism
destination, with a wealth of
nature-based assets, including
rivers, lakes, mountains and
valleys, and picturesque towns.

Located in Victoria's north-east,
the municipality comprises an
area of approximately 6,600
square kilometres and about
6,000 residents.

Towong's economy is led by a
rich agricultural sector, tourism
and timber production and
processing. Approximately two-
thirds of businesses located in
the Shire are in the agriculture
and forestry industries. This
industry was significantly
impacted by the Black Summer
bushfires in 2019/20.

Towong Shire Council has
engaged Urban Enterprise

to develop a Destination
Management Plan (DMP)

to guide future tourism
development. This Plan has
been delivered concurrently
with Council's Economic
Development Strategy, to
ensure there is a shared vision
for development of the Shire's
visitor economy and broader
economy.

Urlban Enterprise

The DMP will leverage the
region’s assets to boost tourism
numbers and extend the length
of stay. The Plan will:

Identify key tourism themes.

Identify tourism industry
product gaps and
opportunities.

Identify and provide
direction for key priority
projects.

Be informed by economic
research and analysis.

Identify current tourism
trends.

Provide strategic direction
for the delivery of key event
opportunities for the region.

Provide visitor market data
related to visitor length of
stay, market demographics,
motivators, and visitor
economic impacts.

Provide economic impact
(including value add) of
visitors to the Shire.

DESTINATION
MANAGEMENT PLANNING

Destination Management
Planning is based on the holistic
consideration of a region’s
tourism industry, and the
tourism industry's position in the
regional economy. Destination
Management Plans reflect the
attributes of each destination,
providing a blueprint for future
investment in tourism including
new experiences and attractions,
and infrastructure requirements
to support visitor growth.

The DMP for Towong Shire will
follow the Guide to Best Practice
in Destination Management,

as developed by the Australian
Regional Tourism Network
(ARTN).

COVID-19 Impacts

Whilst COVID-19 has resulted

in decreased visitation (-5%)

and expenditure (-10%) within
Towong Shire, tourism is in its
infancy and as such the impacts
have been limited.

Daytrip visitation (+2%) and
expenditure (+2%) saw an
increase, due to cross-border
travel restrictions likely
stimulating increased regional
travel.
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INTRODUCTION

PROCESS

The following process was
undertaken to inform the
development of the Destination
Management Plan.

e e 0000000

Research, Discovery
and Assessment

Reviewed 20+
documents

Research into target
markets (TRA,
Tourism North East)

Site visits to
key towns and
attractions

Product audits
inventorying

top attractions,
supporting
products, events and
infrastructure

Engagement

Industry and
community
workshops (x4)

Industry and
community survey

Council workshops
(X3)

Consultation with
state government
agencies and private
operators

Issues and
Opportunities

Identification

of issues and
opportunities based
on assessment,
engagement, site
visits and product
audits

Strategy

Development of
strategic framework,
including vision,
objectives and
identification of
priority projects




TOWONG SHIRE

Towong Shire is a rural
municipality located in north-
east Victoria, on the border of
New South Wales.

The Shire borders NSW to the
north and east and Albury-
Wodonga to the west. The Shire
is located approximately 200
km north-east from Melbourne
(at its nearest point), while the
closest regional city — Albury-
Wodonga - is approximately

15 km from the western-most
point of the Shire.

It is the largest municipality

in the Hume Region (6,675
square kilometres), as well

as the least populated (6,102
residents), making it one of the
least densely populated areas in
Victoria.

The area is primarily known for
agriculture, with a vast amount
of productive farmland that
comprises around 30% of total
land in the Shire. This is the
primary driver of Towong's
economy, employment as well
as its community identity.

Urban Enterprise

INTRODUCTION

The Shire also offers unique
water-based assets, including
Lake Hume, the Murray River,
Mitta Mitta River, Dartmouth
Dam, as well as nature-based
attractions such as Burrowa-
Pine Mountain National Park
and Mount Granya State Park.
These products contribute to
Towong's amenity and rural
lifestyle offer for visitors and
residents.

Towong Shire is located within
Victoria's High Country, one

of Victoria's leading tourism
regions. The High Country is
promoted by Tourism North
East, the state recognised and
funded regional tourism board
responsible for promoting

the region and driving visitor
economy growth.
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INFORMING THE DESTINATION
MANAGEMENT PLAN

STRATEGIC CONTEXT

A range of documents across all levels of
Government and local industry have been
reviewed to inform the strategic direction of this
Destination Management Plan.

The table below provides an overview of the
documents reviewed.

State Government Documents

Victorian Government Visitor Economy
Reform Plan

Victorian Visitor Economy Strategy 2016

Victorian Traditional Owner Cultural
Landscapes Strategy

Regional Documents

Victoria's High Country Destination
Management Plan 2013-2023

Ride High Country Annual Marketing Plan
2020-21

Tourism North East, Three Year Strategy
Hume Regional Growth Plan

The Hume Strategy for Sustainable
Communities 2010-2020

Shire-Wide Documents

Towong Shire Economic Recovery Action
Plan

Towong Municipal Recovery Plan 2019 -
2020

Towong Healthy Communities Plan 2018 —
2021

Local Documents

Upper Murray 2030 Vision Plan
Our Bellbridge Strategy

Our Valley Our Future (Mitta Valley) 2013-
2016

'Tallangatta Tomorrow' Masterplan
Walwa And District (CRC) Strategic Plan

Urlban Enterprise

Key Strategic Planning and Policy Direction

A range of key themes emerged through the
analysis of strategic documents.

State Government strategic directions include:

Leveraging the market opportunity provided
by nature-based tourism.

Delivering high quality supply of tourism
products, experiences and infrastructure that
meet market expectations.

Building visitation demand through
marketing and events to build awareness.

Industry strengthening, including building
available workforce and capacity.

Tourism North East provide strategic direction
at the regional level, to drive tourism growth in
the region and develop Victoria's High Country
into a leading visitor destination. Tourism North
East aims to guide development of the visitor
economy through a unified focus on investment
and promotion of the region’s product pillars.

Whilst Tourism North East provides direction at a
regional level, there is a lack of strategic focus at
a local level for the Towong visitor economy. The
Shire has lacked an overarching strategic tourism
plan to provide a holistic and unified approach to
tourism development.

The Destination Management Plan will establish
a clear direction and focus for Council investment
and resourcing, whilst ensuring alignment with
regional opportunities and priorities, as well as
the needs of the local tourism industry.

Key local themes and directions include:

Leveraging visitation from NSW border
catchment and a growing Albury-Wodonga.

Diversifying the agricultural sector to
support tourism growth through farmgate
experiences.

Encouraging touring to leverage regional
visitation and grow Towong Shire awareness.

Improve infrastructure and amenity in
townships.

Recovering from the impacts of COVID-19
and bushfires, and building industry and
community resilience for future shocks.
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INFORMING THE DESTINATION MANAGEMENT PLAN

GOVERNANCE AND
RESOURCING

The following table outlines

the current tourism structures
responsible for delivering tourism
in relation to Towong Shire.

There are a number of local and
regional tourism organisations
that support the visitor economy.
This has implications for the
delivery of a strong and cohesive
tourism industry and the need for
strong communication and clear
roles and responsibilities.

Council Role and Resources

Towong Shire Council has
limited resources for tourism
development, due to the Shire's
small operating budget.

There are 3.2 FTE staff roles
spread across tourism and
economic development within
Towong Shire Council. Of
these, 1 FTE is dedicated to an
Agriculture Officer,1FTE to a
Visitor Information Centre (VIC)
officer,and 1.4 FTE is dedicated
to tourism and economic
development.

The roles and responsibilities of
the 1.4 FTE staff include:

Crant application and
funding

Business development and
engagement

Events facilitation and in-kind
support

Visitor servicing

Collaboration with regional
tourism organisations for
promotion

Investment attraction and
facilitation

Project management

Additionally, the VIC officer is
responsible for visitor services,
including digital and physical
visitor information services within
visitor information centres.

Urlban Enterprise

Visit Victoria

State-Level

Primary tourism and events company for the State
Government, involved in research, advocacy and domestic
and international marketing.

Visit Victoria is a key partner in promotion and strategic
planning for the tourism sector. Council should maintain a
strong relationship to ensure alignment with Visit Victoria
marketing initiatives.

Regional Continue to work with RDV to access potential funding
Development opportunities. This strategy will be an important reference
Victoria for strategic alignment with state government.

DELWP DELWP manages a number of public forest reserves that

include important nature-based tourism products.

Parks Victoria

Parks Victoria manages a number of key state parks
and reserves and a strong relationship is important for
development and promotion of nature-based tourism.

Goulburn-
Murray Water
(GMW)

Tourism
North East
(TNE)

Towong Shire
Council

CMW manages the water in Lake Hume, Lake Dartmouth
and the Murray River and also owns and operates a number
of infrastructure assets.

Regional-Level

Tourism North East is a State Government recognised and
funded Regional Tourism Board. TNE collaborates with
government and industry partners to undertake planning,
marketing, product development, industry development,
infrastructure and advocacy.

Local-Level

Towong Shire provides a range of tourism services including
overseeing aspects of visitor information services, digital
media and communication, emergency management,
marketing, industry development and investment.

A membership based organisation that works to promote
and encourage tourism in the Upper Murray region.

'L\J/Ipper Established through the Upper Murray 2030 Plan, the
urray Inc ! . e ;
group aims to increase visitation through investment and
marketing, and producing collateral.
A membership based organisation offering workshops,
Mitta Valley grant funding support, networking and branding and
Inc. digital marketing to enhance economic and community
development.
Peninsular n
Network P
Parklands Committee of Management responsible for management
Albury of the High Country Rail Trail
Wodonga :
Tallangatta One of three community groups working with Parklands
Rail Trail Albury-Wodonga to develop the High Country Rail Trail. TAG
Advisory is responsible for the development and management of the

Group (TAG)

Sandy Creek to Old Tallangatta section of the Rail Trail.

Community
Recovery
Committees
(CRCS)

Following the impacts of the 2019/20 bushfires, 11
Community Recovery Committees were formed with
assistance from Council. Each CRC focuses on supporting
and facilitating the recovery process for the towns within
Towong Shire.

PAGE 16



INFORMING THE DESTINATION MANAGEMENT PLAN

A REGIONAL APPROACH

Leveraging the High Country Brand

Towong is located on the border of Victoria and Towong Shire current alignment with High
New South Wales, in Victoria's High Country Country Brand Pillars

region. The High Country is a strong regional
tourism brand, well-known for nature, the
outdoors, snow and local produce.

Tourism North East is the regional tourism board
responsible for promoting the High Country
region, which includes seven local government
areas across the States north east alpine region.
Towong Shire is a paid member Council of
Tourism North East.

Involvement in the regional tourism board
structure provides a number of benefits for
member councils, including marketing, industry
capacity building, and funding advocacy. Further
to this, local industry can benefit through
general marketing activities, targeted marketing
campaigns and inclusion in touring itineraries.

(\d CU‘tUra//y
>

%
<
\Q®

The High Country promotes regional tourism
under the five pillars depicted to the right.

Towong Shire is well-aligned to the High Country
product offering, particularly in terms of their
emerging potential for high quality nature-
based and cycle tourism experiences. There is
opportunity to strengthen the Shire's alignment
to the High Country through increased
investment in contemporary and high quality
food and drink and arts and cultural heritage
experiences.

Developing products, experiences and
infrastructure that are well-aligned to the High
Country brand, and meet quality expectations
of the existing High Country visitor, will be key
to growing awareness of Towong Shire through
High Country promotion.
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INFORMING THE DESTINATION MANAGEMENT PLAN

Leveraging Existing Regional Visitors

1.4 million _
City of Albury

471,000 ¢

City of Wedonga

680,000

Indigo Shire

720,000 -

Rural City of
Wangaratta

Figure 3. Regional Visitation

Key to growing the visitor
economy for Towong will be

to leverage the regional visitor
markets that are already
travelling to surrounding
municipalities. This accounts for
over 9 million visitors.

Competing in the metropolitan
Melbourne market is
challenging for Towong, as
there are a range of intervening
opportunities for similar product
closer to Melbourne such as
Murrindindi Shire, Mansfield
Shire and Baw Baw Shire. These
destinations have access to
rivers, lakes, boating, fishing,
camping and walking.

Urlban Enterprise

195,000

Towong Shire

1.5 million

With ongoing interstate and
international travel restrictions,
there is major opportunity for
Towong Shire to leverage its
potential as a High Country
destination and attract growth
in domestic visitation.

As surrounding High Country
destinations such as Bright,
Beechworth and Mount Beauty
become increasingly busy,
there is opportunity for Towong
to position itself as a new and
undiscovered nature-based
destination.

Additionally, there are
approximately 260,000 residents
in surrounding regional cities
that provide a visitor base for
the Shire. This includes Albury-
Wodonga, Wagga Wagga,
Shepparton and Wangaratta.

Attracting residents from
surrounding population centres
will also be crucial to attracting
visitation, and provide an
important market for the Shire.
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INFORMING THE DESTINATION MANAGEMENT PLAN

THE REGION

Understanding the geography of Towong Shire
and how the visitor experience’s Towong, is critical
to understanding the unique opportunities and
challenges for each local area.

As such, three distinct sub-regions have been
developed for the Shire to inform the strategic
direction of the Destination Management Plan.
These are aligned to existing regions (Upper
Murray and Mitta Valley) and reinforce the existing
visitor nodes and travel patterns (Tallangatta and
Bellbridge/Bethanga, unified by Lake Hume).

Figure 4. The Shire
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The Shire is referred to via the following sub
regions, including:

Lake Hume region (Key townships of
Tallangatta, Bellbridge, Bethanga and
Cranya).

Mitta Valley (Key townships of Eskdale, Mitta
Mitta and Dartmouth).

Upper Murray (Key townships of Corryong,
Walwa and Tintaldra).

These sub-regions, as well as key townships and
assets, are illustrated in Figure 4.
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INFORMING THE DESTINATION MANAGEMENT PLAN

LOCAL INSIGHTS

Significant stakeholder, industry and community Key findings and insights from local stakeholder
engagement was undertaken to inform the engagement are summarised below.
glevelopment of the Destination Management Product and Experience Considerations

an.

Need for cycling investment
This included in-region workshops and a survey Yyeing

to community and industry. Need for delivery of hero products, including

High Country Rail Trail, Great River Road,
Mitta Mountain Bike Park, Mt Elliot, which
will support private sector in complementary

Community/Industry

products
WﬁrkShODS n ((j:orryong,_Bethanga, . Lack of access to local produce and farmgate,
Tallangatta and Mitta Mitta and challenge to encourage local use of local
Community/Industry Survey produce
Limited attractions to grow awareness and
) X visitation
Community Groups/Recovery Committees ) )
Need for activation of nature-based and
Upper Murray Inc recreation assets
Upper Murray CRC - Lack of quality accommodation and food and
dining

Mitta Valley Inc.

Beringama Peninsula Community Network Infrastructure and Amenity Considerations

Poor internet connectivity — need for reliable

Tallangatta Community Recovery ! : 4
internet and improved internet speeds

Committee
Need for township activation and amenity
improvements

Government Agencies .
9 Need for improved access to waterways

DELWP - Water and sewerage for key towns,
North East Water particularly Mitta Mitta and Bethanga
Goulburn Murray Water - Lack of housing stock and reduction in

Touriemn North East affordable housing options

Soft Issues

Need to support growth in new businesses
Industry and attract new businesses

Dallas Hurst (Old Tallangatta Butter Factory) - Poor youth engagement - lack of uptake for
Leigh Hollands (Mitta Mountain Bike Park apprenticeship and program opportunities

and HCRT Masterplan) - Bushfires impact building in next 12-18
months due to insurance costs

Man from Snowy River Bush Festival and
Tourist Association - Lack of childcare and maternal health

Us&Us (Upper Murray Brand Strategy) impacts available workforce

Lack of skilled staff — chefs, front of house

Labour force shortages — difficulty attracting
skilled and unskilled staff due to lack of
available and affordable accormmodation,
transport etc.
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WHAT MAKES A SUCCESSFUL DESTINATION?

Asset

Base assets - natural assets, towns,
connections [road/trail]

KEYS TO DESTINATION
MANAGEMENT

Successful destination
management is a holistic
process that ensures tourism
adds value to the economy,
social fabric and ecology of our
communities. It is achieved
through strong leadership with
consideration of:

Place — defining the
destination in the eye of the
visitor and cormmunities of
interest and understanding
the visitor journey to and
within the region.

People - cohesive
governance and strong
leadership, engaged
industry and qualified and
experienced labour force.

Product — motivating
products, quality
infrastructure and
experiences on offer that
draw visitors and provide to
visitor needs.

The Towong Shire Destination
Management Plan has been
prepared with best practice
destination management
planning. The following

is a discussion relating to

the attributes of successful
destination management and
how this relates to Towong Shire.

Urlban Enterprise

Product

Activation of the asset - food
and beverage experiences,
accommodation, walks etc.

PRODUCT AND
EXPERIENCE

To be considered a destination,
a region requires a strong
foundation of products and
experiences that will attract
visitors.

The destination development
framework has been

presented below, which
includes developing base
assets into products, and
enhancing products to become
experiences. This project will
focus on building products and
experiences.

At present, tourism is in its
infancy in Towong Shire. The
Shire currently has the base
assets which provide the
supporting infrastructure, but
requires the products that will
help to activate the assets.

Experiences are how you take
a product to the next level,
including tours, itineraries,
brands and digital experiences.
When products are ‘visitor

ready’, this is when they become

an experience.

ee 000000000000

Experience

Guided tours, itineries, iconic/hero
products, digital experience.

Importantly, the framework
highlights that towns are a
base asset and rarely motivate
visitation. Visitors don't normally
choose a destination for a
town unless it has a mix of all
the compelling experiences,
infrastructure and amenity

(ie Bright), or the nearby
products and experiences are
so compelling that they visit
the town. This highlights the
importance of developing and
marketing hero attractions.

However people will choose not
to visit a destination if a town
doesn't provide base amenity,
quality food and beverage
experiences, and infrastructure.
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WHAT MAKES A SUCCESSFUL DESTINATION?

UNDERSTANDING THE VISITOR JOURNEY

Key to creating a successful visitor destination is
understanding the contemyporary visitor journey
and how this impacts on product and experience

development and marketing.

Below are the steps that form the visitor journey.

How information is

. . -
What is important? received/ shared?

1. Dreaming Seed is Planted

Captivating Imagery Travel blogs
Advertising and Ads - TV, Radio Facebook,
marketing Instagram

Friends/relatives

2. Planning Pre-booking Research

Search Engine Travel blogs for information

Optimisation (SEO) Destination welbsites

Optimise listings on

Google Maps Friends/relatives

3. Booking Call to Action

Easy to navigate Booking sites

website, Accommodation (e.g. Airbnb,
Links to booking sites Booking.com, Stayz)

SEO Experiences (e.g. Red Balloon)

4. Experiencing During Visit

Products and Google Maps
experiences to meet Visitor Guides
visitor needs

) Regional Maps
Accommodation 9 P

L Businesses
Visitor infrastructure
and amenity Locals
In-region visitor Brochures
information Social Media
VICs

5. Sharing During/Post Visit

Telecomms for visitors Social media - Facebook and
to share photos / Instagram

experences Word of Mouth to friends and
relatives

Travel blogs

Urlban Enterprise

Visitors are motivated to visit a destination
when the seed is planted through marketing,
inspiring imagery or word of mouth. Research
indicates that 1in 3 leisure travellers do not
have a specific destination in mind when they
first think about going on a trip. This provides
an opportunity to inspire visitors to Towong
Shire.

The majority of research in the pre-booking
phase occurs through online media and
information, requiring high quality, engaging,
informative and easy to navigate websites.
Towong Shire requires a clear and cohesive
online presence to translate interest to
visitation.

If the visitor is satisfied with their pre-booking
research, they are called to action to book.
The conversion to a booking requires enough
information available remotely to influence
the visitor's desire to book.

During the experiencing stage, it is critical
that the region delivers a first class experience
aligned to contemporary visitor expectations.
This includes high quality nature-based
experiences, quality accommodation,
contemporary dining and produce with a
high level of service, and modern and well-
maintained visitor infrastructure and amenity.
This will ensure visitors are satisfied with their
experience and encourages positive word of
mouth marketing and repeat visitation. In this
stage, it is also important to have information
that supports the visitors understanding

of the region, by reinforcing products and
experiences through signage, gateway
treatments to demarcate the region, and
visitor guides and maps.

Sharing of experiences occurs in the final
stage, through social media and online
reviews and recommendations. Visitors are
more likely to share photos online if the
experiences and infrastructure are impressive.
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WHAT MAKES A SUCCESSFUL DESTINATION?

LEVERAGING HERO PRODUCTS

Case studies of other remote Australian
destinations have been assessed to understand
how they have succeeded to increase

visitation. This includes the Wimmera Mallee
and Wentworth Shire. These are examples of
remote destinations with limited products and
experiences that were able to capitalise on their
hero attractions.

Key findings from these case studies include:

Large investment into product development
to create high quality and contemporary
visitor experiences.

Focus marketing activities on hero attractions
rather than the towns or shires.

Wentworth Shire - Mungo National Park

Hero Imagery and Posts on Popular Sites e.g.
The Urban List

LOCAL ESCAPES

Make A Plan To Visit Mungo
National Park, An Alien-Like
Expanse Of Desert Lakes
And Dunes

By Jessico Best
21 st Aug 20

¢ [win |

Urban Enterprise

Utilise hero products as the main marketing
tools for the whole region, including the
neighbouring shires.

Photo-worthy products create social media
sharing and influence.

Marketing on popular lifestyle and travel
platforms, such as The Urban List.

These findings highlight the importance

of continual product development and
enhancement, as well as importance of regional
collaboration to cross-promote hero attractions
and build a regional experience for visitors.

Wimmera Mallee - Silo Art Trail

Contemporary Brand/Website and AR App as a
Marketing Tool & Visitor Experience

o At Teall.

Exploss the sl
P o iy

L .
" c,«;ma.
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The Towong Shire visitor
economy is in its infancy,
with the Shire seeing 195,000
annual visitors who spend
$29.3 million.

Visitation to Towong Shire
accounts for 6% of visitation
to the High Country and
only 4% of the overall spend
within the High Country.

The majority of visitors are
day trippers (61%).

Visitor spend is
predominately driven by
overnight visitors (75%).

Average visitor spend in
Towong Shire is significantly
lower than High Country.
Daytrip visitors to Towong
Shire spend $62, compared
to High Country day trip
visitors ($91). Overnight
visitors are higher yielding
($287), however spend
almost half the amount of
High Country overnight
visitors ($473).

Visitor spend patterns can

be attributed to a low supply
of compelling paid products
and experiences to drive
visitor spend in the Shire,
and accommodation to drive
yield and length of stay.

Spend on petrol accounts
for the majority of visitor
expenditure in Towong
Shire for both daytrip (53%)
and overnight visitors (24%).
Dining makes up a small
portion of daytrip (18%)

and overnight (18%) visitor
expenditure, reflecting the
lack of quality dining supply.

VISITOR MARKET

195,000

Visitors

$29.3 M
Spend

$7.4M $219 M

Overnight

i.
119,100 76,000

Daytrip Overnight Daytrip
(61%) (39%) (25%) (75%)

Overnight
$287 $473

Towong Shire High Country

Daytrip
$62 $91

Towong Shire High Country

53%

Petrol
0%

Accommodation

18%

Restaurant/takeaway

11%

Groceries

(o)
Alcohol/drinks L

o)
Shopping/souvenirs 2%
Daytrip

9 B Overnight
Entertainment 0% J
W s



The majority of visitors to
Towong Shire are from
Victoria (58%), followed by
New South Wales (37%).

Visitor origins from across
Victoria and New South Wales
are predominately from
regional areas, particularly
regions bordering the

Shire such as Wodonga,

the High Country and The
Murray (including Albury).
This reinforces the need to
focus marketing on regional
markets, as well as the

continued need to collaborate

with cross-border Councils
and tourism agencies to drive
visitation.

The main motivation for
visitors to travel to Towong
Shire is for holidays (48%)
and visiting friends and
family (31%). This provides an
opportunity to grow yield
from these markets.

Towong Shire experiences
similar visitor seasonality
patterns to the High Country,
however winter visitation to
the High Country (29%) is
higher than Towong Shire
(22%). This reflects the strong
visitation that the snow
season attracts to Alpine
Resorts and High Country
towns and villages. There is
opportunity to explore how
Towong can leverage this
regional strength.

VISITOR MARKET

2% 2%

1
High Country 81% |

1%

%

Victoria M New South Wales Other Queensland ®WACT 2%17
(o]

NSW

3%
Central NSW

79%
The Murray

)
Sydney

40%

i Wodonga

4%
Snowy Moun-
tains

5% ——
Goulburn

15%

Melbourne

29%
High Country

48% 31% 12%

Holiday Visiting Friends Business
and Family

Towong Shire

= e = High Country
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Towong Shire has an older

age profile compared to

the High Country, with the
majority of visitors aged 55
years and over (44%). Improved
branding and digital presence,
as well as investment in
products and experiences, will
assist in attracting younger
demographics.

Visitors travel as a couple (32%),
friend or family group (24%) or
alone (18%). The low visitation

by family or friend groups
highlights the need to deliver
compelling products and
experiences to attract the family
market.

A small proportion of visitors stay
in commercial accommodation
(15%) demonstrates the

limited supply of compelling
commercial accommodation
offerings. Camping is a key
experience in Towong Shire,
with 24% of visitors staying at
commercial (24%) and non
commercial campgrounds
(24%).

Low engagement in activities
reinforces a lack of compelling
products and experiences
available to the visitor market.
Dining out in Towong Shire is
more than 20% lower than the
High Country average, which
demonstrates the need for
investment in food experiences.

The visitor activity profile
highlights the importance

of nature-based assets, with
activities undertaken including
sightseeing (25%), bushwalking
(18%) and visiting national
parks/state parks (12%). High
engagement in fishing (14%)

in comparison to High Country
(4%) highlights the strength of
fishing in the Shire.

VISITOR MARKET

25% Towong Shire
W High Country
18% 18%
17% 16% 16%
15% °
14% - 14% [l
1% 1%
15-24 25-34 35-44 45-54 55-64 65-74 75+

n & b
32% 24% 18%

Couple Friends and Family Alone

30% 24% P 15%

Friends/Relatives Caravan/Camping Caravan Park/ Hotel/Motel/Motor
Property (non commercial) Commercial Inn
Campground
o ) %
Dining at restaurant/café 32%
d / 55%
37%

Visit friends & relatives I 2o

: ' . 25%
Sightseeing/looking around I oo

20%
pUbS/ClUbS _ 18%

. . . 12%
Visit national parks/state parks I 15

' ' 18%
Bushwalking/rainforest walks T R

Picnics/BBQs 0 5‘?;/"
(o]

Visit historic buildings/sites m Sg%
(o]

14%

Fishin
° M 4% Towong Shire

Water activities/sports u 43%
(]

B High Country




TARGET MARKETS

A range of research has
been reviewed to determine
the target visitor markets
for Towong Shire. This
includes Tourism Research
Australia visitor origin data,
Tourism North East market
segmentation research,
Tourism North East target
markets and Visit Victoria
target market [Lifestyle
Leader].

Understanding
psychographic market
segments allows the
Shire to deliver products
and experiences aligned
to contemporary visitor
expectations.

A major market opportunity
for the Shire is delivering
cycle and walk experiences
that meet demand from
target segments. The terrain,
natural amenity and nature-
based assets of the Shire
provide the base assets to
attract these markets, with
investment in infrastructure,
experiences and promotion
needed to further attract the
market.

Understanding geographic
markets helps to direct and
prioritise marketing efforts to
deliver targeted campaigns.
The surrounding region,
including Albury-Wodonga,
the Riverina Murray and

the High Country regions,
are considered to be the
primary geographic market
for the Shire to target, based
on current visitor origin
profiles and distance from
metropolitan areas.

Urlban Enterprise

VISITOR MARKET

Market

Segment Overview

Psychographic Markets

Fixed travel patterns and difficult to
influence

Low yield, like to self cater
Tend to caravan/camp

Habitual [existing] . Limited engagement with paid

experiences

. Higher discretionary income
. Progressive, open to trying new things

Lifestyle Leader [target]

High yield visitors

Geographic Markets

Albury-Wodonga
Riverina Murray
High Country

Melbourne
Sydney
Canberra

Secondary Markets

Product-Based Markets

Road Cycling

Mountain High levels of market cross-over across cycle
Biking market segments.

Rail Trail Significant interest in a variety of other

Cycling Cycling outdoor activities, such as walking, hiking,
Gravel canoeing, swimming.

Cycling

o Like to explore new destinations but want a

Destination .
Explorers cqntrc_)lled experience —well-formed paths,
directional signage, short 1-3 hour walks etc.
Committed Seek immersion in nature and getting away
Walk A from crowds. Inclined to visit less well-
Hikers : :
known destinations.

. Tend to plan days around activities whilst
Flexible f ing in food. and f di f
Foodie actoring in food, and prefer to dine out for

all meals of the day.

. Content with casual bakery and pub meals.
Occasional il K “fancier’ | h
Indulgence Will seek out one ‘fancier’ meal such as

restaurant or winery.

Dining 4 Like to self cater and won't spend on
Vegemite food. Food is not important to their travel
and Toast experience or satisfaction. Lower yielding

visitor.
) Flexible with accommmodation but need
O: Adaptable quality expectations to be met. Seek '
accommodation in nature-based locations
Adventurer

Accommodation

within proximity to towns. Will pay between
$200-300 a night.
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Water-Based

Primary Strength

Cycling

Emerging Strength

Food, Ferments and

Gap/Opportunity

Towong Shire is characterised by
its rolling hills and mountains,
and a feeling of immersion in
nature. The Shire's natural assets
and amenity, and they activities
they allow, are Towong's key
strength.

National Parks are a key
strength within the region, with
hero assets including the Alpine
National Park, Burrowa-Pine
National Park, Mount Granya
State Park, Mt Lawson State
Park and Mount Mittamatite
Regional Park.

Urlban Enterprise

PRODUCT PROFILE OVERVIEW

Sports and Recreation

Farmgate

Water-based products were also
identified as primary strengths
for the region, these products
include Lake Hume, Lake
Dartmouth, the Mitta Mitta River
and Murray River.

The Shire has secondary

and emerging strengthsin
cycling, touring and sports and
recreation. These experiences
require further investment
and activation to become hero
experiences, however are well-
aligned to the Shire and High
Country’s primary strength of
natural assets.

Nature-Based

Touring

Arts, Culture and
Heritage

Events

There are a range of product
and experience gaps and
opportunities, including
accommodation, food, ferments
and farmgate, events, and

arts culture and heritage
experiences. Targeted and
ongoing investment is required
to meet the standards of the
contemporary visitor market
and attract target markets.
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PRODUCT AUDIT

Nature-Based

A key primary strength of the
Towong Shire is its natural
environment, with a number
of national, state and regional
parks located within the shire.

These parks and reserves
support a wide range of outdoor
activities, such as sightseeing,
bushwalking, hiking, cycling,
four-wheel drive touring,
camping, swimming and
fishing. Additionally, native flora
and fauna are abundant across
the Shire and attract visitation.

Other popular nature based
destinations including

Mt Lawson State Park, Mt
Mittamatite and Mt Elliott.

Nature-based assets are a hero
experience of the Shire and
provide an opportunity to grow
awareness of Towong Shire,
increase visitation and build a
brand.

Improved activation of nature-
based assets is required,
through trail and signage
infrastructure, architecturally
designed lookouts and amenity
improvements.

Leveraging these nature-based
assets through marketing,
promotion and improved visitor
information is required.

Urlban Enterprise

PRODUCT, EXPERIENCE AND EVENTS

Key assets include:

Alpine National Park, a
popular destination located
on the southern and eastern
peripheries of the Shire. The
park is popular for camping,
four wheel driving and hiking,
however has poor access from
the Shire's townships.

Burrowa-Pine Mountain
National Park, offering a diverse
range of flora and fauna, with
peaks of Pine Mountain and
Mount Burrowa (1,300 m). Key
walks include the Bluff Creek
Nature trail, a four kilometre
return trail, and The Lookouts
walking trail, a six kilometre
return trail.

Mount Granya State Park,
reaching a summit of 950
metres, provides impressive
views of the surrounding
valleys and natural assets and
a number of walking trails,
including to the Summit and
Cranya Falls.

2 AN SCouT
GF‘.J\P;I":’:’: 1937
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Water-Based

Major water based assets within
the Towong Shire include Lake
Hume, Lake Dartmouth, Mitta
Mitta River and the Murray River.

These water-bodies provide a
range of experiences such as
boating, water sports, fishing
and camping on the foreshore.
In particular, the Upper Murray
lakes and rivers are popular
destinations for trout fishing.

There is an opportunity to
improve access to and activation
of Lake Hume, through
development of additional boat
ramps at high water locations,
piers and jetties, and provision of
equipment for visitors.

Urban Enterprise

PRODUCT, EXPERIENCE AND EVENTS

KEY ASSETS

Lake Hume, a popular
recreation asset, is accessible

via boat ramps at the Berringa
Reserve (Bethanga), Bellbird
Reserve (Bellbridge) and
Talangatta Foreshore Reserve,
however access is limited at low
water storage levels. Lake Hume
is stocked annually with a variety
of fish.

Lake Dartmouth, popular for
boating, water sports, fishing
and bird watching, is accessible
by one boat ramp located south
of the Dam wall. Houseboating
and water skiing are not
permitted, with all boats and
recreational crafts required to
keep at least 700 metres from
the Dam wall.

Murray River, a hub for water-
based activities such as house
boating, fishing, water-skiing,
wake boarding and other
recreational water-based
activities. Additionally, the
foreshore of the Murray River is a
popular destination for campers.

Mitta Mitta River. a popular
fishing destination attracting
kayaking and white water
rafting in the summer months,
where high water releases from
the Dartmouth Dam generate a
fast flowing river, ideal for white
water rafting.

The Nariel River is also a popular
destination for fishing and
camping.
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Cycling

The varying terrain within
Towong Shire provides a range
opportunities for development
of road cycling, gravel cycling,
and mountain bike riding.

Cycling is a key product pillar of
the High Country, with Tourism
North East delivering “Ride
High Country”, one of the most
successful regional tourism
campaigns. This provides a
major opportunity for Council
to invest in cycling and leverage
regional marketing, investment

and collaboration opportunities.

Council has also identified
creating and delivering new
cycling product, where feasible,
as a priority within the Towong
Council Plan 2017-2021.

A mountain biking strategy has
been developed concurrently,
which aims to prioritise
investment in mountain biking
across the region and position
the Shire as a new, premium
destination.

Urlban Enterprise

PRODUCT, EXPERIENCE AND EVENTS

KEY ASSETS

High Country Rail Trail, one of
the Shire's premier attractions,
extends from Wodonga to
Shelley, taking in views of

Lake Hume along the way.
Extension of the rail trail to
Corryong is a priority, which will
provide a highly scenic rail trail
experience, connect Tallangatta
and Corryong, and facilitate
activation and investment along
the trail length.

Mitta Mitta Mountain Bike
Park is scoped to be the Shire's
premier mountain biking
destination for the Shire.
Funding has been secured for
stage 1 of the investment, which
will deliver 29kms of trail.

Mount Elliot is also a popular
destination for downhill
mountain biking, which has
developed informally over time.
There is strong community
support for development of a
formal mountain bike park.

The Shire has a range of informal
but well-regarded road cycling
loops which have opportunity to
be further promoted.

Additionally, the Shire features a
range of informal gravel cycling
loops, including the Jervis
Creek Plateau gravel loop, Lake
Hume Views gravel ride, and
the Eskdale to Dartmouth Dam
gravel ride.
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Touring

The diverse terrain of the
Towong Shire has become an
attractive destination for touring
visitors. The National and State
Parks within the region create

a range of trail types for four-
wheel drivers to explore.

Additionally, the highways and
roads throughout Towong
provide scenic touring routes for
travellers to explore the region.

The promotion and activation
of touring routes, through
development of touring routes
and investment attraction along
the routes, will assist to leverage
regional visitation and drive
yield.

KEY ASSETS

The Great River Road, a
premier asset of the Upper
Murray, follows the Murray River
across the 155km between the
Snowy Mountains and Lake
Hume. Lookouts along the

way showcase the vast region
with views of Murray River, Pine
Mountain and the surrounding
national parks.

Snowy Valleys Way. From
Gundagai to Beechworth, the
Snowy Valleys Way touring route
links Tallangatta and Corryong
to the surrounding region via
the Murray Valley Highway.
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PRODUCT, EXPERIENCE AND EVENTS

Sports and Recreation

There are a range of community
sports and recreation clubs and
facilities located within Towong
Shire, including golf, horse
riding, netball, tennis, cricket,
bowls, paragliding and hang
gliding.

The equine sector is culturally
significant for the Shire, with a
strong High Country cattleman
history. The Shire continues to
attract visitors for recreational
horse riding.

Focus should be prioritised
towards better utilising existing
sports and recreation facilities,
and targeted investment

in facility upgrades that will
allow the Shire to attract

state, national or international
standard events.

KEY ASSETS

The Shire has a range of
racecourses and showgrounds
which are well utilised by the
equine sector as well as for
events. Key facilities include The
Historic Towong Racecourse,
the set location for the 1983 film
Phar Lap, and the Tallangatta
and Corryong showgrounds.

Mt Elliot, a DELWP owned site
which is used for hang-gliding
and paragliding. The site
provides some of the highest
quality flying, and is regularly
the location of the Corryong Cup
and Victorian open.

The Shire is home to a range
of community golf courses,
including Corryong Golf Club,
Walwa-Jingellic Golf Club and
Tallangatta Valley Golf Club.




Foods, Fermets and
Farmgates

The current food and dining
offerings across the region

are limited, with only a small
selection of high quality dining
establishments.

There is a lack of diversity in food
experiences across the Shire.
Current operators of note all
provide a similar pub/hotel style
offering, with a small number

of country bakeries, cafes and
takeaway restaurants.

Key gaps include:

Wineries, breweries and
distilleries

Quality restaurants
Quality cafes
Artisanal bakeries

Farmgate, paddock to plate,
provedore and ‘pick your
own' experiences

Investment in high quality food,
drink and dining experiences
will assist in attracting the
Lifestyle Leader market and to
extracting greater yield from
visitors.
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PRODUCT, EXPERIENCE AND EVENTS

Arts, Culture and Heritage

There are a limited range of arts,
culture and heritage products
and experiences. There is
opportunity to build this offering
to attract a diverse range of
markets, add depth and richness
to the visitor experience, and
activate towns.

KEY ASSETS

The Man From Snowy River.
The Museum and the Man From
Snowy River Bush Festival are
key assets that build on The
Man from Snowy River theme,
an iconic Australian poem, and
later film. The Man from Snowy
River was a stockman who lived
in a hut near Tom Groggin, and
is a key heritage attraction of the
Upper Murray.

Indigenous Culture. There are a
range of significant Aboriginal
sites across the Shire. Whilst
there is no formal Traditional
Owner groups in the Shire,
Council should continue to
explore connections with
Traditional Owners.

Davis Cottage. A historic cottage
located in Corryong, with a
gallery space for local artists to
hire and display their work.

Other heritage attractions, such
as The Spirit of Wymah, a cable
ferry used to cross the Murray
River built in 1946, Lord's Hut
and a range of historic trestle
bridges.
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KEY PRODUCT AND EXPERIENCE OPPORTUNITIES D-
S

There are a range of product development
opportunities for Towong Shire, which will
assist in driving visitation growth from target
markets, increasing visitor expenditure and
meeting the needs of the visitor market.

Key opportunities include:

m Activate natural assets through walking
trail infrastructure, iconic lookouts,
wayfinding signage, campsite upgrades
and enhanced promotion.

m |ake Hume activation through
commercial investment, improved
waterway access, and lakeside
infrastructure and amenity.

m Activation of rivers with vibrant waterfront
precincts that include boating and fishing
infrastructure, amenities, swimming
access, and potential commercial
operators.

s Extend the High Country Rail Trail to
Corryong to provide an iconic trail and
connect Tallangatta and Corryong.

Urlban Enterprise

Formalise and promote a range of gravel
and road cycling loops.

Invest in mountain biking through
continued investment in the Mitta Mitta
Mountain Bike Park, and other key
mountain biking opportunities.

Promote touring routes and attract
investment along the routes.

Improve utilisation of sports and
recreation facilities, and deliver targeted
upgrades to attract new spectator events.

Develop public art programs to activate
town centres and showcase local creators
and markers.

High quality food and beverage
experiences, including quality restaurants,
cafes, bakeries.

Utilisation and promotion of local
produce through farmgate, paddock
to plate, provedore and ‘pick your own’
experiences.
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PRODUCT, EXPERIENCE AND EVENTS

Accommodation

Towong Shire has a small accommodation stock
of 75 properties. Table 7 provides a summary of
the Shire’'s accommodation profile.

Self-contained houses, apartments or units
account for the majority of establishments (65%)
and rooms (45%) in the Shire.

Caravan parks/commercial camping grounds
account for 13% of rooms, with a large proportion
of rooms also provided by motels and motor inns
(24%). The majority of these accommodation
types are outdated and do not meet

contemporary visitor expectations or preferences.

In addition, there is an abundance of free
camping and caravan sites in the numerous
National, State and Regional Parks across the
Shire, as well as along the banks of the Murray
River and Lake Hume.

An assessment of Trip Advisor and Google
accommodation ratings and reviews indicates
the Shire’'s accommodation stock is of low to
moderate quality, with few upscale or luxury
offerings. The average room rate is between $100
and $200 a night, including for self-contained
houses, which reinforces the outdated and
midscale accommmodation profile.

Accommodation Supply

B Establishments B Rooms

Self-Contained 65%
House/Apartment/Unit 45%

Caravan Park/Commercial 10%
Camping Ground 13%

10%
Cottage/Bed & Breakfast r6 ’

()
Motel or Motor Inn 8%
24%

3%
Lodge/Farmstays r ’

3
Hotel/Resort I 5

Group Accommodation/School 1%
Camps

KEY ACCOMMODATION OPPORTUNITIES D-
\ -~

High quality accommodation helps to brand
the region, attract visitation from new
markets, convert daytrip visitors to overnight,
and extend length of stay and yield from
existing markets.

Accommodation that leverages, integrates
with and showcases the nature-based
assets and strengths of the region should be
explored.

Key accommodation opportunities include:

m Experiential accommmodation, such as eco-
cabins, tiny homes and glamping.

Urlban Enterprise

= Nature and wellness retreats.

m  Small-scale boutique hotels and resorts.

m |Investment in high quality tourist par
accommodation.

k

s Reinvestment in existing accommodation

stock, particularly caravan parks,
motels and motor inns, and outdated
self-contained accommodation
establishments.

m  High quality farmstay accommmodation.
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PRODUCT, EXPERIENCE AND EVENTS

Events

Towong Shire has a small annual tourism events
profile, demonstrated in the table below.

The events profile is dominated by small-scale
events attracting low visitor numbers, largely
volunteer and community run. This limits the
ability of these events to be scaled-up to attract
visitors, as they rely heavily on volunteers and
sponsorships.

Tourism events were assigned to the following

categories to gain an understanding of the
spread of events across the typologies:

Markets - Community markets and farmers
markets.

Lifestyle — Events for families and local
residents.

Arts, Music and Cultural - Art and cultural
festivals, music festivals and concerts and
exhibitions.

Sport and Recreation — Participatory and
spectator events.

Gardens and Agriculture — Open gardens and
agricultural shows.

The largest proportion of events are sport and
recreation events, including participatory and
spectator events, such as rodeos, boat races and
fishing.

Type Number %

Sport and Recreation 16 59%
Lifestyle and Family 4 15%
Markets 3 1%
Arts, Music and Culture 2 7%
Gardens and Agriculture 2 7%
Total Events in Towong Shire 27

Urlban Enterprise

KEY TOURISM EVENTS
Sports and Recreation Events:

Hang Gliding and Paragliding, including
the Flow Corryong Paragliding Open
and The Corryong Cup Hang Gliding
Competition.

Fishing competitions are popular and
attract competitors from across Australia.
This includes Dartmouth Cup Fishing
Classic, Dartmouth Women's Fishing
Classic;, Cudgewa Fishing Classic and the
Dart Dam Trout Trolling Tournament.

Lifestyle and Family Events, such as The
Man From Snow River Bush Festival and
Tallangatta Show n Shine n Swap Meet.

Markets, including Peninsula Seasonal Market
and Upper Murray Farmers Market.

Arts, Music and Culture events such as Bush
Poetry and Acoustic Music and The Nariel
Creek Folk Festival.

GCardens and Agriculture events such as
Tallangatta Expo and Garden Get About.

There is limited diversity in the Shire's events
profile.

There is a major gap in events that can attract the
Lifestyle Leader and are aligned to contemporary
visitor interests and expectations.

There is a need for development of new events
such as arts and culture events, major music
events and food and farmgate produce events.
These are events that that can grow brand
awareness and visitor yield, and can reposition
Towong Shire within the High Country.
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Proposed Events

Two potentially major events for
the Towong Shire have received
funding from the Federal
Government, including:

Upper Murray Victorian
Open Road Series Stage,
regional road cycling event
that will run over two days.

Mitta Valley Gravel Grinder

a recurring event, with an
estimated 400 participants.
A cycling events companay
has been contracted to
deliver the event for the first
three years.

Venues

Upper Murray Events Centre,
located in Corryong, is the Shire's
key event venue. The Centre is
well-suited to sporting events
and mid-scale community and
business events, however is not
well suited to some types of
indoor tourism events such as
larger theatre or performance
based events.

The Shire has a range of

small events and function
facilities, particularly for private
social events. Many of these
are outdated and require
reinvestment to meet market
expectations.

There is an opportunity to
increase the wedding and

social events markets through
investment in new venues and
reinvestment in existing venues.

Important to attracting social
events will be delivering
experiential events facilities
that leverage natural views and
amenity and provide a unique,
high quality experience that will
attract markets to the Shire. An
example of this is the Wool Press
Cranya, a converted shearing
shed provides a rustic backdrop
for events.

Critical to growing the events
sector will be to increase the
supply of accommodation to
support increased visitation.

EVENTS GAPS AND OPPORTUNITIES O-
S

Music events, particularly outdoor events
that can embrace the natural outlook.

Events that showcase artisanal local
produce.

Arts and culture events showcasing local
creators and makers.

Urban Enterprise

Open garden events and ‘pick your own’
events.

Indoor events venues.

High quality wedding and social event
venues capitalising on the natural assets.
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BRANDING AND MARKETING

BRANDING

Towong Shire has a fragmented
brand, with a range of brands
and brandmarks utilised in
parts of the Shire. These create
confusion in the market and can
impact consumer awareness of
the Shire.

There are four brands utilised
across the Shire in various
locations, which have a range of
applications detailed in the table
adjacent.

The use of multiple brands

is ineffective in creating cut
through in the market place,
and results in the already
limited community and Council
resources being inefficiently
utilised.

A streamlined approach to
branding across the Shire

is required to deliver a

unified approach for tourism
development. Tourism North
East is currently undertaking

a project to develop a brand
framework for the Shire and its
destinations, which will address
the existing fragmented brand.

Urban Enterprise

Mitta Valley

'\

MITTA VALLEY

a world of s own

Dartmouth
Eskdale
Mitta Mitta

X

v

Valleys, Lakes

and Vistas

W
VALLEYS, LAKES™
& VISTAS

Towong
Tourism

A\ 4 | J
towong =

Towns Promoted

Bellbridge
Bethanga
Dartmouth
Eskdale
Granya
Mitta Mitta
Tallangatta

Old
Tallangatta

Shire-wide,
used on
tourism
sighage.

Physical Collateral

X

Website

v

X

v

X

v

Upper Murray

Upper
Murray

Bellbridge
Bethanga
Corryong
Colac Colac
Cudgewa
Granya
Jingellic
Koetong
Khancoban
Nariel Valley
Shelley
Tintaldra
Tooma
Towong

Walwa

v

v

Signage
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MARKETING

BRANDING AND MARKETING

There are a range of associations that participate in the marketing
of Towong Shire. Each of these deliver marketing activities to
varying degrees of consistency and quality.

Visit Victoria

Corryong is the only township
from the Towong Shire that is
promoted on the Visit Victoria
website.

Corryong is promoted being an
“adventure lover's paradise”, with
the township being a popular
destination for rock climbing,
rafting, horse riding, bushwalks,
four wheeled driving, cycling
and fishing.

Other key assets across the
Shire currently listed on the Visit
Victoria website include:

Indi Bridge Reserve, Towong
Upper

The Potted Cumquat,
Tallangatta

Riverview Lodge, Towong

Tallangatta Triangles Park,
Tallangatta

Development of unique hero
products and experiences will
be critical to Towong Shire
leveraging Visit Victoria’s
marketing reach.

Urlban Enterprise

Tourism North East (TNE)

Tourism North East promotes
the region through the High
Country brand.

Towong Shire has limited
representation through High
Country marketing promotions,
due to the lack of hero tourism
product aligned to the regions,
as well as poor provision of
tourism infrastructure.

There is opportunity to further
leverage Tourism North

East through investment

in experiences that can be
promoted through their
highly successful, region-wide
marketing campaigns, each of
which align with their product
pillars:

Ride High Country -
promoting cycling tourism
Feast High Country -

promoting food, wine and
craft beer tourism

Walk High Country -
promoting walking and
nature-based tourism

Corryong and Tallangatta are
the key towns advertised on the
High Country website.

Key assets in Tallangatta that
are promoted on the website
include Lake Hume, High
Country Rail Trail and The
Tallangatta Triangles.

Key assets in Corryong that

are promoted on the website
include the Corryong Show and
the Great River Road. As well

as these, accommodation and
cycling routes are also listed for
Tallangatta, Corryong and some
other towns in Towong Shire.

TNE is currently promoting
"Upper Murray in Motion”, a five
day journey across the Upper
Murray region. The website
provides a detailed itinerary
which lists 22 activities and
stops, which includes places
to stay, activities and where

to eat. The locations listed on
the itinerary extend across

the Upper Murray and are

not limited to Tallangatta and
Corryong. The promotion of
the Upper Murray through this
journey is helpful in promoting
the region and its key assets.
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Towong Shire Council

BRANDING AND MARKETING

Towong Shire Council has some involvement in marketing
activities to promote the Shire. Council lacks an Instagram account
or destination website to promote the whole Shire.

Council operates and managaes both the Upper Murray and

Valleys, Lakes and Vistas websites.

Digital Visitor Information
Services

Towong Shire Council operates
the two destination welbsites
that promote regions within
Towong Shire; Valleys, Lakes
and Vistas and Upper Murray
websites.

The Valleys, Lakes and Vistas
welbsite is outdated and low
quality, with static content and
a lack of motivational content.
Furthermore, the brand has no
social media presence, such as a
Facebook or Instagram account.

Council also supports the Visit
Upper Murray website. This
website is of a higher quality
and has more connection to
the region when compared
to the Valleys, Lakes and
Vistas website. The multiple
websites are confusing for the
consumers. The two websites
appear to be misaligned and
are not complimentary in the
promotion of the region.

The streamlining of these
websites, and the development
of clear promotion will enhance
the consumers experience when
planning their journey through
Towong Shire.

Urlban Enterprise

Physical Collateral and
Signage

Towong Shire Council engages
in the production of some
collateral, including brochures
and maps. Council also supports
other associations in the
production of collateral.

Whilst Council collaborated with
the Upper Murray community
to deliver an Upper Murray
regional guide, Towong Shire
lacks an official visitor guide

and regional touring maps that
promote destinations across the
entire Shire.

In addition, Council provides
signage at key visitor
destinations, and infrastructure
locations such as lookouts.
Signage at these locations is of
varying qualities, and in some
instances signage is outdated
and obselete.

Valleys, Lakes and Vistas Collateral

Source: Towong Tourism, 2021.

Towong Tourism Sighage

Visitor Information Centres

There is currently one staffed
visitor information centre (VIC),
the Corryong Visitor Information
Centre, as well as two satellite
centres.

The two satellite VICs are located
in Eskdale and Tallangatta.
These centres are not staffed,
however they contain brochures
and maps pertaining to the
surrounding region.

The visitor information

centres in Towong Shire have
seen a decrease in visitors

in recent years, due to the
increasing preference for
digital information sources. This
highlights the need for Towong
Shire to strengthen its digital
presence.

Corryong Visitor Information Centre
e —

1

Source: Visit Upper Murray, 2021.
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BRANDING AND MARKETING

Local Tourism Activities

Mitta Valley Marketing
Mitta Valley logo/brand
Instagram
Local website for Mitta Valley

Mitta Valley Inc. owns and operates the Mitta Valley
website. There are also a number of social media
accounts that promote and market the sub region,
which are run by the community..

The website promotes the key townships of Eskdale,
Mitta Mitta and Dartmouth. Activities, events,
accommodation and dining are also promoted on
the website.

The Instagram account is predominately focused
towards community events and updates.

Mitta Valley Inc. Instagram

18

Posts

161

Followers

23

Following

Mitta Valley Inc

We are a community group creating a strong,
sustainable and vibrant community for everyone who
lives, works and plays in the Mitta Valley.
www.mittavalley.com.au/

Contact v

«
W)

& STV 3“

- 2

'{'&‘}.L‘\?

Urban Enterprise

Upper Murray Marketing
Brochures etc.
Branding
Instagram
Website

Whilst Council operate the Upper Murray website,
they have an agreement with Upper Murray Inc.
the website meets their needs and showcases
businesses that buy into their programs.

The welbsite and Instagram account are of a

high quality and are regularly updated. There is
opportunity to improve the hierarchy of content
on the website and deliver more motivational hero
imagery to attract further visitation.

Upper Murray Website

Explore the Uppa
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KEY CONSIDERATIONS

PRODUCTS AND EXPERIENCE

Hero Product to Drive
Awareness

Towong Shire lacks hero
products to drive visitor demand
and consumer awareness.
Hero products are required for
promotion through Tourism
North East and to gain cut
through in the market when
competing with a number of
more developed destinations
across Victoria and New South
Wales.

Key existing assets with
potential to be elevated to
hero product status include
nature-based assets, lakes and
waterways, and cycling routes
and products.

Investment in Supporting
Tourism Experiences

There is low supply, diversity
and quality of accommodation
and food and beverage
establishments to meet basic
visitor expectations.

This limits the type of visitors
Towong Shire can target, and
impacts on visitor yield.

Urlban Enterprise

Mountain Biking Investment

Towong Shire has a natural
competitive advantage in
supporting mountain biking.
Key attributes include:

An abundance of public land
held within State forests.

Quality nature based values
and emerging tourism
industry.

Significant change in
elevation within forest
reserves and on private land
which can support gravity
trails.

Part of the High Country
Region with Cycling as a
key pillar and opportunity
to leverage off marketing
and existing mountain bike
product.

There are some barriers to
supporting mountain biking
development within Towong
Shire. These include:

Lack of resources to support
trail maintenance

Small population to draw on
to support mountain biking

Distance from market

Activating and Leveraging
Natural Assets

Towong Shire has a wealth of
nature-based assets that have
been untapped.

These assets lack easy

or clear access, have low
activation, limited amenity
and infrastructure, and poor
promotion.

Key assets with potential to be
activated include Lakes Hume,
Dartmouth and Banimboola,
the Murray and Mitta Mitta
Rivers, Burrowa-Pina National
Park, Mount Granya and Mount
Lawson State Parks and Jervis
Creek and Mount Mitta Mitta
Regional Parks.

Barriers to activating natural
assets include limited resources
and financial capacity of land
managers (Parks Victoria,
Goulburn-Murray Water and
Council) to invest in and
maintain infrastructure.

Therefore it is necessary

to prioritise investment to
destinations that provide the
most unique experiences and
are in closest proximity to
townships that will leverage
economic benefit.

Importantly, ensuring
investment is followed by high
quality imagery, videos and
promotion to maximise the
economic benefit to the local
community.
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MARKETS

Access to Source Markets

Isolation from population
centres and surrounding visitor
destinations impacts the Shire's
access to visitor markets.

This is particularly a barrier

for remote locations such as
Corryong and other Upper
Murray towns, which are at least
an hour and a half drive from
major centres.

COVID-19 travel restrictions

and border closures has seen
significant impacts for the Shire
due to historically receiving a
large proportion of visitation
from NSW.

Growing the Family Market

The family market has
significant growth potential
for Towong Shire. Attracting
the family market has been
instrumental in the growth
of visitor destinations such as
Bright.

The Shire has the right base
assets to attract families,
including a range of outdoor
activities, access to waterways
for boating, swimming, fishing
and water sports, cycling and a
range of caravan parks.

Further activation of these
assets, as well as investment

in food and drink and
accommodation to meet visitor
expectations, will be important
to driving this market.

Urlban Enterprise

KEY CONSIDERATIONS
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BRANDING AND MARKETING

Lack of Clear and Cohesive
Brands

There is a lack of clarity
regarding the Towong Shire
brand both across the Shire and
for the consumer.

The Shire's brand is fragmented,
with the Upper Murray brand
created through the Upper
Murray Masterplan process, and
the Valleys Lakes and Vistas
brand established as a result

of lack of promotion for the
remaining townships.

These brand identities are
disconnected from place
and the visitor struggles to
understand the destination.

Cohesive Governance and
Strong Leadership

A cohesive tourism governance
structure, with clear roles and
responsibilities for product
development and marketing,
will ensure a destination
prospers.

The region has a complex
assortment of Local Tourism
Organisations (LTA's) that each
operate independently and lack
a unified approach.

This creates confusion for the
visitor, with a range of websites
with varied branding and
communications.

There is a need for improved
tourism governance within the
region, which will translate to a
clearer brand and message to
the consumer.

Urlban Enterprise

KEY CONSIDERATIONS

Leveraging the High Country
Brand

GCiven that townships within
Towong Shire have a strong
alignment with the High
Country, working with this
organisation will strengthen
the shires presence in the
marketplace.

Lack of Quality Digital
Content and Information

Multiple tourism websites
managed and supported by an
under-resourced Council has
an impact on content quality,
consistency and relevance.

There is limited pre-planning
information available online

for visitors, nor is there highly
motivational imagery, touring
itineraries or calls to action that
will inspire visitors to book a trip.

Products and experiences
showcased on both websites
have lengthy, descriptive copy
that is overwhelming and

not aligned to how the 21st
century consumer preference to
consume information; that is, in
small, bite-sized pieces.

The Shire needs image and
video creation for key tourism
assets, development of touring
itineraries, improved copy and
enhanced hierarchy of content
displayed online.

Business Digital Presence

The majority of tourism business
operators have a poor business
digital presence, with a lack

of information online or poor
quality and unsophisticated
digital information.

This includes many operators
who are not online, information
online is not informative or
inspiring, or does not create

a call to action (i.e. lead to a
booking site).

This is a result of time-poor small
business operators, operators
who do not see tourism as their
core business, or a lack of digital
skills and capability. Upskilling
programs and support for digital
presence enhancement is
required.

Signage

The Shire's directional and
tourism signage is outdated.
There is a range of obsolete
signage, dated, confusing, as
well as poor directional signage.
There is a need for a signage
strategy and implementation

to support a clear visitor
experience.
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KEY CONSIDERATIONS

INFRASTRUCTURE AND AMENITY

Land for Development

All townships (excluding
Bethanga) have limited supply
of zoned residential and
employment land, which limits
the potential of the region

to undertake any significant
population growth or business
investment.

Investment in Infrastructure
to Improve Utilisation

There is opportunity to

reinvest in public assets and
infrastructure to support
increased utilisation for a variety
of events.

This includes Tallangatta and
Corryong showgrounds, and the
Upper Murray Events Centre.
Investigation of industry needs
for these sites will be important
to activating them.

Leveraging the Corryong
Airport

The Corryong Airport has
opportunity for further
utilisation.

There may be opportunity for
fly-in events, luxury chartered
flights, and guided private tour
experiences.

Transport Infrastructure

The road infrastructure across
the region is poor, which
affects connectivity to/from
Albury-Wodonga for visitors
and tourism workforce.
Enhancement is required to
improve visitor access.

Urban Enterprise

Town Amenity and Activation

There is a lack of township
amenity and streetscaping

to create activated, vibrant,
attractive and engaging towns
for visitors.

There is also a lack of diversity
in town centre businesses,
particularly in the retail and
dining offerings for visitors.

Lack of Water and Sewerage
to Support Investment

There is a lack of development
infrastructure (water and
sewerage) in Bethanga,
Talgarno, Granya and Mitta
Mitta, which is a constraint

to commercial tourism
development.

Whilst this is addressed in
further detail in the Towong
Shire Economic Development
Strategy, it is a major barrier to

commercial tourism investment.

Enhanced Digital
Infrastructure

There is a need for improved
telecommunications
infrastructure. There are a
significant number of black
sports across the Shire, which
impact the visitor experience,
access to visitor information, and
impact business operations and
investment.
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RESOURCING AND COLLABORATION

Fragmented Tourism
Governance

The Towong Shire has a
fragmented approach to
governance of tourism. The
fragmentation is in part due to
the overlap of local and regional
tourism structures, which leads
to a lack of clarity in defining the
Towong brand.

It is critical that the tourism
governance is simplified and
streamlined to improve the
quality and consistency of the
approach. This will enhance
clarity and increase the visitor
markets understanding of the
region.

Urban Enterprise

Council Resourcing and
Implementation

Council faces significant
challenges to achieving
economic development
outcomes, including:

Limited resources, with 1.4
FTE dedicated to economic
development and tourism,
and 1 FTE dedicated to the
VIC.

The geography of the Shire,
with the business base
dispersed across several
townships, many of which
are relatively isolated from
Council offices.

This creates inefficiencies in
tourism development and
investment facilitation, with
resources spread thinly across a
large area, making it difficult to
engage with and support many
businesses. This subsequently
limits the activities and projects
that Council can undertake or
support.

Leveraging Tourism North
East Resources

As Towong Shire Council has
limited resources for tourism
delivery, Council should
continue to utilise and buy-into
Tourism North East’s training
resources, industry support
services, usual marketing
activities, and marketing
campaigns.

This includes utilisation of
Tourism North East's Industry
Development Program to assist
in business development and
upskilling.
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Urban Enterprise

KEY CONSIDERATIONS

Cross-Border Collaboration

New South Wales is an
important source visitor market
for the Upper Murray sub-
region.

In addition, the New South
Wales side of the border, some
of which is included in the
Upper Murray Local Tourism
Association's region, provides

a significant amount of the
product and experience offering
for visitors.

As such, it is integral that the
Upper Murray sub-region
continues to work closely with
local industry, Council and State
Government in New South
Wales to develop product and
undertake marketing and
promotion.

Industry Collaboration and
Communication

The Shire's disperse geography
results in disconnected
communities and industries
lacking overarching guidance
and direction. This is
exacerbated by commmunities
having unigque interests and
challenges, and working
independently rather than
collaboratively.

There is a lack of formal local
industry representation, which
impacts collaboration, support
and networking across the
business community and with
Council.

Improved and formalised
opportunities for business
networking and Council
communication should be

explored to address these needs.

Attracting Skilled and
Unskilled Labour

Towong Shire businesses have
difficulty attracting both a
skilled and unskilled tourism
workforce due to lack of
available and affordable housing,
as well as distance from Albury-
Wodonga.

Similar to many parts of regional
Victoria, the Shire struggles to
attract skilled staff, in particular
chefs and front of house staff.
This is a barrier to growing the
visitor economy.

Investment Attraction

The small population and
business base means there is
difficult attracting substantial
tourism investment from the
local community.

Limited entrepreneurship

or appreciation for the
benefits of tourism to the
local community can result in
difficulties advancing tourism
opportunities or attracting
funding applications when
grants are available through
Council.

There is a need for Council to
explore opportunities to attract
external capital, particularly
from regional High Country or
Albury-Wodonga investors.
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DESTINATION
MANAGEMENT PLAN
FRAMEWORK

The following section outlines the strategic framework to
guide development of the Towong Shire visitor economy.

This includes a vision for tourism in the Shire, strategic
objectives, and seven key themes to guide public and private
sector investment.



&0 Towong Shire is the leading High Country
destination to escape to and immerse in nature
and the outdoors. The nature-based experiences
are complemented by quality food, drink and
accommodation experiences. o0

Support Establish a clear
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contemporary brand identity that
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DESTINATION MANAGEMENT PLAN FRAMEWORK

PROJECT PRIORITISATION AND PROCESS

The DMP objectives have been used to assess
and prioritise project ideas that have emerged
throughout the course of the project.

Transformative Projects

Projects that meet the greatest number of
objectives have been classed as Transformative
projects.

Transformative projects must be hero products
that align to High Country brand to maximise
Tourism North East marketing activities and
broad reach.

Other Project Opportunities

These are smaller projects that align well to
objectives and may have both regional and
local impacts. These are projects may also have
major constraints that impact on the short term
deliverability.

PERFORMANCE TARGETS

Key performance targets have been identified for
Towong Shire to