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The Goldfields Brand Marketing Guide

This brand guide presents the brand image and positioning for the Goldfields region as a travel destination.

The objective of the Goldfields brand guide is to detail a clear brand position for the region and to differentiate the region from its intrastate and interstate competitors.

This guide provides a powerful marketing and communication tool which can be consistently used as a guide in the development of marketing advertising and collateral.

The Goldfields brand guide has been designed for use by Tourism Victoria, regional campaign committees, the travel industry, media, Government, universities and other organisations that market tourism products and services located in the Goldfields region.
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Positioning Statement

The Goldfields region is Australia’s premier gold heritage region offering spectacular historic towns, buildings and gold history. Easily accessible from Melbourne, the region entices the visitor with its grand streetscapes, architecture, gardens, art galleries, festivals and world class attractions.
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Key Attributes

The key attributes help identify how the product should be positioned in the mind of the consumer. Specifically, key attributes highlight the product strengths and unique features that create a competitive advantage against competitor products and brands.

The following key attributes are based on the physical product features and core tourism products.

Intrastate

· Gold Heritage and History - Sovereign Hill, historic towns and villages (Ballarat, Bendigo and Castlemaine) and Chinese heritage • Arts and Culture - Australia’s finest regional galleries, museums, theatres, arts and crafts studios and antiques 

· Festivals and Events - Begonia Festival, Bendigo Easter Fair and Castlemaine State Festival

· Gardens & Parks - Botanic Gardens and private historic gardens

· Streetscapes & Architecture - grand buildings (Bendigo and Ballarat) and intact streetscapes (Maldon and Clunes)

· Food and Wine - Award winning local food and wines, authentic pubs and hotels, fine dining and cafe culture

· Family Holidays

Interstate

· Gold Heritage and History - Sovereign Hill, historic towns and villages (Ballarat, Bendigo and Castlemaine) and Chinese heritage

· Arts and Culture - Australia’s finest regional galleries (Ballarat, Bendigo and Castlemaine)

· Streetscapes & Architecture - grand buildings (Bendigo and Ballarat) and intact streetscapes (Maldon and Clunes)

· Food and Wine - Award winning local food and wines, authentic pubs and hotels, fine dining and cafe culture 

· Festivals and Events - Begonia Festival International

· Gold Heritage and History - Sovereign Hill and historic towns (Ballarat, Bendigo and Castlemaine)

· Arts and Culture - Australia’s finest regional galleries (Ballarat, Bendigo and Castlemaine)

· Streetscapes & Architecture - grand buildings and intact streetscapes

Key Benefits

Benefits refer to the ways in which the consumer gains from the key attributes offered. Benefits are based on how the product attributes meet the consumers’ needs and wants.

· Enrichment 

· Discovery 

· Real

· Connection
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Key Images

Images are a critical element of any tourism marketing communication. The images must match the target markets preference and characteristics and be representative of the destinations key attributes and benefits.  When used consistently these images are powerful tools in building and consolidating brand recognition.

The images in the attached CD (Goldfields Media Kit) highlight the attributes and benefits of the Goldfields region. These images should be used in the first instance for all marketing collateral. They have been chosen to capture the essence of the Goldfields region and reflect the quality and style of images required for all marketing efforts.
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Market Segments
Outlined below are the segments identified as priority markets for the Goldfields region.

Segment 1: Socially Aware

· Geographic markets: Melbourne, Mornington Peninsula 

· Characteristics Up-market professions, aged 35-49 years who are community minded and socially active people.  Always looking for new and different things to learn. Planning guides and information are used heavily in the holiday planning process. Quality and flexibility are essential for holidays .
· Holiday Style

- Indulgent/boutique products and services, experiential, interpretive and learning experiences, Nature experiences,

· Holiday Activities

- Nature based activities: Gardens and parks

- Food, wine and entertainment: wineries, restaurants, special events

- Cultural: Historical places, art galleries, exhibitions/cultural events, musical performances

· They Respond to: stylist, tasteful and intelligent concepts

Segment 2: Visible Achievement

· Geographic markets: Melbourne (including Mornington Peninsula)

· Characteristics: aged 35-49 years, success and career driven and seek recognition and status. They have traditional values about home, work and society and seek quality and value for money. Visible Achiever’s require consistency in their holidays.

· Holiday Style

- Indulgent/boutique destinations, meet and mix other people

· Holiday Activities

- Food and Wine: wineries, restaurants

- Nature based activities: gardens and parks

- Cultural: art galleries, historical places

· They respond to indulgence, clever, unusual ideas

Segment 3:Traditional Family Life
· Geographic markets: NSW (including Canberra), SA, Melbourne, Regional Victoria (Murray Outback, Geelong, Bellarine Peninsula, Mornington Peninsula)

· Characteristics: aged 50+, motivated by security, reliability and providing better opportunities for their family.  Generally empty nesters and retirees and tend to be cautious of new things.

· Holiday style
- Discovery and nostalgia,VFR, package trips, budget holidays and touring holidays 

· Holiday Activities
- Food and Wine: wineries

- Nature based activities: gardens and parks, country and wildlife

- Cultural: historical places, cultural events

· They respond to: emotive visuals, particularly relating to family experiences, practical ideas, clear communication
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Segment 4: Conventional Family Life
· Geographic markets NSW (including Canberra), SA, Melbourne, Regional Victoria (Murray Outback, Geelong, Bellarine Peninsula, Mornington Peninsula)

· Characteristics: Represent “Middle Australia,” Focus on the family and the home. Small savers seeking greater financial security
· Holiday Style
- Budgeted holiday with limited planning,VFR, family experiences, active holiday experiences (although not adventurous), touring
· Holiday Activities
- Food and Wine: restaurants, wineries

- Nature based activities: gardens

- Cultural: historical places, cultural events

· They Respond To
- Emotive visuals, particularly relating to family experiences
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Domestic Overnight Visitors

Visitors

· 2.2 million overnight visitors

· Majority of visitors are from Melbourne (55%)
Visitor Nights
· 4.9 million visitor nights
Average Stay

· 2.2 nights

Main Reasons for Visiting
· Holiday (42%)
· Visiting friends & relatives (42%)

Expenditure

· Total expenditure - $364 million*

· Average expenditure per night - $82.90*

· Average expenditure per visit - $181.64*

Activities

· Visiting friends and relatives (46%)

· Dining out at restaurants (34%)

· Walking around/sightseeing (26%)

· Going to discos/nightlife (25%)
Accommodation (% of nights)

· Staying with friends or relatives (42%)

· Hotel, Resort, Motel, Motor Inn (22%)

· Caravan/Camping (13%)
Source: National Visitor Survey 2000, International Visitor Survey 1999, Bureau of Tourism Research

* Tourism Expenditure by Domestic Visitors in Regional Australia 1998,Tourism Victoria estimates based on Tourism Expenditure by International Visitors in Regional Australia 1998, Bureau of Tourism Research

Percentage figures are calculated as a % of visitor numbers except where otherwise stated
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International Overnight Visitors
Visitors
· 63,000 overnight visitors
Expenditure
· Total expenditure - $12.9 million*

· Average expenditure per visit - $222.84*
Main Reasons for Visiting
· Holiday (77%)

· Visiting friends and relatives (16%)
Accommodation

· Hotel/motel (40%)

· Caravan, cabin, tent & campervan (28%)
Domestic Day Trip Visitors 
Visitors
· 4.8 million day trip visitors

· Majority of visitors are from regional Victoria (52%)
Expenditure
· Total expenditure - $338 million*

· Average expenditure per day trip - $77.13*
Activities
· Visiting friends and relatives (34%)•

· Dining out in restaurants (33%)

· Going shopping (pleasure) (19%)

· Walking around/sightseeing (18%)
Source: National Visitor Survey 2000, International Visitor Survey 1999, Bureau of Tourism Research

* Tourism Expenditure by Domestic Visitors in Regional Australia 1998,Tourism Victoria estimates based on Tourism Expenditure by International Visitors in Regional Australia 1998, Bureau of Tourism Research

Percentage figures are calculated as a % of visitor numbers except where otherwise stated
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