




Acknowledgement of
Country

I begin by acknowledging the traditional 
custodians of the land that we are gathered.

When we look at the magnificent landscape, 
valleys and waters as we travel –

we see the stories, songlines and struggles 
of those that came before us.

I pay my respects to Elders – past, present 
and emerging and their continuous 

connection to Country.
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Marketing the Grampians

• Why is it important? Low awareness with a 10% recall in key 
markets. 

• Number one goal: To raise the profile and front-of-mind 
awareness of the Grampians region.



Marketing Campaign Results 
FY 2022

• Paid Digital Impressions: 3.1M

• Influencer Impressions: 2.5M

• Traditional Media Impressions: 5.4M

• Total Cost Per Click: $0.57

• Plakkit Outdoor: 3.6 million impressions for 

an investment of $5K

• NOVA Melbourne and Adelaide: Reached 690,000 

people 18+ and message heard on average 3.06 times.

Socials provided a further 100K impressions.
Corner of Hoddle Street and Victoria Parade.



Upcoming Marketing Campaign 

• TikTok.

• OOH Plakkit advertising (Melbourne).

• Digital advertising, promotion through owned channels and 
print advertising in key intrastate markets.

• The aim is to move people from the ‘dreaming’ to ‘planning’ 
phase, help disperse visitors, and own the Road Trip positioning.

• Visit Victoria Co-operative Marketing campaign.

• Influencer Famil.

• Grampians Grape Escape.



Grampians Grape Escape 

Supporting GGE – a major visitation driver for the entire Grampians 
region with Digital and Social Media Marketing as well as On-Ground 
promotion within the region. 



Visit Victoria Cooperative Campaign

Industry collaboration with Visit Victoria including:

• Editorial content partnership
• Time Out Australia
• The Urban List 

• Official Visitor Guide – 2 x dedicated regional features

• Solus eDM – sent to VV database custom segment

• 4 x Themed eDMs to Visit Victoria custom audiences

• Official Visitor Guide & eDM – 4 x themed editorial and 
4 x inclusions in themed eDM to drive audience

High reach package at $35K (value over $85K) with a focus on 
key themes including nature, unique activities and road trips.







Upcoming Marketing Campaign

Bendigo, Swan Hill, 
Echuca, Heathcote, 
Castlemaine, Kyneton. 

Ballarat, Ararat, 
St Arnaud, Bacchus 
Marsh, Bellarine 
Peninsula.

Warrnambool, Portland, 
Port Fairy, Hamilton, 
Dunkeld, Mortlake, 
Camperdown, Port 
Campbell, Apollo Bay, 
Lorne. 

Full page ads in each of:Quarter Page horizontal strip ads in each of:



Upcoming Marketing Campaign

• 600K population within 90 minutes’ drive 
(Geelong, Ballarat, Bendigo, Warrnambool etc.)

• 35% of our visitors come from Regional Victoria

• 25% of visitors are VFR 

• “Inspiring consideration”



Upcoming Marketing Campaign

• What’s Up Downunder episode to be filmed in the region:

1 x 60-minute WUDU episode to be filmed in June and 
airing on a Saturday in July at 2:30pm on TEN & WIN 
nationally, and repeating Sunday on TEN BOLD & WIN 
BOLD nationally.

Placement on:

• Tenplay:  www.tenplay.com.au
• WUDU website:  www.whatsupdownunder.com.au
• WUDU YouTube channel www.youtube.com/user/WUDUTV

1 x Solus eDM Holiday Parks Downunder database 100,000+

12 months of social and digital content and promotion to 
Australia’s largest caravanning and camping audience.

http://www.tenplay.com.au/
http://www.whatsupdownunder.com.au/
https://www.youtube.com/user/WUDUTV


Upcoming Marketing Campaign

• TV Audience Reach: Average 287,000 viewers per episode

• Website Reach: 335,000 Unique Visitors per annum

• E-Magazine Readership: 20,000 Unique Readers per issue

• eDM Database: 210,000 Unique Email Subscribers

• Facebook: 128,000

• Instagram: 13,800 Followers

• YouTube: 6480 subscribers / Average 50,000 Video Views per month



Upcoming Marketing Campaign 

PR including Australian Community Media Explore travel section 
Media Famil with Brittney Levinson, Staff Reporter at The Canberra 
Times.

• The Bendigo Advertiser (Bendigo, Swan Hill, Echuca, Heathcote, 
Castlemaine, Kyneton etc.)

• Central Western Daily (Orange NSW & surrounds)
• Daily Liberal (Dubbo, Bourke, Cobar etc. Outback NSW)
• Illawarra Mercury (Wollongong & surrounds)
• Newcastle Herald
• The Advocate (Burnie)
• The Border Mail (Albury, Wodonga, Finley, Benalla & surrounds)
• The Courier (Ballarat, Ararat, St Arnaud, Bacchus Marsh, Bellarine Peninsula)
• The Daily Advertiser (Wagga Wagga, Hay, Young etc.)
• The Examiner (Launceston, Devonport, Ulverstone, Queenstown etc.)
• The Northern Daily Leader (Tamworth, Glen Innes, Inverell, Moree, 

Gunnedah)
• The Standard (Warrnambool, Portland, Port Fairy, Hamilton, Dunkeld, 

Mortlake, Camperdown, Port Campbell, Apollo Bay, Lorne etc.)
• Western Advocate (Bathurst & surrounds)

Combined Saturday Readership: 300K



International Marketing

• The Grampians region is represented internationally 
by the Great Southern Touring Route (GSTR).

• Targeted marketing to key international markets.

• In-market representation plus attendance at major 
trade events.

• Grampians Tourism will join GSTR at the Australian 
Tourism Exchange (ATE23) on the Gold Coast next 
month.

• Currently 14 operators are GSTR members.



Industry Toolkit

• Provides guidance and resources on how the brand can be 
leveraged in marketing materials by operators and 
stakeholders across the region

• The Grampians Way is both literal and figurative, being a 
physical touring route as well as an invitation to escape the 
every day and experience a change of pace

• Covers the brand, brandmarks, photography, communications 
and shared content

• Printed and pdf copies available. 



Touring Guide Map

Features:

• Accommodation

• See & Do

• Eat & Drink

• Wineries

• Arts & Culture

• Aboriginal Rock Art

• Lookouts & Walks

• Waterfalls

Plus QR codes to access additional visitor information.



Questions?

Robert Crack
Grampians Tourism
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SINCE 1842

A H I S T O R I C L U X U R Y F A R M H O T E L





HISTORIC BLUESTONE 
WOOLSHED



HISTORIC BLUESTONE 
WOOLSHED



SABLES HOUSED T W O  
MELBOURNE CUP RUNNERS

Al ice Hawthorne –

1850s Haricot –

Winner 1874



1870'S

HOMESTEAD BURNS DOWN, 
REBUILT IN BLUESTONE





MAJOR 
RENOVATIONS

1920'S



REJUVENATION 
2 0 2 0 'S









Mount William Station Today :

A luxury farm hotel experience at the foothills of the GrampiansNational Park
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4.8 STAR RATING MAINTAINED
OCCUPANCY INCREASE 

TO 50% FOR YEAR 2023

INCREASED REVENUE PER CUSTOMERBRAND & PROPERTY DEVELOPMENT
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Tha nk you .







The Grampians National Park and the Grampians Peaks Trail is part of the 

Gariwerd Aboriginal cultural landscape.

SingleTrack Events respect the deep and continuing connection that Traditional Owners have to these lands 

and waters, and we recognise their ongoing role in caring for Country.

We pay our respects to Elders past, present, and emerging, and the continuation of cultural, spiritual and 

educational practices of all Aboriginal and Torres Strait Islander peoples.



Delivering unique, challenging trail runs in highly desirable locations. 

Our courses are held in high esteem for being a true test of physical and mental 

strength and speed. 

Our events are high on participant experience and benefit the local host 

communities.



Course Director Digital Marketing Queen Community Hype Man Trail Coach

The SingleTrack Events Crew

JOSEPH DORPH DONNÉ RESTOM MAJ BACKHAUSEN BLAKE HOSE

Race DirectorProgram Manager

NIGEL PRESTONCOLIN TAYLOR



Our Events



New! 2024



Our Audience | Trail Runners



Our audience
encompasses elite 

athletes ...



... first-timers, and 
everyone between.



OUR AUDIENCE

Trail Runners are...

✔ Environmentally and socially conscious. 

✔ Reside in the city and use these events for a weekend 

escape.

✔ Train and participate in groups or tribes.

✔ High disposable income 

(82% have completed a university degree or higher)

(35% have a household income of more than US$100,000)

✔ Prepared to travel interstate and internationally

(29% of respondents had raced internationally)

✔ 64.4% are aged between 35 and 54 years-old.

Source: The Trail Ultra Project

=



With an estimated 20 million participants since 

2010, trail running is one of the world’s fastest 

growing sports.
~ Source: World Athletics

Trail running has been growing approximately 

12% year-over-year globally for over a decade.
~ Source: ultrarunning.com

=



GRAMPIANS (GARIWERD) NATIONAL PARK, VICTORIA

November 23-26, 2023





The Grampians Peaks Trail 100 Miler Trail Race is the answer 

to the search for the most epic, spectacular trail race destination.

The race will run the recently established Grampians Peaks Trail (GPT), a point to point 100 mile trail (160km with 7702m of 

ascent), which traverses the rugged mountain range of the world-renowned Grampians National Park, part of the Gariwerd 

Aboriginal cultural landscape.



STRATEGIC EVENT CHARACTERISTICS

• New event on a new trail. Genuinely new.

• The story behind the Grampians Peaks Trail and the region in 

general.

• Desirable destination as a total region.

• The landscape remains to hold its same character, decades on.

• Unique landscape and spectacular natural aesthetics.

• Close connection to first people (cultural landscape), contributes 

to cultural experience.



RACE OPTIONS

There are a number of ways to participate and race the Grampians 

Peaks Trail with SingleTrack Events:

• GPT 100 Miler

• GPT 100 Miler 4-Day Stage Race

• GPT 100 Miler Team Relay (Continuous)

• GPT 100 Miler Team Relay (4-Day Stage Race)

• GPT 50 KM (Thu 23 Nov)

Each option is tailored so that a wide variety of people can 

experience the best of the region.



GPT 100 MILER SOLO

Start: 12.00noon Friday, November 24, Mt Zero

Cut off: 2.00pm Sunday, November 26, Dunkeld 

(50-hours total)

The ultimate 100 mile journey, traversing the entirety of the 

Grampians National Park mountain range from Mt Zero in the north 

to Dunkeld in the south.

The challenge will entail climbing 7702m up a combination of 

sandstone slabs, gradual smooth trail, stairs and technical rocky 

outcrops.

The route follows the spine of the range and so the views throughout 

the journey will outweigh the physical toll and inspire athletes well 

beyond the finish.



GPT 100 MILER 4-DAY STAGE RACE 

Experience the incredible landscape to its fullest by tackling the 100 miles 

over four days, making the most of daylight, and allowing you to replenish in 

Halls Gap each night. 

The distances for each day are; 50km, 38km, 43km, 33km; each offering 

different trail conditions and challenges. 

Runners will have to test their recovery routines each night, and mental 

resolve each morning to stand on the start line at 7.00am each day to 

continue what they’ve started.

Day 1: Mt Zero to Halls Gap (50km) 

(12-hour cut off)

Day 2: Halls Gap to Mt William Carpark (37.5km) 

(12-hour cut off 

Day 3: Mt William Carpark to Griffin Fireline (42.8km)

(12-hour cut off)

Day 4: Griffin Fireline to Dunkeld (33.4km)

(10-hour cut off)



TACTICAL EVENT OFFERINGS

GPT 100 MILER TEAM RELAY (CONTINUOUS)

Teams of four will tackle the 100 mile course running alongside the solo 

competitors. 

GPT 100 MILER TEAM RELAY (4-DAY STAGE RACE)

Teams of three people can take on the stage race, covering the full 100 

mile end to end journey in a new

dynamic race format. Each runner will run one of the three legs on each 

of the four days.

GPT 50KM

Scheduled for Thursday 23 November, from Mt Zero to Halls Gap with a 

cut off time of 12-hours. 

Runners will be able to challenge themselves against others in the 

50km, and those taking on the Stage Race and Teams Relay Stage Race.



Lucy Bartholomew



FREQUENTLY ASKED QUESTIONS

Is it safe to run 100 miles?

How long will it take?

How many athletes and visitors are we aiming for?

Where will they come from?

How much will they spend?

How are you marketing this?

How can you get involved?



Thank You.
Nigel Preston

M: 0412 692 468

E: events@singletrack.com.au
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TOURISM AUSTRALIA UPDATE
Kristy Malapa – Industry Relations Manager
April 2023 – Grampians
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April 2023

How are things looking?



Tourism Australia April 2023

THE FUTURE FOR 
TOURISM IS 
BRIGHT, BUT WILL 
BE HARD FOUGHT

84

Source: Tourism Research Australia, International Visitor Survey YE December 2010- 2021; Thrive 2030 A Reimagined Visitor Economy YE 

December 2024 & 2030; Oxford Economics Forecast Arrivals, Australia Expenditure. *Total Visitor Expenditure, YE December, excluding expenditure 

of long-term international students.

0

5

10

15

20

25

30

35

40

45

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

A PROJECTED VIEW OF AUSTRALIA’S INTERNATIONAL LEISURE TOURISM EXPENDITURE RECOVERY

A decade of growth

A bright future

Thrive 2030:

$44bn by 2030*

Thrive 2030:

$22bn by 2024*

Projected recovery /

Job ahead of us
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GOOD NEWS: INTERNATIONAL ARRIVALS HAVE RETURNED TO 
65% OF 2019 LEVELS
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HOW OUR VISITOR ECONOMY IS REBUILDING
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TOTAL ARRIVALS BASED ON PURPOSE OF VISIT 
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March 2023 levels:
India: 265% of seats scheduled

South Korea:       102% of seats scheduled

Indonesia: 105% of seats scheduled

Canada: 85% of seats scheduled

Singapore: 85% of seats scheduled

NZ: 79% of seats scheduled

USA: 73% of seats scheduled

Malaysia: 75% of seats scheduled

Japan: 72% of seats scheduled

China: 32% of seats scheduled

Qatar: 112% of seats scheduled

Singapore A’lines:85% of seats scheduled

Qantas: 83% of seats scheduled 

Cathay Pacific: 59% of seats scheduled

Emirates: 52% of seats scheduled

Etihad: 42% of seats scheduled

INTERNATIONAL 
RECOVERY - AVIATION 
SEAT CAPACITY

Source: Cirium SRS Analyser air schedules data as at 30 Jan-23

% SEATS RECOVERED TO AUSTRALIA
(Compared to same month in 2019)

ALL INTERNATIONAL MARKETS
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April 2023

What are we doing about it?
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60” TVC
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Uluru-Kata Tjuta National Park
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CAMPAIGN ACTIVITY AROUND THE WORLD
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PARTNER CAMPAIGNS HAVE COMMENCED
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SUPPORTING 
ADVERTISING 
LAUNCH ASSETS
Victoria

94
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Download at www.tourism.australia.com
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A FULL SUITE OF 
NEW RESEARCH 
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SUSTAINABILITY: 
MORE THAN 75% OF 
TRAVELLERS ARE 
COMMITTED TO 
SUSTAINABILITY IN 
SOME WAY
Future of Global Tourism Demand Research, Quantitative validation phase, April-May 2022  

Segmentation based on two questions: E1. How important are each of the following to you when 

travelling? E2. Imagine you have identified two experiences that offer everything you are looking for 

on your next vacation. If one experience offered the following, and the other did not, which 

statement best applies to you?

Base: Global excl. Australia (n = 22,190)

Many practices 
considered important to do, 
but unwilling to pay for any

10%

A couple of/some practices 
considered important to do, 
but unwilling to pay for any

22%

A couple of/some practices 
considered important to do, 
and willing to pay for some

19%

Many practices 
considered important to do, 
and willing to pay for some

11%

A couple of/some practices 
considered important to do, 
and willing to pay for most

15%

Many practices 
considered important to do, 
and willing to pay for most

23%

SUPERFICIALIST

UNCOMMITTED DABBLER

FOCUSED

BELIEVER

DEVOTEE
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EXTRA

INCIDENCE OF SUSTAINABILITY PERSONAS
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INDIGENOUS: 
AN ABORIGINAL 
LENS CAN ENRICH 
THE OTHER 
EXPERIENTIAL 
TERRITORIES 
TRAVELLERS SEEK

Future of Global Tourism Demand Research, Quantitative validation phase, April-May 2022  
E5. If you had the opportunity to do the following types of experiences in an Indigenous setting or with Indigenous people, which of the following is true?
Base: Global excl. Australia (n = 1,536 to 8,251)

17%

16%

19%

16%

14%

15%

14%

15%

12%

12%

10%

11%

9%

9%

39%

36%

33%

36%

38%

36%

36%

34%

36%

35%

35%

33%

35%

33%

31%

32%

30%

32%

34%

35%

33%

32%

35%

36%

38%

36%

38%

39%

9%

11%

13%

10%

10%

10%

13%

13%

12%

12%

12%

14%

12%

13%

4%

5%

4%

5%

4%

4%

4%

6%

5%

4%

5%

6%

5%

7%

Wildlife

Wellness

Learning

Aquatic & Coastal

Natural Environment

Food & Drink

Agritourism

Long Stay

Recreation & Outdoor

Hobbies & Leisure

Heritage

Events & Festivals

Local Culture

Journeys

WILLINGNESS TO PAY MORE FOR INDIGENOUS EXPERIENCES

Pay a lot more for it compared to a non-Indigenous experience Pay a little more for it compared to a non-Indigenous experience

Interested if it cost the same as a non-Indigenous experience Interested if it cost less than a non-Indigenous experience

Not interested, even if it cost less than a non-Indigenous experience
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ACCESSIBILITY: 
THOSE WITH 
DIVERSE NEEDS 
REPRESENT A 
SIGNIFICANT 
OPPORTUNITY
Future of Global Tourism Demand Research, Quantitative validation phase, April-May 2022  

A5. What accessibility needs do you or anyone you travel with have when travelling? 

Base: Global excl. Australia (n=22,190)

23%
have 

accessibility 
needs

9%
cognitive:

understanding, 

learning or 

speech

8%
mobility

restrictions

6%
pushchairs/

prams

6%
reading

difficulties
4%

blindness/

low vision

4%
wheelchair

usage

4%
hearing

impairment/

deafness

INCIDENCE OF ACCESSIBILITY NEEDS (NET SELF/COMPANIONS)
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NECI -
PROGRESS 
UPDATE

102



Tourism Australia
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Come along with us on the journey!

103
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TOURISM.AUSTRALIA.COM

104

TOURISM 
AUSTRALIA’S 
CORPORATE 
WEBSITE

Home to all of the tools and resources 
needed to help you optimise your business 
for the international market.
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AUSTRALIA.COM
Enhanced ATDW integration within 
our consumer site.

Ensure that your product is listed via ATDW 
including relevant offers.

ATDW-ONLINE.COM.AU
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TOURISM.AUSTRALIA.COM/EXPORTTOOLKIT

106

TOURISM TRADE 
READY & THE 
AUSTRALIAN 
TOURISM TOOLKIT
This introductory course to inbound tourism and 
accompanying guide has been produced by the 
Australian Tourism Export Council (ATEC) in 
partnership with Tourism Australia, and as a result 
of collaborative participation from all state and 
territory tourism organisations.
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TOURISM.AUSTRALIA.COM/MARKETREGIONS

“Working in Market’

107

KEY DISTRIBUTION 
PARTNERS
As a partnership marketing organisation, 
we work with over 200 commercial 
partners annually, including Airlines, Key 
Distribution Partners, STOs and Affinity 
partners, to engage and convert Australia’s 
target customers.

To make the most of our campaigns it 
helps to be aware of who these are for 
each market.
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TOURISM.AUSTRALIA.COM/TRAVELCLUB
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THE AUSSIE 
SPECIALIST 
PROGRAM

Tourism Australia’s platform to train over 
35,000 frontline travel agents and distribution 
partners.
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TOURISM.AUSTRALIA.COM/AUS365EOI
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AUSTRALIA 365
ON-DEMAND
Our ‘always-on’ trade platform for distribution 
partners to ensure they always have the most 
up-to-date product-specific information.
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TRADE EVENTS
Including Australian Tourism Exchange 
and Marketplace Events

Australia Marketplace Events:

19 -21 July 2023 (South East Asia)

23 – 26 July 2023 (India)

6 – 8 August (North America)

Early December (China)

Australian Tourism Exchange 2023 

30 April – 4 May Gold Coast
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GET INVOLVED WITH 
SOCIAL MEDIA

@Australia
#SeeAustralia

TOURISM.AUSTRALIA.COM/SOCIALMEDIA

Tips & Tricks Webinars plus Fact Sheets on 

English-language plus Chinese-language 

Platforms.
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@australia.com

@ilikeaustralia (HK)

@australiajp

8.7M Followers 5.7M Followers 729K Likes 570M Views

@australia

@australia.jp

@australia.kr

@australia @australia

@australia

@Go_Australia (JP)

945K followers

@australia

2.8M monthly views

Weibo

1.4M followers

WeChat

430K followers

Douyin

775K followers
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TOURISM.AUSTRALIA.COM/WORKINGWITHMEDIA

SEND YOUR STORIES TO 
INTERNATIONALMEDIA@TOURISM.AUSTRALIA.COM

113

GENERATING 
PUBLICITY
Building media relationships

Writing a media release

Using images & video

Hosting media

Getting involved in TA & STO programs 
including ‘The Hot List’ and ‘Australian 
Stories’
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KEEP IN TOUCH
Subscribe to our newsletters

tourism.australia.com/subscribe

Follow us on Twitter: TourismAUS

Follow us on LinkedIn

Kristy Malapa

Industry Relations Manager 

kmalapa@tourism.australia.com

+61 404 054 543

THANK YOU!

mailto:kmalapa@tourism.australia.com



