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Disclaimer
The information contained in this report is intended only to guide and inform the
strategic investment of resources, and it is expected that all recommendations
should be analysed, and appropriate due diligence undertaken prior to making any
investment decisions.
During our preparation of the document, recommendations have been made based
on assumptions, methodology and information provided by many sources through
the consultation process (See Acknowledgements). Whilst every effort was made to
report on the most accurate data and information available, Tourism eSchool accept
no responsibility or liability for any changes in operation/regional circumstance,
errors, omissions, or resultant consequences including any loss or damage arising
from reliance on the information contained in this document.
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The lands and waters of the Eyre Peninsula region are central to the culture and beliefs of our
First Nations people who have occupied, enjoyed, utilised and managed the area since the creation.
We acknowledge the Barngala, Nauo, Mirning, Wirangu and Kokatha peoples as the traditional
owners, and we respect their spiritual connection with Country.
We pay our respects to Elders past, present and emerging.
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The Story So Far
The Eyre Peninsula is one of South Australia's premier travel
destinations, epitomising the very essence of all that is beautiful and
enriching in the state. Where big nature provides natural therapy,
immersive wildlife encounters abound, and provenance is accessible
and world-class.
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Forward
The Visitor Economy is an important pillar of the Eyre Peninsula's economy, providing
a stable platform for thriving livelihoods and communities.
The success of the visitor economy relies on a collaborative vision; one which
supports the motivations of visitors, and equally enriches the destination's
communities and environment.
The pandemic catalysed dramatic changes in the way
people see their world, and how they want to
interact with other people and destinations.
The Eyre Peninsula region is in a fortunate position
to have a strong base of experiences that align
exceptionally well with post-pandemic travel
motivations, with personal wellbeing and conscious
consumption at the forefront of traveller demand.
The timing is perfect to review and realign the
region's brand position and direction to reflect the
changes in society and specifically, how people want
to interact with travel.

As such, this Plan will provide a framework to share
stories that enhance the appeal of the region, whilst
also respecting the delicate harmony that exists from
a social, cultural and environmental perspective.
To ensure resources are optimised, this Plan identifies
synergies with the South Australia Tourism 2030 Plan,
and the Regional Visitor Strategy 2025 to enable
effective and efficient collaboration with the region’s
key stakeholders.
Through stakeholder engagement, this Plan has been
co-created to ensure the destination's vision and
priorities align with community and environmental
custodians.

This Destination Marketing Plan (the Plan) sets the
strategic foundations for custodians of the Eyre
Peninsula to share their unique Australian stories
responsibly to connect with visitors who have aligned
values.
Balancing the needs of the community and
environment with those of visitors is critical to
protecting the very nature and culture of the places
that make the Eyre Peninsula special.
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Reflective of this engagement process, embedded in
this Plan is an overarching mindset and guiding
principles to ensure it remains a purpose-driven,
conscious roadmap.
To ensure this Plan remains committed and aligned to
the destination’s vision, an inbuilt review and
reflection process is also embedded to ensure
continued social licence to share the region’s stories
Image Credit: VisitCanberra
with the world.
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What makes Eyre
Peninsula so special
The Eyre Peninsula is famous for its untamed beauty, its endless
beaches and seafood that graces the world's finest restaurants.
A vast natural playground awaits those who venture here, with ancient
landscapes to uncover and wildlife looming large at every turn.

Cuttlefish Whyalla; SATC

Untamable +
Pristine Nature
The Eyre Peninsula is a patchwork of untameable
natural landscapes; home to approximately 100 State,
National and Conservation Parks, Marine Parks and
Wilderness Protected Areas.
Touring inland will take visitors through a patchwork
of vast agricultural landscape scenes which are home
to incredible rock formations, granite outcrops and
salt lakes, including Organ Pipes, Murphy’s Haystacks,
and Mount Wuddina; the epic Gawler Ranges – a 1.5
billion year old wonder; and the spectacular Pildappa
Rock with its wave-formation.
Lake Gairdner is Australia's fourth largest salt lake
and is the site of numerous land-speed record
attempts when the lake is dry. Surrounded by brilliant
red sand hills, the lake's shimmering surface makes it
a photographer's delight and a popular film location.
Raw and rugged, the region is a 4WD playground,
with enthusiasts rewarded with a variety of coastal
and inland landscapes to negotiate; whilst mountain
bikers, hikers and walkers can immerse in the local
landscapes and stories with numerous hills and trails
that traverse the region.
Coastal adventures are in abundance on top of the
water; with endless, often deserted beaches for
visitors to beachcomb, sandboard, kayak, snorkel,
and standup paddle board. With more than 2000km
of coastline along the region’s west coast, it is home
to some of Australia’s best surfing including Fowlers
Bay, Cactus Beach and Venus Bay.

Wildlife Looms
Large
The underwater wildlife flourishes in some of the
cleanest waters in the world, with a coastline
brimming with Great White Sharks, Dolphins, Sealions,
Australian Giant Cuttlefish, Leafy Sea Dragons, all
accessible to visitors, whether it is viewing them in
their natural habitat, or getting up close and personal.
Each year, between May and October, the Bunda Cliffs
on the Nullarbor Plain coastline becomes a free-range
crèche for Southern Right Whales.
Eyre Peninsula is also world renown as a fishing
paradise. Keen anglers will be rewarded with a catch
of King George whiting, garfish, tommy ruff, mullet,
squid and crabs off all coastal town jetties, and
boaties will never get bored with accessible reefs,
countless groups of islands, and secret local spots to
explore. The waters surrounding Elliston, Ceduna and
the Great Australian Bight are world renowned as one
of the most reliable surf fishing locations and famous
for their salmon and monster Mulloway fishing.

Burgeoning
Epicurean Scene
A burgeoning epicurean scene awaits those who
venture to the Eyre Peninsula. Known for its
abundance of accessible seafood, visitors can enjoy a
king’s feast of produce from the sea, including fresh
King George whiting, oysters, tuna, Hiramasa kingfish,
mussels and South Australian King Prawns.
An emerging beverages scene awaits connoisseurs of
cool climate wines; gins that reflect the arid lands,
lush scrub and crystal waters; local coffee roasters
that allow visitors to immerse in the roasting and
tasting process; and craft brewing at its best. Not to
mention the family owned and operated bakeries
producing delectable pastries across the region – a
must have for the roadtrip!
Strengthening the narrative, many of the region’s
cafes and restaurants, hotels and gourmet food stores
feature many local producers and fresh seafood,
which allows visitors to immerse in the region's
culinary delights.

Visitors who trek to the north of the region are also
rewarded with all manner of Australian wildlife
roaming free, including wombats, emus, and
kangaroos. On-land animal encounters don’t stop
there though, with a Koala Sanctuary, Farm and
Wildlife Park providing up close and personal
interactions for the whole family.
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Cultural Connection

Home away from
Home

The Barngala, Nauo, Mirning, Wirangu and Kokatha

The region has many and varied accommodation

peoples have called the Eyre Peninsula home for
many thousands of years. The culture of these

options to suit all budgets and travelling parties.
Visitors can pitch a tent in campsites in and around

Nations is rich and varied and they welcome visitors
to learn about their culture, art and heritage through

the National and Conservation Parks, with plenty of
caravan parks offering a less ‘off the beaten track’

a growing number of on-Country tours, art centre and
community-based experiences.

self-contained caravanning and camping experience.

Visitors can also feel at home in numerous selfcontained beach houses, apartments, units, and
cabins across the region. For environmentally
conscious travellers, the region is also home to ecolodges and bell tents for those looking for an
immersive accommodation experience, along with
many local hotels and motels, which often provide
stunning coastal views.

The region’s colonial, marine and agricultural history
also share a narrative for the way locals understand
their home, and for the way visitors are encouraged
to immerse in and explore the Eyre Peninsula. This
history is shared in many contexts, and stories are
captured throughout the regions many towns and
communities through their art galleries, museums,
public art and historical and cultural events.
The Eyre Peninsula has an exciting calendar of events,
from local agricultural shows, footy matches, and
markets, through to major tourism events that bring
together the best of the region, including OysterFest
in Ceduna, Tunarama in Port Lincoln, Colour Tumby,
Harvest Music Festival and Eyre Peninsula Field Days
in Cleve, and SALT Festival in Port Lincoln.
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Strategic Roadmap
This Destination Marketing Plan, co-created with community and environmental
custodians, is underpinned by a compelling vision, mission, mindset, guiding
principles and priorities that will ensure the Eyre Peninsula remains a special place
for locals and visitors alike.

Yalata; SATC

The vision for the Eyre Peninsula is for tourism to have a positive contribution to
locals' wellbeing and livelihoods and supports the regeneration of the natural
environment.
To achieve this vision, the Eyre Peninsula will activate year-round visitation to support
the economy and encourage responsible stewardship of the region’s pristine natural
environment and local communities.

Cummings Monument Lookout, SATC

A Regenerative
Mindset
Given the Eyre Peninsula's visitor
economy is predominantly built on
finite resources, it's essential any
approach to growth is underpinned by
sustainable and, better yet,
regenerative best practice to ensure
the destination remains a special place
for locals and visitors in the future.

Destination Stewardship
Destination stewardship is an approach to destination
governance that seeks to balance and meet the
economic, environmental, and social/cultural needs of
a destination; whilst operating within a legitimate
governance model with active participation from the
public and private sectors, as well as the local
community.
Destination stewardship requires a shared

Increased awareness and stewardship for the care and
protection of the planet’s precious natural assets, and
the social fabric of communities are increasingly at the
forefront, and challenging traditional success factors
for growing local visitor economies.
As Eyre Peninsula destination marketing custodians
implement the actions within this Plan, a regenerative
mindset is encouraged. One that challenges
assumptions and biases and embraces the sector’s
blind spots.
This mindset will help ensure a resilient, nimble,
inclusive, and regenerative approach to investing in
demand driving activities.
This Plan encourages stakeholders to consider four
approaches to activating a regenerative mindset when
implementing this Plan.

understanding of the common good, and effective
platforms for collaboration with shared objectives and
measurements of success that go beyond traditional
growth metrics [1].
To activate stewardship, stakeholders must agree on
an understanding of who the region’s high-value
visitors are - those who bring the most social,
economic, and environmental value to the sector and
wider community, and the approach to encouraging
more of these people to visit.
Furthermore, having a consistent understanding and
commitment to addressing challenges across the
region that threaten the balance between community,
environment and economy, which includes mitigating
poor visitor behaviour, and addressing the negative
impacts to the region’s environment.
A mutual understanding of these challenges and a
collaborative commitment to implementing strategic
initiatives to implement opportunities will be key to
activating this approach.
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[1] https://wttc.org/Portals/0/Documents/Reports/2021/Destination-Stewardship-Framework.pdf?ver=2021-07-22-091804-637
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First Nations Collaboration

Social License

Social Enterprise

The visitor economy has an incredibly important role in
supporting reconciliation and the aspirations of the Eyre
Peninsula’s First Nations peoples, the Barngala, Nauo,
Mirning, Wirangu and Kokatha Nations. Their cultural
stories are an integral part of the Eyre Peninsula brand
promise and are an essential part of the Eyre Peninsula
visitor experience.

The Eyre Peninsula brand promise and visitor experience
is inextricably linked with the region’s environmental
assets, including coastline, beaches, inland waterways,
National Parks, islands, conservation reserves, native
wildlife, and communities.

Through travel experiences, people are increasingly
looking for ways to give back to local communities and
support local environments, as a way of living their social
responsibilities and optimising their own wellbeing.

Deep and respectful listening with First Nations
communities will help visitor economy stakeholders
understand how to best support First Nations aspirations,
which may include the preservation and sharing of
culture, fostering cultural awareness, delivering economic
and social outcomes, and supporting community healing
through truth telling (the sharing of experiences of
injustices following colonisation) such the Maralinga
Tjarutja experiences of Maralinga [2].

Local communities are the custodians of these assets, and
so all destination marketing activations must reflect the
opinions, feelings and ideas generated by the custodians,
ensuring respect and alignment with community and
environmental priorities.
Social license to market these resources will only be
granted and maintained if local custodians have been
given an opportunity for an ongoing voice, which can be
enabled through regular engagement.

This will require a long-term mindset and ongoing
commitment and conversations from visitor economy
stakeholders.

The social enterprise business model has enormous
potential to deepen meaningful connections between
purpose-led businesses and their customers. At a systems
level, collectives of social enterprise can help to deepen
connections between hosts and visitors, and for travellers
to see and understand the world, and the places they visit,
in a different and deeper way. At an individual level, social
enterprise can also trigger development of the self, and
help to evolve our level of social and environmental
consciousness. [4]
Through focused engagement and capacity building
initiatives, the region can support new and emerging
businesses to consider business structures and
experiences that have a positive impact on their
community and environment, and that align with the
motivations of high-value visitors, to develop a sustainable
and regenerative visitor economy.

[2] https://www.reconciliation.org.au/
[3] https://www.abc.net.au/news/2019-07-01/maralinga-retelling-the-story-of-britains-atomic-bomb-testing/11249874
[4] https://www.thetourismcolab.com.au/post/why-social-enterprise-and-tourism

12

Targeting High Value
Visitors
To grow a sustainable visitor economy, it
is essential the Eyre Peninsula targets
visitors who have the best potential of
delivering a net positive benefit to the
region.
Attracting more visitors to the Eyre Peninsula only
makes sense if a visitor’s personal values match the
values of the region and its people – essentially, those
who travel with purpose and offer a net positive
benefit to the Eyre Peninsula.

These cohorts also have the greatest potential of
becoming advocates for the Eyre Peninsula, both on
and offline, which is essential because advocacy is the
most trusted form of marketing for a destination.
The South Australian Tourism Commission and
Tourism Australia are already investing significantly in
attracting these visitors, from all geographic markets
(intrastate, interstate and internationally) of which the
region can align and leverage to work efficiently and
effectively across marketing activations.

MARKET SEGMENTS
LEISURE VISITORS
Two leisure visitor personas who can immediately
bring the most value to the region include:
High Value Experience Seekers
Roadtrip Adventurers

In addition to the above leisure visitor personas the
VFR, Meetings, Incentives, Conferences and Events and
Cruise markets also have great potential to drive
demand for the region.
These markets will be activated through collaborative
partnerships with key stakeholders.

These personas offer the greatest potential because:
Their motivations align with the current experience
profile of the region;
Have the greatest affinity and engagement with the
destination's DNA; and
Have the time and resources to visit.

Nullabor National Park; dronedynamicsa
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High Value
Experience Seekers

Road Trip
Adventurers

This persona represents a cohort of socially and
environmentally conscious travellers who have the
resources to travel to pursue their passion
interests.

This persona represents a genuine road trip traveller
visiting the Eyre Peninsula, either with their
accommodation (caravan/camping) or staying in
accommodation (self-contained,
motels/hotel/experiential).

The domestic segment is motivated to visit for a
specific seasonal offering, such as whale watching
or looking or for a done-for-them unique
Australian experience.

Initially drawn to Eyre Peninsula for its coastal and
nature-based adventures and wildlife experiences,

They may travel via a fly/drive/accommodation
package that links together day tour experiences
with quality, immersive accommodation.

once they learn of the breadth of what's on offer,
they are excited to live like a local, and appreciate
the delicious produce, learn the historical
significance of the region, and immerse in the
events, arts and cultural scene.

Global visitors are looking for high-end, immersive
Australia experiences, around stunning Australian
landscapes (coastal and outback), immersive
wildlife encounters and quality seafood, food and
dining experiences.

Road Trip Adventurers cross over three distinct
generational cohorts, including Families, Baby
Boomer Couples and Young Adventurers. Each of
these cohorts are travelling from intrastate,
interstate and/or international origins.

They typically fly/fly into the Eyre Peninsula from
Adelaide, and join a multi-day tour, visiting on a
cruise or on an extended air charter tour.

Families
INTRASTATE - INTERSTATE

Mostly South Australian families on a school holiday road
trip with their school age children visiting the Eyre
Peninsula as the final destination. Travel is a chance to
connect with kids whilst still living at home, share some
amazing outdoor and wildlife experiences, learn more
about Australia (including First Nations culture), and get
away from the school and work routine. A small
percentage may also be undertaking the 'Big Lap of
Australia', where they homeschool their children on the
road.

Baby Boomer Couples
INTRASTATE - INTERSTATE

Semi-retired or retired couples travelling to explore the
Eyre Peninsula as the final destination for its full breadth
of experiences, and also for specific seasonal experiences
(such as Whales, Gawler Ranges NP). Also part of their
wider Road Trip adventure around Australia, which
includes the Nullarbor.

Younger Adventurers
INTRASTATE - INTERSTATE - INTERNATIONAL

Young couples or friends hitting the road for an adventure
away from the work grind (or for a Workcation), and for
specific experiences such as Swimming with Sharks /
Sealions. They could also be adventurous travellers on a
longer road trip around Australia which includes the
Nullarbor.
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Visiting Friends and
Relatives
Locals are the catalyst for inviting, welcoming and
hosting family and friends visits to the Eyre Peninsula,
and they are unofficial frontline visitor servicing
resources and have the potential to be active regional
ambassadors.
Many locals also holiday within the Eyre Peninsula
tourism region. They have close connections with the
communities they visit, often acting and feeling like
residents, and so have a strong sense of
responsibility and ownership of their holiday
destinations.
Encouraging this market to take more trips locally,
and to actively invite family and friends to the region
(or to their part of the region) will contribute to
increased spending across the visitor economy
sector, regional dispersal and opportunities for off
peak visitation.

Meetings, Incentives,
Conferences and Events
The MICE market is an important niche for the
region as they are typically high yield, and prepandemic, they represented 19% of the visitor
market to the region.
Given the geographical distance of the region to
Adelaide, the region has the potential to position
and market itself as a business events destination
in its own right. Pre and post touring from Adelaide
is achievable via towns with direct flight access.

Eyre Way, Yambara; Hook and Hammer Creative Media, edited By Lauren Photography

Potential exists for MICE stakeholders to bid for
events that fit the region’s infrastructure capacity.
Events aligned with the region’s economic pillars,
such as agriculture, aquaculture and tourism offer
strong potential.
High value corporate incentive events (interstate
and international markets) are already being
hosting by the region’s trade ready tourism
operators, and have growth potential through
activation such as partnerships with Adelaide
Convention Bureau and trade partners.

Cruise
The cruise market is a growing niche market for the
Eyre Peninsula, with actions identified in the
region’s DMP to ‘grow select smaller high yielding
cruise visitation and capture greater onshore
regional spend’ with the objective being to
‘continue to grow the expenditure from existing
cruise visitation by offering onshore excursions.’

SATC is the lead State Government body for the
cruise industry and will continue to work to grow
this sector into the future building on the strong
pre-pandemic growth of cruising in Australia.
This market has good potential to contribute to the
region’s vision and mission, provided social licence
is granted and maintained with local communities,
and challenges identified around visitation over
peak summer periods are proactively addressed.
Actions specific for supporting this niche are
identified to advocate for sustainable growth,
support for activation of onshore excursions
through experience development, and
maintenance of social licence in the region’s cruise
port communities.
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Destination Marketing
Guiding Principles
Brand, Experience and
Visitor Alignment
To market a destination, there must be strong
alignment between the destination’s brand promise
and its visitor experiences, both of which must appeal
to the destination’s high-value visitors – those who
deliver the best social, economic and environmental
outcomes for the local communities (as they see it)
within the destination.
All of this needs to be done with good governance
from community and industry custodians in a
continuous feedback loop to ensure any marketing is
executed responsibly and respectfully.

Responsible Messaging
Investment in the visitor economy has the potential to
enhance local endeavours to protect and enrich the
natural environment.
Responsible messaging across all storytelling will
feature prominently to ensure visitors are prepared,
organised and aware of behavioural codes and
actions regarding environmental stewardship whilst
they are visitors in the region.
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Focus on Storytelling
As emotions and connection are the currency in
which people draw on to choose destinations, they
are hugely influential across each touchpoint in a
visitor's travel journey. Therefore, reflecting the
shared values between the destination and visitor is
essential to storytelling success.
The stories told though, must have social license from
the community to ensure they are comfortable with
the narrative, and so with thorough and ongoing
engagement with community and industry, storylines
can be reviewed and realigned on an ongoing basis.

Use data and insights to
inform action
To make sense of the investment in destination
marketing activities, it is essential all investment is
considered and aligns with strategic priorities.
Central to this is a laser focus on monitoring,
measuring, and reporting on the implementation of
this Plan, to ensure the investment of public funds
continues to be efficient and strategic to generate
long term destination brand salience with high-value
visitors.

Leveraging Visitor
Advocacy
One of the undeniable truths of marketing is that
people will trust what others say about a product
or experience, more than what the brand could
ever say about itself.
Therefore, destination marketing efforts need to
reflect and leverage the voice of visitors – which is
the most trusted and influential opinion when it
comes to planning and booking travel experiences.
Tactics need to focus on ways to encourage highvalue visitors to share their stories of their time in
the Eyre Peninsula; and the only way to do this is to
ensure each visitor has an experience that is
worthy of talking about.
For destinations, this comes down to supporting
tourism operators to deliver exceptional
experiences through providing guidance and
support in experience design to match the needs
of the high-value visitor.
Whilst this isn't typically the outcome derived from
a destination marketing plan, the impact on
delivering the promise shared could be
compromised if there isn't this alignment.
Also, using the voice of the visitor in reflective
practice to realign story themes and messages (in
conjunction with community) is a great way to
ensure the destination promise meets and exceeds
expectations for future visitors.

Venus Bay; Lily Sampson

Areas of
Emphasis
Regional Dispersal

Seasonality

The Eyre Peninsula as a tourism destination is vast
and the distance between towns and key
experiences can be a barrier for visitors exploring
more of the Eyre Peninsula whilst they are in

The Eyre Peninsula has historically been promoted
as a summer-time destination, and currently
content across brand marketing assets and
activations heavily position the region as such.

region.
One of the key challenges identified by
stakeholders was encouraging more visitors driving
direct from Ceduna to Port Augusta (and vice
versa), to turn off the Eyre Highway and head south
to explore more of the region.

Stakeholders shared concerns with the over
promotion of summer, citing challenges around
capacity, the negative impact on specific sites
across the region, and the challenge of managing
staffing and finding housing for staff throughout
the summer months.

Crafting a bespoke road trip narrative for the

Visitor sentiment has also identified that the Eyre

region and sharing specific and detailed trip
planning content on relevant touchpoints will be

Peninsula is not a desirable destination for
travellers through the winter months, citing that it’s

key to increasing the understanding of the breadth
and depth of experiences across the subregions of
the Eyre Peninsula, which will encourage longer
stays, and increased dispersal during those stays.

too cold.
Positioning the region to be considered as a
genuine year-round destination is a major
opportunity to address the challenges above,
which can be achieved through creating and
sharing strategic content and advocating for an
adjusted narrative with other agencies who also
market the region, including the South Australian
Tourism Commission and Tourism Australia.

Darke Peake Range; RDAEP
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Priority Areas and
Outcomes
Three Priority Areas have been
identified to frame the actions
required to achieve the vision and
mission for the Eyre Peninsula.
The Priority Areas include:
Destination Stewardship
Brand Marketing
Strategic Partnerships
Under each Priority Area sits an overarching Goal,
and several Outcomes, which articulate what
success looks like in 2025.
Each of the Priority Areas and related outcomes
are available on the forthcoming pages.

Talia Beach; Paige Rowett

PRIORITY AREA 1

Destination Stewardship
Plan custodians will activate a
stewardship mindset to deliver
destination marketing outcomes,
whereby activities reflect the needs of
the Eyre Peninsula communities,
environment and visitors.

Embedding this mindset requires a comprehensive

This is critical to grow a sustainable
visitor economy for the region.

Underpinning this collaborative culture will be the

understanding of the issues and opportunities facing
the Eyre Peninsula, which can be achieved through
regular and robust engagement with the community.
This level of engagement will also help to build a
collaborative industry, which will be empowered by
leadership from across community, government, and
private enterprise.

implementation of an effective industry and
community communication, engagement and
capacity building. This will ensure everyone has a say
in the visitor economy, local custodians and local
businesses and event organisers feel supported,
heard and empowered to market their businesses
and events, and all stakeholders are informed in an
efficient and effective way.
The ability to track, measure and share the
incremental gains towards the Plan’s Vision and
Mission are also crucial to ensure the Plan remains
relevant and on track.

WHAT DOES SUCCESS LOOK LIKE?
Collaborative, consultative and strategically focused
sustainable destination marketing of Eyre Peninsula.

BY 2025, THE EYRE PENINSULA WILL:
Have a long-term commitment to planning and
resourcing the implementation of strategic
destination marketing activities
Ensure the community and industry are engaged
in marketing the Eyre Peninsula, and are visitor
economy advocates
Have tourism businesses who confidently and
proactively market their own experiences, and the
wider Eyre Peninsula
Have established a relevant, valid and sustainable
data set to report on the success of the
Destination Marketing Plan
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PRIORITY AREA 2

Brand Marketing
The pandemic has catalysed a major
shift in the relationship people want to
have with travel experiences, and how
they plan and book holidays.
People are more connected with their
sense of social responsibility, especially
when it comes to protecting the
environment and supporting local
communities. So, understanding the
motivations and challenges of Eyre
Peninsula’s Visitor Personas will be key
to connecting people with experiences
on a values-based promise, rather than
just an experience itself.

As RDAEP commit to a stewardship mindset to
growing the Eyre Peninsula’s visitor economy, it will be
critical that any message conveyed through
destination marketing activities reflects the
commitment the organisation and community have
toward protecting and preserving the destination’s
finite natural and cultural resources.
To achieve this, it will be essential this messaging is
co-created with community and is reflected through

WHAT DOES SUCCESS LOOK LIKE?
Showcase Eyre Peninsula’s marketable competitive
strengths to create a narrative to connect with and
inspire travel from the region’s visitor personas and
markets and encourage responsible travel at the right
time of year.

BY 2025, THE EYRE PENINSULA WILL:

the stories told through relevant direct-to-consumer
channels and conveyed and committed to by other
storytelling partners.

Embed the destination brand across regional
brand marketing activations, and maintain a library
of assets that reflects the brand promise

To ensure the brand stories reach the region’s visitor
personas, relevant touch-points will be activated.

Support visitors to be responsible; who respect
and care for the region’s environment and
communities

However, it will be important to remain nimble in this
activation, as the journey will continue to be disrupted
by new technologies and platforms with time.

Co-create and share stories to elevate Eyre
Peninsula’s experience strengths to inspire
consideration and drive demand and visitation
from the region’s visitor personas and markets
Manage a high performing destination website to
inspire and help visitor personas and markets
throughout their whole travel journey
Activate a strategic and efficient approach to social
media to connect and engage with communities to
inspire travel to Eyre Peninsula
Inspire and help new visitors plan an Eyre
Peninsula holiday, and keep the brand alive with
past visitors to encourage repeat visitation via a
visitor eDM strategy
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PRIORITY AREA 3

Strategic Partnerships
Attracting visitors to the Eyre Peninsula
relies on more than just brand
marketing initiatives.

It's critical that all partners involved in
building and marketing the Eyre Peninsula
destination brand align their efforts to strengthen the

There are many other stakeholders
who influence visitation to the Eyre
Peninsula through consumer and trade
marketing and visitor servicing
activities, including other destination
marketing organisations, trade
partners, visitor information centres,
tour operators, events, businesses, and
niche sector brands.

Building strong partnerships with organisations,
businesses and brands through co-creation,
collaboration, information sharing and advocacy will

region's positioning, and also to generate efficiencies.

be key to extending the destination’s reach to attract
more of the destination’s visitor personas and niche
markets.

WHAT DOES SUCCESS LOOK LIKE?
Strengthen relationships with organisations, brands
and businesses to elevate Eyre Peninsula’s experience
strengths, and reach and attract more of the
destination’s visitor personas and niche market
segments.

BY 2025, THE EYRE PENINSULA WILL:
Work collaboratively and efficiently with local
organisations and not-for-profits on destination
marketing and visitor servicing initiatives
Increase visibility and ensure brand alignment of
Eyre Peninsula across SA State Government
Departments marketing, PR, travel trade, and
experience development activations
Expand the presence of the Eyre Peninsula across
Tourism Australia’s destination marketing
activations
Advocate for efficient and effective visitor servicing
initiatives that add value to visitors, industry, and
local communities
Formalise and activate cross-border partnerships
to position the Nullarbor as a hero Australian road
trip experience
Establish and strengthen partnerships with
relevant niche sector markets, media, trade, and
brand partners
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Implementation
Plan
To activate the Priority Areas, a
comprehensive Implementation Plan
has been developed which sits as an
addendum to this Plan.
The Implementation Plan contains the following
strategic frameworks and scaffolds:
Detailed Visitor Persona Journey Maps
Storytelling Strategy
Brand Positioning Framework
Visitor Persona Storytelling Map
It also contains a comprehensive Action Plan which
identifies specific actions, with corresponding
partnerships, budgets and key performance
indicators.

Custodians of the Plan will have
access to a comprehensive
Destination Situation Analysis
September 2022 which outlines all of
the opportunities in detail, and
provides relevant context when
implementing the Actions.
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Measuring Success
Success for the Eyre Peninsula visitor economy looks like communities who are
engaged and proactive, industry who feel heard and supported, environments and
cultures that are nurtured and regenerating, and the viability of sustainable
tourism businesses.

Neptune Island Marine Park; Calypso Star Charters

Enablers of Success

Continuous Engagement
with Community

Agile Management and
Implementation

Designing and embedding a framework for ongoing
collaboration with community and industry is key to
activating this Plan.

It will be important to re-evaluate this Plan by
revisiting the visitor personas and market segments
to ensure alignment with changing visitor
expectations, access conditions, and their alignment
with the experiences within the region,

The local stakeholders are delivering the Eyre
Peninsula brand promise, and should always have a
seat at the table with destination marketing planning,
as they are essentially the ones who have to live up to
the promise that is being shared with the world.
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From there, realign and engage in brand positioning
and marketing activations that support the attraction
of these markets.
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Measurement
Mechanisms
Economy
This Plan sits within the framework and has aligned
principles with the Eyre Peninsula Destination
Management Plan (EPDMP). Therefore, the
accomplishment of Actions within this Plan will
support the overarching measurement of the EPDMP,
which includes macro-economic and visitor indicators
(expenditure, visitation, visitor profile).

Community and Industry
Sentiment
Collecting insights and opinions from community and
environmental custodians is essential in
understanding how to adapt messaging to support
positive visitor behaviour, and to enable ongoing
social licence from community, particularly regarding
storytelling and seasonality.
Furthermore, qualitative data from industry will assist
to validate the achievement of alignment of
marketing activities with Visitor Personas and Niche
Markets, as well as the attraction of visitors outside of
peak times.

Visitor Tracking and
Sentiment
Understanding and reviewing visitor sentiment will
be an important mechanism to monitor the brand
promise (whether marketing and experience delivery
are aligned).
It will also assist to test the alignment of the Visitor
Personas and to further refine the storytelling
strategy for this Plan.

Marketing Action Plan KPIs
This Plan has been developed based on a solid
understanding of the boundaries of the Eyre
Peninsula visitor economy. Actions within this Plan
are therefore evidence based, and thus the
achievement of the actions should accumulate to the
success of the Plan.
For each marketing investment, specific project and
platform metrics will be benchmarked from previous
year’s activities (if available) to enable incremental
improvements to be measured.

Cleve Hills Scenic Drive; Yasmin Agusi/SATC
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Measurement Plan
Metric

Economic
Indicators

Format

SATC Regional Profile
Localis

Community
Sentiment

Regular qualitative
engagement with
custodians

Industry
Sentiment

Sentiment Survey

Marketing
Plan Action
KPIs

To measure the contribution of visitors on the local economy
To quantify the number of visitors to the region
To quantify the length of stay of visitors
To quantify the profile of visitors (demographics, geographics)

Timing

Annually

Local custodians of community and environment to reflect on visitor behaviour and messaging:
Is visitor behaviour improving at key sites across the region?
Are the damaged environments regenerating?

Ongoing

Businesses to reflect on activity and share qualitative insights on the following:
Are accommodation and experiences filling capacity in quieter months?
Are they seeing an increase of ‘Road Trip Adventurers' and ‘High Value Experience Seekers’ in their business?

Quarterly

To understand the dispersal of visitors throughout the region
To understand accommodation capacity throughout the region at various times of year

Quarterly

Desktop Research
and
Review Pro

To monitor the engagement of the brand promise (alignment of experience delivery and messaging)
To test alignment between visitor sentiment and storytelling activities
To gather insights to further refine positioning and storytelling themes and messaging

Annually

Action Specific KPIs

To quantify the investment relating to specific Actions within the Implementation Plan and the impact these
Actions have on achieving the Plan's mission and vision.

Quarterly

Localis
Visitor
Tracking
and
Sentiment

Intention

Nullabor National Park; dronedynamicsa
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Plan Evolution
Destination Marketing Plans require
regular review and realignment to
respond to global or national shocks;
the changing needs, motivations and
behaviours of visitors; and the needs
of the local community.

Therefore, central to the success of this Plan will be
an embedded process for reflection, review and
resetting priorities (which is as outlined in the Action
Plan).
Any major changes to the Visitor Economy will be
updated and reflected in this Plan, with formal 12
month reviews scheduled.
A full refresh of the Plan will be undertaken to realign
Marketing Priorities for the region from mid 2025,
unless any major industry disruptions occur in the
interim.
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