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About the
research S

Understanding the target
audience will be a guiding
principle for tourism planning
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Victorians who travel to Regional Victoria for leisure

1,000 x 15-minute surveys

12 x in-depthinterviews
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Six types of
potential visitor
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Regional Victorian tourist segments for City of Ballarat

Size of segments (%)

Stubborn
Habits Active Regional
¢ Explorers
Social 8% Regional
Visitors Fledglings

Mature
Tastes

Family
Heartland
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Active Regional Explorers 20%

Travelling in regional Victoria is aregular part of our life.

Who are they?
— Skew younger, often at family lifestage.

— Metro Melbourne suburbs.
— Educated, curious and enthusiastic.

What defines them?
- Engaged across channels, travel extensively and widely, participate in a broad range of activities.

- Seekout enriching experiences; aspire to more than just ‘relaxation’.

- Don'’t conformto one trip ‘type’, they arrange differentitineraries to suit different needs.

VISITATION HABITS: Take weekend and extended trips, typically touring to cover more than one activity.
Above average spend, prioritise recreation in their household budget. Can include VF/VR spend.
Engage in one or more outdoor pursuits, often cycling, fishing, or getting into National Parks.
ENGAGED BY: Constant lookout via. all channels for what's new or differentin regional Victoria.
More likely to engage with art, culture and history. And to attend structured paid / ticketed attractions.
Opportunities to broaden kids’ horizons and re-connectaway from screen.

IMPLICATION FOR BALLARAT: Stitch up a varied itinerary and address perceived lack of something new / intriguing / happening right now.
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20%

Active Regional Explorers

Travelling in regional Victoria is a regular part of our life.

» | BEST REPRESENTED BY MOST COMMON ACTIVITIES WHEN TRAVELLING IN REGIONAL VICTORIA
o 70%  Parks and gardens
ii 4. s 61%
pE-—%

59%  Shopping / browsing stores / boutiques

Farmers market

! Male 53%/ Younger, 18-29 Middle income
i Female 47% years earners 59%  National Parks
Dkt i (33%) $50-150K (58%)
& @ 50%  Museum/ historic site or homestead
Very M 2%_0 48%  Shorter walks (less than half day)
31 0/ f:irg: i Travel with partner’spouse  Skew heavily towards 47%  Winery
E (69%) friends (44°), children metro Melbourne /
Ballarat (43%) urban areas (91%) 47%  Another type of paid attraction (i.e. that requires a ticket to enter)

45% Historic / picturesque townships

TRAVEL BEHAVIOURS IN REGIONAL VICTORIA 37%

36%  Hiking / bushwalking (half day or more)
3.6 s o

$1 1 3 359
avg. nights spent away from % avg. spend on dining out e :
°‘o

Art gallery / exhibition

Spa / retreat

home, when thinking of (per day) Fishing

overnight trips in Regional Vic 17% Mountain biking

$199 K t N $101 16%  Road cycling

avg. spend on avg. spend on other daily 8%  Othertypes of cycling (e.g. on rail trails)

®

accommodation (per night) expenses (per day)

6% Golf
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Active Regional Explorers 20%

Travelling in regional Victoria is a regular part of our life.

SELFJDENTIFICATION (% STRONGLY AGREE) -TOP 5

56% | am a ‘foodie’
, Fresh air in the outdoors (picnicking _ 73%
46% fm val_ways on the look out for what's on / new things beach time_ short strolls. efc ) .
ks Tourng / sightseeing (visiing townships _ 69%
40% '™ very open-minded and often try new and unusual exploring by road, efc ) :
things Exploring local produce (farmers markets — 64%
SO0 P Duehiirs: Dagon local producers, cafes, breweries, efc.) "

289, M more interested than average in the history and Dining out (wineries, restaurants, etc.) | RN 57°%

herkage of Victora Arts and culture (gallenes, museums _ 52%
histor sites, eic.) .

ATTITUDES TOWARDS TRAVEL IN REGIONAL VICTORIA Visiting friends and relatives — 49%

MOST IMPORTANT FACTORS IN DETERMINING WHERE TO TRAVEL

(% VERY IMPORTANT)

Sitback, relax end Acivs T o e iio- ‘bushwaking, our-whee g, ctc) I 49°%
do nothing — mostly L ] focussed on activities ; !
just take it easy and expernences Indulgences (spa, retreat, luxury _ 40%
accommodation, etc ) -
| travel very narrowly | travel very widely — Events (festivals, shows, etc) |GG 9%
—tend to go back to ‘ visit lots of places
the same places across regional Vic Children’s activities (playgrounds, family _ 359
attractions, efc.) ~
Travel in regional Travel in regional High energy active pursuits (cycling, _ 33%
Victoria isa very &)— Victonaisa very mountain biking, hiking, surfing, etc.)
minor partof m significant part of
oy Iif: mg life 3 Paid classes orworkshops [ 19%
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Regional Fledglings 8% o

We can find cool things to do by leaving the city and getting out there.

Who are they?
— Young singles and couples, may travel as groups of friends.

— Metro-based and urbanised tastes.
— Following emerging trends, not their parents’ example.

What defines them?
- Explore though visitor-oriented producers, events/ festivals, local operators, etc.

- Food and wine focus and have the budgetto supportit.

- Lighter-touch in the outdoors, may camp or bushwalk but it’s principally a socialendeavour.

VISITATION HABITS: Travel often, but typically on short weekend breaks or daytrips.
Emphasis on AirBNB-type accommodation.
Trips commonly based around a half-day hike / bushwalk.
ENGAGED BY: Social media, review sites, and official tourism / destination sites.
Modern dining, wineries, craft beer, music events / festivals, novelty and intrigue.
IMPLICATION FOR BALLARAT: Highly flexible,and engaged by online destination resources
Natural audience for Made of Ballarat, but not dependably high taste-level when it comes to art and culture.
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I
Male 51%!/ Younger, 18-29  Middle income
Female 49% years earners
(43°%) $50-150K (59%)

Mo E.

Very
17% fa_"t::"a’ Travel with friends (45%)  Skew heavily towards
0 Wi and/or pets (11%) metro Melbourne /
Ballarat urban areas (30%)
ey 3.0 . 2 $97
3335"9 avg. nights spent away from % avg. spend on dining out

home, when thinking of
overnight trips in Regional Vic

$158

avg. spend on
accommodation (per night)

(per day)

$77

ava. spend on other daily
expenses (per day)

x 1

®

70%
66%
62%
60%
56%
52%
46%
46%
41%
38%
33%
22%
14%
10%
10%

8%

8%

Mational Parks

Shorter walks (less than half day)
Shopping / browsing stores / boutiques
Parks and gardens

Farmers market

Winery

Historic / picturesque townships

Hiking / bushwalking (half day or more)
Another type of paid attraction (i.e. that requires a ticket to enter)
Museum / historic site or homestead
Spa/ retreat

Art gallery / exhibition

Fishing

Mountain biking

Other types of cycling (e.g. on rail trails)
Road cycling

Golf

8%
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Regional Fledglings 8% 1

We can find cool things to do by leaving the city and getting out there.

Wy SELFJDENTIFICATION (% STRONGLY AGREE) — TOP 5 MOSTIMPORTANT FACTORS IN DETERMINING WHERE TO TRAVEL
(% VERY IMPORTANT)

72% | am a foodie’
I 75%

Fresh air in the outdoors (picnicking,

45% I'mvery open-minded and often try new and unusual beach time, short strolls, efc.)

things

_ Dining out (wineries, restaurants, eic) NG 62%
449, 'Malways onthe look out forwhat's on / new things ng out( ) 62%
° towisit Touring / sightseeing (visiing townships, P s5%
32% I'm an outdoors person exploring by road, etc.)
_ o _ Engaging with the outdoors {camping, ,
., Selfimprovement / leaming is more important to me bushwalking, four-wheel driving, etc ) DN 52%

24% - - 9. g. elc.

than just having fun

Exploring local produce (famers markets, _ 49%
local producers, cafes, breweries, eic. )

ATTITUDES TOWARDS TRAVEL IN REGIONAL VICTORIA High energy active pursuits (cycling, _ 36
mountain biking, hiking, surfing, etc.) “

Sitback, relaxand Active / on the go - Indulgenceas ﬁ;nﬁ%A u;gg,; D M%
do nothing — mosty L} focussed on activities « Elc.
just take it easy and expenences Everts (festivals, shows, etc) [[NNNEGN 30%
| travel very narrowly | travel very widely — Visiting friends and relatives _ 250/
—tend to go back to @—— \isit lots of places °
the same places across regional Vic Arts and culture (galleries, museums,
RiStorE sites, efe.) | 24%
Travel in regional Travel in regional Children’s activties (playgrounds, family 0%
Victoriaisa very .— Victoraisa very attractions, etc.) .
minor part of my significant part of ) ;
life my life Faid classes or workshops 0%
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Other segments to consider

Mature Tastes Family Heartland
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Promoting Ballarat
as a destination
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Planning often spirals outward from a ‘hero image’

Regional Fledglings are highly engaged social media users. For this
group, Instagram is a common trigger of initial visitation intention.

Sharing of images or links to simple sites / descriptions (e.g. of a hike,
exhibition, or restaurant) is often the start-point for planning.

~N

“l post a hike or campspot and maybe someone will say they're in. | post something
with wine, cheese, bench seats and a nice view and there'’s interest straight anay!”

Regional Fledgling

nerate
Ballaratneeds to ge
shareable, picturesque moments

i to look more
hichactas triggers |
c\:n|lose|y at whatthe city has to offer

City of Ballarat — Tourism Audience Profiling
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Audiences continuously engage in search

[ . :
-.‘ o= -.‘ Audiences are ‘always on’ to word of mouth, which may come peer-to-
° ((.\j @ Peeror via. another channel which captures their attention.
ah [ — [ —

Broadsheet, Time Out, Weekend Notes, One Hour Out, Urbanlist, etc.
‘ are all prolific.

SROADSHEET

Note: Recalling what they’ve seen in the past, audiences judge that Ballarat
Is absent from these inspirational online spaces (or at least drowned out).

\

The most effective official \‘
i e
informationsou rces are thos |

which facilitate browsing/ |
This audience tend to find review sites (TripAdvisor) bland / negative, and limit use to

creativity and mimic this 1‘
answering questions in-region (e.g. which café is well rated).

recipe for success. |
. —

e ——

Likeany hobby orinterest,the information seekingis not purely functional.
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In general, travel commitments are made on short turnaround
with parts of the trip left unplanned

“Weve booked a house in Mornington
Peninsula over Christmas... We know its got
beaches, cafes, activities for the kids etc.
without planning exactly what well do. Well
get up each day, feel out the weather and
what each other wants to do. The only thing
We pre-booked is a winery lunch.”

Active Regional Explorer

Implications ofthis ‘flexible’ style of travel planning:

— Destinations are committed to on the promise / assurance
that they have the assets to satisfy needsfroma trip —
audiences need to have this implicit belief in advance.

— ltineraries, signed trails, choice-edits, etc. all resonate with
this audience (i.e. as a vehicle to convey opportunity).

R
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Time in the outdoors is central to the majority of trip planning

What’s importantwhen choosing where to go (% VERY important)

Base: All respondents (n=1,067)

Fresh air in the outdoors (picnicking, beach time, short strolls, etc.) _ 60%
Touring / sightseeing (visiting townships, exploring by road, etc.) _ 54%

| Dining out (wineries, restaurants, etc.) _ 41% The vast ma]ority of visitors rate
Exploring local produce (farmers markets, local producers, cafes, _ 0 . . in the OUtdOOfS
breweries, etc.) 41% spendlng timel V H < ecially
visiting friends and relatives ||| GG 35 as important.Th|s ise rpnetro-
Engaging with the outdoors (camping, bushwalking, four-wheel _ 34% true of those W|:\O are .
driving, etc.) 0 baSed and seekinga getaw VE
Children’s activities (playgrounds, family attractions, etc.) _ 23% .
. L be an urbanlsed!
Arts and culture (galleries, museums, historic sites, indigenous _ o Ba“arat may e . q
experiences, etc.) 21% . destinaﬂon! butitis a major
Fvents esival,shovs ) NN 21% CI:'lty'ter if it does not also satisfy
imi . 3
Indulgences (spa, retreat, luxury accommodation, etc.) _ 21% the need to spend time in

High energy active pursuits (cycling, mountain biking, hiking, surfing,
etc.)

Paid classes or workshops

Q12. Whenyou choose where to go within regional Victoria, howimportant are each of the following?

natural surrounds.
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Put bluntly, Ballarat is perceived to be ‘a big, characterless,

regional town’

Within their broad consideration set, it’'s common for
Active Regional Explorers and Regional Fledglings to
classify Ballarat as ‘a potential option’ (not ruling
anything out), but not a priority and not favourable
compared to other opportunities.

Asked to clarify ‘why?’, contrast emerges. Whereas
other areas have an established identity, e.g. for their
natural assets, wine / food assets, etc., Ballarat has
limited / uninspiring associations.

Without prompt, these segments will not pin down a
compelling reason to commit to a visit to Ballarat.

“Its a big town and the whole pointis |
want to get out of town... If | said to my
friends “hey let’s do a weekend in
Ballarat’, they'd be like “why!?”l”

Regional Fledgling

—

City of Ballarat — Tourism Audience Profiling
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There are two gaps limiting conversion to visitation

Ballarat doesn’t feel like a Ballarat doesn’t have any
getaway. surprises in store.

__———7 N T

“To me, its just a regional city. When we go to Mornington Peninsula, ‘I dont know what Id do there. What IS there to do? When | think of
even ifits just overnight, you feel like you're on holiday. You dont get Ballarat, | think of old buildings... and not much else. Maybe its got some
that in Ballarat— it feels like a place people live, rather than a holiday quirky cafes, but you can get that in almostany regional town. | guess
destination. Maybe even an extension of Melbourne.” dont think of it as a ‘place with stuff to do’?”
Active Regional Explorer Regional Fledgling

City of Ballarat — Tourism Audience Profiling 19 Quantum
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Heritage and contemporary arts are a vehicle to communicate

‘culture’

In their own right, contemporary arts
activations are attractive to around one
in five overall (although more
consistently attractive to Active
Regional Explorers).

Thus it is limiting to present them as an
iIndependent reason to visit.

Implications:

— Heritage and contemporary arts can be the emotional bedrock
which underpin the value of other assets. Perceptions of
sightseeing, markets, producers, cafés, etc. are all elevated by this

positioning.

— Expression of these assets is a vehicle to address barriers by
communicating diversity, vibrancy, character, freshness, intrigue and
that ‘things are going on’, different from Melbourne. In other words,
it directly challenges misconceptions that Ballarat lacks character.

— Pitching to the mainstream, culture should be accessible and
communicate the emotion (e.g. you'll feel inspired) rather than static
appreciation.

City of Ballarat — Tourism Audience Profiling
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Active Regional Explorers, and some more mature Regional
Fledglings, express great intrigue about local producers

That Ballarat boasts established wineries, breweries, distilleries, producers, etc. is
intuitively credible to potential audiences.

These offerings are felt to sit comfortably alongside, and add value to Ballarat’s broader
heritage, arts and culture proposition.

Active Regional Explorer families in particular lament that other areas, well known for
their offering in this space (Mornington Peninsula, Yarra Valley, Daylesford &
Surrounds, etc.), have become busy and over-commercialised.

Such elevated fare does not suit every occasion. A down-to-earth, authentic Regional
Victorian experience is harder to come-by within short driving distance of Melbourne.
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Recommendations to increase primary target audience visitation

» (

Promise breadth of opportunity

Promote shareable, picturesque moments
which convey a getaway

P D

Pitch Ballarat’s heritage, contemporary art,
etc. as an emotional bedrock, not just as
assets in their own right

Promote Ballarat’s established scene of
authentic and down-to-earth producers
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