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A guide to tourism

#1 WHY TOURISM?

Tourism is Big Business
Tourism is big business.

Did you know that the tourism industry contributes to over 1,000 jobs (7% of total employment) in Campaspe
Shire with an output of almost $200 million? Across the Murray region, the tourism industry supports 1 in 4
jobs.

Echuca Moama attracts an average of 784,000 domestic overnight visitors, with visitors spending nearly 2.2
million nights in the region (Tourism Research Australia YE September 2019). A total dollar value of $364
million spent in region is attributed to tourism i through domestic day, overnight and international travellers.

Nationally i tourism directly contributed over $60 billion to our Gross Domestic Profit and provided jobs for
more than 5% of the entire nation.

Directly contributed to
Australia’s GDP

$60.8 billion

N
%!r

(Source: TRA 2018-19)

2020

Directly and indirectly
employs 996,000 Australians

1lin13jobs

Accounting for over 8%
of Australia’s total exports

$39.1 billion

JF Zius

For every tourism dollar, 44
cents was spentin our

regions
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Tourism is not only big business i butever yoneo6slt 68 s n aiteest eperators, accommodation &
hospitality venuest hat benefit from a touristdéds dollar. The fl ow

VISITORS
SPEND ON...

THE INDUSTRY
PAYS FOR...

EVERYONE

FARMERS TRANSPORT PROPERTY
BENEFITS

"
FOOD & DRINK COMPANIES & OWNERS & CULTURAL
SUPPLIERS PETROL STATIONS, MANAGERS ORGANISATIONS

This means we are operating in a very competitive marketplace and we need to make sure we continue to
deliver high-quality visitor experiences.

This guide has been designed for operators to provide strategies, advice and practical insights on tourism
product development.

We can assist to:
1 Plan for your tourism business to maximise the potential for success
fTDeliver great tourism experiences which meet consumi
1 Showcase your destination, to help bring you success and profitability

9 Provide access to professional development opportunities, including workshops and mentoring
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Uncover your WHY

Before diving into a new or existing tourism business - consider why you want to enter into the industry.

The tourism industry comes with many perks i an exciting and diverse industry, away from a typical office
environment and standard 9-5 grind, working collaboratively cross industry on exciting projects, fulfilling your
hobby in a dreamy holiday location and more.

However like any business i the hours are long, the work is hard and success can sometimes feel out of reach.
We dtaneah to shatter your dream before you start, but do consider:

1 Seasonality of demand - Most tourist destinations are characterised by fluctuating periods of demand
called "peaks", fshoulders" and "troughs". Campaspe is very fortunate i ours typically lasts from
October to April.

1 Acts of God i the start of 2020 has been plagued by drought, bushfires and a virus pandemic; all of

which directly and indirectly affect all industries but particularly tourism. These totally unprecedented
i mpacts cand6t be mitigated; so how do we keep aflo

0

1 Long term market development i be prepared to get through three years of operation before you reach
maximum capacity.

1 High fixed costs & high capital intensity - Seasonality and long-term market development factors often
mean the asset will initially be under-utilised and require substantial upfront capital investment.

1 Single use nature ofassetsi i t 6 s not e nou qde adsa anpreore ge.g.saccongniodation)
How can you be multi-functional? Can your coffee shop sell vintage clothes and run workshops, all at
the same time?

Business structure

For many start-up businesses, planning a business structure may not be a logical first step. However, it is
important to give thought to the structure of your business prior to setting up. Your businesses structure will
ultimately impact on your business dealings, including the safety of your personal assets.

1 Sole trader i the business has no separate legal existence from its owner. As a sole trader, you will be
responsible for the liabilities of your business.

9 Partnership i two or more people share a business and can legally share profits, risks and losses
according to the terms set out in the partnership contract. In the absence of a formal contract, the law
will assume that each partner has an equal share in the business.

1 Company i a legal entity separate from its shareholders. Company Directors have additional legal and
reporting obligations.

Registering a company - If you decide that a company structure best suits your business, then you need
to register as a company. Companies should be registered with the Australian Securities and Investment
Commission by completing a Form 201 - application for registration as a company. Visit www.asic.gov.au
for more information.

It is recommended that you consult a business adviser, accountant or solicitor for advice before you decide on
your business structure. For more information see the Australian Securities and Investment Commission
website at www.asic.gov.au.
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Essentials for start-ups: ABN and trademark

Under the Business Names Act (1962) every business name must be registered, except where the name is
that of the owners. For example, John Smith Plumbing may be exempt from registration, but Rochester
Backpackers would require registration.

Business names must be registered with Consumer Affairs Victoria at an annual cost. For more information
see www.consumer.vic.gov.au or phone 1300 55 81 81.

A registered trademark entitles the owner of the trademark to exclusive rights to its use throughout Australia.
It identifies a product or service and differentiates it from similar products or services.

A trademark can be a word, phrase, letter, number, logo, colour, picture etc. Registration of trademarks is not

compulsory, but is advisable. Trademarks are registered through IP Australia. For more information or to lodge
an online application see www.ipaustralia.gov.au or phone 1300 65 10 10.

Never fear i we are here to guide you through all steps and questions you may have, to help you determine
the best way forward for your new idea or existing business.
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#2 GETTING STARTED

Research i what do YOU stand for?

Gaining a solid understanding of the tourism industry in Australia, Victoria and in your region is the important
first step in formulating a successful business strategy.

Research can help you unearth who is currently visiting your destination and who is paying for visitor
experiences similar to yours. Try and uncover everything you can about your potential customers as through
this process, you can understand their needs, attitudes and behaviour.

Research however is not just the initial step i it should be ongoing to ensure you remain up to date. The
tourism industry is constantly changing through economic conditions, technology, cultural and social trends.
Staying up-to-date with market trends and changes in the industry will help you plan and be prepared for
anything that may affect your business.

If you are interested in receiving the latest tourism statistics for our region along with other important updates,
please  subscribe to our regular Eco Dev Newsletter vi a Council 6s- webp
https://www.campaspe.vic.gov.au/Work/Business-support-promotion/Business-newsletter

The first step in establishing a successful tourism business is careful research and planning. Taking the time
to research your market, your competition and create a plan will help you set a vision for your business, identify
opportunities and react swiftly to market changes.
Before buying or launching a tourism business, i ttlées a good idea to:

1 Prepare a detailed feasibility study to assess all areas of your business and areas of risk

1 Prepare a business plan that covers management, marketing, finance and human resources.
Focus on these key elements to shape your vision and purpose:

- Mission 1 clear statement of purpose which guides everything you do & actions you take to do so.

- Values i the underlying philosophy behind the experience you offer.

- Goalsi make them SMART (specific, measurabl e, agohi evahb
wrong. This sets the standard for your business operation.

Your business plan should be an ever evolving document that changesasyouchange . You dopowt want
a concrete plan, set everything in stone, and realise your customers are not following the path do you?
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In essence, your research will help you determine the needs below:

1 Establish demand i just because YOU love your idea, is there a need or want? Will people buy it and

at what price? TIP: talk to your local tourist informationcent r e. Theydédre on the fron
industry members, suppliers, operators and customers every day and collect their own data and
insights. Call Echuca Moama and District Visitor Information Centre on 03 5481 7555.
1 Competitive analysis i do yourself a favour, & research your market. Is there a gap in the market or
are you playing in a saturated market? What are the strengths, weaknesses, opportunities & threats?
STRENGTHS WEAKNESSES OPPORTUNITIES THREATS
Things your Things your Underserved Emerging
company does well company lacks markets for specific competitors
products .
Qualities that Things your Changing regulatory
separate you from competitcrs do Few (nmpetitors in environment
your competitors better than you your area .
Negative press/
Internal resources Resource limitations Emerging need for media coverage
such as skilled, Unclear unique your products or Changing customer
knowledgeable staff ) - services
selling proposition attitudes toward
Tangible assets such Press/media your company
as intellectual coverage of your
property, capital, company
proprietary
technologies etc.
1 Seasonalityiwe referred to this ear |l i andthebblicurvedftyodirgegisno i mp o
& consequentiallyi t s visitors. Timing is everything, and so

local businesses for first hand experiences and advice.

i Target audience - not only consider the geographical area you are operating in, but the kind of customer
you are targeting. Customer profiling is a handy way to uncover information about your ideal (or
existing) customer ds habi t smovivahlow arathey buyirg®?Whateaiet i n g,
they watching? How do they like to be spoken to?

This process is referred to as customer profiling. It create a specific portrait of your customer, containing all of
the above information, to aid decision making for your tourism business.
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By completing your business plan, SWOT anal ysis and customer prUsRi | es,
Unique Selling Proposition. This is what makes you stand out from the crowd, attracts your customer to you

and not the competition,andmake s your busi ness sorhepedeetiprgmotiooalamsmunitiont 6 s a |
as nobody can copy or compete with you!

O--mmmmmm-

° Qcibo.o & é* e
® 4F W & ¥ T

UNIQUE SALE CONSUMER BENEFITS BRANDING MARKETING

TIP:Campaspe Shireds Economic Devmdnphelpfd tools thatewdllrassist the ac c e
research phase including statistics, economic modelling and customer profiling templates. Get in touch!
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Lean on me i the power of outsourcing

Before you go launching into the stratosphere, consider just how many hats you as the business owner will be
wearing.

The list of below external suppliers are just some that you may need to avoid any sticky situations before
opening your door:

1 FINANCE: Accountant, financial advisor, bookkeeper i forecasting cash flow, investment or budgeting.

1 LEGAL: solicitor or legal practitioner i lease agreements, sale of business contracts, start up and
operational contracts, franchises or partner business options.

1 INSURANCE: use a broker or company to determine and assist with the three categories (Assets and

1 COUNCIL: economic development, planning, local laws, environmental health and more. We
understand that it can be challenging to navigate Council departments, so use the Eco Dev team as
your first point of contact and we will | ead
and advice. We can also assist with grants and funding opportunities as they become available.

TIP: although starting up or running a business can be a costly exercise, is it worth engaging other businesses
or outsourcing different tasks? It can help you save considerable time, money, energy (and stress levels!) often
businesses outsource invoicing, administration, HR, marketing & cleaning to allow them to work on the
business, rather than it in. The rise of the virtual assistant is also worth investigating too!
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#3 CREATING YOUR PRODUCT

The experience economy

Tourism has evolved into the delivery of an experience, rather than a product or service, and tourism operators
are in the business of creating memories for their customers.

The Progression of Economic Value

‘%gﬁ COMMODITEES Iééommodmzaﬂon

— ® 0 ® 92016 Suatege Harzona LLP 00 o m—

This effectively means thateveryel e ment of t he t our i @rtindiddual dperator) becamesa de st
part of the experience.

Was the accommodation suitable, were the locals friendly and helpful, were the attractions affordable, public
toilets clean and easy to find, accessible parking , directions to your business adequate? Alongside elements
that make the experience unique to the individual visitor, these are all important questions that will determine
the O6visitor expereinceb

Consider these connections and how you can build them into your experience at every customer touch point.

If your customers feel they have made a personal connection, this leads to positive reviews, repeat business
and organic growth through word-of-mouth.

Experience = education + entertainment

The Four Realms of an Experience

Absorption

Educational

Passive — Active
participation 4 - participation

Esthetic + Escaplst

Immaersion
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B ut #hat does this mean????

Be REAL T be AUTHENTIC T

& meet (orexceed)y our customersod6 expec

Many businesses are guilty of overselling their product or service in order to capture a sale. In the tourism
industry this can be very dangerous. If a visitor comes to your business expecting certain promises that you
¢ a rdéliver, not only will they not return, they are likely to tell other potential customers to avoid your business
T or blast it on a public forum such as a review site or social media. It can be hard to bounce back from this.

A great example of authenticity comes from Big 4 Bellarine https://www.facebook.com/BIG4Bellarine/

Sophie & her family purchased a vacant block of land with a $7million loan hanging over their heads.

There was nothing to market i only a working construction site and piles of dirt 7 whilst the
accommodation facility was being built. However Sophie saw this as an opportunity to create a picture

of what the venture would become. Ten months later they were cash positive and welcoming guests in

droves i all through the power of authentic storytelling i no hard sells or overpromises, fake news

stories, reviews or stock imagery. Throughout this journey Sophie unearthed exactly who her customer

is, when they are online, when they need a holiday, wh at t hey | i kieandeewedy bubinessdt | i k
decision reverts back to her audience.
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Creating a bookable experience

Offering a walk-in experience is only one element to a tourism business. Add value and grow your appeal (and

revenue)t hr ough creating a bookabl e inthegxgerience aconemy sgacevthisn we 6 r
is a no-brainer.

What is a bookable experience?

A tour or activity that has a set price, time and can be purchased/confirmed in advance of travel either on your
website or your local Visitor Information Centre.

What makes up a bookable experience?

9 Set pricing structure & schedule

BOOK NOW

1 Consistency i same for each customer
1 Takes place at a set time day for set duration
And the benefits?
1 Value-add to the experience (and dollar spend!)
1 Confirmed, in advance booking i a guarantee!
1 Grow revenue
1 Increased time spent by the customer in your business

9 Tap into new promotional and sales channels

IP: Call C o u n cToufistnSupport Officer if you need some assistance brainstorming your bookable product.

Online Booking Platform

An online booking system can help you sell your product by providing live availability, prices and secure
bookings directly to your customers.

It can also distribute your product to online marketplaces, such as online travel agents and visitor information
centres. Additionally, online booking systems help you manage your inventory and streamline payments and
operations.

There are many systems out there, such as BookingBoss, SiteMinder and Bookeasy. If you decide to use an
online booking system, do plenty of research and get competitive quoting to find the right one to suit your
requirements.

TIP: Echuca Moama & District Visitor Information Centre are always looking for new bookable experiences

and can sell experiences on your behalf, taking the stress out of a separate booking platform for you. Plus, the
ticket sale commission keeps money local.

The power of the customer
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