





THINGS TO KNOW ABOUT VISIT
VICTORIA’S NEW REGIONAL
VICTORIA CAMPAIGN

The State Government recognises the
importance of the visitor economy to regional
Victorian communities.

Intrastate visitors are the largest market for regional
Victorian tourism. However numbers have declined
over the long term, with regions more than two
hours from Melbourne most affected.

The Wander Victoria campaign is part of a long-term
strategy to activate visitation and solidify regional
Victoria's market position as a place where there's
time to relax, recharge and explore simple pleasures.

WHO ARE WE TALKING TO?

The campaign targets the “Lifestyle Leaders”
market segment.

Lifestyle Leaders:
e Represent 30-40% of Australian population

e Are progressive and aware of trends

e Seek cultural experiences
e Are socially connected
e Influence peers’ opinions

Melburnians are the key geographic target with a
secondary audience of consumers within driving
distance of regional Victoria (including those in
New South Wales and South Australia).

The campaign includes content tailored to multiple
lifestages including young people, singles, couples
with no kids, families and retirees.

WHAT ARE THE HURDLES?

Melburnians are travelling interstate and overseas
more regularly because of cheaper airfares.

They may think regional Victoria offers less value
or is simply not as exciting as other destinations.

Research also shows that Melburnians may not
be inspired to visit regional Victoria because
they lack knowledge of the key destinations
and experiences on offer.



Distance is also a barrier, particularly for

destinations more than 2 hours from Melbourne.

A lack of urgency can be a problem too.
Melburnians aren't driven to visit regional Victoria,
seeing it as close enough to visit any time.

INSIGHTS FROM RESEARCH

e Consumers are more time poor than ever,
so spare time is a luxury

e Regional Victoria competes not only with
interstate and overseas travel, but with other
leisure activities like movies or attending
Melbourne events

® Many consumers have a Fear of Missing
Out (FOMO) and try to cram as much activity
as possible into their limited spare time

® However many also revel in the Joy of Missing
Out (JOMO). This means appreciating simplicity,
living in the moment and taking time out

e Nature is a key driver to travel amongst
Melburnians

e Events are a strong incentive to travel to
regional Victoria

WHAT’S THE MESSAGE
IN A NUTSHELL?

Regional Victoria is the ideal place for an easy,
short break in nature. It allows you time to
indulge your passions — to feel relaxed,
enriched and invigorated.

CAMPAIGN OBJECTIVES

1/ INSPIRE

Make consumers want to go to regional Victoria
by building an emotional connection.

2/ INFORM

Tell them what's out there by providing curated
content that is tailored to each lifestage.

3/ ACTIVATE

Make it easy to book by working with travel partners
and operators via the Regional Tourism Boards.



