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Destination Gippsland Inc.

INDUSTRY SENTIMENT SURVEY 
 COMPARISON OF RESULTS FEBRUARY 2007 & FEBRUARY 2008

Destination Gippsland has now commenced year two of its quarterly online surveys designed to 
track trends in industry sentiment and opinion.  Following is a comparison of the top line results of 
the surveys undertaken in February 2007 and February 2008 for questions 1-8 followed by a 
summary of the responses to questions 9 and 10 for February 2008.

February 2008     February 2007                        
Response rate: 6.8%     Response rate: 10.4%         
Total Surveys distributed: 600     Total Surveys distributed: 577    
Total responses: 41     Total responses: 60

Q1. Please indicate what type of business you operate

Feb-08 Feb-07

Other 17.1% 7.3%

Food product/Farm Gate 2.4% 2.9%

Accommodation 46.3% 52.2%

Restaurant/Café/Bar 17.1% 7.3%

Winery 12.2% 5.8%

Antiques/Galleries/Art & Craft 12.2% 13.0%

Tours & Activities 2.4% 7.3%

Golf 0.0% 0.0%

Attraction 9.8% 4.4%
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Q2. Please indicate the size of your business

Feb-08 Feb-07

Large (>25 staff) 2.4% 3.3%

Medium (10-25 staff) 7.3% 6.7%

Small (<10 staff) 90.2% 90.0%

Q2 Please indicate the size of your business

0% 20% 40% 60% 80% 100%

Large (>25
staff)

Medium (10-
25 staff)

Small (<10
staff)

Feb-07

Feb-08

Q3. Was your profit and gross business income for the last quarter higher, lower or the same as the 
corresponding period last year?

Profit Respondents
Gross Business Income 

Respondents

Feb-08 Feb-07 Feb-08 Feb-07

N/A 4.9% 13.6% N/A 0.0% 5.6%

Lower 29.3% 37.3% Lower 26.8% 29.6%

Same 14.6% 18.6% Same 4.9% 24.1%

Higher 48.8% 30.5% Higher 58.5% 40.7%
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Q4. What is your assessment of the tourism industry's performance in Gippsland over the last quarter 
compared to the corresponding period last year?

Feb-08 Feb-07

Much Worse 0.0% 5.1%

Worse 19.5% 18.0%

Equal 14.6% 42.3%

Better 51.2% 20.5%

Much Better 14.6% 14.1%
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Q5. What do you think is the tourism outlook for Gippsland over the next 12 months?

Feb-08 Feb-07

Don't know 4.9% 13.3%

Decline (Negative growth) 4.9% 6.7%

No growth (Remains the same) 22.0% 11.7%

Some growth (0-10% increase) 53.7% 60.0%

High growth (Greater than 11% increase) 14.6% 8.3%
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Q6. Have you participated in or supported any Destination Gippsland activities over the past 12 months?

Feb-08 Feb-07

Other (Please Specify) 15.0% 8.8%

None 35.0% 20.9%

Gippsland Tourism Exchange 27.5% 15.4%

Fast Art Newspaper Advertising 5.0% 2.2%

International Marketing Workshops 12.5% 8.8%

Competitions 15.0% 8.8%

E Marketing Campaigns 27.5% 9.8%

Jigsaw Brochure 27.5% 25.3%
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Q7. Were you satisfied with the outcomes of the Destination Gippsland activities that you participated in 
over the past 12 months?

Feb-08 Feb-07

N/A 46.3% 27.1%

Extremely dissatisfied 0.0% 0.0%

Dissatisfied 2.4% 3.4%

Neutral 24.4% 23.7%

Satisfied 19.5% 37.3%

Extremely satisfied 7.3% 8.5%
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Q8. Do you believe Destination Gippsland is meeting industry expectations?

Feb-08 Feb-07

Not at all 10.0% 1.8%

Sometimes 27.5% 26.8%

For the most part 52.5% 66.0%

Fully 10.0% 5.4%
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NB: The following responses relate to the February 2008 survey round only.

9. How can Destination Gippsland add more value to Gippsland's tourism industry with its marketing 
initiatives?

�ƒ Stop the DSE burning off and if you can’t do that burning off in the tourist season - who wants to come to Gippsland
because nearly everything is burnt now

�ƒ Keep at it
�ƒ Come and get a better understanding of the values of Far East Gippsland, Mallacoota, Cann River, Point Hicks, 

Marlo, Cape Conran, Orbost, Croajingalong, Coopracambra, marine and wildlife, etc - find out about the large 
number of international tourists coming through who cannot be captured for long enough trough inaccessibility to 
wilderness experiences

�ƒ Continue to work closely with RTAs and support them in understanding of their roles and how to achieve success
�ƒ More information and on our lakes and water ways half the people I deal with don't even know we have this, stop

here, put your boat in and enjoy
�ƒ Continuous advertising and promotion - try to produce low cost options to operators so that a continued and varied 

promotional campaign can be developed
�ƒ marketing in major cities i.e. TV adds in all major cities in Aust, and NZ
�ƒ The increased profile has been great, the image of just more than a summer time beach or 4x4 drive in the 

mountains. Broadening the appeal, make the punter think Gippsland as a destination option.
�ƒ Keep the branding fresh and support the message that Gippsland has diversity and lots to see and do - more 

marketing of touring routes/packages within Gippsland
�ƒ More subsidised advertising campaigns
�ƒ Not all tourist operators or attractions have a large advertising budget and what they do have has be spent where 

they consider they get the most benefit. The targeting of the smaller attractions, such as Port Albert, with no cost or 
low cost initiatives may highlight the diverse, interesting, little known, and tucked away aspects of Gippsland.

�ƒ Just keep on going. These things take time and i am seeing more and more of the adverts around.
�ƒ Spend less money on glossy brochures, and find out why people are not spending money or coming to the area. Too 

much money spent on free lunches for people already in the industry.
�ƒ Assist with product and infrastructure Dev
�ƒ working as a region and not 'select' groups
�ƒ more packaging of Gippsland, promote short stays more, eg push weekend getaways
�ƒ promotion to industry and government for the need for training
�ƒ DGI is working very hard and creatively. Keep up the good work.
�ƒ Combine the Melbourne to Sydney corridor with specific stop, see and do info to create a "greater length of stay" in 

our area
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�ƒ Destination Gippsland does nothing for the tourism options in Wellington shire Gippsland is invisible to State 
government 

�ƒ Wellington is invisible to Destination Gippsland
�ƒ Get closer to more remote locations so that they feel a part of what you are doing. Don't make everything so 

expensive that very tiny businesses cannot afford to participate.
�ƒ Maybe sorting product into niches and doing some niche marketing. The international program is working very well 

because we are being trained to enter a niche market strategically. Can we do something for the different sectors of 
tourism? Food and wine has had a pretty good go but is less effective the further one is from Melbourne as a driver

�ƒ Continue doing what you are doing, it seems to be working just fine!!
�ƒ Concentrate on local and backpacker/ traveler tourism not the one big spender.
�ƒ it needs to penetrate further into the industry - same businesses benefiting from marketing opportunities
�ƒ Keep up the current enthusiasm & activity level
�ƒ Attempt to secure more government funding for West Gippsland
�ƒ We found the free group advertising in the Melbourne newspapers ...very successful - too expensive for the small 

operator to participate in on a regular basis...would love to see more free or low cost advertising opportunities

10. What do you see as the critical factors influencing the growth and development of Gippsland's tourism 
industry?

�ƒ A road that is sealed from Buchan to Jindabyne
�ƒ Fuel cost; interest rate hikes; Olympic year; poor infrastructure in Mallacoota (walking paths, out-dated toilets, out-

dated caravan park facilities, District Business Centre roads and footpaths, A1 road signage
�ƒ Far East Gippsland needs infrastructure (e.g. better roads for tourists in hire cars i.e.: Point Hick). The very few 

small tourism operators are not of the financial status at this point to participate in the expensive programs of the 
organisation and need subsidising. East Gippslanders are fed up with the likes of Central Gippsland referring to itself 
as East Gippsland (try coming another 180 kilometers)

�ƒ Quality of businesses, lack of 7 day trading, lack of Touring Route maps and info linking them with multiple 
experiences

�ƒ The new short cut to Melbourne (the new bypass) will make a great difference to our growth. Advertise our water 
ways as the jewel in our crown

�ƒ Competition from other tourist destinations, low airfares attracting people interstate and overseas, the need to offer 
new and exciting options to areas where tourists may have already visited

�ƒ Correct marketing
�ƒ External Factors: weather conditions, fire, floods, drought, cost of fuel, uncertainty in the market place, increasing 

interest rates, reduced disposable income,
�ƒ Maintaining and increasing a unified approach, keeping the gains after June when there are new faces, market buy 

in post disaster funding and the economic outlook i.e. interest rates, cheap fares etc.
�ƒ More businesses opening longer hours, especially in the winter months. E.g. Lakes Entrance does not have enough 

food places open after 8.00 pm and this poses problems for the tourist, especially the international ones
�ƒ Greater promotion of individual tourist destinations. He who makes most noise should not swamp the small boys!
�ƒ Awareness
�ƒ Continuation of uniting Gippsland, increase petrol prices, interest rate rises 'baby boomers discovering Gippsland
�ƒ Gippsland is too large an area to market as one. Eg. Fires and flood in East and Central Gippsland affects South 

Gippsland. Visitors have no concept of the vastness of the area, maybe the maps could have distances and time 
taken to travel between areas then the hesitations may diminish.

�ƒ Infrastructure development conferencing venue more accommodation in key areas
�ƒ Networking, Funding, Effective Marketing/Promotion
�ƒ Lack of spending because of increases in interest rates, natural occurrences
�ƒ The perception that Central Gippsland is just an industry base and has nothing to offer tourists
�ƒ It's all about disposable income - political changes & higher interest rates = less money for tourism & slower activity.
�ƒ Generally tourism operators are small, family, or part-time investors.....this has created an "immature" approach to 

tourism, with attractions, accommodation, facilities only available on a "sometimes" basis
�ƒ Industry supported professional organisation that leads the economic development of the whole of Gippsland -

Gippsland is invisible to State government Bendigo and Ballarat are sexy Gippsland is just seen as too far away
�ƒ Fuel costs. No local air travel. The AU$ rate. Need to link many small businesses in remote areas to offer a package 

to small parties traveling in mini buses or similar
�ƒ The lack of leadership at the macro level connected to the grass roots. There is also a need for the sub-regions to 

learn more about marketing themselves under the Gippsland umbrella.
�ƒ Melbourne news papers incorrect reporting of things happening in East Gippsland
�ƒ Promotion outside of the region to bring in outsiders to visit our beautiful part of Australia.
�ƒ Fuel prices/Roadside camping/Lack of value for money in accomm/ Generic web sites/Lack of reinvest in accomm
�ƒ More promotion of this area by the State Government
�ƒ Continued marketing to create increased awareness of what Gippsland has to offer - especially need more 

recognition from the media, so they come looking for Gippsland stories, instead of always doing GOR, Yarra Valley, 
Daylesford.

�ƒ Participation by operators in DG activities


