
5/12/22

1

Coffin Bay, Image Credit: South Australian Tourism Commission

Creating exceptional visitor 

centre experiences

1

Venus Bay, Im age Credit – Lily Sam pson

Our Visitors have changed

2

Ewen Ponds, Image Credit: Jack Brookes

Changed Visitors

Digital 
adoption

Change in 
values + 

priorities

Connection + 
transformation 

+ value
Supporting 

localIncreasing care 
about 

environmental

3



5/12/22

2

Venus Bay, Im age Credit – Lily Sam pson

Our communities are more aware….

4

Ewen Ponds, Image Credit: Jack Brookes

Local Communities

Accessing 
natural 

places + 
services

Care for local 
environment

Having a say 
about their 

future (inc. 
tourism)

Livelihoods 

( jobs, 
income,  

youth 
opportunities)

Livability + 

vibrant 
community

5

COVID has been the 

catalyst for bigger 

picture thinking 

around developing 

sustainable 

destinations

6
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Coffin Bay, Im age Credit - Kane Overall

Visitors

Community
Businesses

Residents 

Environment
Needs a voice

Visitor Centre

7

Murray River Walk , Credit: SATC

Visitor 

Collateral

Outreach

Spread the 

love

Physical 

Visitor Centre 

Collaboration

Niche + 

seasonal 

experiences

How can your team 

add value to visitors, 

community + 

environment?

8

Umpherston Sinkhole, Supplied by LCLGA

Refocus on how your team and visitor centre is adding value to visitors, 

community + environment through your VIC activities.

CREATE MORE Value 

at your CeNTRE

9
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Flinders Ranges Chace Range, Image Credit – Brooke Saward

RetailStorytelling + 
Interpretation

Community 

Support

10

Flinders Ranges Chace Range, Image Credit – Brooke Saward

Storytelling + 
Interpretation

Help retain local heritage + culture

Help show what makes place unique 

and special.

Custodianship + activation of stories not 

being told.  

11

Have a good look at your 
experience? 

Immersive, interpretive experience…

First Nationals, History, Geology, 
Agriculture, Art, Wine, Food + 

Beverages (based on your own 
unique set up)

12
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Port MacDonnell 
Community Complex

Museum, Exhibitions, 
Community activities 

+ Retail

13

Exhibition space?

Use it as space to help understand 
story, sense of place + history?

What organization/events can help?

14

How can you make your Permanent + 
Short Term exhibitions more 

immersive, interactive, inclusive + 
engaging? 

Smell, touch, watch, listen, interact, 
immerse?

15
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Audio tour 
QR Code

Personal tours
Treasure Hunts

16

Flinders Ranges Chace Range, Image Credit – Brooke Saward

Retail

Support local creatives, artists, micro-

businesses, food producers etc

Meaningful mementos 

of their experience

17

Fowlers Bay, Im age Credt - Kane Overall

High value visitors care about…

Local provenance

Value over price

Ethical sourcing

Retail

18
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Bendigo Visitor Centre

Supporting local micro businesses + 
creatives and artists

Local, authentic, range of prices.

19

Canberra + Region Visitor Centre

Support micro producers + growers. 

20

Overseas Australian Local 

21
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Robe Visitor Centre

Commissioned local artist for one-off 
pieces for the Centre! 

Stickers also planned. 

22

Flinders Ranges Chace Range, Image Credit – Brooke Saward

Community 
Support

Support new + existing businesses + 

jobs in community.

23

Image courtesy of John Montessi

How can you support 
experience activation 

through your VIC? 

History
First Nations

Classes

Tours

Public Art

24
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Variety of 
experience… but no 
regular river Cruises 

in Renmark

25

VIC helped get off the 
ground. 

Still key booking partner 
and top visitor 

experience.  

26

Online bookable 
and in person. 

27
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Training of staff and 
locals around tour 

guiding.

Supporting locals, 

business, communities, 
culture saving + 

engaging community.

28

New experiences for 
the Region that 

encouraged longer and 
more immersive stays. 

29

Forage on the Coast

First bookable 
indigenous tour in 
Limestone Coast.  

30
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Air BnB experiences 
great platform to test 
out an experiences

31

Walking Tour

Street art in Frankston 
growing. 

Tour started during the 
Street Art Festival

32

Bookable Online Tour

Every Sunday $15 per 
person

$250 private tour up to 
20 pax. 

33
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How can your visitor centre add more value to 

visitors + community through more immersive 

experiences, supporting local with your retail and 

also activating new experiences?

34

How can you add value to visitors + community 

through your outreach activities? 

OUTREACH 

Visitor servicing

35

Kanku-Breakaways, Im age Credit – Elise Cooke

How can you get more 
local residents and 

businesses supporting 
visitors to do more/stay 

longer? 

Event 

Organisers 

Local 

Residents

Frontline 

businesses –
Tourism, 

Hospitality, 
Retail etc

New 

Residents/
Migrants/ 

/Students/
Workers

36
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New 
Residents/Students/Workers

Welcome Pack
(Holiday Planner + Itineraries)

37

Events

Pop up – Retail sales, bookings, visitor 

collateral, help with event visitors

38

Key Visitor Locations 

How can you do pop up/mobile at peak/key 
times of the years 

39
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Retail, Hospitality + Service Staff

Frontline staff - Could they answer “What is there 
to do? Do they know how your team can help? 

How can they be upskilled?

40

Accommodation 

How can you support 
accommodation guests, to ensure 
they can easily access on ground 

visitor information?

41

Coffin Bay, Im age Credit - Kane Overall

What outreach activities can your team look at 

refining or testing to help support more visitors, or 

local residents/businesses support visitors?

42
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How can you add value to visitors, 

community + environment?

Visitor 

Collateral

Cape Jaffa Wines, Credit: Ockert Le Roux

43

How can you help maximise

positives to local community, 

and minimize negative 

impacts? 

How can you help reduce/ 

minimise environment 

impacts?Environment

Community

What’s changed? Where is 

visitor collateral adding value?Visitors

44

Community expectations –
Acknowledgement of 

Country

Dual naming? Indigenous 
history? 

45
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Are you sharing supporting 
collateral for those who 
need more information?

46

Have you got consistent + 
up to date specific 

information? 

47

Is it recommending 
different itineraries for 

different High Value 
visitors?

48
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Are we helping show the 
different seasional

experiences? 

49
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W

Are we also not over 
complicating things, and 

keeping things as 
evergreen as we can? 

50

Top experiences for each 
town. 

51
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All traditional + non 
traditional tourism 
businesses listed. 

52

Regional strength is walks. 
Full details on the map. 

53

Downloadable from 
website.

Most businesses in the 
West Coast. 

54
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Remember, on average only 5% of total 

visitors to a Region come into your Visitor 

Centre.  Therefore over 95% of visitor won’t 

find your Visitor Collateral in your Visitor 

Centre.

55

Simple, clear and easy to 
find on website.

56

How can you add value by working as a 

team with other Visitor Servicing colleagues?

Practical 

collaboration

Cape Jaffa Wines, Credit: Ockert Le Roux

57
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Clayton Farm, Credit: John Carter Photography

Retail

Visitor Collateral

Referral

Events 

Concierge 

Regional 

DataOpportunities

58

Collaborative, regional 

visitor maps?

59

Visitor Servicing, Data 
Reporting + Analysis

Address data gaps
New data sources

Additional metrics measured

Better communicate your value! 

60
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Collaborative retail buying 

strategy?

Local first, then Australian. 

What’s your region’s 

stories + DNA? 

61

Online catch ups are 

fantastic! 

Saves time. 

Test/try/collaborate!

62

Start small. Focus on 1 – 2 projects.

Learn from each other systems/projects.  Don’t have to reinvent the wheel

Plan + share out project roles

Use collaborative online tools - Google Sheets/Dropbox/Zoom

Tips

63
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M urphy’s Haystacks, Im age Credit – John W hite

Add value to local communities by helping spread the economic value of 

your high value visitors. 

Spread the love

64

Many smaller communities keen for 

benefits of visitors. 

So much more than toilet + 

bakeries! 

65

Experience Audit

Get clear on ALL the 

experiences in all 

parts of your region. 

66
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Regional Website

Elevate them on your 

regional and local websites! 

67

68

Bring the town 

experiences to life 

with great photos.

69
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Visitor Guide….

70

Set Expectations 

Opening hours

Where to book.

Book ahead. 

(Most visited article 

on the website.)

71

Town ATDW Listings

Are they there + 

optimised? 

72
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Can your team take ownership 

of key ATDW listings – get 

them online + updated? 

Map, open hours, photos key 

ATDW Listings 

What about key town 

experiences? 

73

Google Busines Profile

Updating, claiming + manage 

priority attraction Google 

Business Profile listings for 

Towns + Key attractions.

Connect to ATDW

74

And TripAdvisor. 

75
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Quality Photos + ViDEOS

are KEY! 

76

http://www.travelweekly.com.au/article/travellers-4x-more-likely-to-book-through-otas/

Of consumers consider visuals to carry more weight than 

customer review, or product information.

67%
77

Photos are always a  

massive challenge! 

No budget for 

photoshoots. 

From this….

78
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To this…..!

30 minutes of work 

and $0

79

Become a photo detective 

and hit Instagram. 

Found via IG location search.

80

Emailed/DM and asked for 

permission to use on 

website. 

81
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Once off use on website 

with credit + link usually 

free. 

Be prepared to pay for 

Visitor Guide, ATDW, Your 

own Media Gallery (but 

worth it!!). 

82

Ensure photos saved as 

creator name and location.

If staff leave, can always be 

correctly credited.
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Central database to track all listings + UGC photos

Central email that doesn’t leave with staff member

Tips
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Town Social Media 

If you have a channels…

Show your stunning scenery 

+ experiences. Tell stories.

Quality over quantity.

User Generated. Vertical. 

Colour. Reels. Video. 

#townhashtag

85

Tag + hashtag your Regional 

Accounts + SATC. 

You may reach all new 

visitors
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Bowmans Scenic Drive, Credit SATC/Mike Annese

Can your team support smaller communities get clear on what makes 

them unique? 

Where and how can you support getting their information on relevant 

visitor digital channels? ATDW, Google, TripAdvisor, Visitor Guide, 

Websites?  

Considerations?
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Image courtesy of Great Southern Rail – Andrew Gregory

How can you add value to visitors, community + environment who are 

travelling for these experiences?

Seasonal + NICHE 

experiences

Image Credit: Instagram

88

89

Eyre Peninsula, Im age Credit: Kane Overall

Wildlife Nature

Outdoor

Adventures

Whales

Cuttlefish

Seal Pups

Birds

Fishing

Blossoms

Canola

Autumn leaves

Glow Mushrooms

Lakes filled

Fruit picking

4WD trails

Campfires

Camping

Hiking season

Snorkelling
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Events

Major

Regional

Community

Regular

91

Special 

Interests

4WD

Mountain Biking

Fishing

Cycling

Walking etc….

Image Credit: Flow Mountain Bike

92

CSIRO Radio Telescope Parkes, Credit Destination NSW

What questions are they 

asking? 

Before, Pre-Trip, DuringVisitors

What’s available + where? 

What’s missing?

How can we centralise

online?
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Alm onta Beach - Im age Credit – John W hite

How can you help maximise

positives to local community, 

and minimize negative 

impacts? 

How can you help reduce/ 

minimize  environment 

impacts?Environment

Community

How can you help connect 

them with the visitors?
Tourism 

Experiences
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Cactus Beach, Im age Credit – M ichael Waterhouse

Website

Online 
Listings

Social 

Media

Visitor 
Collateral
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Limestone Coast 

Beaches

Key seasonal experience
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Well known covered, 

but gave more options 

to spread the load.

97

Lesser known beaches.

Ensure community 

support.  

98

Clare Valley Canola 

Hotspots

Originally published September 

2020

Repurposed, and republish each 

year. 
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Clare Valley Canola 

Hotspots

Promote responsible behaviors –

parking, not on private land, 

where less of an issue to 

view/not impacting farmers.

Visits to smaller communities.  

100

Clare Valley Canola 

Hotspots

Amplified on social media

User generated content video 

(ask for permission + credit)

Vertical video

Link to blog

Massive amplification, reach, 

sharing + tagging. 
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Clare Valley Canola 

Hotspots

Majority users found via Google 

(75%)
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4WD in Limestone Coast.

Information across many 

different locations. 

103

Curated + elevated into 

detailed and specific 

inspiration + information

104

Visitor Centres helped 

with content. 
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Fact checking, ATDW 

listings up to date. 

Now solid, online resources 

to use for online visitor 

servicing! 

106

Call to action back to VIC’s for 

their specific information + up to 

date advice. 

107

Monitor relevant FB 

Groups?

Share the resources for 

community to use. 
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Golf, 

Fishing up next,

Birdwatching….

109

Fuel for Social Media and ongoing 

SEO love! 

110

Get very clear on the High Value/Niche Visitor it’s for – those who 

stay longest/spend the most. 

Reach out to experts, photos, fact checking, other businesses, 

government org if the team doesn’t have the knowledge.

Tips
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What seasonal, event and niche interest information does your high visitors 

need? 

How can you get this information online + amplified? Your centre, channels 

and regional activities?

(Explore further in Workshop)

112

Your Centre Experience - Immersive Storytelling, Local Retail Strategy, Community 

Support

Outreach Activities – Be where you can support visitors + community

Collaboration – Look at ways to partner with others on relevant projects/activites

Spread the love – elevate your lesser known towns + communites

Seasonal and Niche Experiences – Be the go to experts. Get all your information online –

website, amplify via social.

RECAP
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Coffin Bay, Image Credit: South Australian Tourism Commission

Creating exceptional visitor 

centre experiences
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