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Welcome to the Quarterly Marketing Report from the 
team at Grampians Tourism.

These reports are sent out every three months and we 
hope they are of interest to you. Please let us know if you 
would like more detail on any aspect of the report.
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Quarterly Activity Summary

Following our hugely successful Piece Together Your Ultimate Road Trip campaign which 
ran in Melbourne and Adelaide during April and May, the Grampians
region was abuzz with holiday visitors,
with many accommodation operators
reporting close to 100% occupancy in the school holidays.

Highlights of the quarter included:

7.1M Impressions, Total Reach of 2.2M and 18.6K Operator Conversions (click outs from 
Visit Grampians digital and social platforms to Operators’ own websites). 

Australian Traveller native content article served 160K Banner Impressions and 
generated 3,000 Unique Viewers. 

Paid engagements were up 78% from June Quarter.

AUG & SEP were two of our strongest months
in the past 12 months for web sessions.  

Estimated PR Reach of 2.58M and Advertising Space Rate of $732,150.



• Digital activity over SEP Quarter has remained consistent with JUN Quarter despite reduction in paid ad spend.
• Decreases in results across Meta and Google due to this reduced spend, however have been able to grow substantially on 

TikTok over SEP Month to help balance out these results.
• Total SM following has grown by 4.1% in SEP Quarter due to the introduction of TikTok as a content and advertising platform.
• TikTok has added an extra 30,000 content views to our digital mix this quarter.
• Paid engagements are up 78% from JUN Quarter due to some great vertical video content from Grampians Helicopters.
• Our Meta traffic campaign is now operating at its most efficient with CPC figures sitting between $0.10-$0.15.
• Our Google Ads conversion rate has climbed slightly over SEP Quarter and our CPC has dropped. This is a great indication that 

our campaigns are running efficiently and performance is improving.
• AUG & SEP were incredibly strong months for website sessions, in fact two of our best months in the past year. Given the 

reduced ad spend for this financial year, we're pleased with the stability in these results.

Digital & Social 
Summary –
September 
Quarter



Website Results



• August and September were incredibly strong months for website sessions and were two of our best months 
in the last year. Given the reduced ad spend for this financial year, we’re very happy with the stability in these 
results.

• We're doing as much as we can in terms of engaging advertising creative to drive traffic to places on the 
website that hold users for the longest time.. Most significantly, the Blog. 

• Time on the Blog is on average 10 seconds longer than time spent on the rest of the website. This is due to 
the informative nature of our Blog posts and the value they provide to our users. Keeping people on the Blog 
pages longer is a key focus for us as this increases the chance of an operator conversion.

• In order for us to achieve Grampians Tourism Board’s KPI of 10% growth in website sessions over the FY22/23, 
we need to generate 531,972 website sessions in the 12 months. With 137,854 generated in the September 
quarter, we are at 26% of this goal and are thus tracking to KPI. 

Website Results



Digital Advertising Results



• We saw huge gains in our engagement campaign when compared to the previous quarter and the September 
quarter last year. We've purposely kept our top video content (from Grampians Helicopters) running in this 
campaign for a number of months as the performance of this content has been outstanding. As more quality 
video content becomes available, we'll keep swapping over.

• Our link clicks dropped off on Meta (Facebook and Instagram) this quarter. We had the majority of our Road 
Trips campaign last quarter, so this quarter has been a significant reduction in budget and priorities which has 
caused a substantial decline in link clicks when compared to the June quarter. 

• We saw a drop in link clicks over September quarter compared to the previous quarter as we moved budget 
away from Meta and towards TikTok. This also resulted in drops in Impressions and Reach as we look to 
explore new platforms for our advertising to keep ahead of other competing RTBs.

• Our traffic campaign is now operating at its most efficient with Cost Per Click figures sitting between $0.10-
$0.15. Previous quarters have stayed steady around $0.20-$0.25 CPC.

• The gradual decline in results over the quarter is due to the ending of our Piece Together Your Ultimate Road 
Trip campaign, followed by our Seriously Shiraz ad activity. The numbers for September
are much more consistent with what we would expect.

Digital Advertising Results



• Similar to our Meta ads performance, we have seen dips in our Google ads performance. A reduction in budget 
and a drop off in campaign activity are the key reasons for a drop off in our impressions and clicks compared to 
prior quarter.

• Our conversion rate has climbed slightly over the quarter and our CPC has dropped. This is a great indication 
that our campaigns are running cost effectively and performance is improving.

• We see huge fluctuations in our Impressions data due to significant spends on the Google Display Network for 
specialist campaigns. We expect to see this stabilise over the next couple of months, as we will only be running 
search campaigns as an ‘Always-On' function.



Social Media Results



Social Media Results



• Total following grew by 4.1% in SEP Quarter due to introduction of TikTok as a content and advertising platform. 
As this channel becomes more established, we expect this growth rate to gradually slow. Expanding our channel 
strategy to include TikTok has been incredibly beneficial for the overall following of Visit Grampians.

• Bolster our presence on TikTok with more regular content to help us continue this growth and trial Pinterest.

• With our modest ad spend ($250 per month) and limited posting (once a month), we've been able to gain an 
extra 30,000 views of Visit Grampians content.

• Engagement is slowing on FB and IG (global trend). Ongoing changes, platform tweaks and increased 
competition from TikTok have impacted creators globally, highlighting the need to always consider new channels 
as this diversity will protect our growth from platform changes. 

• Whilst engagement dropped on Meta channels, we were still able to see some growth in total following, gaining 
over 1,000 followers on FB and close to 1,500 on IG.

• When looking at our most engaging content across FB and IG, it becomes clear that GT Partner content performs 
best on FB and our more inspirational/dreaming/great photo content performs better on IG. 

Social Media Results



Clips: 86 (mainly Seriously Shiraz, Dunkeld Writers 
Festival, spring wildflowers in The Herald Sun, Live The 
Grampians Way in The Weekly Times plus Neil Mitchell 
3AW interviewed Ian and Jen Gumela from Breeze 
Holiday Parks – Grampians.

GT Media Famils – Woman’s Day (Linda Smith) and Time Out 
(Adena Maier).

Top Outlets by ASR:
ABC Online
Traveller.com.au
Woman’s Day
Travel Mail News
True Blue Magazine
Truly Aus
Sunday Herald Sun
3AW
The Weekend Australian 
Weekly Times

Total Estimated Reach: 2.58M 
Advertising Space Rate: $732.15K

PR Results

Top 8 Outlets by Reach:
Woman’s Day
Sunday Herald Sun
Weekly Times
3AW
The Weekend Australian
Weekly Advertiser
ABC Online
Weekend Notes


