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Snowy Valleys

Brand voice, marketing framework, key audiences, journeys & messaging, go-to-market strategy,

recommended brand activations, leveraging key events and partnerships, indicative marketing
executions, implementation recommendations



What's inside

Following this page, you'll find a marketing strategy for driving visitation to the Snowy Valleys.
This is not about simply planting the message: visit Snowy Valleys. It's about defining the
product that is the Snowy Valleys for and finding a market for it. The Snowy Valleys isn't one
singular experience or attraction that will draw visitors, but rather a combination of experiences
across the region - so a key component of the strategy is how to package these experiences in
a way that makes sense to outside visitors.

Changing behaviour (driving visitation) is no small task, and this strategy won't be successful
unless this effort is bigger than individual businesses, and bigger than the council - a true
partnership of community, council, and neighbouring regions.

The destination brand strategy positioned the Snowy Valleys.

This marketing framework about helping make decisions that allow council to facilitate and
experiences that are quintessentially Snowy Valleys, guide visitors from one experience to
another, and helping council and community reach the right people who'd be excited about the

kind of experience the Snowy Valleys can offer.

As a result of this positioning this document defines: who will we speak to, what
touchpoints will we reach them on, and what will we say to them?

* Key audiences, journeys and messages

* Go-to-market strategy incorporating media mix — owned (website, signage, print etc)
* Recommendations for brand and marketing activations

* Recommendations for leveraging key events and partnerships
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Understanding our audience



Key audiences

Goal

Needs

Pain Points

Behaviours

Have an adventure in a
beautiful place.

Information on where to go for

specific activities - i.e. cycling tracks,
camping spots, or guides for particular

activities that require tourism
operators

* Unclear marking and way-finding
* Limited food & accomodation
options

* Plan trips with others - it's
partially a social endeavour

* Share photos of their trip

* May return year on year with
regular events / activities or

Find a place to 'get away from Have authentic, one-oft
it all', peace and quiet, change experiences with food.

of pace.

To learn about produce in the
region, meet the makers where
possible and have one-off
experiences with food, wine and
beer.

» Description versus reality of natural
beauty - where are the really
beautiful spots?

* Lots of ground to cover and lots of
potential camping, hiking, walking
spots - which to choose?

* Bring supplies with them, but may
need to top up on them
depending on how long they stay

Proximity to nature. Photos of area
- when planning trip. Suggested
routes for different itineraries. An
idea of how difficult activities are -
especially if with children.

* Navigating a large area - what's
the ideal 'foodie' tour of the area?

* Limited food & accomodation
options - produce is grown here
but hard to find cellar doors etc

* Want one-off experiences
* Share photos of their trip

* Our main target




Customer journey, key touch-points and job to be

done to drive visitation

Grassroots

outreach

—JOB TO BE DONE: Guide
visitors through the area -
help them find additional

activities to do, places to eat,

things to see

‘ Tourism Website .

—JOB TO BE DONE: Give
potential visitors the
information needed to book a
trip to the Snowy Valleys.

Printed visitor

collateral

—JOB TO BE DONE: Package
activities, events and
experiences in the region by
season and by activity to help
visitors get the most out of

their visit to the Snowy
Valleys

@ Social Media
: —JOB TO BE DONE: Give
potential visitors the
information & photos needed
to book a trip to the Snowy
Valleys.

Touch-points

@ Key Events
: —JOB TO BE DONE: Support
existing events with collateral
and marketing in order to
increase awareness of Snowy
Valleys

‘ Signage & Way-

finding

—JOB TO BE DONE: Cleary
mark key natural features to
visit, town entrances, and
camp sites etc

Consideration Planning the trip | Arrive in the Snowy Valleys Leave the Snowy Valleys

‘ Merchandise /

souvenirs

—JOB TO BE DONE: Give
locals and visitors a souvenir
to mark time spent (however
short) in the Snowy Valleys -
and cause other people to
consider visiting.




Recommended brand and marketing activations

1. Develop printed collateral (Seasonal guides to the Snowy Valleys, activity

based guides)

— Map seasonal events, activities and experiences for seasonal guides and
produce a seasonal zine for marketing

— Gather content and produce evergreen interest-based guides for key
activities (cycling, fishing, camping, etc.) to place in visitor centre and in
neighbouring regions

— Produce regional Snowy Valleys map with key features, walks, and
attractions to help visitors navigate

2. Build library of high quality video and photography (Photos,

photography, drone footage, and community footage)

— Develop regional video to be used on website, social media and grassroots
outreach

— Develop photo library for use in printed and digital collateral

3. Establish digital presence (website, social media & cross promotion)

— Develop tourism website to help visitors plan trips to the Snowy Valleys

— Incorporate 'what's on' from an event perspective as well as including
information from the interest-based guides (cycling, hiking, camping etc) &
bookings for accomodation etc. would also need to be included in this

— High quality imagery and video will be key to attracting visitors

— Establish regular 'what's on this season in the Snowy Valleys' e-newsletter

— Develop social media strategy to include Instagram and Facebook events

— Establish regular posting schedule, key hashtags, and guest posts to

highlight the seasons, local producers, and things to do in the Snowy
Valleys

Develop relationships with neighbouring councils & other partners (i.e.
Destination Riverina Murray, Destination NSW) in order to regram content,
cross promote events and reach new audiences

Like with the website, high quality imagery and video will be key to the
impact of Snowy Valley's digital presence

4. Develop merchandise starter pack
— Launch merchandise to celebrate individual town diversity under the banner

of Snowy Valleys region

5. Launch brand to community
— Launch party - release merchandise, video, photos signage and introduce

council support for local organisers and operators who are driving visitation
to the area

— Could coincide with an existing festival or market and be set up as a photo

exhibit, etc.

6. Launch council support to key community members
— Articulate clearly tiered Council support structure for locals looking to drive

visitation to the area (website, printed collateral)

— Establish regular mechanism for gathering event information from event

organisers (could be as low-fi as a closed, dedicated FB group)



Understanding how we'll reach our audience



Marketing framework

1. Use brand to highlight the region's
diversity while driving attribution to
Snowy Valleys

2. Use the seasons to package activities in
the Snowy Valleys

3. Guide visitors by interest

4. Celebrate local pride & look to locals to

lend a hand



Go-to-market strategy

Business Marketing Marketing Marketing Key
Objective Needs goals strategy Actions
What the The top areas of focus ~ What marketing will The approach How the marketing

company wants to
achieve.

for marketing
leadership.

contribute to business
objectives.

marketing takes to
achieve its goals.

strategy will be
executed.

Drive visitation to
the Snowy
Valleys.

* Highlight the region's
diversity but ensure
attribution goes to Snowy
Valleys

 Package what there is to do
in the Snowy Valleys

* Guide people through a
range of activities in a
diverse region

* Celebrate and leverage
local pride

* Find, reach and cultivate
audience that has an
awareness of what's on in
the Snowy Valleys and
what is on for them.

* Find opportunities to work
with the locals who are
already reaching visitors

» Build relationships with
adjacent regions and
tourism bodies

* Implement a unified brand
system highlighting
diversity

* Map seasonality to package
the activities focused on
soft adventurers

* Create year round regional
guides based on activity

* Support this position with
marketing communications

« Communicate role as
community supporter and
facilitator of new
experiences

* Partner with adjacent
regions and tourism bodies

* Ongoing event outreach
and marketing - see Key
Events to Leverage

e Recommended activations -
see next page




Understanding how we work with partners and
the community



Council's role vs. community role in activating brand

Council's role: facilitate visitation to the area
by providing support to events, initiatives and
experiences that bring visitors to the area

COMMUNITY'S ROLE COUNCIL'S ROLE
Founding events & ° * Facilitating events &
experiences experiences
—Found new events —Reach more people by
—Administrate, market packaging community
operate and attend events as seasons
events / exp. —Support key events
—Foster a collaborative with grassroots
business community marketing

—Introduce pathways
for entrepreneurial locals



Recommendations for leveraging key events

Provide tiered council support for locals
driving visitation to the area.

Events, one-off experiences < > Tourism operators
_ Tier Two Tier Three Made in the Snowy Valleys
Co-promotion of event or Financial support from Listing on seasonal 'what's on A program that gives local
experience from SVC to Council, listing on seasonal in Snowy Valleys' brochures  operators collateral,
external audiences, Financial 'what's on in Snowy Valleys'  and website. messaging and tools to tell
support from Council, listing  brochures and website. the Snowy Valleys story to
on seasonal 'what's on in their customers.

Snowy Valleys' brochures and
website




Recommendations for leveraging partnerships

Cross promotion through high quality
photography, videos, collateral & experiences
to adjacent councils and tourism bodies.
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Ex: Pop up Snowy Valleys market stall with
EX: Regional Video fOI‘ WGSt CoaSt Tasmania, Currently the best Of What's in season in the Snowy

being shown on Spirit of Tasmania ($0 advertising) Valleys - photography, food, merchandise and
what's on in the area

Ex: Regional maps
on display in
regional airports



Packaging up what we've got



Packaging up what we've got

1. Map events, experiences and events by
season

2. Pick events which drive visitation (or coula
drive it in future)

3. Locate key audiences in nearby markets

4. Provide seasonal collateral appropriate for
event and audience



Example - Step 1

Winter Spring
Rosewood
Roundu
CiderFest H 2 Oct 26 - 27 >
Tumut Cycle May 18 ume
Classic Rock the Turf Hovell Ultra @
Jan 13 March 23 ‘ Marathon Dec
’ ’ Oct 12-13
Jan S .
o ® @
Tumbafest Tumbarumba
February 23 Lanterns on Food & Wine
¢ the Lagoon Festival
SVC Cycle Challenge Sept 21 Nov

March 24

1. Map visitor events, experiences and activities by season. Ask: what
festivals are on? What activities are popular this time of year? What
produce is in season right now?



Example - Step 2

Rosewood
Roundu
CiderFest Hume & Oct 26 - 27 P
Tumut Cycle May 18
Classic Rock the Turf Hovell Ultra @
Jan 13 March 23 ® Marathon
‘ ‘ Oct 12-13
Jan ° ® * Dec
o ® o
Tumbarumba
Tumbafest .
February 23 Lanterns on Food & Wine
® the Lagoon Festival
SVC Cycle Challenge Sept 21 Nov

March 24

2. Pick events to support which attract (or may attract) visitors. Ask:
when is visitation highest? What 'holes' exist in the event calendar that
could be supplemented?



Example - Step 3

GO gle running clubs canberra

(=
0

=l www.runningcalendar.com.au

All Maps Images News Shopping More Settings Tools

Name of event/location

SEARCH:

P e B
About 1,880,000 results (0.51 seconds) E
SULTRA
TRAIL RUN KOSCIUSZKO

23 MARCH 2013

= ; b PN it R, REGISTER NOW

Below is a list of AACT affiliated clubs in the metro and country areas of the
ACT.

« ACT Masters Athletics Club (ACTMA) Bega Valley Athletics Club (BEG)
« Cooma (COO)

« Goulburn Mulwaree (GM)

« Para-Athletics Talent Squad (PTS)

« North Canberra-Gungahlin (NCG)

« Queanbeyan (QBN)

« South Canberra-Tuggeranong (SCT) ...

« Weston Creek (WC)

Hume and Hovell Ultramarathon
Saturday, 12 October 2019
@ Henry Angel Trackhead, Tumbarumba, NSW

Going | Maybe | NotGoing | N\ Follow this page

Clubs - Athletics ACT
athleticsact.org.au/Participation/Clubs

© About this result M Feedback

The Runners Club - YMCA Canberra

https://canberra.ymca.org.au/what-we-do/activey/runnersclub/ v

The Runners Club. YMCA Canberra Runners Club is the capital's largest running club and offers

events and training groups for runners of all ages and abilities. Looking for some variety to Parkrun?
nrdiinte mine O fen hatf

Alith anr e ON sanne dirina tha unae ranaina feam 4 & bm ta a Arathan

USEFUL LINKS
The Hume & Hovell ultramarathon on Saturday, 12 October 2019 uses The =

@ EVENT WEBSITE

Hume & Hovell Walking Track, constructed as a Bicentennial Project in
1988.

% NISERS
There are 22km half marathon, 50km, 100km and 100 mile distances; the £ CONTACT ORGANIS
f

100km can be run solo or as part of a team relay. FACEBOOK PAGE

The event is being organised by members of Wagga Wagga Road Runners.

- g Razorback Run
e |

Search - what running groups are nearby? Who's influential in this Where's the official event information?
—Canberra, Wagga, etc

: , Space? —Ultramarathon and trail running websites
—Running stories . \
) —_Instagram is qaood for this —FB events. If organisers haven't already - set up events as FB events.
—Instagram influencers 9 9 . :
—Running store owners, athletes, coaches This is an easy way to spread the reach of an event (and share pictures
and video of the Snowy Valleys!)

Share collateral - guide to running & hiking in the —Posters
Snowy Valleys —Website
—Share photos & video for clubs to use on their

social media

—Posters for running stores

3. Locate key audiences in nearby markets. Ask: where does my target
hang out, who are the leaders in those places, and where are they
accessing information?



Example - Step 4

Lakeside A visitors guide to
Walks

Khancoban The many &

varied wine
experiences of
Tumbarumba

: ' Ask: How can we help show the best of

Ask: What would be useful to this P Ask: How can we make the
audience in making a decision to visit the Snowy Valleys? f the dav?!

: : . most ot the ay«s.
SV? —Not all event organisers will have photos or collateral for marketing the sh hot hv inst J stories f

. Snowy Valleys - this is a way for Council to drive awareness of the Snowy =~ >"are photography, instagram, and stories from

—Share collateral - guide to running & hiking in the Snowy Valleys Valleys without organising their own events the day on social mec.ila and if possible - b‘egln
—Share photos & video for clubs to use on their social media —Provide cut down snippets of aerial footage of the Hume & Hovell documenting events in the Snowy. Valleys in the
—Provide posters for running stores —Provide brochures for race bags - seasonal & activity guides brand’s photography style to use in future

marketing. Follow Gears and Beers on Instagram for
a good example of this.

—Where possible, survey visitors who have
attended key events.

4. Provide collateral around season, event, and experience. Ask: What
does this audience need to make a decision and have an amazing
experience in the Snowy Valleys?



Deciding what to say



Key messages by audience and touchpoint

Target Audience

Soft Adventurers

Campers and Roamers

Foodies

Key Message

For time immemorial, wanderers have climbed our mountains, explored our valleys, and
fished in our crystal-clear streams— but only as the seasons dictated.

That tradition continues today. Visit the Snowy Valleys, and find out what adventure
experience is in season.

In the city, it's easy to feel apart from life's natural rhythms— but not here. Here, you can
immerse yourself in nature— from the crisp alpine winters by a crackling campfire, to the
vibrant spring given life by freshly-melted mountain snow.

Visit the Snowy Valleys— because whenever you visit, an idyllic natural experience will be in
season.

The crispness of an alpine apple. The subtle notes of a mountain valley wine. The
unmatched beauty of a farm-to-table steak dinner under the stars. These aren't
experiences that can be mass-produced.

They can only be enjoyed in small batches, on nature's schedule. But that's what makes
them great. Visit the Snowy Valleys— and find out what's in season.

Key Touchpoints

Tourism website

Festivals / event advertising
Signage & way finding
Seasonal zine

Activity guides

Regional map

Signage & way finding
Tourism website

Festivals / event advertising
Activity guides

Seasonal zine

Festival / event advertising
Tourism website

Seasonal zine

Activity guides

Seasonal zine




Appendix - Indicative Examples of Marketing
Executions



Indicative examples of marketing executions -
printed collateral
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Indicative examples of marketing executions -
photo & video library
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Indicative examples of marketing executions -
digital presence

< Photo

P westcoasttas

» M-

B> West Coast Wilderness Railway

@5 D Liked by pete.conforto and 64 others

westcoasttas The 121st Annual Mount Lyell Strahan
Picnic is happening this Saturday. No cars here, for

this #AustraliaDay event the "picnic train" is the
traditional mode of transport, running from
Queenstown to Strahan.

I’AN D IE M E N ) S Lk““ In the days before carriages had the luxury of

windows, locals tell stories of kids hanging out to
grab fresh berries and, for those not paying
attention, close calls with heads nearly hitting hills on
the narrow cuttings.

All part of the fun.
#westcoasttas #westcoasttasmania #strahanpicnic

A QA @ O 2




Indicative examples of marketing executions -
merchandise starter pack

MEST COAST

TASHANIA

BATLOW

TUMUT

SNOWY
VALLEYS CALLEYS

TEN ‘i“f;]" T.1.95
NI
QQ‘\ o 0/:’\ §$MEMORIAL0& \,QQ‘:lfl"'f
STOLENdﬁyIP PALE GREYEQUND

DESTINATION ' OF 1

Bass grpa1cnt

CHILE FEB 29,1918 12HRS . 46MINS

HARSH CONDITIONS T.T.S. LOONGANA
AT NACQUARIE HARBOUR FEBRUARY 1976 NAS THE FIRST TURBINE

PENAL STATION ON SARAH ISLAND AC/DC PLAYED A GIG STEAMER TO OPERATE IN THE

INSPIRED MANY AN ESCAPE PLAN, BUT SOUTHERN HEMISPHERE. SHE WAS
ONE TOPS THE LIST FOR ITS SHEER AT QUEENSTOMN HEHORIAL

DARING. AWONG THE CONVICTS WAS JANES HALL. RUMOUR HAS IT THAT il o
PORTER, A LONDONER AND FORNER WHALER WHO FOLLOWING THE GIG, BON NINE DISASTER TO DELIVER RESCUE
HAD LEFT 3 WIFE AND EHILD TW/ONELE ZEL0 SCOTT MET A WOMAN NAMED GEAR TO MT. LYELL. TOPPING SPEEDS
TO HIS ARREST. ON JANUARY 14, 1834, TEN

CONVICTS HIJACKED THE SHIP THEY WERE TASKED ROSIE. ONE YEAR LATER, WHOLE OIFN 2122 'ﬂ:"{f;’s ‘qcs“‘:'SSNUTT"EE BE‘::NEJR;S

WITH BUILDING AND SAILED TO CHILE. LOTTA ROSIEJWAS. RELEASED. i

THE MEN WERE LATER RECAPTURED AND RETURNED 'l [ THE NICKNAM GREYHOUND OF THE

TO HOBART, HOWEVER IN 1847 PORTER AGAIN
ESCAPED, AND THIS TINE WAS NEVER

HEARD F N ¢ : TOLL WOUL JUBEEN HIGHER IF
. o ‘ : NOT FOR{EDRGEBONGANA AND




Indicative examples of marketing executions -
Made in the Snowy Valleys community program

_A meChanism 'For |Oca| Operators r:iaerlino?;ij?t;?r:dv:rl:a?ir;souvemrs
to put the Snowy Valley's stamp -
iterally and figuratively - on their
products or shops

—Program could be run by council
and act as a mechanism to gather
information from operators to be
isted in seasonal guides

—Participants could also gain r—

MADE IN >
BRITAIN ¢

A mark of pride in every shop window.

access to sell Snowy Valleys -
merchandise (totes, tees, etc)
—Also creates opportunity to RROUD,,
celebrate individual towns while
also attaching them to the
overarching regional brand

e
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