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1. IntroducHon  
Tourism North East (TNE) is the regional tourism board for the High Country, charged with leading 
strategic supply and demand driven tourism ini0a0ves that deliver strong outcomes to the local 
visitor economy. It operates across the key areas of regional marke0ng, industry development, 
infrastructure and product development, strategic planning, advocacy and research, and works 
collabora0vely with a range of stakeholders to drive visita0on, yield and dispersal throughout the 
High Country. 

2. A Regional Approach  
The value of the Local Government contribu0on to regional tourism is that it enables the Local 
Government Area buy in to campaigns of scale that encompass projects of regional significance, 
enables marke0ng reach that is only obtainable through collabora0ve spend and offers a unified 
voice to government on issues and opportuni0es impac0ng the region.  

At the end of each quarter, Tourism North East produces a report that provides an overview of all the 
regional ac0vi0es that Mansfield Shire invests in, and key deliverables within that period.  

3. Recent Events  
The bushfires in January / February had a devasta0ng effect on the High Country’s tourism industry 
during its peak trade period, resul0ng in a first quarter loss (conserva0vely) es0mated to be worth 
approx. $200 million.  

The impact of these losses has been further compounded by the COVID-19 pandemic, with visita0on 
to the High Country halted due to travel restric0ons. As a result, a number of Tourism North East 
ac0vi0es that were planned have been paused un0l restric0ons are lihed.   

In March we welcomed new CEO Bess Nolan-Cook. Ms Nolan-Cook has a strong background in 
brand, marke0ng and communica0ons and a successful history in complex stakeholder engagement.  

The following report is for the third quarter of the 2019-20 Financial Year.  

4. The Third Quarter snapshot 
Recent events have had a profound impact on the tourism industry. Visita0on and yield were and s0ll 
are significantly impacted. Tourism North East has been working across the challenges presented by 
bushfires and COVID-19, within the guidelines provided by State and Federal governments, to 
support industry and maintain a viable tourism product. The road to recovery will be long and 
challenging.  

Industry Impacts  
● Urban Enterprise Economic Impact Assessment (Jan 2020) indicated a loss of revenue of $208M, 

630,000 less visitors and 2100 jobs (FTE) across the sector due to bushfires alone 
● The financial impact of lost visita0on to the region will be further felt as a result of COVID-19 

restric0ons.  
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● All of approximately 1500 tourism businesses in the region have been impacted by COVID-19 
● TNE was leading a number of bushfire recovery programs across the region un0l COVID-19 

restric0ons were implemented  
● TNE con0nues to advocate for support for the tourism industry from State and Federal 

governments 

Tourism North East - Bushfire response and recovery 
● Advocated with all levels of government for support and financial assistance for bushfire 

impacted businesses 
● Coordinated a number of applica0ons through Regional Events Fund Bushfire Recovery Round 

(Visit Victoria) and Regional Tourism Bushfire Recovery Grants (Austrade) to drive visita0on, in 
total; 14 Bushfire Recovery, 12 Bushfire Recovery Regional Events Fund  and 3 standard Regional 
Events Fund 

● Coordinated the ‘Get Your Bu[ Back Up Here’ bushfire recovery marke0ng campaign designed  
to drive immediate visita0on to the region during the holiday / Easter period through a high 
impact marke0ng campaign. Note; the campaign was postponed due to COVID-19 

● Liaised with Visit Victoria on the ‘Short Stay Goes a Long Way’ campaign to encourage visitors to 
return to the fire impacted regions 

● Secured high profile exposure in Visit Victoria’s $2 million ‘A Short Stay Goes a Long Way’ 
campaign 

● Undertook extensive media and PR ac0vi0es across all mediums to leverage consumer 
sen0ment and maintain market presence following the bushfires 

● Secured upwards of 20 conferences through the Bushfire Business Events Pledge 
● Provided marke0ng support for the High Country Comeback event 
● Developed the #RollOnBack campaign for Ride High Country, securing addi0onal Free of Charge 

(FOC) media channel exposure from our partners 
● Created the Buy Now Stay Later booking plamorm on Victoria’s High Country website providing a 

welcome revenue stream for tourism businesses 
● Undertook a targeted range of industry mentoring ini0a0ves to support impacted businesses, 

including facilita0ng access to grants and grant applica0ons, marke0ng advice and training and 
development 

Tourism North East - COVID-19 Response  
To counter the devasta0ng effect of COVID-19, Tourism North East is delivering a region-wide 
response through the development of the High Country at Home web portal. The ini0a0ve is a 
takeover of www.victoriashighcountry.com.au showcasing a directory of producers in the High 
Country who have ecommerce capability. However the true point of difference is a collec0on of 
bookable experiences that our audience can join with their own group of friends and enjoy a live 
virtual signature High Country experience.   

High Country at Home - online interacHve website 
● Delivering awareness of the region, facilita0ng local innova0on and suppor0ng economic 

return. 
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● The ini0a0ve has required a significant investment of 0me in industry development, and the 
development of a strategic marke0ng campaign to support the program. 

● A pilot group of 6 operators are being fast tracked through a development process to be ready 
for launch delivery - following this, a broader industry engagement will be undertaken. 

5. MARKETING  

5.1. Trends and VisitaHon 

(Note these results are one quarter behind the report). For the period Jan - Dec 2019 compared to Jan 
- Dec 2018. Data sourced from NaAonal Visitor Survey and the InternaAonal Visitor Survey. 

● As a result of targeted delivery of strategic tourism ini0a0ves visita0on to the High Country 
con0nues to grow.  

● Melbourne remains the largest visitor market.  
● Although length of stay has decreased slightly (in line with na0onal trends) overnight spend 

(and thus yield) is increasing. 

It is expected that bushfires and COVID-19 will significantly impact visita0on data for the 12 months 
to March 2020. 
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5.2. Ride High Country MarkeHng Campaign  

 

ObjecHve 
● The Ride High Country 2018/19 – 2021/22 Marke0ng Strategy has been developed to assist 

the region meet its cycle tourism category ownership aspira0ons. 
● Designed to drive broad awareness of the regional offering, the marke0ng campaign has 

been built as a dynamic mul0-plamorm program to maximise impact and return on 
investment in the conversion phase.  

Partners 
Regional investment partners include; Alpine Shire, Benalla Rural City, Indigo Shire, Mansfield Shire, 
Rural City of Wangara[a, Towong Shire and the Resort Management Boards of Mount Buller, Falls 
Creek and Mount Hotham.  

Ride High Country MarkeHng

Mansfield Shire (and its hero des0na0ons of Great Victorian Rail Trail and Bonnie Doon) have played 
a lead role in the execu0on of the Ride High Country campaign, thus far being featured in the 
following crea0ve placements:

• 5 x OOH paid placements plus an addi0on 1 x OOH bonus 

• 1 x Melbourne Airport video execu0on 

• The recording of 1 x RHC TV Report plus the re-edited TVC and VOD execu0ons 

• 2 x content partnerships 

• 12 x digital display execu0ons 

• 3 x full page print adver0sements 

• 1 x Herald-Sun tabloid placement during the Jayco Herald Sun Tour 

•

Mansfield Shire Council 
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Notes 
● Bushfires and COVID-19 travel restric0ons have resulted in significant altera0ons to the 

planned schedule. 
● Revisions have been made to ensure visitor safety whilst con0nuing to get value on 

investment. 
● The schedule is structured to enable a rapid reac0va0on and encourage visita0on once the 

current crisis is resolved. 
● BDA research has been commissioned to undertake research to evaluate campaign 

effec0veness measuring media value, reach, visita0on, yield and the shih in brand, 
des0na0on plus product percep0ons and awareness. 

5.4. Feast High Country - MarkeHng Campaigns 

The Feast High Country brand represents the region’s food and drinks pillar, unifying a strong and 
diverse industry. The long-term objec0ves of the Feast High Country brand are to: 

● raise awareness of the High Country’s breadth of food and drink tourism experiences, and  
● posi0on the region as a ‘must-visit’ des0na0on for associated target segments. 

TNE has been planning two campaigns this financial year, with changes outlined as follows: 

5.4.1. ‘Wine Enthusiast’ markeHng campaign 

Background 
TNE secured funding under the Wine Growth Fund (round three) through Regional Development 
Victoria to contribute to a product development and marke0ng campaign targe0ng the ‘Wine 
Enthusiast’ segment. This ini0a0ve is being overseen by a project steering group consis0ng of 
representa0ves from the relevant LGAs and vignerons’ associa0ons throughout the region.  

Aher careful considera0on, TNE has decided to con0nue with the marke0ng ac0vity targe0ng the 
wine enthusiast market, due to the nature and placement of this ac0vity. Timing has been pushed 
out and will be in market from June to August. The main considera0on in con0nuing this ac0vity was 
based around the fact that with the current situa0on around COVID-19, people will be spending 
more 0me at home consuming content like magazines and websites, with 0me to take it in and 
consider planning a visit when the situa0on changes. Messaging will be altered where possible and 
necessary. 

The campaign consists of content partnerships through Gourmet Traveller, Halliday Magazine and 
Broadsheet, with editorial and advertorial content alongside a small amount of brand adver0sing.  
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5.4.2. Food-focussed markeHng acHvity 

In 2019-20 there is a small spend allocated to ac0vity specifically around the food offering in region, 
which is outlined below along with current updates:  

● Delicious (magazine + digital): A coopera0ve opportunity through Visit Victoria, consis0ng of 
video content and editorial delivered across the magazine and digital channels, featuring 
Emma Handley of Templar Lodge. Currently on hold due to COVID-19. 

● Broadsheet: Set to be live alongside the Delicious ac0vity, a content piece will profile a 
'foodie road trip' through the King Valley, Milawa, Beechworth and Rutherglen. Currently on 
hold due to COVID-19. 

To support the marke0ng campaigns TNE is delivering a number of addi0onal ini0a0ves in the food 
and drink space.  

5.4.3. High Country Brewery Trail  

In early December TNE submi[ed an applica0on to the Small Scale and Crah Program with the view 
to fund a three-part program for the breweries, in order to elevate their tourism offering, foster 
further collabora0on and boost their contribu0on to the local economy.  

TNE has been successful in securing $17,500 funding through Agriculture Victoria to contribute to a 
valuable market research project on top of the delivery of the planned marke0ng ac0vity.  
This program is made up of the following: 

● A cri0cal market research project, the findings of which will inform future product 
development and promo0onal efforts for the High Country Brewery Trail. No such research 
currently exists, and is crucial to progressing the breweries both as individual businesses and 
as a collec0ve tourism offering. 

● Delivery of an educa0onal workshop series with High Country crah breweries to develop an 
ac0on plan based on the outcomes of the research. 

● A marke0ng campaign targe0ng the segments iden0fied in the research project, addressing 
key issues relevant to those markets. 

The market research project has now commenced, using an online environment to undertake 
workshops that would be run face-to-face in normal circumstances. The project is set for comple0on 
by mid June, with marke0ng commencing in spring using insights garnered from the research. 

5.5. Feast High Country FesHval  

Background - The Feast High Country Fes0val is a vehicle used to showcase the High Country Food 
and Drink product to our target audience, and provide visita0on and yield opportuni0es for 
operators. The Fes0val enables TNE to leverage marke0ng opportuni0es and extend the reach of the 
Feast High Country marke0ng campaign.  
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2020 update - The High Country Feast Fes0val will be moved forward to May 2021 due to COVID-19 
restric0ons and in line with Visit Victoria funding requirements. 
  
New Event Strategy - TNE’s strategic approach is to raise the profile of Feast High Country to be an 
innova0ve leader in the food and drink market. As the Feast High Country Fes0val has run in the 
same format for several years now, an expression of interest (EOI) has opened to a select group of 
suppliers for the development of a new Food & Drink event strategy. The EOI closes in April at which 
point the responses will be reviewed and the selec0on of a supplier made. The strategy will be 
delivered in June 2020 and the new event scheduled for May 2021. 

5.6. Walk High Country MarkeHng  

 
Dates of campaign 
16 March - 2 May 2020 

Partners 
Regional investment partners include; Alpine Shire, Indigo Shire, Mansfield Shire, Rural City of 
Wangara[a, Towong Shire and the Resort Management Boards of Mount Buller, Falls Creek and 
Mount Hotham.  

Aligning with TNE’s posi0on of maintaining a posi0ve and inspira0onal marke0ng presence for the 
region’s outdoor orientated ac0vi0es during this crisis, to assist with future recovery, the Walk High 
Country marke0ng plan con0nued as rescheduled (following a pause during and immediately 
following the bushfires). Key ac0vi0es, currently in market, include: 

● Three editorial features in Broadsheet, promoted via their own social media channels in 
Melbourne and Sydney key markets. 

● Sponsorship of two Broadsheet EDMs, providing brand awareness and inspira0on. 
● Programma0c digital display and video assets, to reach both core target markets, across a 

range of 0tles. 
● Supersite billboard at Melbourne Airport, with thanks to our marke0ng and media partners, 

likely insitu for a period far extending the campaign window. 
● Social media across TNE managed accounts. The focus of this ac0vity has switched to being 

aspira0onal rather than conversion focussed (ad spend cancelled). 
● Addi0onal produc0on of four addi0onal videos by Caro Ryan (@lotsafreshair) from her 

recent famil in the High Country. 
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Please note that the two OOH supersites, originally scheduled as part of this campaign, will be 
rescheduled for a later date to provide Walk High Country with strong visual assets once this crisis is 
over.  

As this campaign is currently in market, full performance metrics will be provided in the Q4 report. 

Walk High Country MarkeHng Mansfield Shire

Mansfield Shire, with an abundance of natural recrea0on and walking assets, has played an 
important role in the execu0on of the regional Walk High Country campaign. In conjunc0on with Mt 
Buller, the Shire has been featured in the following execu0ons:

• 2 x editorial features in Broadsheet with associated imagery 

• 1 x digital display execu0on 

• Social media 

• Supersite billboard 
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6. PUBLIC RELATIONS, MEDIA AND FAMILIARISATIONS 

Mansfield Shire Council  

• PR ac0vi0es during Q3 switched focus from planning, securing and delivering the summer/autumn 
famils program to bushfire recovery then C-19 corporate, media and industry messaging.

• During the immediate post-bushfire recovery phase, TNE PR worked closely with Visit Victoria to 
facilitate on-ground roll out of live crosses from around the region, including Mansfield, for 9’s 
Today Show and for 9 News Weather promo0ng Mansfield as a must-visit des0na0on.

• TNE PR also worked with The Age news journalist, Ben Preiss, on two major post-bushfire stories 
which drew a[en0on to the impact of the fires on the Mansfield local business economy. In 
addi0on, publicity support was given during this 0me to the High Country Comeback event in 
Melbourne, which featured businesses from around the region including Mansfield.

• TNE PR fielded many media calls during this busy period, facilita0ng interviews with RCoW 
businesses, recommending spokespeople and other requests for updated informa0on. Media 
releases and subsequent publicity were produced and delivered for the Ride High Country 
#RollOnBack campaign featuring the Bright community as well as the High Country Comeback 
which included par0cipa0ng RCoW businesses.

• A Walk High Country media famil i0nerary went ahead in February with journalist, Craig Sheather, 
who walked a variety of Mansfield & surrounds trails with new walking operator, Mansfield 
Bushwalks. His stories will publish across several publica0ons (currently on hold). 
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Regional 
● PR ac0vi0es during this period were impacted by both the summer bushfires and COVID-19 

with most consumer facing ini0a0ves postponed, replaced by corporate communica0ons to 
industry and the media providing updated advice via EDMs and media releases about bushfire 
recovery and later, COVID-19 impacts on tourism. 

● TNE PR worked with many media 0tles during this period na0onally and interna0onally, 
providing up-to-date informa0on and arranging interviews with key spokespeople, including 
industry representa0ves. 

● During February, TNE PR worked closely with Visit Victoria to roll out post-bushfire recovery 
media. This included facilita0ng live Today Show (9 Network) rolling live crosses from Towong, 
Mansfield, Bright and Beechworth. In addi0on, pre-recorded and live 9 News weather crosses 
to High Country businesses and des0na0ons were arranged from the King Valley, Mansfield, 
Rutherglen and Beechworth.  

● In addi0on, TNE assisted with media management and publicity for the High Country 
Comeback event in Melbourne. 

● Post-bushfire recovery famil i0neraries were prepared during 
this 0me for Good Food (publishing just ahead of the March 
C-19 restric0ons), Wine Selector & Traveller.com.au (yet to 
publish) Gourmet Traveller magazine (publishing this June) 
and Cyclist magazine. The Cyclist magazine i0nerary was 
postponed due to C-19 restric0ons. 

● On a posi0ve note, Lotsa Fresh Air influencer, Caro Ryan, 
rolled out inspira0onal videos, blogs and social media posts 
about four High Country des0na0ons she visited late in 2019 
as part of a co-sponsored media famil i0nerary arranged by 
TNE PR, providing quality content now available to each of the 
par0cipa0ng stakeholders. 

● Those media famils previously nego0ated for Q3 have all been 
postponed with individual journalists/publica0ons commixng 
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to return when the 0me is right. 
● A full page feature arising from a famil during Q2 published during late January as a call to 

visitors to return to the region post-bushfires. A second Travel & Indulgence feature focusing 
on Bright & Mt Beauty also from a Q2 famil, has been held for publica0on at a later date. 

 

7. INDUSTRY AND PRODUCT DEVELOPMENT 

Tourism North East supports High Country tourism operators in op0mising their businesses and the 
experiences they offer visitors. This work includes up-skilling industry through mentoring and briefing 
sessions, iden0fying and working with businesses to address gaps in the regional tourism offering, 
managing industry communica0on efforts, and driving ongoing industry and product innova0on. 
Industry development also involves facilita0ng rela0onships and tourism efforts between industry, 
Government organisa0ons, tourism associa0ons and other public and private en00es to drive 
regional collabora0on and growth. 

The Industry and Product Development team report on: 
● Training, support, mentoring and informa0on sessions delivered to individuals or groups 
● Business development 
● Industry communica0ons 
● Projects and product innova0on 

7.1. Industry Development - Q3 AcHvity Snapshot 

The challenges of this quarter have led to a reimagining of the way Industry Development is 
delivered to operators; changes have included: 

● Crisis period phone calls and support 
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● Delivery of highly extended 1 on 1 mentoring to businesses in fire affected areas followed up 
by ongoing telephone support 

● Reformaxng sessions and moving to Zoom delivery for group and 1 on 1 sessions 
● Increased operator communica0ons included business support opportuni0es, grants and 

loans 
● Local Government Area support and coordina0on of a region-wide events strategy for key 

funding streams and grant wri0ng support as required 

7.2. Bushfire response and recovery efforts 

Following the December - January 2020 fires TNE iden0fied the need for a targeted support and 
mentoring program for impacted businesses through ac0vi0es such as; 
The following ac0ons were undertaken: 

● Phone interviews were conducted to gauge the impact of the fires in the Alpine, Indigo, 
Mansfield, Wangara[a, Benalla, Falls Creek, Mt Hotham, Mt Buller, Towong regions. The 
findings of these interviews were fed back to the Victorian Government. 

● A more detailed survey was conducted in the Towong Shire with 44 businesses interviewed. 
● Following an ini0al SWOT analysis conducted across the region in rela0on to recovery 

ini0a0ves the following ac0vi0es were undertaken: 
○ Grants iden0fied and opportuni0es conveyed to operators 
○ Assistance provided for grant applica0on assistance for groups and individual 

businesses 
○ Appointments made with relevant bodies in recovery centers 
○ Recovery ac0vi0es iden0fied and planned with relevant groups and organisa0ons, 

including event planning and grant applica0ons 
○ Marke0ng opportuni0es conveyed to operators 
○ TNE workshop ini0a0ves explained and encouraged including but not limited to, the 

Digital Upskilling Project  
  
7.3. Industry CommunicaHons 

Regular EDMs were sent to industry throughout the bushfire crisis period in January providing latest 
advice for visitors and businesses around the region. From late January, TNE provided updates about 
funding support available to tourism businesses during the post-bushfire recovery period as well as 
informa0on about TNE’s support via the digital upskilling program. Regular EDMs were also provided 
to industry during March with prac0cal informa0on about C-19 advice and financial support for 
businesses. 

7.4. Digital Upskilling Program  

TNE has appointed a Digital Skills Development Manager, Fiona Morris, to provide industry partners 
with personalised training supported by sustained digital assistance to ensure that they have the 
skills required to op0mise online opportuni0es for both their business and the broader region.  
This quarter, the Digital Skills program delivered;   

● 193 business engagements, including workshops and 1:1 digital mentoring 
● Sa0sfac0on ra0ng of 9.7/10 
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● The feedback received from Industry has been incredibly posi0ve, with many sta0ng this is 
mee0ng an immediate need 

7.5. Industry Development - Training and informaHon sessions  
While significant efforts are dedicated to driving demand for the High Country offering, it is essen0al 
that a commensurate effort is commi[ed to diversifying and enhancing the supply side of the 
tourism equa0on. TNE delivers on this need through the provision of a broad range of industry and 
product development services that are focused on providing a high-quality tourism experience.

TNE supports exis0ng High Country tourism operators in op0mising their businesses and the 
experiences they offer visitors. This work includes up-skilling industry through mentoring and briefing 
sessions, iden0fying and working with businesses to fill gaps in the regional tourism offering, 
managing industry communica0on efforts, and driving ongoing industry and product innova0on. It 
also involves facilita0ng rela0onships and tourism efforts between industry, Government 
organisa0ons, tourism associa0ons and other public and private en00es to drive regional 
collabora0on and growth. 

In response to the COVID-19 Pandemic and social distancing measures, TNE has provided an online 
learning plamorm to conduct sessions via Zoom. Throughout the third quarter of 2019-20, TNE has 
delivered a range of ini0a0ves in this space for Mansfield Shire including: 

• The delivery of 15 individual business development sessions to address the trends, issues and 
opportuni0es of most relevance to Mansfield Shire businesses. 

• The delivery of a range of both Mansfield-specific and broader regional group briefing 
sessions, which engaged 33 Mansfield Shire tourism businesses including: 

◦ AIract aIenAon and sustain interest in your business - Tourism workshop covering 
ATDW and other tourism plamorms; looking at ways to promote your business in the 
digital sphere and leverage from regional marke0ng campaigns. 

◦ Peer review plaLorms - Workshop covering the fundamentals of peer review plamorms 
such as Tripadvisor and how to effec0vely manage your lis0ng. 

◦ GeNng started with social media - Introductory session explaining the difference in 
social media plamorms, and how to best u0lize them for your business.  

◦ COVID-19 - An open panel discussion to determine the range and affect the pandemic 
has had on the region’s tourism trade. 

 

• Facilita0ng or being involved in a range of mee0ngs and sessions focused on developing 
tourism experiences and opportuni0es for Mansfield Shire, including: 

◦ Mee0ng with GTR events during the Jayco Herald Sun Tour, ensuring final logis0cs and 
RHC marke0ng were all ac0vated. 

◦ Mee0ng with Wayfound consultants to finalise the Ride High Country Signage 
Strategy. 

◦ Mee0ng with Mansfield Business Associa0on to discuss the role of TNE including 
marke0ng and business development opportuni0es. 
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◦ Liaising with Friends of the Great Victorian Rail Trail about cycle tourism 
opportuni0es. 

◦ Growing the Ride High Country Preferred Business offering, with over 150 accredited 
businesses in the region 

• A[ending or being involved in a range of mee0ngs/sessions relevant to Mansfield Shire and its 
strategic tourism direc0on including: 

◦ A[ending Lake Eildon Master Plan PSG mee0ng. 

◦ Represen0ng Ride High Country for a live television cross for the Today Show on 
Channel 9. 

◦ Represen0ng Ride High Country for a live radio cross during the JHST for radio 2AY. 

◦ Represen0ng Ride High Country for a cycle tourism piece covered by WIN News. 

◦ A[ending the Melbourne Tourism Leadership Program, 

◦ Facilita0ng and presen0ng at quarterly Visitor Informa0on Centre mee0ngs. 

• Strategic engagement with other associa0ons and organisa0ons to progress Mansfield Shire 
tourism priori0es including Regional Development Australia, Regional Development Victoria, 
Ovens Murray Regional Partnership, Visit Victoria and Parks Victoria.  

7.6. Industry and Product Development - Projects 

7.6.1. Ride High Country Signage Strategy 

TNE has secured a $50,000 grant from the Australian Government’s Building Be[er Regions Fund 
towards the development of a $100,000 regional cycle tourism signage strategy. Funding has 
supported the engagement of Wayfound, a tourism signage and wayfinding consultancy, to deliver a 
strategy for consistent cycle tourism signage throughout the region and across each of the High 
Country’s key cycle tourism disciplines.  

Wayfound, who was appointed to deliver the project, presented the drah recommenda0ons and 
style guide to the Project Steering Group via Zoom. Feedback was collated and the document has 
been finalised including both recommenda0ons and style guide and distributed to the steering 
group. The project has been delivered on budget and ahead of 0me due to the 0mely input of the 
PSG and the quality of the consultant’s work.  
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8. STRATEGIC PROJECTS 

8.1. Lake Eildon Masterplan  

The Lake Eildon Masterplan project is nearing comple0on. The project aims to develop a masterplan 
that establishes a shared vision for the ac0va0on of Lake Eildon, iden0fying priority tourism and 
recrea0on developments that op0mise economic outcomes for the des0na0on. 
Phase 1 of the project saw the delivery of an Economic Impact Assessment to quan0fy the value Lake 
Eildon tourism adds to the region. The total economic impact of tourism and recrea0on within the 
Lake Eildon region was es0mated at $486 million in output and 2,548 jobs to the Hume region. 
In Quarter 2 a process of community and stakeholder consulta0on was undertaken to understand 
the challenges and opportuni0es facing the project and to determine the priority projects to work to 
full business cases. 
In Quarter 3 architectural consultants Cumulus Inc visited the region to progress the conceptual work 
behind the plan and develop the blue-sky thinking required as part of the brief. Of the ten projects 
the project steering group (PSG) was originally presented, four were chosen to be worked to full 
business case.  
The Drah Final Masterplan including four Businesses Cases was presented to the PSG and is currently 
open for community consulta0on. The Final Masterplan is due on 29 May 2020. 
The iden0fied Businesses Cases are: 

● Premier Nature-Based Precincts at Mt Pinniger (Eildon) and Fry Bay (GoughsBay) 
● Skyline Road Tourist Precinct 
● Large-scale Accommoda0on Investment in Goughs Bay and Eildon 
● Sewerage System Investment 

8.2. Great Victorian Rail Trail Strategic Development Plan 

The Great Victorian Rail Trail is one of the longest trails of its kind in the country, and has the 
poten0al to become a signature cycle product for the region. However, strategic guidance is required 
to develop, ac0vate and promote the offering in a way that establishes it as an engaging tourism 
experience. 
To this effect, TNE has developed the Great Victorian Rail Trail Strategic Development Plan that looks 
to address the trail’s weaknesses, leverages its strengths and provides a clear framework for strategic 
and sustained growth. This work was completed in the second quarter, with TNE presen0ng the final 
document and key recommenda0ons to Mansfield, Murrindindi and Mitchell Shire councillors, which 
was well received. 
TNE is now suppor0ng these Councils and has begun developing an industry toolkit, to be delivered 
in the fourth quarter, to assist with effec0ve trail promo0on. Work will also commence on developing 
templates to form the basis of a new trail MoU, and iden0fying current funding opportuni0es for 
implementa0on of the proposed trail enhancements. 
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8.3. Workforce AeracHon/RetenHon 

The 2019 Workforce a[rac0on and reten0on project iden0fied 9 key causes of staff shortages, labour 
shortages and high turnover. These have been pulled together into an ac0on plan which will be used 
as a basis to seek funding and support from within TNE and associated agencies. 

9. DIGITAL ASSETS AND PROGRAMS 

9.1. Tourism North East pillar websites  

 
This quarter is the first where the Feast High Country content has been hosted on VictoriasHigh 
Country.com.au. Therefore summary informa0on will show a combined set of results as per the chart 
above. This change has resulted in a total update of content under the Food & Beverage sec0ons of 
the site and a ‘lite’ refresh of the overall VictoriasHighCountry.com.au look & feel. 

As a result of quarterly condi0ons, the visitor profiles to all websites is inconsistent with the long 
term profile, as people browsed websites seeking bushfire related content. As a result lower levels of 
onsite engagement was observed across des0na0on and pillar website 
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9.2. Tourism North East pillar social media  channels 

During quarter 3, as with all TNE programs, social content and messaging were dealt the double blow 
of bushfires and COVID 19. 

● As a result of the bushfire crisis due to the State of Emergency requirements social media 
was dormant for period 

● During the recovery phase the channels worked over0me delivering on the recovery 
message (for visitors to return to the region) during February/March,  

● When COVID-19 restric0ons were announced, all channels reduced messaging to maintain 
brand awareness.  

Summary results 

FACEBOOK Followers
Q3 
Growth Reach vs Q2

Av 
Engagement 
(on Reach) vs Q2

See High Country 16,268 13.68% 1,129,539 399.77% 10.05%
17.54
%

Ride High Country 20,996 9.76% 3,931,881 62.22% 5.59%
-0.71
%

Feast High Country 2,745 10.51% 133,964 106.25% 12.19%
47.04
%

Walk High Country 4,016 8.54% 144,039 -63.39% 11.69%
74.48
%

Instagram Followers
Q3 
Growth Reach vs Q2

Av 
Engagement 
(on Reach) vs Q2

@seehighcountry 26,703 9.08% 815,556 98.27% 7.50% 6.84%

@ridehighcountry 9,783 16.27% 2,686,528 165.04% 4.86%
-2.21
%

@feasthighcountry 1,724 17.04% 46,656 21.26% 7.23% 9.21%

@walkhighcountry 7,086 11.64% 71,835 -63.74% 8.09%
10.52
%
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9.3. DesHnaHon Websites - individual reports  

TNE manages the website s ite content for the MansfieldMtBul ler.com.au and 
GreatVictorianRailTrail.com.au websites on behalf of the shire. Due to the external condi0ons over 
the quarter overall visita0on and engagement with tourism based sites was was flat compared to 
prior quarters. During the quarter site messaging was adapted based on regional requirements along 
with changed to event promo0ons.  Given the reduc0on in updates of the consumer facing content a 
series of content maintenance and op0misa0on ac0vi0es were undertaken to support future site 
performance. 
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9.4. DesHnaHon social media channels  

9.4.1.Visit Mansfield Mt Buller 
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9.4.2.Great Victorian Rail Trail
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