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Appendix A STRATEGIC POLICY REVIEW
This policy and literature review includes the key Federal, State, regional and local strategies

1.2. STATE TOURISM POLICY

which influence tourism development in the Bendigo Region.
Visit Victoria (formerly Tourism Victoria) is the primary body responsible for governing

1.1. FEDERAL TOURISM POLICY

tourism policy direction and development in Victoria. There are several strategies relevant

The Australian Government supports tourism through the Department of Resources, Energy
and Tourism and Tourism Australia.

Key Federal Government tourism strategies and

research include:


Long-Term Tourism Strategy (2009);
National Long-Term Tourism Strategy, and the Work Plan (2009);



2020 Tourism Industry Potential (2010, updated in 2011);



Tourism Research Australia: State of the Industry, Travel By Australians and

in Appendix A.
Within State policy, Bendigo is considered as part of the broader Goldfields Region which

The Jackson Report on behalf of the Steering Committee: Informing the National



to the development of tourism in the Bendigo Region and a full literature review is provided

includes Ballarat. The key opportunities identified for the Goldfields Region in the Regional
Tourism Strategy include supporting investment and marketing of new and existing cultural,
historical and heritage infrastructure, and enhancing regional tourism events. The key
actions include:


development and implementation of a project investment model. This could

International Visitors in Australia (Sept. Qtr 2011);


Continue to evolve The Goldfields - Australia's Premier Heritage Region, including
include or be supported by:

Tourism Forecasting Committee: Issue 2, 2011.

o

Heritage townships, streetscapes and tourist facilities;

The Jackson Report, the National Long-Term Tourism Strategy and 2020 Tourism Industry

o

Touring routes, tracks and trails;

Potential note the link between investment in tourism product and infrastructure and the

o

Telling the Goldfields stories through contemporary signage and

industry meeting its potential for growth over the forthcoming decade.

genealogical tourism products; and

2020 Tourism Industry Potential specifically refers to the need for investment in quality
product in regional areas, rather than increased quantity. This strategy also refers to

o


Governments to reduce red-tape and to facilitate investment in the industry. The National
Long-Term Tourism Strategy highlights the importance of the natural, cultural and heritage

Developing a suite of high quality events.

Develop 'soft' tourism regional history and cultural product experiences for
international markets, commencing with China.



assets of the country to the tourism industry.

Extend yield and dispersal in domestic markets through better regional
connectivity.

In May 2014, Tourism Australia launched a new international marketing campaign called



Develop high end accommodation and continue to build food and wine offerings.

'Restaurant Australia' to promote Australia's culinary experiences internationally.

The



Develop the region's online presence through integrated digital platforms.

campaign has been launched in response to research which shows that demand for food



Support the Victorian Goldfields Tourism Executive to provide leadership and set

and wine experiences are continually growing as part of individuals travel choices.

direction as the regional peak tourism organisation.
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LODDON MALLEE REGIONAL STRATEGIC PLAN 2015-2018

1.3. REGIONAL POLICY

The Loddon Mallee Region includes 10 local government areas which cover the Bendigo
SOUTHERN LODDON MALLEE REGIONAL GROWTH PLAN 2014

Tourism Region and a large part of the Murray region. The Plan was completed by Regional

The Southern Loddon Mallee Regional Growth Plan 2014 was completed by the State

Development Australia and outlines the strategic directions and actions for region over the

Government and provides a regional approach to land use planning in the region. The

next four years. The Plan is structured by 4 Strategic Directions with accompanying Priority

Southern Loddon Region covers the Bendigo Tourism Region, as well as Macedon Ranges

Areas. More detailed action plans which align with the Priority Areas will be developed over

Shire.

time with partner organisations.

Tourism is considered as an emerging growth sector and opportunity for economic

The key Priority Area's relevant to tourism include the following.

diversification. The Bendigo Art Gallery is identified as being successful in growing visitation
and the tourism profile of the region.

This will require investment in adequate

accommodation and facilities, promotion and continued investment in existing tourism

Priority Area 1-8 Invest in tourism product assets and related infrastructure: promotes
initiatives which lead to planning and development of tourism infrastructure and services
that increase visitation and spend across the region and attract investment. This includes

infrastructure.

initiatives that increase opportunities for Aboriginal people through cultural tourism and
The region's natural assets provide opportunity for further tourism development in
accordance with government policy and guidelines.

Castlemaine Diggings National

Heritage Park is identified as a significant tourism asset, for which World Heritage
designation is being sought.

leverage projects already undertaken to improve tourism, such as arts, cultural and
recreational precincts, and other iconic natural and cultural heritage assets such as the
Goldfields Region.

There may be opportunities to attract private tourism
Priority Area 4-4 Maintain and build healthy places: maintain and build infrastructure

investment on public land, in accordance with government policy.

that create health places including walking and cycling, and access to natural and forested
Flexibility for the development of agri-tourism opportunities, in conjunction with
agricultural uses is supported.

places.

Opportunities may be provided by the application of
Priority Area 4-8 Support thriving arts, culture, sports, recreation, and major events:

reformed rural zones.

build on the strong sport, recreation, major events and arts culture in towns and cities that
The continued investment in the region's liveability and residential amenity, particularly in

attract new visitors.

Bendigo City, will make the region attractive for residents and visitors alike, and drive further
population and visitor growth. Increased lifestyle residential growth is forecast to occur in

Priority Area 4-9 Improve pride in, and protection of our Aboriginal and historic

the townships of Harcourt, Bridgewater, Inglewood, and Heathcote.

cultural heritage: support the protection and appreciation of Aboriginal, gold-mining,

infrastructure planning will be required.

Appropriate

immigration and river heritage.
It will be important for future funding purposes that projects identified in the Bendigo
Region DMP align with the funding priorities outlined in the Strategic Plan.
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1.4. LOCAL POLICY



Quality tourism product and infrastructure that meets the demands of target
markets.

The following section provides a summary of the key product, infrastructure and tourism
opportunities identified within strategic policy for each Bendigo Region municipality. This

The plan singles out the visiting friends and relatives market (VFR) as very important to the

sets the context for the tourism product infrastructure and gap analysis at a local level.

region (over 50% of visitation) and recommends developing a marketing strategy to target

The policy review has been prepared to provide a snapshot of strategic policy across the
four partner municipalities. It does not necessarily represent the full range of assets,
experiences or opportunities across the region and is not necessarily a reflection of the
product and infrastructure opportunities that will be put forward in the DMP.
1.4.1. CITY OF BENDIGO
VISIT BENDIGO TOURISM DEVELOPMENT PLAN 2007-2012
The tourism development plan was developed by the Bendigo Tourism Board, an advisory

the large segment.
HEATHCOTE TOURISM ACTION PLAN 2014
Heathcote Tourism and Development Inc. (HTD) completed a tourism action plan to
strategically position Heathcote as a leading destination for food and wine activities, whilst
incorporating the area's natural attributes.
A detailed four year action plan was developed with the priority projects identified as:


Heathcote brand. Develop a brand strategy for the Heathcote region which

board to the City of Greater Bendigo Council. The plan identifies eight key areas for strategy

leverages its unique attributes, and ensures a consistent and co-ordinated

development:

approach.



Strong private sector driven regional tourism organisations, focused on their core
role of destination marketing, working co-operatively with local tourism
associations and providing an umbrella marketing and representation role;



Strong local tourism associations focused on their core role of visitor servicing;



Support from local government for visitor servicing, destination and infrastructure



multiple organisations involved in tourism.


Strategic planning for integrated and consistent marketing and holistic tourism



Resourcing. Advocate Bendigo Tourism for a staffed resource to oversee and



Rail trail. Advocate for the construction of the remaining sections of the O'Keefe

administer the development of tourism in Heathcote.

Rail Trail linking Bendigo and Kilmore.

development that is owned and implemented by all stakeholders;


Co-operative marketing which maximises the effectiveness of industry, local



Leadership by strong and visionary organisations and individuals;



Quality visitor services that create satisfied visitors and lead to word of mouth

Cellar door cycle trail. Establish a working party to develop a concept of cycling
trails which link Heathcote's attractions and cellar doors.

government and state government contributions;


Streetscape Masterplan. Work with Council, State Government, and the local
community to develop a Streetscape Masterplan for Heathcote town centre.

development and co-operative marketing;


Tourism structures. Clarify the roles and operational responsibilities of the



Signage strategy. Develop a Tourism Signage Strategy which provides a coordinated approach in design and branding, and promotes regional touring.

promotion; and

URBAN ENTERPRISE PTY LTD
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BENDIGO ECONOMIC DEVELOPMENT STRATEGY 2014-2020

1.4.2. MOUNT ALEXANDER

The Economic Development Strategy was developed to promote public and private sector

MOUNT ALEXANDER ECONOMIC DEVELOPMENT STRATEGY

investment into a series of priority actions that will generate "game changing" outcomes for
our region. The key outcomes which are relevant to tourism include:

The Mount Alexander Economic Development Strategy is aimed at creating a climate of
investment and innovation across all economic sectors.



Significant infrastructure development including:

Tourism is recognised as a key industry for the municipality which cuts across and

o

Upgrade of the Bendigo Hospital and St John of God Private Hospital

o

Upgrade of Bendigo Airport and construction of high capacity new runway

offer include goldfields heritage, the culinary, arts and cultural attractions and events of

o

Completion of the Regional Rail Project

Castlemaine, as well as the ‘village’ offerings of Maldon, Guildford and Newstead. In

o

Upgrade of the region's bus network

addition there are also a number of wineries, cideries and nature-based assets (e.g. trails and

contributes to most other economic sectors in the community. Key strengths of the tourism

Encourage the development of quality accommodation to service the growing

state parks) which contribute the tourism offer outside of townships.

tourism and business travel demands.

The Strategy is delivered through 6 main objectives with the most relevant to tourism being



Develop and promote Bendigo as a 'University City"

“Promote Mount Alexander Shire as a desirable place to live or visit. Some of the key actions



Continue to resource and promote the Bendigo Art Gallery

to develop tourism product include:



Complete the construction of the Ullumbarra Theatre (opened in June 2015)



Develop and upgrade the city's recreational facilities including:



o

New Indoor Aquatic and Wellbeing Centre

o

Expansion of the Bendigo Stadium and Bendigo Tennis Centre



Adaptive re-use of Fortuna Villa into a mixed-use tourism precinct



Support reinvestment into the Bendigo Trust and Golden Dragon Museum



Development and marketing of Bendigo's religious tourism assets including a
proposed "Faith in the Goldfields" interpretive centre



Encourage hospitality operators and retailers within central Bendigo to extend and
promote greater visitor-friendly trading hours.



Support the attraction, retention and benefits stemming from the successful
staging and promotion of major events.



Identify gaps in the current tourism product offer that are hindering overnight and
longer stay visitation and establish business cases for addressing these gaps. In
particular, the lack of larger, quality accommodation and conference facilities.



Enhance the historic retail precinct in Maldon as a platform for ongoing events
and collaborative initiatives among retail, food service and accommodation
providers.



Progress the World Heritage listing bid for the Castlemaine Diggings National
Heritage Park



Support the development of the Goldfields Track and associated mountain bike
and walking experiences



Support events that drive significant visitation, such as the Castlemaine State
Festival.

MOUNT ALEXANDER ARTS STRATEGY 2011-2015
The arts are a valued part of Mount Alexander community and the Arts Strategy provides a
framework for Council in developing and fostering the local arts scene. Cultural tourism is a
BENDIGO REGION DESTINATION MANAGEMENT PLAN
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key tourism product for the Shire and strategies relating to the growth in arts tourism are



included within the objective of fostering arts as a key economic contributor, supporting
arts events, and marketing cultural activity. They include:



Promote opportunities for artists and local arts industry enterprises and become
engaged in tourism strategies and planning processes.





funds.



Enhance business and enterprise development opportunities for local arts and

LODDON SHIRE TOURISM STRATEGY 2011-2016

culture organisations and individuals in order to attract new markets.

The Loddon Shire Tourism Strategy aims to develop a range of quality visitor experiences

Continue to support the Castlemaine State Festival and other related creative

which increases visitation, visitor yield, and economic benefit to local communities. The key

community celebrations, including other local festivals and events.

tourism strengths of the region are identified as being:

Strengthen networks of existing local festivals and events to develop initiatives
opportunities and connectedness.



Celebrate special heritage anniversaries for historical events or heritage places.

1.4.3. LODDON SHIRE



and strategies that improve sustainability through professional development


Provide heritage input into the group of four Goldfields Councils currently working
on a regional tourism strategy.

Continue to develop Cultural Tourism as a key tourism product and Mount
Alexander Shire as a significant arts and cultural destination.

Identify priorities for heritage interpretation throughout the Shire and allocate

Nature-based activities: leveraging from the National and State Parks, river, and
lakes in the region;



Through partnerships with arts and cultural organisations, develop and produce

Culture and heritage: historic towns, gold rush heritage, and indigenous cultural
heritage;

innovative marketing and promotion plans and activities.



Food and wine agri-tourism; showcasing local produce; and

Develop an arts and culture self-guided tour with maps and artwork directional



Festivals and events; promoting a strong calendar of events.

signage.

The Strategy is delivered through 6 focus areas, as outlined below.
MOUNT ALEXANDER HERITAGE STRATEGY 2012-2016



Mount Alexander's cultural heritage is a key part of its appeal as a destination and the 2012
Heritage Strategy sets out an action plan to manage and celebrate the region's heritage
assets.

products and services to encourage greater visitor yield.


Customer Service: provide high levels of customer service.



Marketing and Promotion: effectively market tourism products and services to

The key actions which are relevant to tourism are grouped under the goal of 'creating
opportunities to engage with and enjoy our cultural heritage', and include:



the target market utilising a range of different tools.


Partnerships: maximise resources by developing cooperative alliances with



Industry Support: provide support and encouragement to local tourism

Support a website page or forum for the community groups to forward
information.
Support the nomination for World Heritage Listing for the Goldfields area.

Development of Tourism Products and Services: develop quality tourism

federal, state and regional tourism bodies.

initiatives

URBAN ENTERPRISE PTY LTD
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Research: undertake regular research and evaluation in order to increase

o

The need for tourism trails promoting activities throughout the Shire

knowledge of the target market’s needs and demands

o

Improved transport between towns and settlements

Each focus area is supported by a number of specific actions. A new strategy is planned to

o

Improve product and variety of product

be developed in late 2015.

o

Better use of retail space

o

Shop front development

o

Develop and further the concept of an arts precinct involving Railway

LODDON SHIRE NATURE TOURISM PLAN 2011
The Nature Tourism Plan was completed at the same time as the Tourism Strategy, but

Domain, Nolan Street and Maryborough Town all/Fire Station and a co-

specifically focused on Loddon’s potential as an emerging nature-based tourism

locational arts precinct with Dunolly and Talbot.

destination. The objective of the plan was:
1.

To promote existing nature tourism venues in the Shire;

2.

To identify areas in Loddon Shire that demonstrates potential for nature tourism;

3.

To assist in the improvement, where practical, of existing facilities; and

4.

To identify potential new/expanded business opportunities in nature tourism.



Market the Shire of Central Goldfields with an Iconic ‘Brand’ showcasing heritage,
arts and culture and nature based activities under the banner of ‘Liveability’.



Establish Central Goldfields as destination which offers excellent product delivery
and customer service.

The key NBT tourism assets are identified as:



Increase and maximize the effectiveness of interpretive experiences for visitors
and visitor service information and delivery.



Develop, co-ordinate, support and increase the ability of events and festivals to
provide benefits across the Shire and Region.



Loddon River



State and National Parks (Terrick Terrick, Kooyoora, and Leaghur)



Boort area lakes and wetlands

CENTRAL GOLDFIELDS ECONOMIC DEVELOPMENT STRATEGY 2013-2017



Hills and Granite Outcrops (including Pyramid Hill and Mount Hope)

The key objective relevant to tourism in the Strategy is to grow the visitor market in order to



Box Iron Bark Forest system

increase spending into the area and to maximise opportunities to promote the Shire
offerings. Key actions include:

1.4.4. CENTRAL GOLDFIELDS



Maintain attractive retail precincts.

DESTINATION CENTRAL GOLDFIELDS STRATEGIC PLAN 2010-2020



Develop and implement an updated Tourism Strategy, recognising a changing
regional tourism landscape.

The Strategic Plan provides a comprehensive overview of the product strengths of the
region. Ten key objectives are identified in plan with the most relevant summarised below.


Encourage the development of a number of and quality tourism products and
investment outcomes. Opportunities include:
o

Improved signage – destination and directional

BENDIGO REGION DESTINATION MANAGEMENT PLAN
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Implement the Events Strategy 2013.



Develop a marketing/promotion strategy which includes both formal and informal
activities

CENTRAL GOLDFIELDS EVENTS STRATEGY 2014-2019
The Events Strategy was developed to support the retention and growth of existing events
and enable the attraction of new events. The priority areas of focus include the following:


Work closely with the Victorian Goldfields Tourism Executive (VGTE), the Ballarat
and Bendigo Tourism Boards and other peak bodies on the development of the
proposed Regional Events



Improve web and technology-based promotion and management of event
information including social media marketing by event organisers



Support events with the provision of event planning and management templates
funding, information and event planning advisory services and timely briefings on
tourism and events information and trends;



Assess the opportunities to further development of Station Domain buildings. This
could include relocation of the VIC and the Art Gallery, improved amenity and
utilisation of the Station as the backdrop for heritage and interpretation related
events; and



Develop event policy and procedures in relation to funding grants and other
allocations of Council resources.

URBAN ENTERPRISE PTY LTD
NOVEMBER 2015

7

Appendix B DETAILED VISITOR PROFILE
1.5. OVERNIGHT VISITOR PROFILE

FIGURE 1 PURPOSE OF TRAVEL - TOURISM REGIONS

1.5.1. PURPOSE OF TRAVEL
The Bendigo Region receives the highest proportion of Visiting Friends and Relatives
visitation than any of the other comparative regions. This reflects the growing population
base of Bendigo City and the lifestyle residential development which has occurred in the

Total Bendigo Region
60%

47%

50%
40%

wider region. In general, a high proportion of VFR visitors can be perceived as a potential

Regional Victoria

35%

Ballarat

30%

to Bendigo are seeking to undertake the same lifestyle experiences and attractions which

20%

35%

33%

35%
28%

26%

17%
11% 10%

make it an attractive residential location (e.g. restaurants, cafes, recreation).

13%

10%

Compared to other Australian small city destinations, the market profile is almost identical
with Ballarat, whilst proportionately Hobart has a far greater Holiday market and Canberra a

5%

50% of overnight visitors Visiting Friends and Relatives. The Loddon area has the greatest
proportion of its overnight visitors (61%) making a trip for Holiday purposes and their least
for Visiting Friends and Relatives (31%). Heathcote also has a relatively high proportion of its
overnight visitors, 54%, travelling for Holiday purposes. The City of Bendigo has only 30% of
overnight visitors travelling for Holiday purposes, the least proportionately in the region,
but leads the way with 16% travelling for Business reasons.
VFR is the Bendigo Region’s largest visitor market accounting for almost half of all visitors. This
market is expected to grow in line with the population of the region and should be considered in
future marketing and visitor information programs.
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3%

6% 6%
4%

0%
Holiday

Visiting friends and relatives

greater Business market.
Within the region, both the Central Goldfields and Mount Alexander areas each have over

Hobart

45%

30%

problem in gaining yield from visitors, however, consultation indicated that the VFR market

Canberra

54%

54%

Source: Tourism Research Australia, NVS 5 years to December 2014

Business

Other reason

FIGURE 2 PURPOSE OF TRAVEL – BENDIGO SUB-REGIONS
Bendigo

Central Goldfields

Mount Alexander

TABLE 1 OVERNIGHT VISITOR ORIGIN
Heathcote

Loddon

Origin

Bendigo Region

Ballarat

Regional Victoria

NSW

8%

10%

7%

VIC

82%

76%

85%

Melbourne

46%

39%

49%

Regional VIC

37%

36%

36%

Qld

3%

4%

2%

SA

3%

7%

3%

WA

1%

1%

1%

TAS

1%

1%

0%

NT

1%

0%

0%

ACT

1%

1%

1%

70%
61%

60%

54%

53%

51%

47%

50%
41%

40%

35%
30%

39%
31%

30%
20%

16%
6%

10%

2%

5%

3%

6% 6% 5%

4%
0%

0%
Holiday

Visiting friends and
relatives

Business

Other reason

Source: Tourism Research Australia, NVS 5 years to December 2014

1.5.2. VISITOR ORIGIN
The majority of visitors on domestic overnight trips to the Bendigo Region are from Victoria

Source: Tourism Research Australia, NVS, 5 years to December 2014

(82%), with 46% of visitors from Melbourne and 37% from Regional Victoria. The Bendigo
Region receives a slightly lower proportion of visitors from Melbourne than the total
Regional Victoria as a whole, however a greater proportion than Ballarat (46% compared to
39%, respectively).

1.5.3. SEASONALITY

Origin data highlights the importance of promotion of the Bendigo Region to regional

Consistent with many inland regional Victoria destinations, visitation to the Bendigo Region

Victoria destinations as well as Melbourne, with 82% of the domestic overnight visitor

is higher around the Easter holiday period, especially during the month of April which

market being intrastate.

accounts for 12% of annual trips. The lowest point of the year for trips to the region is the
month of February (5% of annual trips), immediately following another strong period for
visitation over the summer months of December and January.
The seasonality for the Bendigo Region follows the pattern of visitation for total Regional
Victoria, although with a lower January visitation where Regional Victorian visitation peaks
at 14% likely driven by coastal destinations.

URBAN ENTERPRISE PTY LTD
NOVEMBER 2015

9

FIGURE 3 OVERNIGHT VISITATION SEASONALITY

15% of overnight visitors to Mount Alexander stay in standard hotel/motor inn (below 4
star) accommodation, and 10% stay in Guest House or Bed and Breakfast accommodation

Bengido region

16%

Regional Victoria

(the highest proportion of visitors for the region).

14%

FIGURE 4 OVERNIGHT - ACCOMMODATION

12%
10%
8%

39%

Friends or relatives property

48%

6%
4%

17%
14%

Standard hotel/motor inn (below 4 star)

2%
0%

19%
23%

Caravan/Camping/Motorhome/Cabin Park
5%
2%

Luxury hotel or luxury resort (4 or 5 star)

Regional Victoria
Source: Tourism Research Australia, NVS, 5 years to December 2014

1.5.4. ACCOMMODATION

Rented house/apartment/flat or unit (not serviced
daily)

9%

Bendigo Tourism Region

4%
2%
4%

Guest house or Bed & Breakfast

Visitors on domestic overnight trips to the Bendigo Region are most likely to stay at a
Friends or Relatives Property (48%), particularly visitors to Central Goldfields (55%) and

8%
5%

Own property (e.g. holiday house)

Mount Alexander (54%), but is also the leading type of accommodation for visitors to the
Bendigo and Heathcote sub-regions (49% each).
28% of overnight visitors to Bendigo stay in standard (4 star or below) hotel

1%
0%

Serviced apartment
0%

accommodation, 5% in a luxury hotel or resort, and only 1% in serviced apartment
accommodation.
42% of overnight visitors to Loddon stay in Caravan, Camping, Motorhome or Cabin park
accommodation, highlighting the nature-based tourism offering in this subregion. Bed and
Breakfast (2%) and Luxury accommodation (0%) stays are low in the Loddon subregion.
The holiday home market in the region is highest in Heathcote, with 13% of overnight
visitors staying in their Own property.
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Source: Tourism Research Australia, NVS, 5 years to December 2014

20%

40%

60%

FIGURE 5 OVERNIGHT - ACCOMMODATION (BENDIGO SUB-REGIONS)

1.5.5. VISITOR ACTIVITIES
Analysis of domestic overnight visitor activities undertaken in the Bendigo Region
32%
55%
54%

Friends or relatives property
49%
49%

highlights the cultural and historical tourism product strengths, as well as opportunities for
growth in niche markets such as cycling and food and wine tourism.
55% of trips to the Bendigo Region included visiting Friends & relatives, significantly higher

9%

than the 45% of total Regional Victoria. With this large proportion of trips to the area

15%

Standard hotel/motor inn (below 4 star)

9%
8%

undertaking activities alongside visits with locals, the engagement of local residents in the
28%

tourism product offering and destination marketing is critical in the Bendigo Region.
42%

12% of trips to the Bendigo included visiting Museums or Art Galleries, significantly higher

20%

Caravan/Camping/Motorhome/Cabin Park

15%

than the 5% of trips across total Regional Victoria that undertook visits to museums or art

29%
11%

galleries, highlighting Bendigo’s product strength in this area. Visitation to Museum or Art

0%
1%
2%
0%
5%

Luxury hotel or luxury resort (4 or 5 star)

Galleries was also higher than the Regional Victoria average in all other subregions except
for Loddon.

Loddon
Central Goldfields
9%

total Regional Victoria, visitors to the Loddon, Central Goldfields and Heathcote sub-regions

4%
4%

Rented house/apartment/flat or unit (not serviced
daily)

Mount Alexander

0%
2%

proportion of cycling tourism, with Bendigo having only 0.7% of visiting undertaking

2%
4%

cycling.

Bendigo LGA

10%
2%
2%

When compared to Regional Victoria there are also some product gaps: for the Bendigo
Region these include Wineries, Theatre, concerts or other performing arts, and golf. It is

6%
1%

Own property (e.g. holiday house)

expected that the new Ulumbarra Theatre is likely to change this, with expected growth in

6%
13%
2%

the theatre and the performing arts offering.

0%
0%
0%
0%
1%

Serviced apartment

0%

are more likely to go Cycling during their trip (8.5%, 4.5% and 3.2% respectively, compared
to the Regional Victoria average of 2.8%), however the total Bendigo Region has a low

Heathcote
Guest house or Bed & Breakfast

There are also some niche market strengths across the Bendigo Region. In comparison to

The activities data suggest opportunities to strengthen ’hinterland’ non-urban activities such as
visit to wineries and nature-based activities which are low by comparison. The strategy needs to
identify where product can be improved in these areas, with an opportunity to further market
20%

40%

60%

non-urban attractions and grow visitor dispersal throughout the region.

Source: Tourism Research Australia, NVS, 5 years to December 2014
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TABLE 2 VISITOR ACTIVITIES
Activities Undertaken

Central Goldfields

Mount Alexander

Heathcote

Bendigo

Loddon

Bendigo Region

Regional Victoria

Visit friends & relatives

64.5%

58.6%

38.9%

55.7%

39.1%

55.4%

45.2%

Eat out / dine at a restaurant and/or cafe

44.4%

53.8%

29.6%

48.6%

29.2%

47.2%

51.7%

Sightseeing/looking around

24.4%

29.8%

21.7%

18.6%

22.8%

21.6%

28.5%

Go shopping for pleasure

23.3%

24.0%

14.1%

21.2%

11.8%

21.1%

21.6%

Pubs, clubs, discos etc

20.9%

15.5%

11.4%

18.0%

24.5%

17.9%

19.2%

Visit museums or art galleries

8.2%

8.8%

6.3%

12.0%

3.5%

10.5%

5.3%

Go to markets

4.4%

14.2%

8.2%

5.9%

6.2%

7.5%

8.2%

Bushwalking / rainforest walks

13.5%

10.9%

10.9%

4.5%

19.7%

7.5%

13.5%

Visit history / heritage buildings, sites or monuments

9.9%

11.6%

0.9%

6.5%

3.5%

7.3%

4.7%

Visit national parks / state parks

5.3%

8.4%

13.5%

5.5%

12.2%

7.0%

11.4%

Visit botanical or other public gardens

4.6%

6.0%

0.9%

5.8%

1.6%

5.3%

3.2%

Picnics or BBQs

2.8%

4.0%

14.8%

4.2%

11.6%

5.1%

7.9%

Go on a daytrip to another place

7.5%

7.3%

4.4%

3.2%

4.2%

4.4%

5.8%

Attend festivals / fairs or cultural events

7.2%

5.6%

4.0%

3.8%

2.0%

4.3%

3.3%

Play other sports

3.0%

1.9%

7.0%

2.9%

12.6%

3.5%

4.6%

Attend an organised sporting event

2.4%

1.1%

2.0%

3.5%

1.2%

2.8%

2.6%

Visit farms

3.7%

4.4%

14.8%

0.8%

5.7%

2.8%

2.2%

Exercise, gym or swimming

6.9%

1.3%

0.6%

2.5%

5.5%

2.5%

4.2%

Visit wineries

4.4%

0.9%

7.0%

2.4%

0.6%

2.5%

4.3%

Source: Tourism Research Australia, NVS, 5 years to December 2014
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FIGURE 7 SUB-REGION VISITOR AGE PROFILE
1.5.6. VISITOR AGE
Central Goldfields

The Bendigo Region attracts a somewhat older visitor than the Regional Victoria average

Mount Alexander

Heathcote

Bendigo

Loddon

and Ballarat region. 39% of visitors to the Bendigo Region are over the age of 55 years,
compared to 32% to the Ballarat Region.

5%
9%

75+

Across the region, Mount Alexander has the oldest visitor profile with 44% of visitors aged

4%
4%
4%

over 55 years old followed by Central Goldfields at 40%, Heathcote at 39%, Bendigo at 38%
and Loddon at 31%.

13%
16%

65‐74

8%
15%

The Bendigo Region receives a smaller proportion of visitors aged 25-44 years old which is

12%

considered a key high yielding tourism market.
21%
19%

55‐64

FIGURE 6 BENDIGO REGION VISITOR AGE PROFILE

27%
19%
15%

Bendigo Region

Ballarat

Regional Victoria

23%
16%

25%

45‐54

13%
16%
23%

20%

15%

18%17%
16%
14% 15%

15%

19%
18%
15%

19%
17%
17%16%

17%
16%

14%
14%

35‐44

14%

27%
15%

12%12%

13%
15%

10%

12%

25‐34

5%

5%

3%

9%
16%

4%

14%
8%

0%

15%

15‐24

25‐34

35‐44

45‐54

55‐64

65‐74

75+

15‐24

12%
15%
18%

Source: Tourism Research Australia, NVS, 5 years to December 2014

0%

5%

10%

15%

20%

25%

30%

Source: Tourism Research Australia, NVS, 5 years to December 2014
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1.5.7. TRAVEL PARTY TYPE

1.6. DAYTRIP VISITORS

Compared to Total Regional Victoria, the Bendigo Region attracts a higher proportion of
visitors Travelling alone (26% compared to 20%), and less Family groups (parents and

1.6.1. DAYTRIP VISITOR ORIGIN
The majority of domestic daytrips to the Bendigo Region, (38%) originate from Melbourne,

children, 22% compared to 25%).

with a further 31% from Other Regional Victoria areas, and 24% from within the Bendigo
Region itself.

FIGURE 8 TRAVEL PARTY TYPE

Central Goldfields and Loddon have the lowest proportion of their daytrip visitors travelling
Adult couple

daytrip visitors from the Bendigo Region.

20%

TABLE 3 DAYTRIP VISITOR ORIGIN

22%

Family group ‐ parents and children

Bendigo

Central
Goldfields

Heathcote

Mount
Alexander

Loddon

Bendigo
Region

Victoria

96%

99%

99%

100%

100%

97%

Bendigo Region

17%

34%

27%

31%

62%

24%

Melbourne

40%

25%

47%

42%

11%

38%

Ballarat

4%

13%

3%

5%

0%

4%

Other Regional Victoria

35%

27%

23%

21%

27%

31%

NSW

4%

0%

1%

0%

0%

3%

Other Australia

0%

1%

0%

0%

0%

0%

25%
16%

Friends or relatives travelling together ‐ without
children

Friends or relatives travelling together ‐ with
children

from Melbourne (25% and 11%, respectively), however receive the largest proportion of

29%
26%

Travelling alone

Business associates travelling together

29%

17%
3%
2%
3%
5%

Source: Tourism Research Australia, NVS, 5 years to December 2014

Bendigo region
Regional Victoria

Source: Tourism Research Australia, NVS, 5 years to December 2014

For the sub-regions of Loddon and Central Goldfields, the Bendigo Region is their largest market
for daytrip visitors. This highlights the importance of the strategic alignment between Council’s
and allows the regional Councils to promote their destinations into the Bendigo market. This
approach would target both visitors and Bendigo residents to explore the broader region.
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FIGURE 10 VISITOR PURPOSE - DAYTRIP

1.6.2. VISITOR PURPOSE
The majority of domestic daytrip visitors to the Bendigo Region are for holiday and leisure
purposes (46%), followed by visiting friends and relatives (33%). The Regional Victoria

Central Goldfields

70%

Bendigo

Heathcote

Mount Alexander

Loddon

61%

average has a greater proportion of daytrips for Holiday purposes.
60%

56%
53%

The Bendigo Region has a stronger daytrip business market than the Regional Victoria
average (11% compared to 9%), as well as Other reasons for travel (which includes purposes

50%

such as Education and Medical purposes).
40%

45%
41%
39%
34%36%
32%
32%

FIGURE 9 DAYTRIPS - PURPOSE OF VISIT
30%
Bendigo Region

Regional Victoria

60%

20%

50%

14%

13%

50%
46%

11%

8%

10%

6%
1%

40%

33%

8%
3% 2% 4%

0%

32%

Holiday

30%
20%

Visiting friends and
relatives

Business

Other reason

Source: Tourism Research Australia, NVS, 5 years to December 2014

11%
10%

9%

10%

9%

0%
Holiday

Visiting friends and relatives

Business

Other reason

Source: Tourism Research Australia, NVS, 5 years to December 2014
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1.7. INTERNATIONAL VISITORS

TABLE 4 VISITOR NATIONALITY (2009-2014)

Data for international markets was sourced from the IVS. Due to sampling limitations for

Country of Origin

Bendigo Region

Total Regional Victoria

small areas, detailed analysis of IVS data cannot be undertaken. Instead this analysis focuses
on the broad international visitation trends in the total Bendigo Region, with demographic

New Zealand

22%

14%

profiling of visitors to the region completed using a 5 year sample.

United Kingdom

21%

19%

United States of America

9%

8%

Other Europe

5%

6%

22% of visitors followed by the United Kingdom at 21%.

China

4%

5%

According to IVS data, German visitation to the Bendigo Region is much lower than that of

Canada

4%

3%

total Regional Victoria, at only 3% of the international market compared to 8%. The New

Germany

3%

8%

Other Countries

3%

5%

Other Asia

3%

2%

Scandinavia

3%

3%

India

3%

2%

Netherlands

3%

3%

France

3%

4%

Singapore

2%

3%

Other Countries

12%

15%

1.7.1. NATIONALITY
New Zealand is the largest international visitor market to the Bendigo Region, representing

Zealand market is comparatively much larger.

Source: Tourism Research Australia, IVS, 5 years to December 2014
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1.7.2. INTERNATIONAL VISITOR PURPOSE

1.8. DOMESTIC VISITOR ATTITUDES

The majority of international visitors to the Bendigo Region are visiting for a holiday (42%),

Data for the profiling of visitor attitudes was sourced from the Roy Morgan Holiday Tracking

however a large proportion are also Visiting Friends and Relatives (35%). 11% of

Survey (HTS), and this section shows the attitudinal responses of Australians who have

international visitors were visiting for Business, and 6% for Other purposes (including

Visited Bendigo and Surrounds (in the last 12 months) indexed against the Australian

Exhibitions and Transiting)

population (shown on the graphs at point 0), showing where visitors to the region are more

The Bendigo Region has a higher proportion of international visitors Visiting friends and

or less likely than the general population to agree with the given attitudinal statement.

relatives than the regional Victoria average (35% compared to 31%), as well as a higher
Business travel market (11% and 8%, respectively).

1.8.1. HOLIDAY ATTITUDES
Australians who visited Bendigo and Surrounds (in the last 12 months) were 26% more likely

FIGURE 11 INTERNATIONAL VISITOR PURPOSE – BENDIGO REGION

than the general population to agree with the statement “like to go away on weekends”,
and 21% more likely to agree with “I sometimes organise holidays on behalf of my family

Bendigo Region

Regional Victoria

and friends”. Other findings suggest a more active style of holiday compared to the general

60%

population, with a preference for accommodation with environmental policies.
51%

50%
42%
40%

35%
31%

30%

20%
11%
8%

10%

3% 3%

3%

4%

6%
2%

0%
Holiday

Visiting friends
and relatives

Business

Employment

Education

Other reason

Source: Tourism Research Australia, NVS, 5 years to December 2014
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FIGURE 12 HOLIDAY ATTITUDES

1.8.2. SHOPPING AND PRODUCT PREFERENCES
Australians who visited Bendigo and Surrounds (in the last 12 months) were 11% more likely
than the general population to agree with the statement “I will buy a product because of the

I like to go away on weekends

label”, and 11% less likely to agree with “I don’t buy luxuries anymore. However, the
Bendigo visitors were also 55% less likely to agree with “I was born to shop”, which suggests

I sometimes organise holidays on behalf of my
family and friends

that that shopping may not be a key driver for holidays despite their taste for labels and
luxury products.

I avoid staying at accommodation that does not
have genuine environmental policies

FIGURE 13 SHOPPING AND PRODUCT PREFERENCES
I'm always very active on holidays
I prefer to holiday where I can see nature or be in
a natural setting

I will buy a product because of the label
I try to buy Australian made products as often as
possible

I'd like to holiday where I can experience the local
culture

I don't buy luxuries anymore

I usually leave holiday arrangements to someone
else

I was born to shop
I enjoy holidays where everything is organised for
you

‐100 ‐80 ‐60 ‐40 ‐20 0 20 40 60
Indexed to total Australian population

80 100

On holidays I like to do as little as possible
Source: Roy Morgan Single Source, April 2014 – March 2015. Please say whether you agree or disagree with the
following statements. Total Visited Bendigo in last 12 months n=182, Total Australia n=15,913.

It only feels like a holiday if I leave Australia
‐100 ‐80 ‐60 ‐40 ‐20

0

20

40

60

80 100

Indexed to total Australian population
Source: Roy Morgan Single Source, April 2014 – March 2015. Please say whether you agree or disagree with the
following statements. Total Visited Bendigo in last 12 months n=182, Total Australia n=15,913.
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1.8.3. FOOD AND DRINK PREFERENCES

1.8.4. SOCIETAL AND IDENTITY ATTITUDES

Australians who visited Bendigo and Surrounds (in the last 12 months) were 107% more

Findings about societal and identity attitudes suggest a progressive, social, and style-

likely than the general population (aged 18+) to agree with the statement “If I hear of a new

conscience visitor market to the Bendigo Region. They were also more likely to enjoy

alcoholic drink I will try it”, and 76% more likely to agree with “Australian beer is the only

entertaining, to consider themselves a homosexual, to agree that they are “a bit of an

beer worth drinking”, and 39% more likely to agree that imported beer is a waste of money.

intellectual”, and less likely to agree with the statement “I don’t know too much about

Bendigo visitors were also 47% more likely to enjoy wine with their meals.

what’s going on in the world these days”.

They also have a preference for non-traditional meals, and like to regularly try new foods.

Finding also suggest that Bendigo visitors are more likely to be interested in home

They are more likely than the general population to eat vegetarian and organic foods, and

improvement activities, 15% more likely to consider themselves a “Mr fix-it type of person”

less likely to buy frozen or ready prepared meals or take away food to eat at home.

and 19% more likely to keep up-to-date with ideas to improve their homes.

FIGURE 14 FOOD AND DRINK PREFERENCES

FIGURE 15 SOCIETAL AND IDENTITY ATTITUDES

If I hear of a new alcoholic drink I will try it
(drinkers 18+)

I consider myself a homosexual

Australian beer is the only beer worth drinking
(drinkers 18+)

I try to look stylish
I find it difficult to switch off from work

I like to drink wine with my meals

At heart I'm an environmentalist
Imported beer is a waste of money (drinkers 18+)

I keep up‐to‐date with new ideas to improve my
home

The food I eat is all, or almost all, vegetarian

I like to entertain spontaneously
I try to buy organic food whenever I can
I'm a bit of an intellectual
I like to have traditional meals at home
I'm a 'Mr Fix It' type of person
I buy the same food every week
There's too much change going on these days
I often buy take away food to eat at home

I don't like to know too much about what's going
on in the world these days

I often buy frozen or chilled ready prepared
meals

‐100
‐100

‐75 ‐50 ‐25
0
25
50
75
Indexed to total Australian population

100

‐75

‐50

‐25

0

25

50

75

100

Indexed to total Australian population
Source: Roy Morgan Single Source, April 2014 – March 2015. Please say whether you agree or disagree with the

Source: Roy Morgan Single Source, April 2014 – March 2015. Please say whether you agree or disagree with the

following statements. Total Visited Bendigo in last 12 months n=182, Total Australia n=15,913.

following statements. Total Visited Bendigo in last 12 months n=182, Total Australia n=15,913.
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1.8.5. ADVERTISING AND MEDIA

1.8.6. EATING OUT

Australians who visited Bendigo and Surrounds (in the last 12 months) were 41% more likely

Australians who visited Bendigo and Surrounds (in the last 12 months) were 65% more likely

than the general population to agree with the statement “I always read the business section

than the general population to have been to a pub or hotel for a meal in the 3 months, 36%

of the newspaper”. They were also more likely to enter competitions on packets or labels,

more likely to have been to a licensed restaurant, and 26% more likely to have been to a

and use coupons.

café’s for a snack or meal as well as for coffee or tea.

They were 51% less likely than the general population to say they often notice the

FIGURE 17 EATING OUT

advertisements on taxis.
Went to a pub or hotel for a meal

FIGURE 16 ADVERTISING AND MEDIA

Went to a licenced restaurant
I always read the business section of the
newspaper

Went to a café for a snack or meal

I often enter competitions which are on packets
or labels on products

Went to a café for coffee or tea

I often redeem coupons to get discounts or
special offers

‐100

‐75

‐50

‐25

0

25

50

75

100

Indexed to total Australian population
I use coupons I find in magazines or on packets

Source: Roy Morgan Single Source, April 2014 – March 2015. Which of the following activities have you done in the
last 3 months? Total Visited Bendigo in last 12 months n=182, Total Australia n=15,913.

I often notice the advertisements on the tops and
backs of taxis
‐100 ‐80 ‐60 ‐40 ‐20

0

20

40

60

80 100

Indexed to total Australian population
Source: Roy Morgan Single Source, April 2014 – March 2015. Please say whether you agree or disagree with the
following statements. Total Visited Bendigo in last 12 months n=182, Total Australia n=15,913.
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1.8.7. ENTERTAINMENT

1.8.8. LEISURE ACTIVITIES AND PLACES VISITED

Visitors to the region are also fond of seeing live entertainment. Australians who visited

Australians who visited Bendigo and Surrounds (in the last 12 months) were 104% more

Bendigo and Surrounds (in the last 12 months) were 94% more likely than the general

likely than the general population to have undertaken dressmaking activities in the last 3

population to have been to a rock or pop music concert in the last 3 months, 48% more

months, 103% more likely to have been to a professional sports event, as well as more likely

likely to have been to the ballet or opera, 30% more likely to have been to the live theatre,

to have been to a zoo or wildlife park, to a historical house, to a short course or seminar, or

and 29% more likely to have been to a theatre restaurant, pub or cabaret for live

to have undertaken gardening activities. They were less likely to have played a game of

entertainment. Visitors to Bendigo were also 32% more likely to have been to the cinema.

pool/snookers/billiards.

FIGURE 18 ENTERTAINMENT

FIGURE 19 LEISURE ACTIVITIES AND PLACES VISITED

Went to a rock, pop music concert

Undertook Dressmaking

Went to a jazz, classical or blues performance

Went to professional sports events

Went to the ballet or opera

Went to a zoo/wildlife park/sanctuary

Went to the cinema

Went to a historical house or building which is
open to the public

Went to the live theatre

Went to a short course, seminar, convention or
public lecture

Went to a threatre restaurant, pub or caberet for
live entertainment

Worked in the garden
‐100

‐75

‐50

‐25

0

25

50

75

100

Indexed to total Australian population
Source: Roy Morgan Single Source, April 2014 – March 2015. Which of the following activities have you done in the

Played a musical instrument or sung in a band or
choir
Played a game of pool/snooker/billards

last 3 months? Total Visited Bendigo in last 12 months n=182, Total Australia n=15,913.

‐100 ‐75

‐50

‐25

0

25

50

75

100 125

Indexed to total Australian population

Source: Roy Morgan Single Source, April 2014 – March 2015. Which of the following activities have you done in the
last 3 months? Total Visited Bendigo in last 12 months n=182, Total Australia n=15,913.
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Appendix C ROY MORGAN PRODUCT TESTING
This section provides the findings from product testing research for the Bendigo Region

1.9. FINDINGS

undertaken for the Lifestyle Leader market, the target market identified by Visit Victoria.
1.9.1. TOWNS ASSOCIATED WITH THE BENDIGO REGION
Roy Morgan Research were commissioned to undertake the market research project,
recontacting a sample of 200 Roy Morgan Single Source Survey respondents within Visit

Q1. What towns or communities do you associate with the Bendigo Region?

Victoria’s Lifestyle Leader market segment, by Computer Assisted Telephone Interview in
August 2015.
FIGURE 20 TOWNS ASSOCIATED WITH THE BENDIGO REIGON

The profile of respondents (total n=200) is provided in the table below.

45% 42.0%

TABLE 5 RESPONDENT PROFILE

40%

Sample (n)

Sample (%)

Male

92

46%

Female

108

54%

18‐49

75

38%

50+

125

63%

15%

Melbourne

130

65%

10%
5%

35%
Gender

30%

Age group

26.0%

25%
20%

19.5%

10.0%
Origin

Employment

Victoria excluding Melbourne

70

35%

Employed FT/PT

108

54%

Not employed/retired/home duties

92

46%
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0%

8.0% 8.0%

6.5%

4.5% 4.5% 4.0% 3.5% 3.5% 3.5% 3.5%
3.0% 3.0% 2.5%

Lifestyle Leaders

Male

Female

18-49

50+

Melbourne

Victoria excl.
Melbourne

Employed FT/PT

Not employed/
retired/ home duties

1.9.2. ATTRACTIONS/ACTIVITIES ASSOCIATED WITH THE BENDIGO REGION

Art/ Bendigo Art
Gallery/ Art galleries

23.0

15.2

29.6

9.3

31.2

21.5

25.7

19.4

27.2

Gold mines/ Gold
mining

19.5

17.4

21.3

12.0

24.0

16.2

25.7

18.5

20.7

Tram/ Tramways/
Talking tram

17.5

15.2

19.4

8.0

23.2

16.2

20.0

16.7

18.5

Gold fields/ Gold
country

11.5

14.1

9.3

9.3

12.8

11.5

11.4

14.8

7.6

Chinese museum

10.5

4.3

15.7

10.7

10.4

10.8

10.0

12.0

8.7

Architecture/
Beautiful buildings/
Historic buildings

9.0

7.6

10.2

6.7

10.4

8.5

10.0

7.4

10.9

Bendigo Pottery/
Pottery

7.5

5.4

9.3

6.7

8.0

7.7

7.1

6.5

8.7

Restaurants/ Dining/
Cafes

7.0

4.3

9.3

8.0

6.4

8.5

4.3

12.0

1.1

History/ Historic

7.0

6.5

7.4

1.3

10.4

6.2

8.6

5.6

8.7

Wine/ Wineries

6.5

7.6

5.6

6.7

6.4

6.2

7.1

10.2

2.2

Bendigo Museum/
Museum

5.5

3.3

7.4

4.0

6.4

6.2

4.3

5.6

5.4

Gold (unspec)

4.5

6.5

2.8

1.3

6.4

3.1

7.1

3.7

5.4

Central Deborah Gold
mine

4.5

5.4

3.7

2.7

5.6

4.6

4.3

4.6

4.3

Q2 What visitor attractions and activities do you associate with the Bendigo Region?
FIGURE 21 ATTRACTIONS/ACTIVITIES ASSOCIATED WITH THE BENDIGO REIGON
Art/Bendigo Art Gallery/Art galleries

23.0%

Gold mines/Gold mining

19.5%

Tram/Tramways/Talking tram

17.5%

Gold fields/Gold country

11.5%

Chinese museum

10.5%

Architecture/Beautiful buildings/Historic…

9.0%

Bendigo Pottery/Pottery

7.5%

Restaurants/Dining/Cafes

7.0%

History/Historic

7.0%

Wine/Wineries

6.5%

Bendigo Museum/Museum

5.5%

Gold (unspec)

4.5%

Central Deborah Gold mine

4.5%

Cathedral/Catholic cathedral

4.5%

Mines/Mining/Mine shafts (unspec)

4.0%

National Parks/Parks (unspec)

4.0%

Gold history

3.5%

Shops/Shopping/Boutique shops

3.5%

Lake

3.5%

Easter Parade/Easter/Easter Fair

3.5%
0%

5%

10%

15%

20%

25%
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Cathedral/ Catholic
cathedral

4.5

5.4

3.7

0.0

7.2

3.1

7.1

4.6

4.3

Mines/ Mining/ Mine
shafts (unspec)

4.0

4.3

3.7

5.3

3.2

3.8

4.3

4.6

3.3

National Parks/ Parks
(unspec)

4.0

5.4

2.8

5.3

3.2

3.8

4.3

4.6

3.3

Gold history

3.5

4.3

2.8

2.7

4.0

3.8

2.9

4.6

2.2

Shops/ Shopping/
Boutique shops

3.5

2.2

4.6

2.7

4.0

3.8

2.9

4.6

2.2

Lake

3.5

2.2

4.6

1.3

4.8

2.3

5.7

5.6

1.1

Easter Parade/ Easter/
Easter Fair

3.5

2.2

4.6

1.3

4.8

1.5

7.1

0.9

6.5
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1.9.3. ATTRACTIONS/ACTIVITIES ASSOCIATED WITH THE BENDIGO REGION

Q3A. Visiting goldrush heritage attraction such as museums or mine tours.

Female

18-49

50+

Melbourne

Victoria excl.
Melbourne

Employed FT/PT

Not employed/
retired/ home duties

Somewhat interested

Male

Not interested

Lifestyle Leaders

Q3 If you were visiting the Bendigo Region, which of the following would you be
interestedin?

Very interested (%)

46.0

43.5

48.1

37.3

51.2

47.7

42.9

40.7

52.2

Somewhat interested (%)

43.0

44.6

41.7

48.0

40.0

41.5

45.7

47.2

38.0

Not interested (%)

11.0

12.0

10.2

14.7

8.8

10.8

11.4

12.0

9.8

Very interested

8.5
Touring historical towns and villages

38.5
53
11

Visiting goldrush heritage attractions
such as museums or mine tours

43
46
16.5

Visiting arts and cultural attractions such
as the Bendigo Art Gallery

36
47.5
24.5
28.5

Visiting wineries, micro-breweries or
cideries

47
20

Attending arts and cultural events

Q3B. Visiting arts and cultural attractions such as the Bendigo Art Gallery.

42

Lifestyle Leaders

Male

Female

18-49

50+

Melbourne

Victoria excl.
Melbourne

Employed FT/PT

Not employed/
retired/ home duties

38

Very interested (%)

47.5

41.3

52.8

25.3

60.8

44.6

52.9

38.0

58.7

Somewhat interested (%)

36.0

37.0

35.2

46.7

29.6

36.9

34.3

39.8

31.5

Not interested (%)

16.5

21.7

12.0

28.0

9.6

18.5

12.9

22.2

9.8

25

Visiting farm gates to purchase local
produce

42
33

Experiencing nature through
recreational and outdoor activities such
as bushwalking

29
38.5
32.5
46

Participating in interactive arts and crafts
activities

40
14
58.5

Participating in water sports activities
such as kayaking, canoeing, fishing

26.5
15
70

Cycling including recreational, road,
mountain biking

17.5
12.5
0

20

40

60

80
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Q3C. Participating in interactive arts and crafts activities.

Lifestyle Leaders

Male

Female

18-49

50+

Melbourne

Victoria excl.
Melbourne

Employed FT/PT

Not employed/
retired/ home duties

Lifestyle Leaders

Male

Female

18-49

50+

Melbourne

Victoria excl.
Melbourne

Employed FT/PT

Not employed/
retired/ home duties

Q3E. Visiting wineries, micro-breweries or cideries.

Very interested (%)

14.0

10.9

16.7

14.7

13.6

15.4

11.4

8.3

20.7

Very interested (%)

47.0

53.3

41.7

41.3

50.4

47.7

45.7

46.3

47.8

Somewhat interested (%)

40.0

37.0

42.6

44.0

37.6

39.2

41.4

38.0

42.4

Somewhat interested (%)

28.5

31.5

25.9

37.3

23.2

31.5

22.9

37.0

18.5

Not interested (%)

46.0

52.2

40.7

41.3

48.8

45.4

47.1

53.7

37.0

Not interested (%)

24.5

15.2

32.4

21.3

26.4

20.8

31.4

16.7

33.7

27.8

39.1

Somewhat interested (%)

42.0

50.0

35.2

38.7

44.0

41.5

42.9

44.4

39.1

Not interested (%)

25.0

27.2

23.1

29.3

22.4

21.5

31.4

27.8

21.7
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Not employed/
retired/ home duties

25.7

Employed FT/PT

Not employed/
retired/ home duties

36.9

Victoria excl.
Melbourne

Employed FT/PT

33.6

Melbourne

Victoria excl.
Melbourne

32.0

50+

Melbourne

41.7

18-49

50+

22.8

Female

18-49

33.0

Male

Female

Very interested (%)

Lifestyle Leaders

Male

Q3F. Cycling including recreational, road, mountain biking.

Lifestyle Leaders

Q3D. Visiting farm gates to purchase local produce.

Very interested (%)

12.5

17.4

8.3

20.0

8.0

14.6

8.6

13.9

10.9

Somewhat interested (%)

17.5

18.5

16.7

25.3

12.8

17.7

17.1

21.3

13.0

Not interested (%)

70.0

64.1

75.0

54.7

79.2

67.7

74.3

64.8

76.1

Q3G. Experiencing nature through recreational and outdoor activities such as

Q3I. Touring historical towns and villages.
Not employed/
retired/ home duties

30.6

34.8

Somewhat interested (%)

38.5

43.5

34.3

44.0

35.2

40.8

34.3

44.4

31.5

25.0

Employed FT/PT

25.7

40.0

Victoria excl.
Melbourne

36.2

23.1

Melbourne

25.6

39.2

50+

44.0

12.0

18-49

31.5

34.3

Female

33.7

22.8

Male

32.5

29.0

Lifestyle Leaders

Very interested (%)

Not interested (%)

Very interested (%)

53.0

44.6

60.2

42.7

59.2

51.5

55.7

48.1

58.7

Somewhat interested (%)

38.5

45.7

32.4

42.7

36.0

39.2

37.1

42.6

33.7

Not interested (%)

8.5

9.8

7.4

14.7

4.8

9.2

7.1

9.3

7.6

Not employed/
retired/ home duties

Employed FT/PT

Victoria excl.
Melbourne

Melbourne

50+

18-49

Female

Male

Lifestyle Leaders

bushwalking.

33.7

Q3H. Participating in water sports activities such as kayaking, canoeing, fishing.

Lifestyle Leaders

Male

Female

18-49

50+

Melbourne

Victoria excl.
Melbourne

Employed FT/PT

Not employed/
retired/ home duties

Lifestyle Leaders

Male

Female

18-49

50+

Melbourne

Victoria excl.
Melbourne

Employed FT/PT

Not employed/
retired/ home duties

Q3J. Attending arts and cultural events.

Very interested (%)

15.0

16.3

13.9

25.3

8.8

17.7

10.0

19.4

9.8

Very interested (%)

38.0

31.5

43.5

22.7

47.2

36.9

40.0

31.5

45.7

Somewhat interested (%)

26.5

33.7

20.4

37.3

20.0

23.1

32.9

29.6

22.8

Somewhat interested (%)

42.0

39.1

44.4

56.0

33.6

43.1

40.0

44.4

39.1

Not interested (%)

58.5

50.0

65.7

37.3

71.2

59.2

57.1

50.9

67.4

Not interested (%)

20.0

29.3

12.0

21.3

19.2

20.0

20.0

24.1

15.2
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Lifestyle Leaders

Male

Female

18-49

50+

Melbourne

Victoria excl.
Melbourne

Employed FT/PT

Not employed/
retired/ home duties

1.9.4. ACTIVITIES WOULD MOST MOTIVATE TO VISIT

Touring historical towns and villages

13.0%

Visiting arts and
cultural attractions

27.5

19.6

34.3

9.3

38.4

25.4

31.4

23.1

32.6

Visiting wineries, micro-breweries or cideries

13.0%

Visiting Gold Rush
heritage attractions

17.0

20.7

13.9

22.7

13.6

18.5

14.3

15.7

18.5

Touring historical
towns and villages

13.0

8.7

16.7

13.3

12.8

11.5

15.7

13.9

12.0

13.0

13.0

13.0

18.7

9.6

13.8

11.4

14.8

10.9

9.0

13.0

5.6

16.0

4.8

10.0

7.1

12.0

5.4

Attending arts and
cultural events

8.5

9.8

7.4

6.7

9.6

8.5

8.6

8.3

8.7

Visiting farm gates to
purchase local
produce

2.0

0.0

3.7

2.7

1.6

2.3

1.4

1.9

2.2

Cycling

1.5

2.2

0.9

1.3

1.6

2.3

0.0

1.9

1.1

Participating in
interactive arts and
crafts activities

1.0

1.1

0.9

1.3

0.8

1.5

0.0

0.9

1.1

Other

2.0

3.3

0.9

1.3

2.4

1.5

2.9

1.9

2.2

None

1.0

1.1

0.9

0.0

1.6

0.0

2.9

0.0

2.2

Q4. Of the activities mentioned, which would most motivate you to visit Bendigo?

Visiting arts and cultural attractions

27.5%

Visiting Gold Rush heritage attractions

17.0%

Experiencing nature through outdoor activities

9.0%

Attending arts and cultural events

8.5%

Visiting farm gates to purchase local produce

2.0%

Cycling

1.5%

Participating in interactive arts and crafts
activities

1.0%

Other

2.0%

None

1.0%
0%
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Visiting wineries,
micro-breweries or
cideries
Experiencing nature
through outdoor
activities

10%

20%

30%

Appendix D PRODUCT AND INFRASTRUCTURE AUDIT
1.10. ACCOMMODATION
Data for the accommodation audit was sourced from Council databases and supplemented

Figure 32 overleaf shows the dispersal of accommodation (number of beds) across the

by desktop research. The audit does not include camping and caravan sites, or other

region.

accommodation which is not collected through Council databases (e.g. private residence

As the hub of the region, Bendigo has the largest concentration of accommodation

which are rented on websites such as AirBnB).

accounting for 57% of bedspaces, followed by Mount Alexander at 20%, and Central
Goldfields at 11%.

The product audit identified 317 accommodation providers with a total capacity of
approximately 5,671 bedspaces across the Bendigo Region.

Loddon and Heathcote have a high proportion of caravan and camping sites which are not
accounted for within this analysis.

Motels are the largest accommodation type across the region accounting for 35% of total
bedspaces, followed by self-contained which accounts for 23%.

Further analysis of gaps in accommodation product for each sub-region is shown in following
sections of this report.

TABLE 6 BENDIGO REGION ACCOMMODATION
Bendigo

Heathcote

Central Goldfields

Mount Alexander

Loddon

Total

# Est.

# Beds

# Est.

# Beds

# Est.

# Beds

# Est.

# Beds

# Est.

# Beds

# Est.

# Beds

Hotel

4

555

1

12

2

20

3

18

2

30

12

635

Motel

31

1,373

2

49

7

181

7

257

3

95

50

1,955

B&B

18

76

10

63

8

49

25

143

61

331

Caravan Park

8

696

2

50

4

228

5

212

6

107

25

1,293

Self contained

46

543

19

186

13

124

80

427

3

34

161

1,314

1

16

1

96

2

112

Group accommodation
Farm stay

1

5

Total

108

3,248

35

376

2

22

2

6

1

10

6

43

36

624

123

1,159

15

276

317

5,683

Source: Compiled by Urban Enterprise 2015
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FIGURE 22 BENDIGO REGION ACCOMMODATION (% OF BEDSPACES BY SUB-REGION)

1.10.1. WINERIES
The Bendigo Tourism Region includes two major wine making regions; Bendigo and
Heathcote.

These regions are defined by their Geographical Indicator (GI) which is

determined by Wine Australia. Their geographical boundaries are shown in the map below.
Both are known for complex red wine varieties, particularly their Shiraz. Many wineries are
family owned and operated. Compared with other wine regions, Bendigo and Heathcote
offer a more boutique and authentic experience where visitors can interact directly with the
winemaker. The small-scale nature of wineries has meant that businesses are less inclined
to invest in ancillary tourism facilities (e.g. restaurants, accommodation).
FIGURE 23 BENDIGO AND HEATHCOTE WINE REGIONS

Source: Compiled by Urban Enterprise 2015

Source: Wine Australia, Urban Enteprise 2015, (approximate boundaries shown)
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BENDIGO WINE REGION

On a typical weekend there is on average 23 cellar doors open through the region, which

The Bendigo wine region cuts across a number of Council areas including Greater Bendigo,

drops to an average of 12 on weekdays. This only includes cellar doors with advertised

Mount Alexander, Central Goldfields, and Loddon. The majority of wineries are located

opening times; others may be available by appointment only.

within a 20km radius from Bendigo, with a cluster of wineries around Harcourt.

The Heathcote Visitor Information Centre provides a daily update on the wineries which are

Data for wineries was sourced from the Bendigo Winemakers membership database and

open for tastings.

supplemented by information supplied by Councils. There are 48 wineries in the region (25

TABLE 8 HEATHCOTE WINERIES TOURISM FACILITIES

of which are members of Bendigo Winemakers). 34 wineries have a cellar door, the majority
of which are open 7 days a week, with some only open weekends or by appointment.

# Wineries

7 wineries offer restaurant or dining to complement their cellar door, 4 have function space,

Cellar Door

27

Restaurant/Café

5

Function Space

0

# Wineries

Accommodation

1

Cellar Door

34

Total Wineries*

37

Restaurant/Café

7

Function Space

6

Accommodation

5

WINERY GAPS & OPPORTUNITIES

Total

48

1.

*Some wineries have multiple tourist facilities

2.

and 5 offer accommodation.
TABLE 7 BENDIGO WINERIES TOURISM FACILITIES

*Some wineries have multiple tourist facilities
Source: Heathcote Tourism Action Plan 2014

Source: Compiled by Urban Enterprise, 2015

Lack of quality restaurants, cellar door experiences and luxury accommodation.
Undertake a Wine Tourism Investment Study to identify and address key barriers which
constrain the development of tourism facilities within wineries. This may include planning
constraints, servicing costs, labour and staffing, and market demand.

HEATHCOTE WINE REGION
3.
There are 37 wineries in the Heathcote region (not including wineries which are not

Develop packages and tours for the corporate market for wine tours during large events
and conferences held in Bendigo.

members of HTD), 27 of which have a cellar door. Only 5 wineries offer a dining experience
to complement their cellar door. A number of wineries provide cellar doors in the town
centre to capture passing visitors.

4.

Improve wine region signage including gateway signage and directional signage to cellar
doors

URBAN ENTERPRISE PTY LTD
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1.10.2. AGRI-TOURISM

1.10.3. CYCLING

Food and agri-tourism is an emerging tourism opportunity across the region as increasingly

The Bendigo Region is a well known and established cycling destination. Some of the key

visitors look for local and paddock-to-plate experiences. The Food Fossickers Network is a

cycling experiences include:

local initiative which started in recent years by local producers and restaurants and
supported through Council and Regional Development Victoria.



The Network includes

and Daylesford) offering one the of the best mountain bike experiences in

members across the entire Bendigo Region as well as others in central Victoria as shown in

Victoria;

the map below.



Safe, accessible and challenging road cycling routes (key routes have been
mapped in the Bendigo Cycling Atlas);

AGRI-TOURISM GAPS & OPPORTUNITIES
1.

Goldfields Track: a 221km trail which links Bendigo and Ballarat (via Castlemaine



Opportunity to support the growth of the Food Fossickers Network and developing touring

Accessible Hybrid and Mountain Bike Trails across the region including the
recently completed O'Keefe Rail Trail, mapped trail network through Dunolly

routes and packages for farm-gate and interactive experiences.

and Central Goldfields, and Bendigo Bushland Trail.
2.

Need to encourage the growth of farm-gate opportunities across the region. Work with
local Councils to address any barriers to farm-gate development.

A group known as the 'Ride Goldfields Committee' has recently been formed to grow and
promote cycling across the region. Many of the key cycling experiences have been mapped

FIGURE 24 FOOD FOSSICKERS NETWORK MEMBERS

as shown in the Appendix.
CYCLING GAPS & OPPORTUNITIES
1.

Opportunities to improve the Goldfields Track to broaden its appeal, such as new routes to
avoid some of the more challenging and technical sections of the trail.

2.

A Heathcote Spur Trail could provide a unique cycling experience linking the areas famed
wineries.

3.

Opportunity for a Bendigo Spring Gully MTB trail development.

4.

Opportunity to complete the O'Keefe Rail Extension to Kilmore.

5.

Opportunity to develop the Harcourt MTB Park and to encourage development of
supporting businesses e.g. bike hire, shuttle services.

6.

Opportunity to offer cycling tours and shuttle services particularly for the point-to-point
trails such as the O'Keefe Rail Trail and Goldfields Track.

Source: http://www.foodfossickers.com.au/food-fossickers-treasure-map/
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7.

Opportunity to develop a Cycle Friendly Accreditation for accommodation providers.

1.10.4. FESTIVALS AND EVENTS
Events are a major driver of visitation across the region. In the 2014/15 calendar year, the
Bendigo region held of 130 events with more than 140,000 attendees.
As a major regional centre, Bendigo City attracts a diversity of event types from business
conferences, agricultural shows (Sheep and Wool Show), sporting festivals, music (Groovin
the Moo), and cultural events (Benidgo Writers Festival). The Bendigo Easter Festival is an
iconic event for the region and attracts up to 100,000 attendees over the three day period.
Events held in Mount Alexander reflect the areas strengths is arts and cultural tourism. The
Castlemaine State Festival is the largest event which in 2015 sold more than 10,400 tickets
and attracted more than 25,000 attendees to free events. Other major events include the
Castlemaine Jazz Festival and Maldon Fold Festival.
The Central Goldfields is home to the RACV Energy Breakthrough which draws over 8,000
students each November to race their self built hybrid and human powered vehicles. Other
major events in gatherings held at the Maryborough Racing Club and the Highland
Gathering Games. The Talbot Farmers Market is held monthly and renowned across the
region. Central Goldfields Shire has adopted an Events Strategy to attract new events and
maximise the economic benefit from existing events.
Although Loddon does not have a large signature event, the region holds a large number of
smaller events throughout the year which are targeted at niche markets such as the
Fossickers Gold Cup and Eddington Vintage Car Club.
Heathcote has two major events each year which highlight its wine and food strength:
Heathcote on Show and Heathcote Food and Wine Festival.
EVENTS OPPORTUNITIES
1.

Develop a regional approach to events through a regional Events Strategy

2.

Continued investment in event facilities

URBAN ENTERPRISE PTY LTD
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1.11. BENDIGO

1.11.1. SUB-REGION OVERVIEW
Bendigo is approximately a 2 hours drive from Melbourne with most visitors travelling up
the Calder Highway. The journey takes the visitor through a relatively scenic setting
including rural farmed landscapes, the Macedon Ranges, and Mount Alexander. There is
opportunity to stop over at the historic villages of Kyneton, Castlemaine or Harcourt. The
driving experience from Melbourne is generally seen as better than other regional centres
(e.g. Geelong, Ballarat, Shepparton) in terms of quality of the road and scenery.
Bendigo is located at the heart of the region and is surrounded by the Bendigo Region
National Park which is predominately Box-Iron Bark Forest, a common feature of Central
Victoria. The park provides a scenic backdrop to the city entrance.
Bendigo is a large urban centre and the visitor is provided with that sense upon entry to the
township, with a large amount of commercial activity along the main roads.

Small

collections of heritage buildings on the city's periphery provide a glimpse of Bendigo's
goldrush heritage.
Upon entrance into the centre of Bendigo, the city's history becomes apparent by its unique
tramways, grand buildings, streetscapes and iconic Alexandra Fountain in the centre of the
CBD. The city is also an important business and financial centre and the CBD has a lively
atmosphere during business hours. Much of the tourist activity is located along the ‘View
Street Arts Precinct’ which is anchored by the Bendigo Art Gallery.
1.11.2. ACCOMMODATION
Bendigo is the largest accommodation base in the region with much of the accommodation
located in the city centre. The majority of accommodation in Bendigo is Hotels and Motels,
many of which are between a 3 - 3.5 star rating.
There is a number of Caravan and Camping Parks located around the city which offer a large
number of cabin-type accommodation.
46 self contained accommodation providers were identified in the audit. It should be noted
that the Bendigo Tourism database does not include many of the private residences which
are rented for short-term accommodation on websites such as Stays and Airbnb.
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TABLE 9 BENDIGO ACCOMMODATION

1.11.3. HERITAGE ATTRACTIONS
The influence of the goldrush can be felt in the very fabric of the City of Bendigo. There are

Accommodation Type

# Establishments

# Beds

% Beds

Hotel

4

555

17%

the Bendigo VIC and on the Bendigo Tourism website. The Bendigo ‘Experience’ and

Motel

31

1,373

42%

‘Explorer’ pass provides admission to four of Bendigo’s main attractions (Central Deborah

B&B

18

76

2%

Caravan Park*

8

696

21%

Self contained

46

543

17%

a variety of heritage attractions and tours for visitors, many of which can be purchased from

Gold Mine, Tramways, Bendigo Pottery, and Golden Dragon Museum).
CENTRAL DEBORAH GOLDMINE

The mine is located in the centre of Bendigo and is one of the last commercial mines to
Group accommodation

0%

Farm stay

1

5

Total

108

3,248

0.2%

operate in Bendigo. Visitors have the opportunity to experience being a miner for the day
and drop down to 228m beneath the surface (Australia’s deepest underground mine tour).
A number of different tours are available which can be booked through the Bendigo VIC and
are also popular among school groups.
The Mine is operated by the Bendigo Trust. The Trust is currently undergoing a marketing

*Cabins only, not including campsites
Source: Bendigo Tourism. Compiled by Urban Enterprise

and branding strategy and is also planning further improvements to the above ground
facilities and visitor experiences.

ACCOMMODATION GAPS & OPPORTUNITIES

BENDIGO TRAMWAYS

1.

Opportunity for group accommodation which can cater for sporting clubs and school

The tramways are a distinctive feature of Bendigo and have operated from 1890. The tram

groups

passes through central Bendigo on a ‘hop on and hop off’ tour, allowing visitors to explore
many of Bendigo’s parks, attractions of shopping precincts. The talking tram also provides

2.

Gap in quality branded 4-5 star accommodation (100+ rooms)

3.

Gap in rural based boutique accommodation (farmstay, eco-cabin, winery)

the figure below.

4.

Opportunity to re-invest in existing motel stock and improve general quality of

There is also a tramways depot and workshop tour where visitors can observe restoration

accommodation.

work which is continuing on the heritage fleet of trams.

historical and information on the city’s grand past. The tram route and stops are shown in

The tramways are operated by the Bendigo Trust. The Bendigo Tramways Strategic Plan has
recently been completed by Urban Enterprise and recommends the introduction of two
additional stops near the Golden Dragon Museum and Sacred Heart Cathedral. The Plan
also recommends the upgrading of the audio quality of talking tram tour and more themed
and special event trams.
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FIGURE 25 BENDIGO TRAMWAYS ROUTE

GOLDEN DRAGON MUSEUM

Chinese heritage is an integral part of Bendigo and the Golden Dragon Museum provides a
living history of the Bendigo’s Chinese population dating back to the 1850’s goldrush. The
museum is home to a significant collection of artefacts including a set of traditional Chinese
opera costumes from the 1880s, Loong and Sun Loong, the world’s oldest and longest
Chinese dragon, and a comprehensive collection of Chinese currency.
The museum is part of the Dai Gum San precinct also includes the traditional Yi Yuan
Gardens and Kuan Yin Temple.
The Museum is operated by the Bendigo Chinese Association and is currently undertaking a
Source: www.bendigotramways.com

BENDIGO POTTERY

The Bendigo Pottery is Australia’s oldest working pottery dating back to 1858. The Pottery

strategic plan to:


Provide certainty and direction for the Museum and its collection; and



Unlock potential national and international tourism and associated economic
benefits for the region.

includes:


Interpretative museum built around the old kilns including early collection of

OTHER BENDIGO HERITAGE ATTRACTIONS

Bendigo pottery, historic production equipment, and views into the current

Other significant heritage attractions in Bendigo include:

production area ;




Interactive and hands on pottery classes which allows visitors to craft, decorate
and fire their own creation;

Soldiers Memorial Museum: The museum is housed in the impressive memorial
building and includes an extensive collection from memorabilia;



Joss House Temple: Chinese place of worship constructed in 1860 where visitors



A pottery retail and gift shop with attached café;

can learn about Chinese spirituality and beliefs which were integral to the



A large antique and collectables centre which includes 40 stallholders; and

Goldfields story.



A number of individual artist and craftsman studios.



architectural features built in 1887. Tours are offered twice a week.

The Pottery is located in Epsom, approximately a 10 minute drive from the Bendigo city
centre. The owners of the Pottery have recently acquired the adjoining property and have

Bendigo Historic Post Office: The post office is one of Bendigo’s significant



Fortuna Villa: An elaborate residence which has recently been opened for tours
and events. Their monthly 'high tea' events have become very popular.

plans to create another tourism or retail-based business.


There are many other historical sites and monuments within Bendigo, many of
which included in the ‘Beautiful Buildings Walk’ which loops around central
Bendigo.
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HERITAGE GAPS & OPPORTUNITIES

1.11.4. ARTS AND CULTURE

Bendigo's heritage sites and attractions are a key part of the city's tourism offering and

Bendigo has built a strong reputation as a regional arts hub of national significance. The

important link to its past.

Reinvestment to improve the interpretation and visitor

'View Street Arts Precinct' is a major focus of tourism activity in Bendigo and links a number

experience, build new markets, and business planning to ensure on-going financial

of the major arts venues. The major venues and attractions for the arts are summarised

sustainability will need to be considered.

below. Each are owned and operated by the City of Greater Bendigo Council.

Key initiatives could include:

BENDIGO ART GALLERY

1.

Potential re-branding of the Bendigo Trust and its assets;

Bendigo Art Gallery is one of Australia's largest and oldest regional art galleries. Over recent

2.

Opportunity to reinvest in the Central Deborah Goldmine to upgrade facilities and offer

years the Gallery built its reputation for presenting innovative, international standard
interpretation;
3.

Opportunity to reinvest in the Bendigo Tramways, as per recommendations of the Bendigo
Tramways Strategic Plan;

4.

Opportunity for reinvestment and extension of the Golden Dragon Museum, and to

exhibitions. The procurement of such exhibitions has had a significant impact on visitation
to Bendigo and the region's awareness as a key arts destination. The gallery includes a
contemporary café, retail store, and has capacity for events and functions.
The Gallery is located in the heart of the View Street Arts Precinct and is the anchor for much
of the tourism activity in the area.

consider the recommendations of the forthcoming Strategic Plan;
ULUMBARRA THEATRE

5.

Opportunity for development of a mixed use tourism precinct within Fortuna Villa.

The Ulumbarra Theatre is a state-of-the-art performance and event venue housed in the
historic Sandhurst Gaol. It contains a 951 seat theatre, the largest performance stage in
regional Australia as well as expansive foyers and studios. The venue also offers significant
conference and convention facilities.
The Theatre opened in April 2015 and is expected to reinforce Bendigo's status as major
regional hub for arts and culture. It is located in the north-west corner of Rosalind Park, a
short walk from the View Street Precinct.
CAPITAL THEATRE

The Capital Theatre is located in the heart of the View Street Precinct and is housed in one of
Bendigo's grandest buildings, the former Sandhurst Masonic Hall. The capital has a 485 seat
theatre and hosts a variety of live music, dance and comedy productions.
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OTHER BENDIGO ARTS AND CULTURAL ATTRACTIONS

ARTS AND CULTURE GAPS & OPPORTUNITIES

Other significant arts and cultural attractions include:

In recent years, Bendigo has built a strong reputation as a hub for arts and culture. The



Great Stupa of Universal Compassion: The Stupa is currently under construction

completion of the Ulumbarra Theatre will further strengthen its position.

and is set to become the largest Buddhist monument in the western world. The

There is further opportunity to grow arts tourism including:

Stupa is located in Myers Flat, just outside of Bendigo. There currently is a
visitor's centre, tours, and indigenous garden.


A masterplan for the site has been completed and includes the accommodation,

1.
2.

Bendigo Pottery: Includes a number of artist and craftspeople studios which are

3.

open for exhibitions;


Discovery Centre: Located in the CBD, the centre is a science and technology
education attraction popular with families and school groups. It includes a
planetarium, giant slide and kaleidoscope. The centre is currently undertaking a
new business plan seeking to ensure its on-going sustainability;



The Living Art Space: Located in the Bendigo Post Office, the exhibition space
showcases work form local artists and craftspeople;



Bob Boutique Gallery: Located in the historic Shamrock Hotel, the gallery offers a
retail and exhibition space for handmade products and artwork;



Latrobe University Visual Arts Centre; A multi-purpose contemporary arts facility;



Open air art spaces in Pennyweight Lane and Bath Lane which highlight local
young artists.

Many of the key arts attractions are available as a 'Artists Walking Tour' in the city centre.
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An opportunity to develop activities which link with the other product strengths of the
region e.g. heritage, food, and wine.

restaurant and function centre.


An opportunity to develop more interactive and immersive arts and cultural experiences.

An opportunity to build on the religious assets of the region for religious tourism
experiences.

4.

An opportunity to work with the Great Stupa to facilitate development of the masterplan,
such as assist in addressing servicing issues.

FIGURE 26 BENDIGO CBD RETAIL PRECINCTS

1.11.5. RETAIL AND HOSPITALITY
The Bendigo CBD is where the majority of tourist oriented retail and hospitality businesses
are located. Retail and hospitality are considered together within this analysis as they are
large component of the tourist appeal and function of the city.
Bendigo is major retail service hub in central Victoria and therefore has a diversity of retail
types as well as many of the national brands and department stores. Although there are
some boutique shopping opportunities these are generally limited.

Given the high

proportion of arts and cultural visitors to the city, boutique shopping should be encouraged.
The restaurant and café offering in Bendigo has undergone significant improvement in
recent years and compared with other regional centres, Bendigo offers a number of quality
dining options and a good variety of cafes. A local food fossicking tour has been developed
to include a number of the key providores and restaurants. The tour allows visitors to
interact directly with provedores and should be encouraged further.
The CBD provides an easy and enjoyable walking experience with many of the popular cafes
and stores within close proximity of each other, as well as the more tourist oriented View
Street. There are distinct precincts of the CBD which are emerging which have their own
unique offering and character.
View Street is the main destination for visitors and includes a number of cafes restaurants.
Some of the emerging precincts for tourism activity are Lyttleton Terrace which includes a
wholefoods grocery store and attached restaurant (currently under construction) a number

Source Bendigo Shopping Guide 2014/15, Bendigo Tourism 2015

of popular cafes and is developing into a health and lifestyle precinct. Chancery Lane
resembles Melbourne's popular laneways and has bars and boutique fashion stores. The
development of distinct precincts through branding and wayfinding signage should be
encouraged.

RETAIL AND HOSPITALITY GAPS & OPPORTUNITIES
1.

There exists an opportunity to develop distinct precincts of the CBD which provide their
own unique offering and character.

Wayfinding signage could support walkability

through the precincts.
2.

There is an opportunity to encourage traders in the Bendigo CBD to have consistent
trading hours (including on weekends).

3.

There is a gap in quality day spa facilities in Bendigo.
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4.

There is an opportunity to hold markets in the city, such as twilight markets during the

ROSALIND PARK

summer months.

Rosalind Park is located on the edge of the CBD. It is a 60 acre public park with gardens,
playgrounds, ornate statues, and a conservatory and fernery. The park is popular with

1.11.6. NATURE-BASED AND OUTDOOR ACTIVITIES

young families particularly on weekends.

Despite being surrounded by a National Park, opportunities for nature-based tourism
activities are limited in Bendigo. The key nature-based and outdoor tourism assets are
summarised below:

LAKE WEEROONA

Lake Weeroona is located just 5 minutes north of the Bendigo city centre and can be
accessed by the tram. The lake and reserve spans 18ha and includes a looped track around

GREATER BENDIGO NATIONAL PARK

the lake, boardwalk café, playground, and BBQ facilities. It is popular amongst locals for

The Greater Bendigo National Park surrounds Bendigo. It includes the former Whipstick

walking and jogging.

Forest and Kamarooka State Parks, One Tree Hill Regional Park, Mandurang State
Forest and Sandhurst State Forest and spans 17,007 hectares.

BENDIGO BOTANIC GARDENS

The Gardens span 15 acres and include natural wetlands, playgrounds, and picnic and BBQ
The park is characterised by the Box-Iron Bark forest which is common the central Victoria
but also includes broombush mallee, grassy woodlands and Kamarooka mallee. The park

facilities. It is located 5km east from the city centre, somewhat outside the central tourist
precinct.

itself is the product of intensive use over the past 150 years from gold mining, land
selection, forestry, and eucalyptus oil production.

NATURE-BASED TOURISM GAPS & OPPORTUNITIES

Activities in the park include birdwatching, bushwalking, picnics, horse riding, camping,

1.

There is an opportunity to better utilise parks and gardens for further events and

four-wheel driving, and trail bike riding. Recreational gold fossicking is also allowed in

gatherings. A successful example was the Mad Hatter Picnic that was held in the Botanic

certain areas. The Bendigo Bushland Trail is the most well known track in the Park which can

Gardens in March 2015 and drew over 10,000 people.

be undertaken by walking and bike.
Despite the proximity of the Park to Bendigo, tourism activity is limited. The National Park
does not have the same level of natural and landscape appeal than other iconic National
Parks (e.g. Wilsons Prom, Alpine National Park). There may be opportunity for better
interpretation and promotion of the heritage sites within the Park. These are a unique
feature of the Bendigo National Park and the integration between leisure activities
(bushwalking, mountain biking) and heritage may draw greater numbers of visitors to
experience the Park.
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2.
3.

There is opportunity to develop and promote the Bendigo Bushland Track.
There is opportunity to develop unique nature-based attractions in State and National
Parks, such as tree top walks, art trails, or gnome villages.

1.12. HEATHCOTE

1.12.1. SUB-REGION OVERVIEW
Heathcote is located on the Northern Highway, within 90 minutes from Melbourne, and
approximately 30 minutes from Bendigo. The ease of the journey from Melbourne positions
it as a comfortable daytrip. The town receives a large number of stop over visitors who are
on their way to the Murray Region and the nearby Lake Eppalock. Many of these visitors are
campers and use Heathcote as a stop over to buy basic supplies.
The town is situated on the edge of the Graytown-Heathcote National Park which provides
an attractive backdrop. The town is clustered around High Street which has a number of
heritage buildings, a physical reminder of the town's rich gold rush history. Although the
town can provide an attractive setting, there are a number of issues including:


A number of empty and derelict shopfronts along High Street;



Poor retail mix which does not appeal to tourists;



A lack of beautification and plantings along High Street;



An elongated High Street which it is not walkable and spreads activity across a
large area (reputed to be the longest high street in Victoria); and



A lack of signage and interpretation on the gold rush heritage of the town.

Today, Heathcote is known as one of Australia's best quality producing wine regions,
especially for its famed Shiraz. However, despite its reputation for producing quality wines,
Heathcote has failed to secure its place as a primary destination for food and wine tourism.
A number of cellar doors are available in the town centre.
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1.12.2. ACCOMMODATION

2.

The vast majority of accommodation is within the self-contained cottage and B&B

Gap in high quality, boutique, nature-based accommodation. This could be located on the
edge of the Graytown-Heathcote National Park or Lake Eppalock.

typologies, which accounts for 76% of sleeping capacity in the region. There are two caravan
parks in the region; Lake Eppalock Holiday Park and Queen Meadow Caravan Park, which

1.12.3. RETAIL AND HOSPITALITY
There are 18 dining establishments in the Heathcote region (not including fast food), 12 of

offer cabin accommodation.

which are located along High Street, within the Heathcote town centre. The four dining
There are only 3 hotel/motels in the region, all of which are located on High Street in the
Heathcote town centre.

There is a large gap in high quality and branded tourist

establishments located outside the town centre include three winery cellar doors and the
Tooborac Pub.

accommodation in the Heathcote region. The Heathcote Retreat Hotel has recently
undergone a renovation to provide a more contemporary offering and is reportedly

The concentration of dining establishments along High Street reflects the reliance of the

achieving high levels of occupancy. This indicates that there is demand for quality

region on stopover visitors who are passing through to other destinations. Much of the

accommodation in the area.

food offering is targeted at short stay visitors such as bakeries and cafes.
According to reviews in the Tripadvisor website, note-worthy dining options include the

TABLE 10 HEATHCOTE ACCOMMODATION

Willow Room and Flynn's Bistro. Considering the strength of Heathcote wine offering, there
Establishments

Beds

% of Beds

Hotel

1

12

3%

Motel

2

49

13%

B&B

10

63

17%

Caravan Park*

2

50

13%

Self contained

19

186

49%

Group accommodation

1

16

4%

Total

35

376

100%

is a lack of complementary quality dining options.
A new development which is occurring in within the former old bank site which is proposing
a wine and cheese shop will provide a welcome addition to the town.
Although there has been some additions to the town's retail offer (e.g. Rutherford and
Maine), there is a lack of interesting retail opportunities to encourage visitors to stop in town

*Cabins only, not including ca,mpsites
Source: Urban Enterprise 2015

ACCOMMODATION GAPS & OPPORTUNITIES
1.

Gap in large hotel/motel accommodation of 4 star standard (20+ rooms).
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for longer periods.

TABLE 11 HEATHCOTE DINING ESTABLISHMENTS

1.12.4. NATURE-BASED AND RECREATION
Heathcote has a number of natural assets which are not developed for tourism or lack key

Cuisine Type

No. of Establishments

Modern Restaurant

4

Pub

3

in Victoria. It is an important bird habitat and already a popular sight for bird

Café

3

watching enthusiasts. There are opportunities to develop improved walking and

Chinese

1

Bakery Café

2

there is a lack of strategic planning for tourism development and a requirement

Cellar Door Dining

5

for major infrastructure upgrades. Currently there are only minor linkages

Total

18

infrastructure. They include the following:


Heathcote Graytown National Park is an excellent example of Box-Ironbark forests

mountain bike trails, signage and interpretation, picnic areas, and lookouts.


Lake Eppalock is a major tourism attraction within the Heathcote region. However,

between visitors to the lake and Heathcote; many visitor stop in Heathcote for
supplies. There is opportunity to capture a greater share of visitor spend from Lake
Eppalock visitors throughout the region.

Source: Heathcote Tourism Action Plan 2014, Urban Enterprise

RETAIL AND HOSPITALITY GAPS & OPPORTUNITIES

NATURE-BASED AND RECREATION GAPS & OPPORTUNITIES

1.

1.

A gap in quality dining opportunities to compliment the region's wine offering.

Opportunity to improve nature-based tourism infrastructure for Heathcote Graytown
National Park, such as mountain bike trails, signage and interpretation, picnic areas, and

2.

A gap in tourism focused retail to encourage greater and longer stopovers (e.g. lifestyle,

lookouts.

antiques).
2.

Opportunity to, with Goulburn Murray Water, undertake a Tourism Strategy for Lake
Eppalock, as recommended in the Lake Eppalock Management Plan 2013.
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1.12.5. HERITAGE ATTRACTIONS
Heathcote has a strong link to goldrush history which is demonstrated by the town's linear
development and historic buildings. Some of the buildings of note include the old gaol,
Shire offices, and court house. A historic walking map is provided at the VIC.
The largest heritage attraction is the Pink Cliffs, an undulating landscape of colourful hills
which were the result of mining activities.

1.12.6. CYCLING
The development of the O'Keefe Rail Trail provides a key opportunity to grow cycling
tourism in the region. However, there is a lack of cycling infrastructure in the region
including integrated cycling paths, racks, shops, and bike hire.
There is also further opportunity to develop cycling trails which link between Heathcote
tourist attractions and wineries. There is already a community group working on this

In general, the heritage appeal of Heathcote is relatively low with limited interpretation of

concept known as the 'Heathcote Spur Trail Network'. A feasibility study has recently

heritage sites and not a primary driver for visitors.

completed and local funding sources are being sought.

HERITAGE GAPS & OPPORTUNITIES

CYCLING GAPS & OPPORTUNITIES

1.

1.

Opportunity to provide better interpretation of gold rush history in town centre, to add to

Opportunity to develop Heathcote Spur Trail to provide a unique cycling experience linking
the areas famed wineries.

the place-making and beatification initiatives.
2.
3.

Opportunity to extend the O’Keefe Rail Trail to Kilmore.
Opportunity to improve of cycling infrastructure, e.g. integrated cycling paths, racks,
shops, and bike hire.

4.

Opportunity to develop road cycling routes, including opportunities for Lake Eppalock
touring.

5.
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Opportunity for cycling events in the region, such as a stage of the Sun Herald Tours.

1.13. MOUNT ALEXANDER

1.13.1. SUB-REGION OVERVIEW
Mount Alexander Shire is strategically located between Bendigo and Melbourne,
approximately an hour and a half drive from Melbourne. The region is also in close
proximity to the Daylesford Spa Region and Macedon Ranges. The wider region has
established in recent years as a popular 'tree-change' and short-break destination. The
region's appeal stems from it forested landscape, historic and boutique villages, and
proximity to Melbourne.
Castlemaine is the largest town in the region and main destination. Most visitors arrive from
Melbourne on the Calder Freeway. The town portrays a ‘slow paced’ village atmosphere, as
well as an air of prosperity with many of the heritage shopfronts occupied by boutique
stores.
Maldon is located approximately 15km north-west from Castlemaine. The town is steeped
in history and was declared the first Notable Town by the National Trust in 1966. The town
has a similar heritage character to Castlemaine with a mix of solid stone buildings and old
weatherboard homes.
Harcourt is located at the foot of Mount Alexander, just off the Calder Highway. Known for
its apple orchards, the small town is building a reputation for its cideries and wine.
Newstead is located on the Pyrenees Hwy, along the Loddon River, about 15 minutes west
of Castlemaine. The tree-lined main street boasts a couple of heritage shopfronts which
include a general store, café and antique stores.
Other small villages in the region include Chewton, Guildford, Fyerstown, and Taradale. The
villages and townships are located within an accessible distance from one another and
make for an easy touring route.
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TABLE 12 MOUNT ALEXANDER ACCOMMODATION BY TYPE

1.13.2. ACCOMMODATION
Mount Alexander has the second largest accommodation base in the Bendigo Region

# Establishments

# Bedspaces

% of Total

accounting for 20% of total region's bed capacity. Self-contained accommodation is the
largest accommodation type with a large number of properties available for short-term rent.

Hotel

3

18

2%

Motel accommodation is the second largest type, reflecting the areas importance as a

Motel

7

257

22%

B&B

25

143

12%

Caravan Park*

5

212

18%

Self contained

80

427

37%

Group accommodation

1

96

8%

Farm stay

2

6

1%

Total

123

1,159

100%

touring route between a number of major population centres.
Table 14 overleaf shows breakdown of accommodation by township. Castlemaine and
Maldon have the largest amount of accommodation, accounting for 46% and 32%
respectively. The rest of accommodation in the Shire is distributed through the regions
small villages and rural areas.
Despite the regions rural character there is only two recognised farm-stays.

The

development of boutique farm or nature-based accommodation would complement the
lifestyle appeal of the region.

*Cabins only, not including campsites

ACCOMMODATION GAPS & OPPORTUNITIES
1.

Gap in an integrated conference and hotel accommodation facility.

2.

Gaps in boutique nature-based or farm-stay accommodation.

3.

Gaps in boutique winery accommodation.
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Source: Mount Alexander Shire, compiled by Urban Enterprise 2015

1.13.3. RETAIL & HOSPITALITY

% of Total

the development of its dining scene and the opening of a number of new restaurants and
Total

Self Contained

Motel

Mount Alexander’s development into a popular lifestyle, ‘tree-change’ location has included

Hotel

Group Accommodation

Farm stay

Caravan Park*

Bed and breakfast

TABLE 13 MOUNT ALEXANDER ACCOMMODATION BY TOWNSHIP (BEDSPACES)

cafes.
The table below shows the breakdown of dining establishments across the Shire.
Castlemaine accounts for over 60% of dining establishments in the region.

The town’s

reputation as a food destination has grown in recent years and it offers a contemporary and
13

183

116

520

46%

diverse range of dining options.

5

22

156

357

32%

Maldon has a smaller dining offering and does not receive the critical mass of visitors to

40

24

70

6%

30

49

4%

19

46

4%

of the Food Fossicking Network. This should be encouraged further to showcase the unique

4

24

2%

qualities of the region.

Fryerstown

18

18

2%

The retail offering in Mount Alexander’s townships particularly in Castlemaine and Maldon,

Guildford

18

18

2%

Yandoit

14

14

1%

Walmer

9

9

1%

Faraday

7

7

1%

415

1,132

Castlemaine

75

133

Maldon

16

62

Harcourt

4

Chewton

19

Other

10

Newstead

4

96
2

support a restaurant scene. Harcourt has a number of wineries and one café and there may
be opportunity to leverage other dining options from its growing wine and cider reputation.
There are a number of restaurants which feature local produce and wine and are members

17
4

12

has a strong tourism and lifestyle appeal with many shops selling items such as:

Total

128

212

6

96

18

257



Antiques, gifts and homewares



Arts, and crafts



Books



Toys and confectionary

The boutique shopping opportunities are an important part of the visitor experience in the

*Cabins only, not including campsites

townships. As many of the stores are owner-operated, they are not suited to a consistent 12

Source: Mount Alexander Shire, compiled by Urban Enterprise 2015

hour/7 day trading format and may be inconvenient for visitors.
RETAIL AND HOSPITALITY GAPS & OPPORTUNITIES
1.

Opportunity for traders to open at visitor friendly times.

2.

Opportunity to promote and use local produce in restaurants throughout the region.

URBAN ENTERPRISE PTY LTD
NOVEMBER 2015

47

TABLE 14 MOUNT ALEXANDER DINNING ESTABLISHMENTS

suburban gardens surviving in Victoria. There is currently some strategic work
being undertaken by to identify new opportunities for the site.

Bakery

Café/eatery

Pub

Restaurant

Take-away

Total

4

26

4

4

5

43

Maldon

7

2

3

1

13

Newstead

1

2

2

5

Guildford

2

1

Harcourt

2



Old Castlemaine Gaol: The Old Castlemaine Gaol first opened in 1861 and was an
active prison up until it closed in 1990. Tours are operated each weekend

Castlemaine

including a night-time ‘ghost tour’. The Gaol also includes a café and
function/performance space. The adaptive re-use of the Gaol provides a good
example for developing contemporary and commercial experiences within
heritage sites.

3

In addition to the individual attractions, Mount Alexander’s historic buildings and sites form
1

3

Chewton

1

1

Elphinstone

1

1

the backdrop to many of the lifestyle activities in the region.
HERITAGE GAPS & OPPORTUNITIES

Taradale
Total

1
4

39

11

8

8

70

Source: Mount Alexander Shire, compiled by Urban Enterprise 2015

1.13.4. HERITAGE
Mount Alexander has a rich heritage of cultural landscapes, buildings, and historical
collections which help shape the region’s identity and tourist appeal. Some of the key
heritage attractions include:


Castlemaine Diggings National Heritage Park and Maldon Historic Reserve:
Australia’s first Heritage National Park includes house sites, puddling machines,
and goldmines and gullies, an indication of the region’s goldrush history.



Goldfields Railway: A historic steamtrain which runs from Castlemaine and
Maldon, including a stop at Muckleford in between. Trains run every Sunday and
Wenesday, and on some Saturdays during holiday periods.



Buda Historic Home and Garden: A significant heritage property in the region. The
gracious home is surrounded by one of the most important large 19th century
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1.

Opportunity to provide a reinterpretation of heritage buildings.

2.

Opportunity to re-use heritage buildings for tourism and hospitality purposes.

1

1.13.5. OUTDOOR AND NATURE-BASED

NATURE-BASED GAPS & OPPORTUNITIES

Mount Alexander includes a number of National and Regional Parks including:

1.



Castlemaine Diggings National Park;



Mount Alexander Regional Park;



Maldon Historic Reserve; and



Vaughn Mineral Springs Reserve.

The parks offer visitors opportunities for a number of outdoor activities including
bushwalking, camping, bird-watching, mountain biking, picnic areas as well as interesting

Opportunities to upgrade visitor facilities at Cairn Curran Reservoir, as outlined in the 2012
Masterplan and outcomes of the Management Plan.

2.

Opportunities to improve and upgrade to the Goldfields Track, such as new routes to
broaden its appeal.

1.13.6. ARTS AND CULTURE
Mount Alexander has a strong local arts and crafts community. Some of the main arts
venues and attractions include:

goldrush historic sites. Castlemaine Diggings National Park is currently being considered for
UNESCO World Heritage Status.



Castlemaine Art Gallery and Historical Museum: Includes a unique collection of
Australian art and fascinating historical artefacts reflecting the early history of the

Although the parks offer a number of experiences, they are not considered amongst the
‘iconic’ parks of Victoria (e.g. Otways and Alpine National Park), and not a primary motivator
for visitors.
The key NBT attractions in the region which can drive visitation include:


district. The gallery includes a retail space with a unique range of arts and crafts;


building and specialises in historic and contemporary fine arts;



Lot19 (Castlemaine): A flexible artspace which studio spaces, an outdoor stage,

The track offers a challenging and compelling experience for visitors, linking a

and a contemporary art gallery. The site hosts a number of resident artists and

number of central Victoria’s best known tourist regions. Planning work is currently

craftspeople and live performances.

underway for improvements and new routes for the track to avoid some of the



most challenging sections (e.g. the ascent up Mount Alexander). This will make
the track for accessible and broaden its appeal.


Brian Nunan Artist Studio (Castlemaine): Brian Nunan is a local artist who
showcases his work within his own studio/gallery;

GoldfieldsTrack: Originally formed in the 1850s, the Goldfields Track is a multipurpose trail which runs from Bendigo to Ballarat, via Castlemaine and Daylesford.

Falkner Gallery (Castlemaine): The small gallery is housed in a two storey heritage

Theatre Royal (Castlemaine): The Theatre Royal is located in the Castlemaine town
centre. It shows independent cinema and hosts live music events;



Phee Broadway Theatre (Castlemaine): The theatre is situated in the heart of

Cairn Curran Reservoir: Located 10km west of Maldon (half of the reserve is within

Castlemaine and shares the former Mechanic’s Institute Building with the

the Central Goldfields Shire). A number of recreational activities are permitted

Castlemaine Library. The theatre seats 230 people and has a program of live

including boating (power and sail), skiing, fishing, swimming, wind surfing, jet

performance and theatre. There is also a small gallery for exhibitions.

skiing, hunting and canoeing.
In addition to the main venues, there are also a number of artist and craftsperson studios.
The strength of the local arts community could be further showcased through public
artworks and open studio events.
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ARTS AND CULTURE GAPS & OPPORTUNITIES
1.

Opportunity to develop a calendar of open arts studio events.

2.

Opportunity to undertake a Public Art Masterplan to showcase local artworks in strategic
locations.

3.

Opportunity to develop the Railway Goods Shed as an arts hub, creative business
incubator, and provide associated commercial opportunities.
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1.14. CENTRAL GOLDFIELDS

1.14.1. SUB-REGION OVERVIEW
Central Goldfields is approximately a 2 hour drive north east of Melbourne and 1 hour drive
south east of Bendigo. The majority of visitors from Melbourne will travel to Central
Goldfields either by the Calder Hwy and Pyrenees Hwy (via Castlemaine) or up the Western
Fwy and Ballarat-Maryborough Rd (via Ballarat). The region also borders other tourism
regions including Daylesford and Spa County to the south and the Pyrenees wine region to
the west.
Maryborough is the most significant town of the region with approximately 8,000 residents.
The size and service role of the town is evident upon entrance by the large residential base
and the presence of large national retail chains. Much of the commercial activity is located
around High Street. The corner of High Street and Nolan Street and the civic square is a
prominent landmark for the town where a number of iconic heritage buildings are clustered
(Town Hall, Post Office, and Courthouse). The Central Goldfields Art Gallery is located in the
historic fire station building and is just one block north of the civic square. The railway
station, which is the key feature of the town, is located at the southern end of the town,
somewhat isolated from the commercial centre.
There is a series of historic villages which comprise the rest of the region. Carisbrook is the
second largest town and is located on the Pyrenees Highway, just 7km from Maryborough.
It functions as a satellite town to Maryborough.
Talbot is a quiet village 15 km west of Maryborough. It has a picturesque, winding main
street which is an excellent example of a gold mining village. Talbot is best known for its
monthly farmers market which can draw more than 3,000 visitors to the town.
Dunolly is located 20km north of Maryborough and 60km west of Bendigo. Dunolly and
surrounding area is known as the 'golden triangle' for the discovery of more gold nuggets
than anywhere else in Australia. It has a wide, attractive main street which is lined with
goldrush architecture.
There are also a number of smaller villages including Moliagul, Bealiba, Majorca, and Timor,
which make for an appealing touring experience.
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TABLE 16 CENTRAL GOLDFIELDS ACCOMMODATION BY TOWNSHIP (BEDSPACES)

1.14.2. ACCOMMODATION

Self Contained

Grand Total

% of Total

100

Motel

Self-contained

accommodation is relatively limited and provides an opportunity for further growth,

149

20

303

49%

Hotel

34

Motel is the second largest accommodation type, reflecting the

popularity of Maryborough and surrounds as a stop-over destination.

Farm stay

Caravan Park

bedspace capacity.

B&B

The largest accommodation type in Central Goldfields is Caravan Parks, representing 37% of

particularly within Maryborough. Consultation with Council showed that there may be
Maryborough

interest in developing branded self-contained accommodation in close proximity to the
railway station precinct.
TABLE 15 CENTRAL GOLDFIELDS ACCOMMODATION BT TYPE
# Establishments

# Bedspaces

% Bedspaces

Caravan Park *

4

228

37%

Motel

7

181

29%

Self Contained

14

124

20%

B&B

8

49

8%

Farm stay

2

22

4%

Hotel

2

20

3%

Total

37

624

100%

*Cabins only, not including campsites
Source: Central Goldfields Shire, compiled by Urban Enterprise 2015

Laanecoorie

80

Dunolly

48

Other

15

14

APPENDIX

12

79

13%

5

21

55

9%

15

27

42

7%

20

33

5%

10

18

3%

14

14

2%

124

624

100%

Carisbrook

13

Daisy Hill

8

Amherst
Total

49

228

22

20

181

*Cabins only, not including campsites
Source: Central Goldfields Shire, compiled by Urban Enterprise 2015

ACCOMMODATION GAPS & OPPORTUNITIES
1.

Gap in quality self -contained accommodation in Maryborough.
Opportunity for an integrated accommodation development with a destination dining
establishment in Talbot.
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13%

19

Talbot

2.
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1.14.3. HERITAGE ATTRACTIONS

1.14.4. ARTS AND CULTURE

Central Goldfield's rich past is evident in the grand buildings, historic cottages, gracious

The region has a growing arts and cultural product profile. Some of the main arts and

homes, and historic streetscapes which shape its townships and villages.

cultural attractions include:

The area

surrounding Dunolly is known as the "Golden Triangle" and reputed to have more gold



nuggets discovered than anywhere else in Australia. Budding gold fossikers can try their

Central Goldfields Art Gallery: Located in the historic fire station, a short walk from
the CBD, the gallery showcases local and regional artists.

luck with a number of tour companies offering fossiking tours and courses.



Possum Gully Fine Art Gallery: Located 4km from Maryborough, the gallery is

Maryborough is the largest town includes a cluster of heritage buildings centred around the

housed in an interesting mud brick structure set in a botanic garden. It includes a

Civic Centre. Some of the key heritage attractions in Maryborough include:

mixture of indoor and outdoor sculpture, textiles, glass, ceramics, paintings



textiles and original prints.

Maryborough Railway Station: Maryborough is often described as a 'railway station


with a town attached' such is the grand nature of the building. Commercial space
within the station is leased out by Victrack. A new tenant has recently developed a
new restaurant and wine bar with further plans for an art gallery within the station
buildings;


Alvah Gallery located in Dunolly.

In addition to above, the new tenants of the Maryborough Railway Station have
incorporated an art gallery as part of a restaurant and wine bar. There is opportunity to
develop a 'arts precinct' which stretches from the railway station, along Nolan Street to the

Bull and Mouth Hotel: An Edwardian style building located on a key corner site in

Town Hall and Central Goldfields Art Gallery.

the city centre. The hotel has remained closed in recent years but is set to re-open

Maryborough's most attractive heritage buildings and outdoor performance space outside

soon to include a micro-brewery gastro-pub and accommodation at 4.5 star rating

of the Shire's offices.

This would incorporate some of

(15 rooms).


Other key buildings include the Court House, Town Hall, Post Office, Old Fire

ARTS AND CULTURAL GAPS & OPPORTUNITIES

Station (which houses an art gallery), and Princess Park Grandstand.

1.

Opportunity for co-ordination between the Central Goldfields Gallery and other major

The region's historic goldrush villages are all easily accessible through a number of touring

galleries in the Bendigo Region (e.g. Bendigo Art Gallery and Castlemaine Art Gallery) for

options which have been developed and promoted by Central Goldfields Shire. Dunolly,

cross-promotion and regional events and exhibitions.

Talbot and Carisbrook are the largest of the villages and provide excellent examples of

2.

Opportunity for development of a Maryborough Arts Precinct stretching from the Railway

goldrush village streetscapes.

Station to the Fire Station which houses the Art Gallery. This could provide improved

In addition to gold rush heritage, the region has a rich indigenous history. Some of Victoria's

linkages from the Station Precinct to the commercial centre of the town.

best examples of Aboriginal rock water wells are found along the Wells Track, just south of
Maryborough

3.

Maryborough's station domain performance space provides a great outdoor performance
space which could be better utilised. Regular outdoor concerts and performances could be
encouraged during peak visitor times.

HERITAGE GAPS & OPPORTUNITIES
1.

Opportunities for adaptive re-use of heritage buildings for commercial and tourism use.
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TABLE 17 CENTRAL GOLDFIELDS HOSPITALITY OFFERING

1.14.5. RETAIL & HOSPITALITY
Maryborough is a large town of over 8,000 residents and important service centre in the

Dining type

# Establishments

number of grocery chains, discount department stores and large format retailing. The

Restaurant

10

service retailing strength of Maryborough draws a large number of people for everyday and

Clubs/Bistro

2

Hotel/Pub

7

Café

8

Café and wine bar

2

Bakeries

6

Total

35

wider region. Therefore, the region has a large retail base including national brands, a

comparison shopping and forms a large proportion of the visitor market.

Recent

streetscape works and upgrades have meant that the city centre provides an appealing
shopping environment.
The villages offer a number of opportunities for antique and collectables shopping as well as
interesting crafts and gifts.
Central Goldfields is not a recognised destination for food and dining. Some new cafes have
opened in recent years to add to the lifestyle hospitality offering in Maryborough. However,
there is a gap in quality dining options, particularly for dinner. The development of a

Source: Central Goldfields Shire, compiled by Urban Enterprise 2015

restaurant and gastro-pub in the Maryborough Railway Station and Bull and Mouth Hotel
will make a significant contribution to the town's food offering.

RETAIL & HOSPITALITY GAPS & OPPORTUNITIES

Outside of Maryborough, Talbot has a strong food reputation stemming from its farmers

1.

market. There may be opportunity to develop a destination dining experience e.g. Brae in

2.

Birregurra or Royal Mail Hotel in Dunkeld. Dunolly has a number of pubs/hotels which could

Gap in destination dining establishments in Talbot.
Opportunity to develop Nolan Street for hospitality and outdoor dining and lifestyle
focused retail.

be upgraded to become a dual food and accommodation venue.
3.
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Upgrade of existing hotel/pubs in Dunolly to improve the food offering

1.14.6. NATURE-BASED AND RECREATION

1.14.7. CYCLING

Nature-based tourism activities are limited in Central Goldfields. The main NBT tourism

Central Goldfields includes a number of cycling trails and road cycling routes. These have

assets are the region's reservoirs and waterways including:

been mapped and promoted through a cycling brochure for Maryborough and Dunolly.



Cairn Curran Reservoir: Located on the Loddon River about 10km was of Maldon.

There are a number of emerging cycling opportunities for the region which are outlined

The western half of the reservoir is located in Central Goldfields and the other in

below.

Mount Alexander Shire. A public reserve masterplan was completed for the site in



2012 which provides a number of recommendations for improved recreation

CYCLING GAPS & OPPORTUNITIES

facilities.

1.




2.

Further development of the Ballarat - Maryborough Heritage Trail, to provide an on-road

Lanecoorie Reservoir: Located about 12km east of Dunolly, one of Victoria's firest

cycling connection utilising back-country roads between Maryborough to Ballarat (via

reservoirs.

Creswick and other small towns)

Paddys Ranges State Park. Located within close proximity to Maryborough, the
Park provides a number of recreational opportunities as well as basic camping
facilities.



routes.

Goldfields Reservoir. Located on the outskirts of Maryborough, the former water
supply for the town is now used for boating and fishing.

The proximity between gold-rush villages provides opportunity for road cycling touring

3.

Opportunity for a rail trail linking Castlemaine and Maryborough through the train line
which is not currently in operation.

Lake Victoria: Located within Maryborough, adjacent to Princes Park, the Lake is
bordered by a caravan park and adventure playground.

The waterways allow for a variety of recreational activities including boating, fishing, and
swimming, walking, and camping.

Goulburn Murray Water is the land manager and

responsible for much for development and maintenance of visitor facilities.
There are also large areas of Box Iron Bark Forest including Paddys Ranges State Park which
allow for opportunities for camping, bushwalking, picnicking, cycling and bird watching.
NBT GAPS & OPPORTUNITIES
1.

Opportunity to provide, with Goulburn Murray Water, improved and upgraded visitor
facilities for water reservoirs.

2.

In partnership with Parks Victoria, improve infrastructure in State and Regional Parks.
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1.15. LODDON

1.15.1. SUB REGION OVERVIEW
Loddon is a large municipality to the north west of Bendigo, stretching all the way up to the
Murray region. The municipality is composed of a number of small towns separated by a
rural farmed landscape as well as a number of State and National Parks. A number of major
highways run through the region (Calder Highway and Loddon Valley Highway) with a large
number of travellers coming from Swan Hill and Mildura.
The Loddon River is the key natural feature and runs through the centre of the region.
Bridgewater is main town for water-based activities and is located 40km west of Bendigo,
along the Calder Highway. The key stopping off point for visitors is the Loddon Bridge
Hotel, an impressive art deco building next to the Loddon River. The town is oriented eastwest and has a poor interface with the Loddon River.
Wedderburn is located on the Calder Hwy, approximately 75km from Bendigo. The town
includes the municipal offices and visitor information centre. It’s a quiet county town which
can be used as a base to explore the surrounding natural landscape and wineries.
Boort is located around 100 km north of Bendigo, centred around the Boort wetlands
system. The town has an attractive town centre which is framed for the lakes at either end.
Other small towns in the region include Inglewood, Pyramid Hill, and Serpentine.
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1.15.2. ACCOMMODATION

TABLE 18 LODDON ACCOMMODATION BY TYPE

Loddon has the smallest accommodation base in the region, however, campsites have not

# Establishments

# Bedspaces

% of Total

Motel

3

95

39%

Caravan Park*

5

72

30%

Self Contained

6

34

14%

Hotel

2

30

12%

Farm stay

1

10

4%

Total

17

241

100%

been accounted for within this analysis. Camping is a popular activity in Loddon and there
are a number of free campsites including:


Bridgewater Recreation Reserve



Lanecoorie Riverfront Camping



Newbridge River Reserve



Tarnagulla Recreation Reserve

Loddon's accommodation base is split between the main towns of Boort, Weddurburn and
Bridgewater. Motel is the largest accommodation type reflecting the region's popularity as
a stop-over destination.

*Cabins only, not including campsites
Source: Loddon Shire, compiled by Urban Enterprise 2015

There are a number of large Caravan parks in the area, two of which are owned and
managed by Loddon Shire Council. The area is a popular destination and stop-over point

TABLE 19 LODDON ACCOMMODATION BY TOWN (BEDSPACES)

2.

Opportunity to develop farm-stay accommodation, leveraging from the region's
agricultural strengths.

30

10

15

Wedderburn

20

Bridgewater

22

Inglewood

% of Total

Opportunity for nature-based accommodation located close to the Loddon River.

Total

Hotel

1.

Self Contained

Farm stay

Boort

ACCOMMODATION GAPS & OPPORTUNITIES

22

77

32%

50

6

76

32%

25

6

53

22%

20

8%

15

6%

241

100%

Motel

Caravan Park

for grey nomads.

20

Pyramid Hill

0

Total

72

15
10

30

95

34

*Cabins only, not including campsites
Source: Loddon Shire, compiled by Urban Enterprise 2015
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1.15.3. NATURE-BASED TOURISM AND OUTDOORS

3.

Opportunities to improve the landscaping and visitor facilities for Lake Boort, as well as
opportunities for commercial businesses.

Nature-based tourism (NBT) activities are the major strength of Loddon's tourism offering.
Some of the major NBT assets include:

1.15.4. HERITAGE


Loddon River: North-central Victoria's largest river and the key natural feature of
the region. It flows through the townships of Newstead, Bridgewater, Serpentine,
and Boort before joining the Murray. Bridgewater is a key area for watersports
activities on the river including boating, water skiing, canoeing and kayaking. A
designated swimming area is located at the Flour Mill Weir.



Boort Wetlands: The Boort wetlands are a combination of a number of large lakes

Although Loddon may not share the same level of prominent gold rush buildings than
elsewhere in the region, there are still relics and sites across the landscape demonstrating
the impact of gold on the region. There are a number of small historical societies and
museums where memorabilia and stories can be found. Fossicking is allowed on public land
in specific areas but not in Station and National Parks. (a miners rights licence must be
obtained first).

and wetland habitats including Lake Boort, Lake Leaghur, and Lake Lynder. The
wetlands system is rich in fish, animal and bird life and offers many opportunities
for water sports, bushwalking, and other recreation activities.


Kooyoora State Park: A Box-Iron Bark forest popular destination for bushwalking.

The region has a rich indigenous heritage. The Boort Wetlands contains the greatest
number of scar trees in Australia. Visitor interpretation of the history is currently limited.
HERITAGE GAPS & OPPORTUNITIES

The Park offers great views of the surrounding region from the Melville Caves, an
interesting granite rock formation.


Leaghur State Park: Located north of Boort, the Park is a Black Box Woodland
habitat. Flooding occurs during certain times of the year bringing an array of bird
and animal life.



Terrick Terrick National Park: Located south-east of Pyramid Hill, the Park is a
Northern Plains Grasslands Habitat and interesting rock formations. Free camping
is available.

There are a number of emerging adventure tourism opportunities in the region including
rock climbing, white water rafting (limited to certain times of the year), canoe trails and sky
diving.
NATURE-BASED GAPS & OPPORTUNITIES
1.

Opportunity to develop of canoe trails along the Loddon River.

2.

Opportunities to develop adventure tourism e.g. rock climbing, white water rafting, sky
diving.
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1.

Opportunities to prove interpretation of indigenous heritage at Lake Boort, including
signage and tours.

1.15.5. FOOD AND HOSPITALITY

TABLE 20 LODDON DINING ESTABLISHMENTS

Due to the small size of townships in the region, the development of local dining options is

Bakery

Cafe

Hotels/Pub

Total

1

2

3

1

1

3

challenging. Most establishments are hotel/pub type restaurants with no noteworthy
dining options in the region. The establishment of a quality gastro-pub would make a major

Boort

addition to the region.

Bridgewater

Agri-tourism is an emerging experience in Loddon with a number of farm-gate

Inglewood

1

2

3

Newbridge

1

1

2

1

1

3

1

1

2

5

5

1

1

1

7

14

23

1

opportunities opening in recent years. Local producers should be encouraged to work with
the regional Food Fossickers network to offer farm-gate experiences and build touring
opportunities. Local restaurants should also be encouraged to showcase local produce.

Pyramid Hill

Loddon has a number of wineries which form part of the Bendigo wine region.

Serpentine

FOOD AND HOSPITALITY GAPS & OPPORTUNITIES
1.

Gap in quality dining options (e.g. gastro pub)

2.

Opportunity to involve local producers in the regional Food Fossickers network.

1

Other
Wedderburn
Total

2

Source: Loddon Shire, Compiled by Urban Enterprise 2015
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1.16. REGIONAL INFRASTRUCTURE ASSESSMENT

FIGURE 27 TRANSPORT USED (DOMESTIC OVERNIGHT TRIPS)

The infrastructure audit is intended to identify the key pieces of infrastructure related to
tourism in the Bendigo Region. This audit includes road and rail infrastructure, airports, car
hire operators and accredited Visitor Information Centres.

84%
86%
89%

Private vehicle or company car

It is important to note that the Loddon Campaspe Integrated Transport Plan is currently
being completed to identify regional initiatives to improve transport outcomes for the

Railway

6%
5%
3%

Aircraft

5%
4%
4%

region as a whole. The project is currently in its background phase.

1.17. SUMMARY
The infrastructure audit provides an overview of key transport and VIC infrastructure across
the region. The key gaps and opportunities are identified as:


An increase in the frequency and capacity of rail services to Maryborough and

3%
4%
2%

Other

improved coach link between Bendigo and Maryborough;


Upgrade of Bendigo Airport including a high capacity runway;



Providing wi-fi connection at VICs throughout the region;



Investigating new, high exposure locations for VICs in Maldon and Maryborough

Bendigo
Ballarat

2%
2%
2%

Bus/Coach

0%

Regional VIC

20%

40%

1.18. TRANSPORT USED
The majority of domestic overnight visitors to the Bendigo Region travel by car, 84%. Whilst
a small proportion, 6% of domestic overnight visitors travel to the Bendigo Region by rail,
slightly higher than visitors to Ballarat (5%) and twice the proportion of visitors travelling in
total Regional Victoria (3%).
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Source: Tourism Research Australia, NVS, 5 years to December 2014

60%

80%

100%

1.19. ROAD NETWORK

FIGURE 28 REGIONAL ROAD NETWORK

There are three main road types through the Bendigo Region. These are major Highways or
Freeways, main roads and smaller roads. The city of Bendigo sits at the junction of several
highways:


The Calder Highway, connecting Bendigo with the northern suburbs of Melbourne
in 90 minutes, or travelling north-west to connect with Mildura;



The McIvor Highway, connecting Bendigo and Heathcote, and connecting with
the Northern and Hume Highways travelling south to Melbourne;



The Midland Highway, connecting Bendigo with Daylesford in 60 minutes, Ballarat
in 90 minutes, or travelling north-east to connect with Echuca in 70 minutes; and



The Loddon Valley Highway, connecting with Swan Hill to the north.
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1.20. RAIL
V-Line operates regional train services for the Goldfields region, servicing the Bendigo
Region on the Bendigo line and the Ballarat Line.
On the Bendigo line, Bendigo train station is a junction point in which the line either heads
north toward Swan Hill or north-east to Echuca. Stations on the Bendigo line in the region
include Bendigo, Eaglehawk, Kangaroo Flat, Castlemaine, Epsom, Elmore, Dingee and
Pyramid.
The Ballarat line services the Maryborough sub-region, and includes stations Maryborough
and Talbot within the Bendigo Region.
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FIGURE 29 BENDIGO REGION INFRASTRUCTURE - RAIL

Table 29 below shows the frequency at which trains services run in the Bendigo Region, and

TABLE 22 TRAIN SERVICE AVAILABILITY (TIME OF FIRST AND LAST SERVICES)

Table 15 shows the times of the first and last train services.
The Melbourne to Bendigo line runs 19 services north and 18 services south each day

V/Line Service

Monday to Friday

Saturday

Sunday

Melbourne - Bendigo

06:17 - 22:23 (last
train 23:50 on Fri)

07:19 - 23:50

08:36 - 22:20

Bendigo - Melbourne

05:07 - 20:48

05:53 - 20:46

05:53 - 20:47

Melbourne - Castlemaine

06:17 - 22:23 (last
train 23:50 on Fri)

07:19 - 23:50

08:36 - 22:20

Castlemaine - Melbourne

05:28 - 21:01

06:14 - 21:07

06:14 - 21:07

Maryborough - Melbourne

7:12

7:10

8:10

Melbourne - Maryborough

16:33

18:15

18:15

Maryborough - Ballarat

7:12

7:10

8:10

Ballarat - Maryborough

17:45

19:45

19:45

Bendigo - Castlemaine

05:07 - 20:48

05:53 - 20:46

05:53 - 20:47

Castlemaine - Bendigo

07:47 - 23:47 (last
train 01:16 on Fri)

08:50 - 01:13

10:11 - 23:43

Monday to Friday, and less frequent services on the weekends. With the last train service on
weekends departing Bendigo before 9pm, this may be a limitation to visitors making
weekend trips via train service to the Bendigo Region.
Maryborough is only serviced by one train service daily in each direction, with the train
service to Melbourne departing in the early morning.
TABLE 21 TRAIN SERVICE FREQUENCY (SERVICES PER DAY)

V/Line Service

Monday to
Friday

Saturday

Sunday

Melbourne - Bendigo

19 (20 on Fri)

15

12

Bendigo - Melbourne

18

13

12

Melbourne - Castlemaine

19 (20 on Fri)

15

12

Castlemaine - Melbourne

18

13

12

Maryborough - Melbourne

1

1

1

Melbourne - Maryborough

1

1

1

Maryborough - Ballarat

1

1

1

Ballarat - Maryborough

1

1

1

Bendigo - Castlemaine

18

13

12

Castlemaine - Bendigo

19 (20 on Fri)

15

12

Source: V/Line Train Service Timetables, 2013

Source: V/Line Train Service Timetables, 2013
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1.21. COACHES
V-Line operates a regional coach service for the Bendigo Region, however on a rather

TABLE 23 COACH SERVICE FREQUENCY (SERVICES PER DAY)

V/Line Service

Monday to
Friday

Saturday

Sunday

Table 16 below shows the frequency at which coach services operate in the Bendigo Region.

Bendigo - Castlemaine

1

0

0

The weekend coach services are limited to one or two services daily for most routes within

Castlemaine - Bendigo

1

0

0

Castlemaine - Maryborough

4 (5 on Fri)

2

1

Maryborough - Castlemaine

4 (5 on Fri)

2

1

Castlemaine - Daylesford

0

0

1

Daylseford - Castlemaine

1

0

1

Maryborough - Ballarat

2 (1 on Wed)

2

0

Ballarat - Maryborough

1 (0 on Wed)

1

1

Wedderburn - Bendigo

1

0

0

Bendigo - Wedderburn

1

0

0

Heathcote - Melbourne

2

2

1

Melbourne - Heathcote

2

1

1

limited timetable.

the Bendigo Region. The most well serviced route is Castlemaine to/from Maryborough,
with 4 to 5 services each way Monday to Friday.
There is scope for the frequency of coach services to be upgraded. This is particularly
applicable to the Bendigo to/from Castlemaine service, and the Melbourne to/from
Heathcote service, both during the week and on the weekends.

Source: V/Line Train Service Timetables, 2013
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TABLE 24 COACH SERVICE AVAILABILITY (TIME OF FIRST AND LAST SERVICES)

1.22. AIRPORTS
There are two registered airports in the region; Bendigo and Maryborough Airports.

V/Line Service

Monday to
Friday

Saturday

Sunday

Bendigo - Castlemaine

6:45

N/A

N/A

airport shuttle bus, operated by Bendigo Airport Services, offering 7 services each direction

Castlemaine - Bendigo

15:20

N/A

N/A

daily Monday to Friday, and 5 services each direction on weekends and public holidays.

Castlemaine - Maryborough

07:55 - 20:15

10:20 - 19:35

19:35

Maryborough - Castlemaine

05:45 - 15:40
(last coach
18:15 on Fri)

08:40 - 18:00

18:10

Castlemaine - Daylesford

N/A

N/A

19:35

Daylesford - Castlemaine

14:45

N/A

17:55

Maryborough - Ballarat

04:00 - 08:29
(only 4:00 on
Wed)

04:00 - 08:29

N/A

Ballarat - Maryborough

15:00 (18:10 on
Fri, N/A on
Wed)

10:55

23:02

Wedderburn - Bendigo

11:00

N/A

N/A

Bendigo - Wedderburn

15:30

N/A

N/A

Heathcote - Melbourne

09:41 - 09:45

09:41 - 09:46

16:00

Melbourne - Heathcote

15:54 - 15:59

12:35

18:25

The Bendigo Region is accessible to visitors travelling via air to Melbourne Airport with an

BENDIGO AIRPORT
Bendigo Airport is located in East Bendigo, only 5km from the city centre. It is owned and
operated by the City of Greater Bendigo. Commercial and business jet charter services
operate from the airport. Currently no regular commercial flights run to or from Bendigo
Airport.
The City of Greater Bendigo recently secured $5 million in funding to support upgrades to
the airport including:


New high capacity runway to cater for aircraft carrying up to 70 passengers (the
existing runway only caters for aircrafts with a capacity of 9 passengers):



A new business park to accommodate new and existing businesses



Upgrades to hangars, lighting , taxiways, and associated infrastructure;

The completion of the airport upgrade has the potential to have a significant impact on
visitor access to Bendigo, particularly for the business and corporate market.
MARYBOROUGH AIRPORT
Maryborough Airport is located approximately 4km from the town centre. Currently no

Source: V/Line Train Service Timetables, 2013

regular commercial flights run to or from Maryborough Airport and it is only used by private
and chartered flights.
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1.23. CAR HIRE
Car hire providers are mostly located in the City of Bendigo. Car hire companies in the
region include:


Avis Bendigo Car & Truck Rental



Thrifty Car Rental, Bendigo



Budget Car and Truck Retail, Bendigo



Rent Me a Car, Bendigo



Low Cost Cars, Bendigo.



Nifty Car Hire, Maryborough.

The recently established art series hotel in Bendigo, The Schaller Studio, also has a fleet of
Smart cars available for visitors to hire.
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Appendix E

ECONOMIC IMPACT ANALYSIS

Region captures the same proportion of visitors visiting wineries than the High Country, it is
estimated to have the following impact:
Overnight

Daytrip

Bendigo Region- % of visitors going to wineries

2.5%

1.5%

High Country - % of visitors going to wineries

10.90%

4.60%

% Visitation growth to wineries (if Bendigo achieved
the same proportion of visitors as High Country)

8.4%

3.10%

% New visitors which would be attracted to the
region (assuming 10%)

0.84%

0.31%

% Visitors which would stay longer in region
(assuming 90%)

7.56%

2.79%

# New visitors

7,140

5,797

#Visitors to stay longer

64,260

52,173

Average Expenditure Per Person (Victorians)

289

103

Expenditure from new visitors

$2,063,460

$597,091

Expenditure from existing visitors (increased yield)

$1,857,114

$537,381

Total Additional Expenditure

$3,920,574

$1,134,472

This section provides a high level analysis on the economic impact of the following priority
projects:


Winery Tourism Development and Marketing;



Food Fossickers Network Development;



Ride Goldfields.

As these projects are aimed at lifting the overall experience for a particular activity type, the
economic impact is calculated by determining the impact on visitation growth and
expenditure as a result of developing the Bendigo Region as a prime destination for that
activity type using a benchmark region. The methodology is outlined below.
METHODOLOGY
1.

Benchmark the Bendigo Region against other regions which are considered successful
for that activity (e.g. the North East region for cycling) to understand the impact on
visitation to Bendigo for daytrip and overnights using TRA data;

2.

Assume that 10% of that growth with come from new visitors to the region, and 90%
will be from existing visitors undertaking that activity and extending their length of
stay;

3.

Using data for the average expenditure of daytrip and overnight visitors to the
Goldfields Region, determine the impact of new visitors on direct and indirect
expenditure in the region, and associated employment benefits (data was sourced

Total Direct Expenditure

$5,055,047

Indirect Expenditure

$5,004,496

Direct Employment

51

Indirect Employment

21

from the Goldfields Tourism Victoria Market Profile).
WINERY TOURISM DEVELOPMENT AND MARKETING
The following scenario uses the High Country as a benchmark for winery tourism. Although
winery tourism in the High Country is lower than other regions (e.g. Yarra Valley) it is
considered a more appropriate comparison to the Bendigo Region context. If the Bendigo
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FOOD FOSSICKER NETWORK DEVELOPMENT

RIDE GOLDFIELDS

The following scenario uses the Yarra Valley as a benchmark for farm-gate tourism. If the

The following scenario uses the High Country as a benchmark for cycling tourism. If the

Bendigo Region captures the same proportion of visitors visiting farm-gates than the Yarra

Bendigo Region captures the same proportion of visitors undertaking cycling than the High

Valley, it is estimated to have the following impact:

Country, it is estimated to have the following impact:
Overnight

Daytrip

Overnight

Daytrip

Bendigo Region- % of visitors going to wineries

2.8%

1.6%

Bendigo Region- % of visitors going to wineries

1.4%

0.6%

Yarra Valley - % of visitors going to wineries

4.5%

2.5%

High Country - % of visitors going to wineries

6.7%

1.1%

% Visitation growth to wineries (if Bendigo achieved
the same proportion of visitors as High Country)

1.7%

0.9%

% Visitation growth to wineries (if Bendigo achieved
the same proportion of visitors as High Country)

5.3%

0.6%

% New visitors which would be attracted to the
region (assuming 10%)

0.17%

0.09%

% New visitors which would be attracted to the
region (assuming 10%)

0.53%

0.06%

% Visitors which would stay longer in region
(assuming 90%)

1.53%

0.81%

% Visitors which would stay longer in region
(assuming 90%)

4.8%

0.5%

# New visitors

1,445

1,683

# New visitors

4,505

1,029

#Visitors to stay longer

13,005

15,147

#Visitors to stay longer

40,545

9,257

Average Expenditure pp (victorians)

289

103

Average Expenditure pp (victorians)

289

103

Expenditure from new visitors

$ 417,605

$173,349

Expenditure from new visitors

$1,301,945

$105,936

375,844.

156,014

Expenditure from existing visitors (increased yield)

$1,171,751

$95,342

$793,450

$329,363

Total Additional Expenditure

$2,473,696

$201,277

Expenditure from existing visitors (increased yield)
Total Additional Expenditure
Total Direct Expenditure

$1,122,813

Total Direct Expenditure

$2,674,973

Indirect Expenditure

$1,111,584

Indirect Expenditure

$2,648,223

Direct Employment

11

Direct Employment

27

Indirect Employment

5

Indirect Employment

11
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COMO GROUP ASIA PACIFIC PTY LTD
87 CUBITT STREET CREMORNE VIC 3121
THETEAM@COMOGROUP.COM.AU
COMOGROUP.COM.AU
TEL 1300 669 642

BENDIGO DMP
DIGITAL MARKETING AUDIT R1

DIGITAL AUDIT DEFINITIONS
Design
Whether the design is aesthetically pleasing with appropriate branding and a contemporary interface.
Destination marketing websites need to compete with major booking portals such as Wotif and
TripAdvisor. For this reason, the design of the website is important as it needs to appear as a current and
reputable source. Outdated design suggests outdated content.
Information Architecture & Usability
Information architecture is the structural design of content, including content placement and navigation.
Great information architecture is strategically considered and is generally designed to lead users down a
predetermined path, such as booking or building a rich itinerary of products and experiences.
Google Webmaster Best Practices
Google remains as the global leader in search. Other search engines generally follow the same open
standards and best practices recommended by Google for developing, maintaining and optimising a
website. Google best practices include a long list of recommendations that influence organic rankings,
including the need for a responsive website, fast loading times, best practice programming and semantic
(automated) tagging of structured data such as operator listings.
Content
This refers to any content generated for the project, including copy, images, user generated content
(social media), PDF documents, video etc.
Website Speed
Google wants to make the web faster. Website speed is a very important factor for both search engine
rankings and for the user experience, especially when users are accessing the website in remote regional
areas over mobile connections. For the speed tests within this report, COMO has used the Google
PageSpeed testing tool available at 
https://developers.google.com/speed/pagespeed/insights/
Conversion & Activation (CTA)
The ability to track conversions is much more complicated than the simple metric of counting online
bookings. Many clever tactics can be employed to track actions such as how many wish lists were
generated, how users group product types in a wish list, whether contact details on an operator profile
were specifically requested by the user and much more. Likewise, the methods employed to activate
users are critically important - here we investigate whether users are able to easily subscribe (email or
social channels), share, book or perform an action that binds them to the brand rather than being a single
time user. Activation enables the ability to convert at a future date if the conversion opportunity was not
met upon the user's first visit.

Effective Cross Promotion to Increase Yield
This particular category is generally one that only the large Online Travel Agents succeed in. Many
destination marketing websites lead users down a single minded path such as accommodation booking,
whereby the user achieves their desired primary action, and no relevant product (such as events,
attractions or restaurants) are promoted to the user. Actual product or experiences need to be clearly
promoted at various points of the user journey, not just a navigation menu with names of other product
categories.
Best Practice Social Media Integration
Social media integration is a critical requirement for any successful destination marketing website. Over
70% of travellers share their holiday experience on social media. More than 45% of travellers check in to
at least one location during their stay abroad. User generated content has been proven to be the most
authentic, authoritative and popular content across more than 30 destination marketing projects in the
state of Victoria.
Best practices for implementation include;

● Global access to sharing tools and intuitive capabilities such as the ability to share a user generated
wish list
● Implementation of single click social subscription tools, situated in close proximity to email
subscription
● At the very least, a feed of user generated content from instagram. Ideally an aspirational theme
based display of curated social media posts from multiple social networks
Measurement
Everyone knows that digital enables measurement, though very organisations properly utilise even the
most basic principles for measuring overall project performance. This audit has basically identified that no
special means other than Google Analytics are currently being employed throughout the bendigo region.
A new digital strategy for the region should place a strong emphasis on how the digital success will be
measured moving forward.
Social Media - User Engagement
This refers to the volume of followers that are engaging with posts. COMO generally assesses this by
reviewing the number of followers and the average number of engagements from posts within the last 7
days, or the last 4 posts.
Social Media - Communication
This refers to both the context of social media posts, and the ability for a social media owner to
appropriately respond to it’s audience.
Social Media - Best Practices
Social best practices include tactics such as avoiding text only posts, including engagement bait
(questions) within posts and profile branding.

PROJECTS AUDITED
City of Greater Bendigo
Tourism Website - 
www.bendigotourism.com
Facebook Page - 
https://www.facebook.com/ExploreBendigo
Twitter Account - 
https://twitter.com/ExploreBendigo
Instagram - 
https://instagram.com/explorebendigo
YouTube Channel - 
https://www.youtube.com/user/BendigoTourism
Central Goldfields
Tourism Website - 
www.visitmaryborough.com.au
Facebook Page - 
https://www.facebook.com/Visit.Maryborough
Mount Alexander
Tourism Website - 
www.maldoncastlemaine.com.au
YouTube Channel - 
https://www.youtube.com/channel/UCFNhwGhnDwUVOx7WUSsHzOA
Loddon Shire
Local Council Website
-

http://www.loddon.vic.gov.au/Visit
Local Council Facebook Page - 
https://www.facebook.com/LoddonShire

AUDIT SUMMARY
The following table offers a snapshot of the outcomes from the digital audit.

Assessment Area

Greater Bendigo

Central Goldfields

Mount Alexander

Loddon Shire

Design

Good

Poor

Poor

Poor

Information
Architecture &
Usability

Poor

Good

Good

Poor

Google Best
Practices

Poor

Poor

Poor

Poor

Content

Great

Good

Good

Poor

Call to Action

Good

Poor

N/A

N/A

Cross Promotion

Poor

Poor

Poor

Poor

Social Media
Integration

Poor

Poor

Poor

Poor

Social Media Profiles

Great

Good

Great

Poor

Overall Result

Good

Good

Good

Poor

N/A
Poor
Good
Great

Does not exist or could not be evaluated
Requires significant attention - generally doesn’t meet user needs, or low strategic value
Reasonable - generally meets user needs, or moderate strategic value
Best practice - meets or surpasses most user needs, or high strategic value

CITY OF GREATER BENDIGO
PROJECT
www.bendigotourism.com
DESIGN

● Branding
- The Bendigo Tourism website has a solid identity though could likely benefit from a
refresh including a new digital style guide that encompasses modern day digital capabilities. Bendigo
Tourism should consider changing the primary URL to ‘Visit Bendigo’ which is more consumer
focused and in itself a call to action
● Interface Design
- Cluttered content architecture, use of standard fonts and stock images are all
strong indications that the general interface design is outdated
● Marketing Images
- The use of many small images and collages is generally considered to be
outdated and should be replaced with larger aspirational hero images that contain greater context
around any single image displayed. For example, being able to identify the operator name if viewing
an image of a beautiful meal and table setting, or the name of a park, monument or attraction shown
in any photo. Ideally the contextual name should also link to a full ATDW profile if available
● Operator Images & Profiles 
- Likewise, the images used for operators are very small and don’t offer
the modern consumer the ability to view the level of detail that they are looking for. Most of these
small images also appear to be over compressed (low resolution) which was perhaps considered a
highly necessary measure 5+ years ago. The amount of information found on operator profiles is
sufficient, though lacking greater context such as emotive tagging or user generated content
INFORMATION ARCHITECTURE & USABILITY

● Navigation
- Whilst still effective, the navigation menu is outdated in that third level trees are hidden
without a user hovering (or touching on tablet) to discover their content. A more contemporary
approach would involve less main menu options to be presented in a series of flyout (super
dropdown) menu panels that showcase all key content paths within a single viewport
● Home Page
- The home page content architecture is consistent with best practice design
approximately 4-6 years ago, where most home pages promoted all content broadly as “the shop
that sells everything”. Modern interaction design differs by refining the way in which content is
interpreted, often leading visitors down the beginnings of a conversion path from the very beginning
of their journey. Home page content should have a strategically considered hierarchy
● Social Tools
- Great placement of consistent hashtag and social sharing tools
GOOGLE WEBMASTER BEST PRACTICES

●
●
●
●
●
●

SEO Friendly 
- Yes
Semantic Content
- No
Mobile Friendly
- Yes
Responsive Design
- No
Mobile Page Speed Score 
- 50/100
Desktop Page Speed Score
- 31/100

CONTENT

● Overview
- Given the age of the website and the limited tools available to content authors, the
content throughout the website is very good and has been well maintained. One could assume that
at the very least, annual audits and updates are taking place. Of all the regional tourism websites
observed, the content produced for this project would have to be in the top 3 across the state
● Recency
- No outdated content was observed. Content appears relevant and well maintained
● Quality
- The written content is of high quality. Content authors would benefit from new tools such as
the ability to inject interactive maps or dynamic lists of operators within content pages instead of
static links. Copy is well balanced with a mix of experiential and product based descriptions.
Currently content authors are also restricted to a very narrow column for content placement
CALL TO ACTION, CONVERSION & ACTIVATION

● The booking widget is well placed in a consistent location and acts as a sound call to action for users
to commence their booking process
● Conversions would almost definitely increase with a more prominent call to action dialogue such as
‘BOOK NOW’
● Operator contact details should be masked (click to reveal) in order to accurately monitor user
contact intention as an additional conversion metric
● Existing general conversion metrics available via Bookeasy customer support centre
● Social and email subscription tools should remain globally available to increase activation
CROSS PROMOTION TO INCREASE YIELD

● The website does not offer effective cross promotion of relevant products or experiences
● A user specifically looking for accommodation only does not have other relevant product presented
to them throughout the search and discovery process
● The website lacks content authoring tools that effectively inspire users to explore relevant product or
experience offerings across a particular category of interest - instead product and experience
content is segregated into specific content sections of the website that are easily missed throughout
the user journey
SOCIAL MEDIA INTEGRATION

●
●
●
●
●

No social feed present, presenting a significant lost opportunity for user engagement
No curated display of social media posts
No social context in relation to operators
Links to social media pages do exist
Social followings would increase with direct one click subscription buttons embedded

MEASUREMENT

● Reporting metrics are likely limited to Google Analytics and booking
EXISTING WEBSITE - KEY OBSERVATIONS AND RECOMMENDATIONS

● Address the page load speed issues using the Google PageSpeed toolkit. This will improve Google
page rankings and the overall user experience
● Consider implementing a stream of moderated social media posts with the ability for users to view
the full context of the post, including additional information added by content authors such as which
operators are featured
● Consider adding greater means of tracking conversions other than booking, such as the reveal of
operator contact details
FUTURE WEBSITE / REDEVELOPMENT - KEY RECOMMENDATIONS

● Establish clear project objectives for increasing awareness, influence, engagement and action
● Ensure all Google Webmaster best practices are met as part of the contract. This includes for
example the website being responsive, fast to load and built with best practice programming
● Utilise modern best practice information architecture, where each fragment of content or functionality
serves a hierarchical strategic purpose rather than the currently employed scattergun approach
● Ensure that large aspirational images are used to portray the essence of Bendigo’s offerings instead
of small images welded into crafty collages
● Rely less on images for graphics such as buttons and fully embrace CSS3+ capabilities to improve the
overall website performance
● Utilise automated semantic content tagging (microdata) for significantly enhanced automatic search
engine optimisation of structured data such as product listings
● Consider integration with external data sources such as the Australian Tourism Data Warehouse
● Ensure that a long list of conversion and success metrics are clearly defined at the outset of the
project, that the agency holds some level of accountability for delivering against those metrics, and
that the metrics are diligently monitored and reported on at set periods beyond the launch date
● Carefully consider a series of rich functional content blocks that could be used by content authors for
enhancing the interactive nature of content. For example, the ability to insert interactive maps with
specific operators shown, the ability to insert product cards within content or other interactive
components that could greatly improve the user experience without the need for long paragraphs of
written content

FACEBOOK
-
https://www.facebook.com/ExploreBendigo
User Engagement

● Engagement generally ranges from 10 to 100 interactions per post which is fairly standard for
non-paid media based on 26,000 followers
● Post visibility can likely be dramatically increased on an ongoing basis by running short span paid
advertising on Facebook. Running a high engagement paid period should boost visibility to the same
audience of participants once the campaign has ended
● Bendigo On The Hop appears to be attracting an abnormally high amount of interactions!
Communication

● The content of posts is high quality and generally meets all best practices
● Although it appears that user questions have been answered, more voluntary interaction with users is
recommended to build stronger connections with followers
Best Practices

● Best practice measures have been met. The account quality is excellent and highly likely to be one of
the top 5 regional Facebook destination marketing pages in the state.

TWITTER 
-
https://twitter.com/ExploreBendigo
User Engagement

● Great - a very high level of user engagement based on the following
Communication

● Excellent - wide variety of posts, retweets, shoutouts
Best Practices

● A social media strategist would have a difficult time identifying means for improvement

INSTAGRAM
-
https://instagram.com/explorebendigo
User Engagement

● High level of user engagement based on current following of 1930
Communication

● Excellent image choices
● Wide variety of products and experiences showcased
Best Practices

● Nothing to fault here - this Instagram account is exceptionally well managed

YOUTUBE
-
https://www.youtube.com/user/BendigoTourism
User Engagement

● Views are high, contextual engagement (comments, likes, dislikes) is surprisingly low - though this I
wouldn’t consider negative, only an interesting observation
Communication

● The media produced and uploaded is of exceptional quality. In particular, the ‘Beautiful Bendigo’
video has been very well produced and will likely appeal to a broad range of consumers.
Best Practices

● The only best practice measure that I feel could be employed is to have the Bendigo Tourism website
act as a greater vehicle for showcasing this outstanding content. Even the existing website could
easily showcase the Beautiful Bendigo video (perhaps a shorter 60 second version) - instantly
enhancing the overall brand and perception of the destination

VISIT MARYBOROUGH
PROJECT
www.visitmaryborough.com.au
DESIGN

● Branding
- It is highly apparent that the website could benefit from a rebrand to refresh and
modernise the overall website aesthetic as well as choosing a consumer friendly name such as ‘Visit
Maryborough’ instead of ‘Central Goldfields Shire’ which consumers would not naturally relate to
● Interface Design
- The overarching interface design employs outdated design methods, inconsistent
use of fonts, inconsistent formatting and image based buttons
● Marketing Images
- Both the selection of images and the way in which they have been utilised are
both poor practice. From the home page, one image appears to promote a patch of dirt with post
holes and no context as to why this has been featured in a gallery. Very few images appear to be
professionally photographed, including some captured on overcast gloomy days. The few
professional images that do exist appear to be trapped inside the homepage header slideshow,
again with no context as to what is being featured within each image. The connected consumer
demands context around photographs or social media images, images alone are not sufficient as a
marketing device
● Operator Images & Profiles 
- The product listings showcase tiny thumbnail images that appear to be
stretched. No star ratings or other devices are available to support users with decision making. I
would expect Google Analytics to demonstrate these listing pages as a high exit point for visitors.
Both live booking and form based enquiries are unavailable to users which may restrict contact to
day trading hours only
INFORMATION ARCHITECTURE & USABILITY

● Navigation
- Landing upon the home page, having two main menus in close proximity is a jarring
experience. The main navigation menu could be improved through a card sort process to rationalise
the top level menu items
● Home Page
- Whilst the home page could benefit from further content rationalisation and design
improvements, the user paths are generally clear and the home page content options can be quickly
interpreted, more so than the Greater Bendigo website evaluated in parallel with this project
● Social Tools
- There is a complete absence of any social media subscription, sharing tools and user
generated content throughout the website which is disappointing considering that a Facebook page
with a strong following does exist to compliment and support the website.
GOOGLE WEBMASTER BEST PRACTICES

●
●
●
●
●
●

SEO Friendly
- Yes, but not fully optimised. 894 pages indexed in search engines.
Semantic Content 
- No
Mobile Friendly
- No. The website functions but is not optimised. Contains Adobe Flash content.
Responsive Design
- No
Mobile Page Speed Score
- 63/100
Desktop Page Speed Score
- 77/100

CONTENT

● Overview
- Whilst the content has been well written, the home page content has too strong a focus
on heritage based content which is not a primary decision making factor for potential visitors. For
many visitors, you will have lost them at the sub-title. The blog has been well maintained with fresh
content however the context of the articles does not appear to be gaining social media sharing
engagement, likely due to the fact that articles are contained within downloadable PDF documents
and not converted properly for online viewing
● Recency
- The blog based content appears to be extended on average every 12 days which is
excellent and clearly a contributing factor to so much content being indexed in search engines
● Quality
- The content that does exist has been well written. Experience based content should be
extended beyond that of a single page overview. The blog would benefit from more digital content
and less PDF attachments
CALL TO ACTION, CONVERSION & ACTIVATION

● The only consistent call to action is to sign up for the newsletter, specials and to download the official
visitor guide - all of which lead to the end of a user journey without a clear path to explore more
content.
CROSS PROMOTION TO INCREASE YIELD

● No complimentary product is exposed throughout the user journey. Two navigation menus are the
only means of cross promoting other product categories.
SOCIAL MEDIA INTEGRATION

● No presence of social media subscription, sharing or user generated content feeds
MEASUREMENT

● The analytics provided were in the form of a spreadsheet only
● Google Analytics is installed on the project, however it is unclear as to whether this tool is being used
for review, or if the statistics were extracted from another third party tool
EXISTING WEBSITE - KEY OBSERVATIONS AND RECOMMENDATIONS

● Clearly promote the Facebook page within the website
● To improve the mobile experience and Google rankings, remove the Adobe Flash slideshow and
replace it with a standard image or HTML based slideshow (low cost exercise)
● Address the page load speed issues using the Google PageSpeed toolkit. This will improve Google
page rankings and the overall user experience
● Consider implementing a stream of moderated social media posts with the ability for users to view
the full context of the post, including additional information added by content authors such as which
operators are featured

● Consider adding greater means of tracking conversions other than booking, such as the reveal of
operator contact details
FUTURE WEBSITE / REDEVELOPMENT - KEY RECOMMENDATIONS

● Consider whether the project investment is best directed at a low budget standalone destination
marketing website, or if the investment may be better directed at enhancing a new Greater Bendigo
website that greatly showcases Maryborough with a rich set of content tools that may otherwise be
unaccessible to Maryborough as a single destination
● If the decision is made to redevelop the website as a standalone destination marketing project and
on a restrictive budget, consider using an off the shelf responsive Wordpress template and focusing
the investment on basic customisations rather than approaching the project as a bespoke design.
This should
● Ensure all Google Webmaster best practices are met as part of the contract. This includes for
example the website being responsive, fast to load and built with best practice programming
● Utilise modern best practice information architecture, where each fragment of content or functionality
serves a hierarchical strategic purpose rather than the currently employed scattergun approach
● Ensure that large aspirational images are used to portray the essence of Bendigo’s offerings instead
of small images welded into crafty collages
● Rely less on images for graphics such as buttons and fully embrace CSS3+ capabilities to improve the
overall website performance
● Ensure that Google Analytics is properly installed and periodically monitored

ADDITIONAL AUDITS TO BE INCLUDED:
Facebook Page - 
https://www.facebook.com/Visit.Maryborough
User Engagement

● Engagement on the top pinned post is very high considering the small number of followers (526)
● General post engagement is low, likely to the small following
● The page name is too long - we suggest changing the name to ‘Visit Maryborough’ and running a
short span paid Facebook campaign to increase following
Communication

● The quality of posts are good, however proper images should be prepared for social media posts
instead of posting brochures and pre-existing content that can not be properly interpreted at a quick
glance within a social media feed
● No interactions with audience observed (e.g. responding to comments or complaints)
Best Practices

● Most best practice measures have been met.

MOUNT ALEXANDER
PROJECT
www.maldoncastlemaine.com.au
DESIGN

● Branding
- A refreshed digital style guide would greatly enhance the overall identity
● Interface Design
-With the exception of three adjacent menus, the desktop interface design appears
to be well considered
● Marketing Images
- Most images situated within content galleries appear to have large viewing
options and relevant descriptions, successfully meeting user expectations
● Operator Images & Profiles 
- Similar best practices have been employed for operator images with
large viewing and descriptions available. Operator profile information appears to be more than
adequate and an enquiry form is available to users
INFORMATION ARCHITECTURE & USABILITY

● Navigation
- The main navigation menu could benefit from a card sort process, though in it’s current
state there are no key concerns as second level menus aren’t hiding further third level menu options
● Home Page
- The home page architecture is simple, placing a priority focus on editorial content,
events and a broad selection of videos
● Social Tools
- Social sharing tools are globally available, partially meeting basic best practice
measures. The website could further benefit from an integration of moderated user generated
content.
GOOGLE WEBMASTER BEST PRACTICES

●
●
●
●
●
●

SEO Friendly 
- Yes, though not optimised.
Semantic Content
- No
Mobile Friendly
- Yes
Responsive Design
- No
Mobile Page Speed Score 
- 64/100
Desktop Page Speed Score
- 52/100

CONTENT

● Overview
- A broad spectrum of content and clear pathways from the home page offer many starting
points for different interest categories. The content itself has been very well produced.
● Recency
- Whilst it is understood that there is a resource limitation for updating content, authors have
done considerably well in ensuring that the content does not appear to be outdated. From the home
page, events are relevant with upcoming dates and there is no obvious existence of expired content
throughout the website.
● Quality
- Content has been very well produced with short succinct paragraphs, strong meaningful
titles and callouts to effectively summarise content. Galleries have been commonly deployed to

support text based content. Content authors would likely benefit from a rich set of content tools to
further enhance interactive content capabilities.
CALL TO ACTION, CONVERSION & ACTIVATION

● No consistent call to action exists
● No clear conversion path exists
● There is no obvious method employed for driving user activation
CROSS PROMOTION TO INCREASE YIELD

● No effective means of cross promoting relevant products or experiences have been utilised
SOCIAL MEDIA INTEGRATION

●
●
●
●

Social sharing tools are present
No social subscription tools present
No user generated content feed present
The Facebook ‘Like’ button and Twitter ‘Share’ button should be reconfigured to activate social
following, instead of ‘liking’ a singular page on the website (this approach is now largley redundant
and gains virtually no traction in a social feed)

MEASUREMENT

● Reporting metrics are likely limited to Google Analytics and booking
EXISTING WEBSITE - KEY OBSERVATIONS AND RECOMMENDATIONS

● Address the page load speed issues using the Google PageSpeed toolkit. This will improve Google
page rankings and the overall user experience (pay close attention to Desktop speeds)
● Consider implementing a stream of moderated social media posts with the ability for users to view
the full context of the post, including additional information added by content authors such as which
operators are featured
● Consider adding greater means of tracking conversions other than booking, such as the reveal of
operator contact details
● Consider methods for promoting other product categories throughout the user journey
FUTURE WEBSITE / REDEVELOPMENT - KEY RECOMMENDATIONS

● Establish clear project objectives for increasing awareness, influence, engagement and action
● Ensure all Google Webmaster best practices are met as part of the contract. This includes for
example the website being responsive, fast to load and built with best practice programming
● Ensure that Google Analytics is properly installed and periodically monitored

YOUTUBE 
-
https://www.youtube.com/channel/UCFNhwGhnDwUVOx7WUSsHzOA
User Engagement

● Views are high, user engagement (comments, likes, dislikes) is low
Communication

● The quality of the media uploaded is excellent. Shorter versions of each video should be embedded
within the website for maximum exposure with a call to action to view the full version on YouTube
Best Practices

● The name of the channel should be changed to a consumer friendly name, currently
‘TourismServices01’
● It is unclear as to what strategies external from YouTube itself are being deployed for promotion of
this media, but general viewing numbers are very high, suggesting that the channel operator is most
certainly doing a great job in distributing these media assets
● The page requires some reconfiguration to include a cover image, more appropriate user icon (not a
squished logo!) and a primary video that autoplays when a user lands on the channel page

LODDON SHIRE
PROJECT
http://www.loddon.vic.gov.au/Visit
DESIGN

● Branding
- More than appropriate for a council. Less than appropriate for destination marketing
● Interface Design
- Council appropriate
● Marketing Images
- Most images are small thumbnails without the ability to view in large format. The
marketing video on the visit page is much the same and contains photos that may require a little
more consideration, such as that of a graveyard. The map on the homepage should also ideally be
converted to a Google interactive component (whilst it may be a significant landmark - the context is
not explained)
● Operator Images & Profiles 
- No operator profiles were found. Direct links provided to operator
pages when referenced
INFORMATION ARCHITECTURE & USABILITY

● Navigation
- Very basic, easy to use. Some notable conflicts exist with the structure of the navigation,
such as listing destinations as ‘attractions’ in mixed context with other items such as ‘maps’
● Home Page
- Basic. Requires greater content depth.
● Social Tools
- None
GOOGLE WEBMASTER BEST PRACTICES

●
●
●
●
●
●

SEO Friendly 
- Yes, though not fully optimised.
Semantic Content
- No
Mobile Friendly
- Yes
Responsive Design
- No
Mobile Page Speed Score 
- 44/100
Desktop Page Speed Score
- 62/100

CONTENT

● Overview
- Whilst the tourism copy has been well written, the navigation structure and user journey
pathways leave a lot to be desired. It is difficult to consider how this content would influence a
decision to travel to Loddon. There is a distinct lack of aspirational content.
● Recency
- The events feed and brochureware appear to be up to date.
● Quality
- Whilst there are no glaring errors, it is clear that the Loddon Visit page would strongly
benefit from the engagement of a copywriter that specialises in tourism content as well as new
photography and removal of the existing video.

CALL TO ACTION, CONVERSION & ACTIVATION

● None
● No clear conversion path exists
● There is no method employed for driving user activation
CROSS PROMOTION TO INCREASE YIELD

● Other than listing products with text and links to their respective websites, no effective means of
cross promoting relevant products or experiences have been utilised
SOCIAL MEDIA INTEGRATION

● Social sharing tools are present
● No social subscription tools present
● No user generated content feed present
MEASUREMENT

● Reporting metrics are likely limited to Google Analytics (detected), though no analytics have been
received as requested
EXISTING WEBSITE - KEY OBSERVATIONS AND RECOMMENDATIONS

● Consider contracting a copywriter that specialises in tourism based content, along with a professional
photographer working to a brief prepared by the copywriter. With a combined 60 hour investment,
the content would likely be improved significantly
FUTURE WEBSITE / REDEVELOPMENT - KEY RECOMMENDATIONS

● Consider a joint investment with a local tourism body that can contribute greater resources on an
ongoing basis to maintaining destination marketing content for Loddon

FACEBOOK
-
https://www.facebook.com/LoddonShire
User Engagement

● Very low following (331), with destination marketing as a tourism initiative further diluted by the fact
that this page is primarily a vehicle for local council issues
● General response rate of 4-10 likes per post
Communication

● The communication style is suitable for a local council. The page administrator should make best
efforts to accompany every post with a relative photo (or video) to gain additional feed exposure and
following
Best Practices

● It is extremely difficult to evaluate this page in the context of destination marketing
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