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ACRONYMS

TAC   Tourism Advisory Committee

VFR   Visiting Friends and Relatives

TRA   Tourism Research Australia

DML   Destination Melbourne 

DML DMVP  Destination Melbourne Destination 
Management Visitor Plan

MSE DMVP  Melbourne South East Destination 
Management Visitor Plan

RTB   Regional Tourism Board

VV    Visit Victoria

IVS   International Visitor Survey

NVS   National Visitor Survey

CCTS   Casey Cardinia Tourism Strategy

CCVS  Casey Cardinia Visitation Strategy

RTO   Regional Tourism Organisation

GRP   Gross regional product
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Disclaimer

Whilst all care and diligence has been undertaken in the preparation of 
this report, any representation, statement, advice, forecasts or projec-
tions expressed or implied in this document are made in good faith. 
Statistical anomalies due to the different categorisation of regions ac-
cording to each research provider can occur and as such no guarantee 
is given that certain results will occur.
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Casey Cardinia Region

Executive summary

Casey Cardinia is a Victorian region positioned to the 
south east of Melbourne and stretches to the foothills 
of the Dandenong Ranges. As one of the fastest 
growing regions in Australia, both municipalities 
are experiencing rapid population growth and an 
increase in migratory diversification. Current estimates 
suggest the Casey Cardinia region will reach 700,000 
people by 2036, making it larger than some major 
cities in Australia.

Cardinia Shire and the City of Casey are positioned 
across two recognised tourism regions – Melbourne 
and the Yarra Ranges. These regions are formally 
recognised by Visit Victoria and form the basis of 
data reported from the National Visitor Survey (NVS) 
and the International Visitor Survey (IVS), published by 
Tourism Research Australia.

Casey
Cardinia
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The Cardinia Shire and the City of Casey have 
a diversity of tourism assets that are highly 
complementary, providing a potentially rich, regional 
experience for both residents and visitors1. Combining 
the strengths of Cardinia Shire and the City of 
Casey, the region takes in such tourism attractions 
as Puffing Billy, Gumbaya World, Royal Botanic 
Gardens Cranbourne, Emerald Lake Park, Bunjil 
Place, Moonlit Sanctuary and a variety of attractions, 
accommodation venues, parks and gardens and 
nature-based assets. Key strengths of the region are 
depicted below.1

1 Casey Cardinia Visitation Strategy 2017-2020
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The visitor economy is a significant contributor to 
the economy of Melbourne’s South East, attracting 
4.7 million visitors and generating over $1.8 billion of 
expenditure (accounting for around 11% of the total 
economic contribution to Greater Melbourne’s visitor 
economy).2 

Last financial year there were 1.67m visitors to the 
Casey Cardinia region and in 2015/16, the total 
tourism and hospitality sales in Casey-Cardinia region 
was $462.7M, the total value added was $216.3M. 

Visitation to the Casey Cardinia region has grown 
steadily over the past few years. All key visitor markets 
have experienced growth. The breakdown of visitors 
to Casey Cardinia is consistent with visitation trends 
for the broader South East region. Considering Casey 
Cardinia is still in it’s infancy as a visitor destination, 
expenditure is also strong and continues to grow 
year-on-year. Compared to other, more established 
tourism regions Casey Cardinia bodes well, especially 
in the international overnight market, where high 
visitor expenditure could be attributed to the strong 
Visiting Friends and Relatives (VFR) market in the 
region.

Where Do They Come From?

Local South East 80%

Melbourne 17%

Intrastate 3%

Who Are They?

55 % Leisure/holiday  

23% VFR 

23% Business

First Time? 94% have been to region before

How Do They Plan? 78% rely on previous knowledge : 27% VFR knowledge

How Did They Get Around? 87 % used private car

What Do They Do? 53% went shopping

What Are Top ‘Must Do’ Attractions? Parks and Gardens, Walking Tracks/trails, Shopping

What Do They Think Needs Improving? Parking, roads, traffic, transport

VISITOR PERCEPTIONS: CASEY CARDINIA AT A GLIMPSE

Tourism operators too have signalled growth in their 
visitation with all major operators experiencing growth 
year-on-year, some as high as 30%.

Apart from the economic benefits that visitors bring to 
the region, stakeholders and the community also see 
a range of other benefits to their community. Over 
71% of residents surveyed3 see Casey Cardinia as a 
tourism region and nearly two thirds of all residents 
identified additional benefits of visitors coming to their 
region. These benefits were:

• Makes me proud of where I live
• Creates new business opportunities
• Visitors purchase our local products.

Casey Cardinia’s critical mass of products and 
experiences is primarily orientated toward the family 
market – those making day trips from Melbourne for 
a change of scenery and an enjoyable day out and 
those visiting their friends and relatives who live in 
the region. While Puffing Billy, and to a lesser extent 
Gumbaya World, is the iconic intergenerational 
family activity, the majority of attractions are smaller 
operations. 

2 Melbourne South East Destination Management Visitor Plan 2018
3 Casey Cardinia community survey – visitation research April 2018
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While all key markets have experienced growth, 
domestic day-trip visitor and domestic overnight 
visitor growth on par with the Melbourne market and 
in-line with South East regional growth, the strongest 
growth was recorded for international overnight 
visitors. Casey Cardinia performed extremely well 
in this market; visitors staying nearly twice as long 
as the state average and spending, on average, 
more than neighbouring regions. It would suggest 
the strong influence of the VFR market on the back 
of such a large immigrant population within the 
region. Stakeholder research4 reinforced that VFR and 
families are they key/primary markets for the Casey 
Cardinia region. Many businesses indicated that the 
local domestic visitor is the largest source for visitation, 
with the South East region being their number one 
location of visitors.

Whilst families are the primary market for many 
operators in the region, the emergence of the 
‘female influencer’ and being ‘child-led’ highlights 
who are the key decision makers in where families visit 
and spend money. Considering the large proportion 
of attractions within the region aimed at families, this 
market cannot be underestimated.

The VFR market is a key driver of the visitor economy 
in Melbourne. Melbourne’s International VFR visitor 
market has grown significantly in the past few years, 
with an annual average growth rate of 12.4%. The 
growth in this market is most likely due to the strong 
migration to Victoria and tertiary education market.

The origin of VFR visitors varies significantly 
across Melbourne’s regions, with resident ethnic 
communities greatly influencing the origin 
composition of the VFR market at a local level. 
However, the Chinese and Indian VFR market is an 
important tourism market for Melbourne and Victoria, 
representing almost a quarter of total international 
overnight visitors.5 The highest volume of international 
overnight VFR visitors to Victoria from Asia were from 
the top growth markets of China and India.

Closer to home VFR is a strong market in Melbourne’s 
South East, accounting for just under half of all visitors 
to the region. Within the South East region, City of 
Casey, which has the largest population – attracts 
the largest share of VFR visitation. Interestingly, Shire 
of Cardinia, which has the lowest population, attracts 
the second highest share of VFR visitation – which 
may be attributed to the day tripping tourism icon of 
Puffing Billy.

For Casey Cardinia VFR is becoming increasingly 
important, with large concentrations of overseas 
born residents who have strong connections with 
their birth country having the potential to drive 
Casey Cardinia’s visitor economy. With a large 
percentage of Casey Cardinia residents born outside 
of Australia, the region is poised to capitalise on 
this opportunity. VFR supports not just the tourism 
industry, but more broadly the visitor economy, with 
activities like shopping, movies and buying groceries 
all contributing to the economic  benefit VFR brings to 
a destination. Many of the VFR activities are around 
sharing and nurturing, with eating considered an 
important family ritual, particularly in certain cultures, 
so a wide variety of family friendly restaurants would 
be useful this market.

An emerging trend is that municipalities with 
significant visitor attractions draw more VFR visitors. 
Casey Cardinia presents a prime example of this with 
a number of key anchor attractions already thriving in 
the region.

Whilst 60% of visitors surveyed6 said there was nothing 
Casey Cardinia could do to improve their time in the 
region, other sources clearly identified gaps in the 
visitor experience, with 68% of respondents indicating 
an average or poor overall tourism experience 
offering in the region.7 Many locals felt that the region 
‘doesn’t appear to be visitor-orientated’ and there 
is a need to get the fundamentals right to ensure a 
strong and prosperous visitor economy. 

4 Casey Cardinia stakeholder interviews, March & April 2018
5 TRA: Visiting friends and relatives in Victoria, The China & India Markets, 2017

6 Visitor intercept surveys April, 2018
7 Town Audits, 2015
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A number of gaps were identified throughout this 
research project and the region was measured 
against the seven destination success enablers: 
Attractions, Accommodation, Awareness, Activities, 
Access, Attitude and Amenities. From this the 
following key pillars were developed to guide the 
region forward and ensure Casey Cardinia continues 
to grow and is a destination of choice.

• Identity
• Structure
• Measure
• Fundamentals
• Marketing
• Markets
• Utilise
• Collaboration
• Game Changers
• Events
• Leverage
• Additional Opportunities
• Awareness

The region already has the bones of a tourism region, 
with anchor attractions pivotal as a foundation to 
build upon – what is lacking is the awareness and 
connectivity of the region from a visitors perspective 
and ensuring all complementary services add value 
to the overall visitor experience and exceed visitors 
expectations.

Globally the tourism industry, and more broadly 
speaking the visitor economy, is set for continued 
growth – making it one of the most important, and 
sustainable economic drivers for a destination.
Over 80% of the businesses surveyed  expect their 
business to grow in the next three years, with some 
operators expecting growth between 30-50%. This 
significant forecasted growth supports anticipated 
visitation growth at a regional and national level.

Overwhelmingly the strongest opportunities for growth 
in Casey Cardinia are the VFR and family market. 
With the regions strategic location to Melbourne’s 
south east and its close proximity to established 
regions such as the Yarra Valley, Gippsland and 
Mornington Peninsula it brings a distinct competitive 
advantage. Coupled with significant population 
growth predicted, approximately 85 families moving 
to the region each, harnessing the potential of the 
VFR market is a logical step in increasing tourism 
yield and raising the profile of Casey Cardinia as 
a visitor destination. With a strong, and growing 
immigrant population (over 30% of Casey Cardinia’s 
population are born overseas) particularly of Indian 
and Asian descent, and the rise of these visitors as 
key international source markets to Australia, an 
opportunity exists to capitalise on this sector and tap 
into their multigenerational travel needs

Casey Cardinia is a region filled with growth 
opportunities in many sectors, not just tourism. The 
visitor economy has organically grown over time and, 
with a well-planned strategic vision, tourism can be a 
significant economic driver for the region.
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Project context/background

Royal Botanic Gardens Cranbourne



10

Visitation Research

In the past few years, Cardinia Shire Council and 
the City of Casey Economic Development teams 
have collaborated on an informal basis towards 
developing the Casey Cardinia region as a visitor 
destination. As a result, the two Councils determined 
that the Cardinia Shire Tourism Strategy needed to be 
reviewed and updated to reflect the Casey Cardinia 
regional approach, hence the development of the 
Casey Cardinia Visitation Strategy 2017-2020.

The Tourism Advisory Committee have been an active 
participant and emerging leader in building visitation 
in the Casey Cardinia region and are integral to the 
future prosperity of the region.

This research project is a direct outcome of the Casey 
Cardinia Visitation Strategy 2017-2020, specifically 
objective, the Marketing Plan.

The purpose of this Project is to provide City of Casey 
and Cardinia Shire Council with key insights into:

• The value of visitors to the region

• Identification of key visitor segments and potential 
opportunities for growth

• Deeper understanding of the Visiting Friends and 
Relatives (VFR) market, including current trends; 
and

• Potential gaps in the visitor experience. 

Further to this the research project will:

• Drill down on the regional information to provide 
the two Councils with robust local insights and 
comparisons with neighbouring regions.

In 2013, Cardinia Shire endorsed the formation 
of a Cardinia Shire Tourism Advisory Committee 
(TAC) and subsequently commissioned a Tourism 
Strategy, which was formally adopted by 
Council in May that same year. In recognition of 
the industry’s growing potential, Cardinia Shire 
Council adopted a Tourism Policy in April 2015 ‘to 
encourage the sustainable growth of tourism in 
the Shire’. 
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Methodology used to gather data were a mix of 
qualitative and quantitative methods and included:

• Desktop and literature review of relevant plans, 
policies, strategies and research relevant to the 
project

• Consultation with key tourism and visitor economy 
stakeholders in and outside the region (included 
both phone and face-to-face consultation) 
including representatives from respective 
Councils, tourism and business groups, peak 
bodies, neighbouring regions and individual 
operators

•  Three targeted surveys distributed via a range of 
communication platforms

 o  Stakeholders – distributed to the industry online
 o  Community – distributed to the residents and 

community online
 o  Visitors  - intercept surveys (an intercept survey 

is where you speak to a visitor as they are out 
and about on their travel journey and you 
‘intercept’ them to ask a series of questions) 
were used to capture visitors at various locations 
throughout the region

• Familiarisation of the region

• Mystery Visit Program 2015; and

• Internal discussions with Project Control Group 
(PCG).

Methodology

The development of this project has been guided 
by principles adapted from a best practice 
Destination Management framework, which 
was also used in the development of the Casey 
Cardinia Visitation Strategy 2017-2020.
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Wings and Fins Restaurant
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Introduction

Tooradin foreshore, Tooradin
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Casey Cardinia is a Victorian region positioned to 
the south east of Melbourne and stretches to the 
foothills of the Dandenong Ranges. Melbourne 
2030 – Planning for Sustainable Growth identified 
the Casey Cardinia region as one of the five 
growth corridors in metropolitan Melbourne1.

As one of the fastest growing regions in Australia, 
both municipalities are experiencing rapid population 
growth and an increase in migratory diversification. At 
the 2016 census, population profiles were as follows:

Cardinia Casey

Population 2016 97,625 313,521

Population forecast 2018 105,975 332,981

Population forecast 2036 185,387 514,800

% born overseas 19% 38.2%2

Current estimates suggest the Casey Cardinia region 
will reach 700,000 people by 2036, making it larger 
than some major cities in Australia.

1 Casey Cardinia Visitation Strategy 2017-2020
2 Profile.id.com.au 
3 ABS Tourism Region Allocation File 2018
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CASEY CARDINIA REGION
Cardinia Shire and the City of Casey are positioned 
across two recognised tourism regions – Melbourne 
and the Yarra Ranges. These regions are formally 
recognised by Visit Victoria and form the basis of 
data reported from the National Visitor Survey (NVS) 
and the International Visitor Survey (IVS), published by 
Tourism Research Australia (TRA).

The Yarra Ranges Tourism region comprises two 
tourism sub-regions: Melbourne East and Upper Yarra, 
both of which are partially located within Cardinia 
Shire3.  

The Melbourne tourism region is made up of 26 
municipalities including the City of Casey. While not 
officially part of the Melbourne region as recognised 
by the Australian Bureau of Statistics, Melbourne 
East which includes the majority of Cardinia Shire is 
recognised in Destination Melbourne’s (DML) South 
East Destination Management Visitor Plan (SE DMVP).

“An affordable slice of urban 
- on the fringe of nature”

STAKEHOLDER QUOTE

However, Casey Cardinia as a sub-region does not sit 
neatly into any formally recognised Victorian tourism 
region. Sitting across two different tourism regions 
presents challenges, particularly given the broad 
range of attractions across both a metropolitan and 
regional setting. The regional tourism organisations 
(RTO) that manage each region are also structured 
quite differently with Destination Melbourne offering 
opt-in, pay per user marketing and professional 
development opportunities for those within the 
region. Yarra Ranges Tourism on the other hand 
operates under a membership structure offering 
members and participant municipalities’ ongoing 
marketing activity and professional development as 
part of their membership package. 

Combining the strengths of Cardinia Shire and 
the City of Casey, the region takes in such tourism 
attractions as Puffing Billy, Gumbaya World, Royal 
Botanic Gardens Cranbourne, Emerald Lake Park, 
Bunjil Place, Moonlit Sanctuary and a variety of 
attractions, accommodation venues, parks and 
gardens and nature-based assets.
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Key opportunities identified for Yarra Ranges 
and Dandenong tourism region are:

• Melbourne - growing from 4.5 million to 
8 million (2051) people >1-2 million in the 
east /southeast within 30-40 minutes with 
living less than one hour away, and with 
easy access via Eastlink.

•  Regional Victoria campaign, Wander 
Victoria and supporting activity that:

 o  Grows regional event experiences to 
drive visitation and create new reasons 
to visit, with extended stay beyond 
weekends.

 o  Leverages pre / post touring opportunities 
associated with conference and major 
events in Melbourne.

 o  Attracts new International visitors from 
China, Singapore, Malaysia, India, 
Indonesia and New Zealand.

• New Melburnians: First generation 
immigrants including students and families 
and their visiting friends and relatives. 

• Maximizing use of the Digital infrastructure 
developed by Yarra Ranges Tourism that 
facilitates the engagement of visitors and 
their dispersal.

•  Product packaging, trails and itineraries 
that cross promote more regional product.

• Working with industry to create a value 
proposition for mid-week visitation and 
stays.

• Leveraging our natural assets as a primary 
reason to visit (native flora & fauna).

• Leading accessible tourism travel 
experiences.

4 Yarra Ranges Tourism Marketing Strategy 2017

YARRA RANGES TOURISM
Yarra Ranges Tourism is the Regional Tourism Board 
(RTB) responsible for the promotion of Victoria’s Yarra 
Valley & Dandenong Ranges tourism region. 
 
The Yarra Valley and Dandenong Ranges region 
is located less than 60 minutes by car east of the 
Melbourne CBD and is defined by the reporting 
boundaries in the National Visitor Survey, International 
Visitor Survey and Survey of Tourist Accommodation. 
It covers the local government areas of Yarra Ranges, 
Nillumbik, Murrindindi, Cardinia and parts of Casey4  
and the Australian Bureau of Statistic’s Tourism Region 
Allocations Upper Yarra and Melbourne East.

Yarra Ranges Tourism (YRT) identifies the following 
primary product strengths for the region:

• Food, wine, cider and more

• Scenic nature.

A number of Cardinia Shire tourism businesses are 
members YRT – identifying stronger connection to 
the brand and marketing of this tourism organisation. 
Both Councils continue to foster relationships with this 
Regional Tourism Board RTB recognising they role they 
play within the visitor economy of Casey Cardinia.
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5 DML Strategic Plan 2015-2018
6 Melbourne South East Destination Management Visitor Plan 2018
7 Map: Victoria’s Official Tourism Regions
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8 http://www.basscoast.vic.gov.au/Business/Phillip_Island_Tourism_Strat-
egy_2035
9 Gippsland Tourism Strategic Direction 2013-2018

BORDERING REGIONS
Mornington Peninsula, Phillip Island and Gippsland 
are tourism regions that border Casey Cardinia. 
Many visitors travel through the Casey Cardinia 
region en-route to these well-known and established 
destinations. By understanding the primary drivers of 
each region and their visitors, Casey Cardinia has the 
potential to leverage not only off Melbourne and the 
Yarra Valley, but these other bordering regions as well. 

Recognising that tourism is one of the main economic 
drivers of Phillip Island and San Remo, Bass Coast Shire 
Council has partnered with Regional Development 
Victoria, Destination Phillip Island and Phillip Island 
Nature Parks to develop a 20-year Visitor Economy 
Strategy for the Island to help ensure the long-term 
viability and sustainability of this important sector.8   
Phillip Island aims to be recognised nationally and 
globally as a world leading sustainable tourism 
destination, where tourism is embraced by the 
community.

Gippsland is a well-established destination that has 
a reputation for a thriving visitor economy. Product 
across Gippsland includes a large offering of nature-
based activities, wildlife, food and wine, self-drive 
tours, beaches and waterways and even snow sports. 
With commitment from State Government and local 
member councils, Destination Gippsland aims to be 
a primary driver of the region’s economic, social, 
environmental and cultural sustainability.9 With a 
focus on improved infrastructure, visitor servicing 
and consistent marketing under the ‘Inspired By 
Gippsland’ banner, Gippsland is likely to continue to 
consistently grow its visitor economy over the next five 
years.

DESTINATION MELBOURNE (DML)
Destination Melbourne is the Regional Tourism 
Organisation (RTO) for the greater Melbourne area. 
The majority of Casey Cardinia tourism businesses 
sit within this tourism region. With the capital city of 
Melbourne as Victoria’s most visited municipality, 
DML primarily focuses its efforts on attracting visitors 
to Melbourne and then dispersing across the 
wider region through a variety of marketing and 
promotional methods.

DML identifies its target consumer as ‘people with a 
passion to explore Melbourne’ and its market focus 
as in-destination visitors (interstate and international), 
regional Victorians, local Melburnians and the VFR 
market.5

To date most of Casey Cardinia’s marketing efforts 
have been through DML, capitalising on existing 
marketing portals and campaigns such as the 
Official Visitors Guide (OVG) and Discover Your Own 
Backyard (DYOB). Destination Melbourne is not a 
member based organisation and as such operators 
buy in on a case by case basis.

Destination Melbourne has recently undertaken 
work to help strengthen and maximise the benefits of 
tourism that each sub-region of Melbourne receives. 
The MSE DMVP provides direction on how tourism 
in the South East could be managed, developed 
and promoted over the coming years – with the 
overarching goal to increase the quality of visitor 
experiences and dispersal.

The MSEDMVP is not intended to replace the 
tourism work already taking place across 
Melbourne’s South East. It is essential that 
this work continues, in a cohesive manner to 
deliver well-managed tourism precincts with a 
strong sense of place that invest in their visitor 
experiences. Work undertaken at a Council 
level is the foundation which will enable 
Melbourne’s South East as a region to benefit 
from the suggested activity set out in this 
MSEDMVP.6



19

Casey Cardinia Region

Value of visitor

DEFINING THE VISITOR ECONOMY 
Traditional definitions of tourism tend to focus 
on the consumption activities of leisure tourists – 
people travelling and staying outside their usual 
place of residence for a limited time period for the 
purpose of a holiday, sight-seeing and recreation. 
More contemporary definitions have expanded 
the concept to include people travelling for other 
reasons such as visiting friends and relatives, business, 
work, education or even medical services; identifying 
these travellers from a destination perspective as 
‘visitors’. The term ‘visitor economy’ refers to the 
production of goods and services for consumption 
by visitors, which includes the industries that directly 
serve visitors, such as hotels, transport providers, tour 
companies and attractions, as well as intermediaries 
and those involved indirectly, such as retail and food 

production. This recognises that visitor activity does 
not occur in isolation and contributes to investment 
and jobs across a range of industry sectors.10 

The visitor economy is a significant contributor to 
the economy of Melbourne’s South East, attracting 
4.7 million visitors and generating over $1.8 billion of 
expenditure (accounting for around 11% of the total 
economic contribution to Greater Melbourne’s visitor 
economy).11 

Internationals yield the biggest expenditure to the 
South East region, spending around $2500 per trip.

10 Victorian Visitor Economy Strategy 2016
11 Melbourne South East Destination Management Visitor Plan 2018
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South East Domestic Day Domestic Overnight International Overnight

Avg spend per trip $80.10 $365.40 $2563.47

Avg spend per night - $131.92 $73.18

Tooradin Jetty, Tooradin
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LOCAL (CASEY CARDINIA) - VISITOR 
ECONOMY ECONOMIC VALUE/
CONTRIBUTION

Considering Casey Cardinia is still in it’s infancy 
as a visitor destination, expenditure by all key 
markets is strong and continues to grow year-on-
year. Compared to other, more established tourism 
regions Casey Cardinia bodes well, especially in 
the international overnight market, where high 
visitor expenditure could be attributed to the strong 
VFR market in the region, with Phillip Island having 
extremely low spend in this market most likely due to 
their high day trip visitors coming in and out to visit the 
Penguins.

The total tourism and hospitality sales in  
Casey-Cardinia region in In 2015/16.

The total value added.

People who make up the tourism and 
hospitality workforce in the Casey-Cardinia 
Region in 2015/16, of this 66% worked full-time 
and 34% worked part-time.

Casey Cardinia Region Domestic Day Domestic Overnight International Overnight

Avg spend per trip $87 $287.50 $1373

Avg spend per night - $108 $41

Phillip Island Domestic Day Domestic Overnight International Overnight

Avg spend per trip $78 $382 $298

Avg spend per night - $131 -

Gippsland Domestic Day Domestic Overnight International Overnight

Avg spend per trip $75 $279 $456

Avg spend per night - $100 $55

$462.7M

$216.3M

2948
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YARRA VALLEY

$559M
7,300 JOBS

In 2015- 16, tourism was estimated to be 
worth $559 million to the region’s economy 

(in GRP) and generated employment of 
approximately 7,300 people (7.9 per cent of 

the region’s employment).

MORNINGTON PENINSULA

$700M
8,400 JOBS

In 2015-16, tourism was estimated to be 
worth $700 million to the region’s economy 
(in GRP), and generated employment of 

approximately 8,400 people (7.8 per cent of 
the region’s employment).

PHILLIP ISLAND

$311M
3,500 JOBS

In 2015-16, tourism was estimated to be 
worth $311 million to the region’s economy 

(in GRP) and generated employment of 
approximately 3,500 people (22.8 per cent 

of the region’s employment).

GIPPSLAND

$611M
6,700 JOBS

In 2015-16, tourism was estimated to be 
worth $611 million to the region’s economy 

(in GRP) and generated employment of 
approximately 6,700 people (6.3 per cent of 

the region’s employment).

NEIGHBOURING REGIONS – VISITOR 
ECONOMY VALUE/CONTRIBUTION

SOURCE:  Victorian Regional Tourism Satellite Accounts 2015-16

Tourism  
Value
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VALUE OF THE VISITOR

Tourism can be measured in many ways, with 
most regions and destinations using traditional 
methods such as visitor numbers and expenditure to 
understand the value visitors make to their region. 

Locals also see, understand and value the economic 
contribution tourism makes to the broader visitor 
economy.

The top two ways in which locals believe tourism adds 
value to the region are:
1. Spending money at our local businesses
2. Creating jobs.

Apart from the economic benefits that visitors bring to 
the region, stakeholders and the community also see 
a range of other benefits to their community. Nearly 
2/3 of all residents surveyed13 identified additional 
benefits (depicted below) of visitors coming to their 
region.

12 Casey Cardinia community survey – visitation research April 2018
13 Casey Cardinia community survey – visitation research April 2018

Makes me 
proud of 

where I live

60%

Creates new 
business 

opportunities

63%

Visitors purchase 
our locals products

68%
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“Over 71% of residents 
surveyed see Casey 
Cardinia as a tourism 
region.”12 

Casey RACE, Cranbourne East
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Markets

VISITATION – BIG PICTURE
Domestic tourism accounts for over 60% of tourism 
spending in Australia, so it’s a critical market to the 
local visitor economy. In addition, around 90% of the 
trips taken by Australians are done within Australia, 
rather than overseas.14 

Strong growth was recorded in all markets for Victoria. 
Domestic daytrip visitors increased by 11.5% to 
24.5m visitors (ahead of national average 7.1%), with 
domestic overnight visitors to Melbourne reaching 9.3 
million, representing growth of 7.2% year-on-year.15

International markets continued to rise, with 2.9m 
visitors coming to Victoria, an increase of 8.1% 
year-on-year, with Victoria securing an impressive 
35.6% market share. Expenditure in the key purpose 
segment of VFR rose to $1.3b, with the key source 
markets of India and China continuing to dominant 
market share, 51% and 50% respectively.

VISITATION - REGIONAL

VISITATION - SOUTH EAST
Whilst not officially considered a tourism region, 
the sub-region of Melbourne’s South East (which 
comprises six LGAs of Glen Eira, Kingston, Greater 
Dandenong, Casey, Cardinia and Bayside) is 
performing well in comparison to the surrounding 
recognised tourism regions. The South East region 
attracted 4.7million visitors16 and a break-down of 
who the visitors are is depicted overleaf.

Of the Domestic day trippers, approximately 99% 
were intrastate, with more than half from Melbourne 
(64%).17 

Since 2005 there has been an upward trend in the 
number of day visitors who travel more than a 50km 
round trip to engage in the tourism offering available 
in Melbourne’s South East. There has been a small 
upward trend in the number of domestic intrastate 
overnight visitors over the last five years, with 
domestic interstate overnight and international visitors 
exhibiting a fairly stable performance. 

The significantly longer average length of stay by 
international visitors to Melbourne’s South East (when 
compared with the domestic market for example) is 
the main contributor of visitor nights in the region).18 

Visitors from New Zealand continue to comprise 
the largest proportion of international visitors to 
Melbourne’s South East (at 17%). Visitors from China, 
the UK and other parts of Asia each account for 11% 
of the share of international visitors to the South East. 
Although the proportion of visitors from New Zealand 
and the UK have remained fairly stable over time, 
growth in the number of visitors from China, other 
parts of Asia and India has increased over the last 
five years and is largely associated with VFR and 
education-related visitation.19 

16 TRA, 2016 – SE DMVP 2018
17 Urban Enterprise: Melbourne’s VFR Segment & TRA NVS 2015.
18 Melbourne South East Destination Management Visitor Plan 2018
19 Melbourne South East Destination Management Visitor Plan 2018

14 Tourism Tracker, June Quarter, 2017
15 IVS, TRA, YE December 2017

1.67M
VISITORS

Casey Cardinia  
Region

IVS 2016

4.9M visitors 
Mornington 

Penisula

4.7M visitors 
Melbourne’s 
South East

2.4M visitors 
Phillip Island

5.4M visitors 
Gippsland
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SOUTH EAST CASEY CARDINIA

TOTAL VISITORS 4.7million 1.67million

Domestic day trippers 76% 79%

Domestic overnight 20% 18%

International 4% 3%

Visitor nights 8.3M 2.05M

Avg length of stay – domestic 2.8 nights 2.6 nights

Avg length of stay – international 32.8 nights 34.5 nights

*Note that a combination of TRA data from LGA profiles and IVS has been used to calculate the above Casey Cardinia statistics

Visitors from  
New Zealand

Visitors from China

Visitors from UK

Visitors from other 
parts of Asia

Other Visitors

17%

11%

11%

11%

50%

International Visitors - South East
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Lysterfield Lake Park, Lysterfield
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VISITATION – CASEY CARDINIA

Visitation to the Casey Cardinia region has grown 
steadily over the past few years. All key visitor markets 
have experienced growth. The breakdown/allocation 
of visitors to Casey Cardinia is consistent with visitation 
trends for the broader South East region.

Tourism operators too have signalled growth in their 
visitation with all major operators experiencing growth 
year-on-year, some as high as 30%.

As listed in the below table, the top tourism ‘anchor’ 
attractions in Casey Cardinia account for a 
significantly large proportion of visitation to the region 
and should be supported, and leveraged off to 
continue growing visitation to the region.

Attraction Visitor Numbers (Approximate)

Puffing Billy 487,500

Royal Botanic Gardens Cranbourne 250,000

Emerald Lake Park 240,000

Moonlit Sanctuary 110,000

Myuna Farm 110,000

Bunjil Place (on-track for 1,500,000+ in first year)

Westfield Fountain Gate 15,560,000 

Note that Bunjil Place and Fountain Gate are not 
included in official visitor statistics (as collected 
and collated by TRA) as only visitors coming in and 
out of the region are counted. These community 
hubs, attracting high levels of locals, when counted 
with visitation numbers see a much higher level of 
visitation to the region. Gumbuya Park originally 
opened in 1978 and was recently purchased by new 
owners, and closed for a complete redevelopment 
of the site. Gumbuya World opened in late 2017, 
and as such has not been trading a full 12 months to 
determine visitation to the attraction.



In the 5 years up to 2015/16, there were an  
average of 1,415,724 domestic daytrip visitors to 
the Casey-Cardinia Region, representing 3.2% of 
the daytrip visitors to Victoria.

DOMESTIC DAYTRIP VISITORS

In the 5 years up to 2015/16, there were an average 
of 252,587 domestic overnight visitors to the Casey-
Cardinia Region. Average length stay for domestic 
daytrip visitors was 2.6 days, similar to the average for 
Victoria.

DOMESTIC OVERNIGHT VISITORS

In the 5 years up to 2015/16, there were an average 
of 34,882 international visitors to the Casey-Cardinia 
Region. Average length stay for international visitors 
was 34.5 days, higher than the average for Victoria.

INTERNATIONAL VISITORS

Note: Data has been averaged to give a truer representation of visitation to the region as some sample sizes are too small to be accurately measured.

Casey-Cardinia Region - 
2015/16

Casey-Cardinia Region Victoria
Casey-Cardinia Region as a 
% of Victoria

Year Visitors Visitors Visitors

5 year average 1,415,724 44,517,411 3.2

Source: Tourism Research Australia , Unpublished data from the International Visitor Survey 2016

Casey-Cardinia 
Region - 2015/16

Casey-Cardinia Region Victoria
Casey-Cardinia 
Region as a % of 
Victoria

Year Visitors
Visitor 
nights

Average 
length of 
stay (days)

Visitors
Visitor 
nights

Average 
length of 
stay (days)

Visitors
Visitor 
nights

5 year average 252,587 660,084 2.6 21,380,579 59,039,901 2.8 1.2 1.1

Source: Tourism Research Australia , Unpublished data from the International Visitor Survey 2016

Casey-Cardinia 
Region - 2015/16

Casey-Cardinia Region Victoria
Casey-Cardinia 
Region as a % of 
Victoria

Year Visitors
Visitor 
nights

Average 
length of 
stay (days)

Visitors
Visitor 
nights

Average 
length of 
stay (days)

Visitors
Visitor 
nights

5 year average 34,882 1,186,465 34.5 2,671,789 50,173,347 18.9 1.3 2.4

Source: Tourism Research Australia , Unpublished data from the International Visitor Survey 2016.
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All key markets have experienced growth, with 
domestic day-trip visitor and domestic overnight 
visitor growth on par with the Melbourne market and 
in-line with South East regional growth. Strong growth 
was recorded for international overnight visitors, with 
Casey Cardinia performing extremely well in this 
market; visitors staying nearly twice as long as the 
state average and spending, on average, more than 
neighbouring regions. It would suggest the strong 
influence of the VFR market on the back of such a 
large immigrant population within the region.

MARKETS – SOUTH EAST
The South East region sees a high number of visitors 
travelling for the purpose of ‘visiting friends and 
relatives’ or ‘holiday’. While only 4% of visitors to the 
South East region are internationals, they are long 
stay, high yielding visitors with huge growth potential. 
The top three international source markets for the 
South East region are depicted opposite.

Purpose of 
Visit

HOLIDAY 34%

VFR 46%

BUSINESS 9%

OTHER 10%

Top 3 
international 
markets

NEW ZEALAND 17%

CHINA 11.1%

UK 11%

Source: Melbourne South East Destination Management Visitor Plan 2018
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20 Casey Cardinia Visitation Strategy 2017-2020

To gain a better understanding of the region from 
a visitor’s perspective, intercept surveys were 
undertaken across the South East region   - providing 
a snapshot of real time visitor information.

The snapshot largely aligns with TRA IVS and NVS 
data. However the proportion of VFR visitation is 
considerably larger in this sample size suggesting 
the value and size of the VFR market could be 
underestimated in this region.

Source: SE DMVP (visitor perception intercept surveys, 2017)

VISITOR PERCEPTIONS: SOUTH EAST  
AT A GLIMPSE

Where Do They Come From? 80% are VFR

Who Are They? 78% domestic : 22% international

How Do They Plan? 45% rely on VFR knowledge

How Did They Get Around? 79 % used private car

What Do They Do? 40% sightseeing : 33% ate at restaurants

What Are Top ‘Must Do’ Attractions?
Parks & gardens (47%) Shopping (26%) Restaurants/
Cafes (25%)

What Do They Think Is Unique?
Proximity of everything (24%) Green spaces & 
gardens (23%)

What Do They Think Needs Improving? Public transport
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Where Do They Come From?

Local South East 80%

Melbourne 17%

Intrastate 3%

Who Are They?

55 % Leisure/holiday  

23% VFR 

23% Business

First Time? 94% have been to region before

How Do They Plan? 78% rely on previous knowledge : 27% VFR knowledge

How Did They Get Around? 87 % used private car

What Do They Do? 53% went shopping

What Are Top ‘Must Do’ Attractions? Parks and Gardens, Walking Tracks/trails, Shopping

What Do They Think Needs Improving? Parking, roads, traffic, transport

Just over 30% of the visitors surveyed were here  
for a day trip, with 65% being locals who live within 
the region.

VISITOR PERCEPTIONS: CASEY CARDINIA  
AT A GLIMPSE

MARKETS - CASEY CARDINIA 
Casey Cardinia’s critical mass of products and 
experiences is primarily orientated toward the family 
market – those making day trips from Melbourne for 
a change of scenery and an enjoyable day out and 
those visiting their friends and relatives who live in 
the region. While Puffing Billy, and to a lesser extent 
Gumbaya World, is the iconic intergenerational 
family activity, the majority of attractions are smaller 
operations. The Cardinia Shire Tourism Strategy 
identified the development of a major family 
attraction as the most important project for the Shire 
(and now the region).20 

Workshops conducted as part of research for the 
Casey Cardinia Visitation Strategy confirmed the 
findings of the original Cardinia Tourism Strategy in 
terms of the region’s primary target markets – Visiting 
Friends and Relatives (VFR) and ‘day trippers’, 

particularly from Melbourne, which can clearly 
provide a very substantial ‘feeder’ population. It is 
also understood that some of those who are initially 
part of the VFR market, return as independent 
travellers to explore the region further, this is further 
reinforced in the data below, with over 94% of visitors 
surveyed having been to the region before. 

To gain a better understanding of the region from 
a visitor’s perspective, intercept surveys were 
undertaken across Casey Cardinia at selected 
locations including Narre Warren (Bunjil Place), 
Pakenham, Berwick, Cockatoo, Emerald and 
Gembrook. Locations for surveying were selected to 
ensure a good cross-section and representation of 
the region was covered, both geographically and 
demographically. These areas are also considered 
high foot traffic areas where the probability to 
intercept visitors was strong.
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STAKEHOLDERS
Stakeholder research21 reinforced that VFR and 
families are they key/primary markets for the Casey 
Cardinia region. Many businesses indicated that the 
local domestic visitor is the largest source for visitation, 
with the South East region being their number one 
location of visitors.

Nearly 30% of businesses surveyed have over 50,000 
visitors/customers per year, with some businesses 
experiencing their best year of visitation for a few 
years. The majority of visitors were staying for the day (71%).

Analysis of key operators in the Casey Cardinia’s 
visitor sector determined synergies across their key 
primary markets. The major tourism operators had 
clearly defined target markets and strategies in place 
to engage their audience.

21 Casey Cardinia stakeholder interviews, March & April 2018

Local - South East

Local - Melbourne

Victoria

Intrastate

International

Main source of visitors to Casey Cardinia businesses in order of highest visitation
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22 Based on visitor numbers

The three most-visited attractions22 within Casey 
Cardinia reported international visitors as the source 
of approximately half of their sales. Operators across 
the region, including those with the highest level 
of visitation, consistently identified the primary and 
secondary markets for Casey Cardinia as follows: 

Whilst families are the primary market for many,  
a number of operators specifically spoke about the 
emergence of the ‘female influencer’ and being 
‘child-led’. This essentially means that children, 
predominantly female children, between the ages 
of 8-12 are key decision makers in where families visit 
and spend money. Considering the large proportion 
of attractions within the region aimed at families, this 
market cannot be underestimated.

Operators also spoke of the different products 
and tactics they use and have to appeal to 
different markets including more mature markets 
and internationals. These include special events, 
seasonality based marketing, themed promotions, 
competitions and targeting of specific experiences.

PRIMARY (core market)

Families

Families – with kids (8-15yrs)

New locals – mums with kids

VFR

Locals - SE

Locals - retirees

Day trippers

Melbourne

Drive market

SECONDARY

Education/school

Traditional tourist

Weddings

Internationals

Overnighters

Victorians

Weekenders

Group markets

Business
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SEGMENT PROFILES
Research has highlighted three visitor profiles for 
Casey Cardinia. Family focused (Conventional and 
Traditional) which is seen as the region’s primary 
market, followed by Socially Aware – visitors who 
want to experience new destinations and explore  
off the beaten track more often.

Conventional Family Life:
Conventional Family Life refers to the 
pattern of responses most often provided 
by respondents who represent the core 
of ‘middle Australia’, with values centred 
on the significant events in their personal 
and family lives. They tend to be people 
seeking greater financial security, struggling 
to improve their basic living standards and 
give their families better opportunities than 
they had in their own childhood. 

Within the Conventional Family Life 
Segment exists the great Australian dream 
of owning your own home in the suburbs 
and driving a good solid car. This comes 
with the worry of a mortgage, playing it 
safe at work so you don’t risk losing your job, 
worrying about the safety of the children, 
being the family taxi service and ferrying 
the kids to and from sports, other after 
school activities, and their friends’ houses. 
Good, solid and reliable products are 
important with Conventional Family Life. 

Generally seeking value for money in their 
purchases, they select a mixture of branded 
and generic, or store brands for everyday 
use.

These key segments are already visiting the region so 
by further understanding their motivations, aspirations 
and disposable incomes, targeted marketing has 
the potential to significantly increase visitor numbers, 
yield and length of stay. Marketing activity should 
vary across the region to align product with target 
markets.

23 http://www.roymorgan.com/products/values-segments/about-val-
ues-segments
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Traditional Family Life
Traditional Family Life, along with its younger 
counterpart, Conventional Family Life, 
represents the core of ‘middle Australia’, 
with values centred on the significant 
events in their personal and family lives. The 
traditional Family Life and Conventional 
Family Life Segments are motivated by 
similar values in terms of security, reliability 
and providing better opportunities for their 
family.

However, the Traditional Family Life are now, 
within Australia, generally empty-nesters or 
extended families. With their children grown 
their focus is on re-building their relationship 
with one another and finding time to do 
things they never could while their children 
were growing up. But with such a strong 
focus on the family, they spend a great 
deal of time and energy getting the family 
to visit them, babysitting, weekend BBQs 
and buying lollies for the grandkids, which 
their parents won’t let them have.
Not liking change, old and familiar 
environments are important in the 
Traditional Family Life Segment.

Socially Aware:
Socially Aware refers to a pattern of 
responses mostly offered by people who 
are community minded and socially active. 
Being ‘information vacuum cleaners’, this 
Segment is always searching for something 
new and different and new things to learn.
They believe strongly in the concept of 
‘learning a living’ rather than earning a 
living, always seeking new opportunities 
for training, education and knowledge. 
They tend to seek detailed information 
about their options and consider the 
consequences of each choice carefully 
before making a decision. 

With a strong sense of social responsibility 
and a propensity for convincing others of 
their opinions, they often become involved 
in pressure groups. Common occupations 
are public servants, politicians and 
researchers. This segment can be idealistic, 
believing they can change the world or 
save the world, if they can only get enough 
people to agree with them.

Segments as defined by: Roy Morgan values segments23

Cranbourne Racing Club, Cranbourne
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VFR – a deeper look

ROLE OF VFR
By bringing together a wider variety of people, 
from all ages and backgrounds, Visiting Friends and 
Relatives (VFR) and hosting can actually make a 
community a more interesting, representative and 
dynamic place to live and visit. The potential for 
increased awareness amongst residents of their own 
environment is consistent with aspects of sustainability 
that consider cultural input from various sections of 
a community as vital for a cohesive, vibrant and 
appealing destination. 

The VFR experience is unique in that it requires 
resident, visitor and place to interact together, unlike 
any other tourism related experience. A visitor’s 
experience is affected and often filtered through a 
resident, who may impart their perceptions, whether 
good or bad, of a destination on the visitor.

Research undertaken by Dr Brian King into VFR 
abroad acknowledges the broad economic and 
social contribution VFR makes to a destination, 
particularly when immigrants are VFR hosts. His 
findings are summarised below.

• An immigrant resident who attends attractions or 
festivals for the first time because of hosting may 
return after their guests have left, opening up a 
new and potentially regular customer base for 
local businesses. 

• A further important impact relates to how the 
hosting of friends and relatives encourages 
immigrant residents to stay and spend in their 
own community when they might themselves 
otherwise take vacations in their home countries.

• VFR visitors are also more likely to patronise a 
greater diversity of businesses because of the 
higher propensity to stay in and visit non-touristic 
areas of a destination. Many VFR travellers will 
spend time in residential and peripheral areas of 
a community outside of the core tourist zones. 
Compared with other visitor groups, it is likely that 
the economic impact of VFR traveller spending 
could affect a more diverse number of businesses 
with potentially lower economic leakages. 

• VFR is also less prone to the fragility of much 
tourism demand and has shown resilience in 
times of uncertainty. The personal relationships 
that immigrants have around the world will often 
trump obstacles such as airfare increases or even 
health scares that might otherwise discourage 
international trips.24 

“48% of domestic 
travel is VFR. There is 
virtually no information 
targeting this segment 
on the internet.” 27 

24 VFR Travel Research: International Perspectives, Dr Brian King, 2015
25 MyTravel Research: Optimising the benefits of VFR Travellers to the visitor economy
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“58% of VFR travellers 
use at least one online 
source across the 
planning cycle.” 28 

VFR OPPORTUNITIES
Family friendly restaurants 
VFR supports not just the tourism industry, but 
more broadly the visitor economy, with activities 
like shopping, movies and buying groceries all 
contributing to the economic  benefit VFR brings to 
a destination. Many of the VFR activities are around 
sharing and nurturing, with eating considered an 
important family ritual, particularly in certain cultures, 
so a wide variety of family friendly restaurants would 
be useful this market.

Offers for local
Digital information for VFR hosts and their guests is 
critical to maximise the opportunity this sector brings, 
remembering that VFR is often a trigger or inspiration 
for other trips. Making information available for, and 
targeted to VFR hosts could potentially encourage 
more spending. Hosts can potentially spend up to 
$400 per VFR visitor trip25, in addition to the VFR visitor 
and their trip expenditure. 60% of VFR hosts surveyed 
26 told us that some sort of local’s initiative/offer 
would drive growth in visitation to places, restaurants 
and attractions. VFR is a chance to do things they 
wouldn’t normally do at home and a variety of 
activities.

New Melburnians
There is some anecdotal evidence suggesting 
that VFR is declining – specifically the traditional 
Melbourne VFR traveller who typically developed an 
emotional connection with tourism icons or regions 
as a child. On the flip side, the new Melburnians do 
not have an emotional connection with these tourism 
icons like traditional Melburnians do, but they are 
more willing to travel and explore new places. As 
a region with two significant intergenerational VFR 
attractions, Gumbuya World and Puffing Billy, the 
opportunity will be to build an emotional connection 
with this new VFR market.

26 MyTravel Research: Understanding the value of VFR
27 MyTravel Research: Understanding the value of VFR
28 MyTravel Research: Optimising the benefits of VFR Travellers to the visitor economy
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VFR – MELBOURNE MARKET
The VFR market is a key driver of the visitor economy 
in Melbourne. In 2016 it contributed 33% of total 
visitors or 9.6 million visitors. In addition, the VFR market 
contributed 21% of total visitor expenditure which 
equated to more than $3 billion in direct expenditure. 
During 2016, Melbourne attracted 17.5 million 
domestic daytrip visitors, 5.6 million of which were 
VFR. Of Melbourne’s 8.7 million domestic overnight 
visitors, 3.1 million were VFR.29  

29 DML DYOB Media Kit 2017-2018

Total Visitor Numbers

Domestic Daytrip Visitors

Other VFR

Total Visitor Expenditure

Overnight Domestic Visitors

33%

5.6
million

3.1
million

21%

57%

11.9
million

5.6
million

79%
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Melbourne’s International VFR visitor market has 
grown significantly in the past few years, with an 
annual average growth rate of 12.4%. The growth in 
this market is most likely due to the strong migration 
and Victoria and tertiary education market.

The origin of VFR visitors varies significantly 
across Melbourne’s regions, with resident ethnic 
communities greatly influencing the origin 
composition of the VFR market at a local level. 
However, the Chinese and Indian VFR market is an 
important tourism market for Melbourne and Victoria, 
representing almost a quarter of total international 
overnight visitors.30 The highest volume of international 
overnight VFR visitors to Victoria from Asia were from 
the top growth markets of China and India.

Both Chinese and Indian visitors have generally been 
to Australia before. Their hosts regularly have visitors 
and play an extremely influential role in convincing 
VFR visitors to travel in the first place, where they go 
and what they do once they are here.

30 TRA: Visiting friends and relatives in Victoria, The China & India Markets, 2017
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There are however some key differences between 
the Chinese and Indian VFR visitor and these are 
highlighted in the below table.

CHINESE VFR VISITOR INDIAN VFR VISITOR

Single or couple without children Young families

Immediate family members expected to stay with 
host. Distant family or friends to seek advice as to 
whether they stay with host or in hotel

Hosts obliged to accept requests from anyone 
associated with family or family – sometimes even 
people they have never met

Travel is considered a status symbol and want family 
and friends to know they have visited them

Parents will come to check on well-being or to 
celebrate life events

Hosts provide ideas and itinerary for trip in pre-arrival 
stage

Hosts provide ideas and itinerary for trip in pre-arrival 
stage

Travel experience websites most common source of 
information for planning VFR visit

Websites and equally advice of family and friends 
was the most common sources of information for pre-
trip planning

Hosts spent most money on (top 3)
Food and drink
Transport
Entertainment

Hosts spent most money on (top 3)
Food and drink
Entertainment
Transport

VFR visitors spent money on (top 2)
Transport to Australia
Food and drink

VFR visitors spent money on (top 2)
Transport to Australia
Food and drink

Expenditure (highest avg spend)
Transport to Australia $3,720
Gifts to take homes $2,737
Other expenditure $2,185

Expenditure (highest avg spend)
Food & drink $2, 093
Transport to Australia $1,984
Other expenditure $1,872

75% of hosts took a day trip within Melbourne and its 
suburbs when they travelled with their VFR visitor

85% of hosts took a day trip within Melbourne and its 
suburbs when they travelled with their VFR visitor

Visitors very interested in having a quintessentially 
Australian experience such as patting a kangaroo or 
holding a koala.

Visitors more likely to go to a café/restaurant or 
shopping precinct

High levels of recommendation from host and VFR 
visitor after visiting

High levels of recommendation from host and VFR 
visitor after visiting
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VFR – SOUTH EAST MARKET

The VFR market is a strong market in Melbourne’s 
South East, accounting for just under half of all 
visitors to the region. Strategically recognised by 
Destination Melbourne and the six South Eastern local 
government authorities as a key target market for 
both and now and the future.

Within the South East region, City of Casey, which 
has the largest population – attracts the largest 

31 Urban Enterprise: Melbourne’s VFR Segment & TRA NVS 2015.

2M
TOTAL VFR 
VISITORS

100,000 
international 
VFR visitors

1.4M day 
trip VFR 
visitors

$389M VFR 
expenditure

515,831 
overnight 
VFR visitors

Source: Urban Enterprise, 2015/2016

share of VFR visitation. Interestingly, Shire of Cardinia, 
which has the lowest population, attracts the second 
highest share of VFR visitation – which may be attributed 
to the day tripping tourism icon of Puffing Billy.

VFR Visitors to the South East were most likely to stay 
at a friends or relatives property if they stay overnight 
in the region, with 94% indicating this preference over 
other accommodation.31 



43

Casey Cardinia Region

Place of birth

Casey Cardinia

India UK

Sri Lanka India

UK NZ

Across the region there is a large concentration 
of Indian immigrants, which provides a perfect 
platform to leverage this emerging VFR market.

An emerging trend is that municipalities with 
significant visitor attractions draw more VFR visitors. 
Casey Cardinia presents a prime example of this 
with a number of key anchor attractions already 
thriving in the region.

“Consistent with South 
East region data, the 
VFR market is the main 
driver of visitation 
to Casey Cardinia, 
attracting more than 
60% of all visitors for 
VFR reasons.”

VFR - CASEY CARDINIA
For Casey Cardinia VFR is becoming increasingly
important, with large concentrations of overseas
born residents who have strong connections with
their birth country having the potential to drive Casey
Cardinia’s visitor economy. With a large percentage
of Casey Cardinia residents born outside of Australia,
the region is poised to capitalise on this opportunity.
The top three birthplaces (outside of Australia) for
each municipality are listed below.
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VFR - CASEY CARDINIA – PURPOSE OF VISIT
In the 5 years up to 2015/16, domestic daytrip visitors 
to the Casey-Cardinia Region were more likely to be 
visiting friends and relatives, accounting for 54.1% 
of all visitors, a significantly higher proportion when 
compared to Victoria (32.3%) and neighboring LGA 
Greater Dandenong (35%).

Domestic daytrip visitors - 5 year total

Domestic overnight Visitors - 5 year totaL

Casey-Cardinia Region - 2011/12 to 2015/16 Casey-Cardinia Region Victoria

Main reason for trip Visitors % Visitors %

Visiting friends and relatives 3,830,471 54.1 71,948,795 32.3

Holiday 2,261,254 31.9 102,747,426 46.2

Business 343,974 4.9 21,360,824 9.6

Other reason 642,922 9.1 26,530,011 11.9

Total 7,078,621 100.0 222,587,056 100.0

Source: Tourism Research Australia, Unpublished data from the National Visitor Survey 2016.

Source: Tourism Research Australia, Unpublished data from the National Visitor Survey 2016.

In the 5 years up to 2015/16, domestic overnight visitors 
to the Casey-Cardinia Region were more likely to be 
visiting friends and relatives, accounting for 66.9% of all 
visitors, more than double compared to Victoria.

Casey-Cardinia 
Region - 2011/12 
to 2015/16

Casey-Cardinia Region Victoria

Main reason for 
trip

Visitors %
Visitor 
nights

Average 
length of 
stay (days)

Visitors %
Visitor 
nights

Average 
length of 
stay (days)

Visiting friends 
and relatives

845,219 66.9 2,303,627 2.7 36,373,373 34.0 98,151,483 2.7

Holiday 206,074 16.3 484,663 2.4 47,851,202 44.8 139,920,814 2.9

Business 17,277,480 16.2 41,582,439 2.4

Other reason 5,468,588 5.1 15,544,769 2.8

Total 1,262,935 100.0 3,300,423 2.6 106,902,899 100.0 295,199,505 2.8
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International visitors - 5 year total

Casey-Cardinia 
Region - 2011/12 
to 2015/16

Casey-Cardinia Region Victoria

Main reason for 
trip

Visitors
Visitor 
nights

%
Average 
length of 
stay (days)

Visitors
Visitor 
nights

%
Average 
length of 
stay (days)

Visiting friends 
and relatives

108,175 3,502,139 62.0 32.4 3,380,888 59,932,147 25.3 17.7

Holiday 43,609 1,200,708 25.0 27.5 6,733,831 66,441,348 50.4 9.9

Business 7,645 89,427 4.4 11.7 1,521,264 12,348,838 11.4 8.1

Education 4,758 442,978 2.7 93.1 881,230 74,469,113 6.6 84.5

Employment 449,346 27,974,836 3.4 62.3

Other reason 392,384 9,700,452 2.9 24.7

Total 174,413 5,932,328 100.0 34.0 13,358,946 250,866,738 100.0 18.8

Source: Tourism Research Australia, Unpublished data from the National Visitor Survey 2016

VFR – ACTIVITIES
A number of research methods were used to 
determine the sorts of activities that VFR visitors wish 
to undertake once they arrive at the host destination. 
Both visitors and hosts were asked what they wanted 
to do and the top activities are listed below.

Top things VFR hosts do with visitors
Top things VFR visitors want to do 
in a destination

Together

Eat or drink out at local restaurants Eat out at a casual café
Eat out or dine at a restaurant 
and/or café

Visit local attractions Eat out at a restaurant Shopping

Undertake local activities General sightseeing Sightseeing

Shopping

In the 5 years up to 2015/16, international visitors to 
the Casey-Cardinia Region were more likely to be 
visiting friends and relatives, accounting for 62.0% of 
all visitors, out-performing Victoria (25%) and Greater 
Dandenong (59%).
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The value of a region providing 
complementary activities (such as cafes/
restaurants and shopping) to support key 
iconic attractions of a region cannot be 
underestimated for the VFR market.

CASE STUDY: NEWCASTLE
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Key VFR Insights

• Over 50% of visitors to the South East region are VFR

• Over 60% all visitors to Casey Cardinia are VFR

• Casey and Cardinia have the highest share of VFR visitation to the South East region

• VFR supports more broadly the visitor economy and can be a strong economic driver for the 
region

• VFR opportunities exist in both the visitor and host

• Need to build an emotional connection with the ‘new Melburnians’

• Average growth of VFR market in Melbourne is 12.4%

• Chinese and Indian VFR market represent almost a quarter of total international visitors to 
Victoria, and are also the top international growth markets

• Casey Cardinia is well above state and surrounding LGA’s, with 54% of daytrip visitors being VFR

• Casey Cardinia domestic overnight visitation is nearly double the Victorian average, with VFR 
accounting for 69% of all visitors

• The strongest growth and opportunity is the international VFR visitors, accounting for 62% of all 
international visitors to the region, out-performing Victoria and neighbouring regions.

VFR is clearly a strength and opportunity 
for the region, with statistics indicating 
solid growth over the past few years for 
VFR visitation to the region. However the 
real opportunity lies in the future, with 
forecasts predicted to boom in this sector 
and Casey Cardinia is well positioned to 
take advantage of this trend.
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Westfield Fountain Gate, Narre Warren
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Strengths

The Cardinia Shire and the City of Casey have 
a diversity of tourism assets that are highly 
complementary, providing a potentially rich, regional 
experience for both residents and visitors.32 

Key strengths of the region are depicted below.

32 Casey Cardinia Visitation Strategy 2017

Casey
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Green  
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Activating 
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destination
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Bunjil Place, Narre Warren
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Beauty of the region/natural environment

Mt Cannibal

Bunyip State Park

Emerald Lake Park

Cardinia Cultural Centre

Bunjil Place

Hills Hub

Nature – Nature based tourism

Heritage and history

Clean, green, fresh air

Raw beauty/natural beauty

Diversity of region

Nature/walks/trails

Gumbuya World

Wine

Swimming

Botanic Gardens

Horse Riding

PAVE

Kurth Kiln

Light Horse Museum

Festivals

Lo
ca

ls 
LO

VE

“85% of residents 
surveyed enjoy 
the regions local 
attractions and 
activities.” 33

To gain a deeper understanding of what makes the 
region a destination of choice, further research was 
conducted to ascertain local’s thoughts, visitor’s 
perceptions and business operator’s feedback.

LOCALS
The table below lists all the things locals love about 
Casey Cardinia region, while the word cloud 
highlights the most important thing they would tell 
visitors while visiting the region.

33 Casey Cardinia community survey – visitation research April 2018
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Locals BELIEVE The most important thing to tell visitors:

Puffing Billy, Dandenong Ranges
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OPERATORS
Operators told us they also love the natural beauty of 
the region, and could see untapped potential and 
growth opportunities in the region. 

Overwhelming the most important thing they 
believed to tell visitors to the Casey Cardinia region 
were about the attractions and diversity of things to 
see and do within the region.

Clean, green, lush, fertile land

Operator collaboration

Diversity of things to do

General nature based activities NBT theme – parks, gardens, trails

Unique landscapes 

Key offerings – anchor attractions

Range of experiences

Untapped potential

Visitors are in our own backyard (the south east – Casey Cardinia)

Families moving into our region

Opening of Gumbuya World

Complementary activities – diversity of offerings

Villages and gardens

Diverse offerings

Affordability of region

Op
er

at
or

s L
IK

E



54

Visitation Research

OPERATORS BELIEVE Single most important thing to tell 
visitors when promoting the region:
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VISITORS

Visitors told us they love to shop and explore the parks 
and gardens of the region. The above results are 
perhaps representative of the distinct locations visitor 
surveys were conducted at, indicating a large portion 
of visitors at the Bunjil Place/Fountain Gate area 
mixed in with visitors to the Hills region.

This only reinforces the diversity of product offerings 
and experiences across the region – a key strength 
identified by all three stakeholder groups in the 
region.
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GAPS – visitor 
experience

To ensure a destination is ‘visitor ready’, assessment 
of its Visitability is required. To do this we will use the 
seven destination success enablers to measure the 
Casey Cardinia visitor experience against each pillar.

Destination 
Success 
Enablers

Attractions

ActivitiesAwareness

AccessAttitude

AccommodationAmenities
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CASEY CARDINIA REGION  
- VISITOR EXPERIENCE GAPS
Gaps were identified using a number of qualitative 
and quantitative sources including: stakeholder 
interviews, visitor intercept surveys, community and 
tourism industry surveys, Mystery Visits Program and 
desktop research.

Berwick Inn, Berwick
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CASEY CARDINIA REGION MELBOURNE SOUTH EAST

Attractions

• Not dispersing visitors though the 
region

• Too insular and focused on themselves 
– not enough traction with the smaller 
operators

• Strong competition from neighbouring 
well-known destinations

• Trading hours for businesses varied, 
not opening to meet visitor demand

• Not enough support for tourism start-
ups

• Lack of mature tourism experiences 
and iconic attractions

Activities

• Lack of product packaging

• Lack of itineraries

• Not enough events 

• Lack of variety of operators

• Better promotion of the NBT activities

• Need quality tourism products – to 
attract international market

• Lack of tourism experience/packages

Access

• Perception of travel time to 
destination – visitors think it’s a long 
way

• Poorly maintained roads – especially 
in outer areas

• Traffic - congested

• Public transport

• Parking

• Visitors passing through the region

• Connectivity throughout region is 
poor

• Visitors passing through en-route to 
other regions

Accommodation

• Lack of accommodation

• Lack of variety of accommodation

• Lack of large scale branded 
accommodation

• Shortage of high quality 
and internationally branded 
accommodation

• Limited accommodation options

Amenities

• Public toilets

• Signage – welcome and way finding

• Lack of infrastructure to cater for 
rapidly growing population

• Some town main centres/street 
fronts are run down and uninviting 
(Pakenham, Koo Wee Rup)

• Lack of digital coverage in certain 
areas of region

• Technology

• Wayfinding and signage is poor

• Poor mobile phone coverage and 
insufficient Wi-Fi to meet visitor 
expectations
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CASEY CARDINIA REGION MELBOURNE SOUTH EAST

Amenities (cont.)

• Lack of RV parking

• Lack of child friendly facilities

• Graffiti – in some towns

Attitude

• Locals can be negative

• Some tourism operators don’t see 
themselves in tourism

• Lack of vibe/atmosphere

• Not an alive destination

• Lack of operator collaboration

• Safety concerns – bad reputation

• Operators lack of tourism knowledge

• Industry and residents not always on 
same page

• Customer service inconsistencies – 
need to improve service culture

• Fragmented approach to tourism 
– many organisations working in 
isolation

• Limited resources/commitment to 
tourism in some areas

• Negative perceptions regarding 
safety and security in the region 
(mostly outer SE)

Awareness

• Lack of understanding in industry 
where Casey Cardinia is as a tourist 
region

• Lack of marketing and branding

• Current marketing of region is through 
DML – too Melbourne centric

• Not enough collaborative marketing 
and branding

• Lack of identity

• No brand

• Lack of visitor information – for locals/
VFR hosts

• Lack of product information

• Lack of promotional collateral

• Lack of digital presence (online) – 
more information required

• Absence of cohesive and accessible 
visitor information

• Cohesive branding throughout region

• Lack of businesses in the region on 
social media

• Strategically CC are not ‘at the table’

• Low awareness of tourism offering in 
the region

• Has a weak intrastate and 
international image as a tourist 
region/destination

• Marketing done in silos rather than 
working collaboratively

• Limited visitor information services 
showcasing and communication the 
highlights of the region

• Lack of collaboration with established 
surrounding tourism regions
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Key insights
Whilst 60% of visitors surveyed34 said there was nothing 
Casey Cardinia could do to improve their time in the 
region, other sources clearly identified gaps in the 
visitor experience, with 68% of respondents indicating 
an average or poor overall tourism experience 
offering in the region.35 Many locals felt that the 
region ‘doesn’t appear to be visitor-orientated’ and 
there is a need to get the fundamentals right to 
ensure a strong and prosperous visitor economy.

A large portion of residents surveyed were concerned 
about the effect the impending quarry would have 
on the visitor experience at Mt Cannibal and the 
outdated, and often misrepresented, perceptions of 
the region.

“As a person who recently moved to the area from a small country town I can state that the Casey 
Cardinia area has a very bad reputation outside of the region. When moving here I was warned 
about the crime rates in this area and told that this region was an industrialised suburb of Melbourne 
(an opinion that I then shared), upon moving here however I have found that this could not be further 
from the truth. The communities in this area are extremely welcoming and tight knit, I was surprised 
at how much I actually like this area having lived here for near on a year. My point is more needs 
to be done to promote the good points of this region both in the media and by word of mouth, 
unfortunately the region has moved on from its past persona however its previous reputation is still 
widely known and by those outside this region Casey Cardinia is still regarded as just another urban 
suburb of Melbourne”.

- Local resident

As a tourism destination everyone must understand 
the role they play in the visitor journey and the visitor 
economy, ensuring a consistent visitor experience 
across the region – at all touchpoints.

34 Visitor intercept surveys April, 2018
35 Town Audits, 2015
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Forecasts

Globally the tourism industry, and more broadly 
speaking the visitor economy, is set for continued 
growth – making it one of the most important, 
and sustainable economic drivers for a 
destination.

Casey Fields, Cranbourne East 
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NATIONALLY
The performance of the Australian tourism sector has 
again outperformed both global and local economic 
growth. Australia welcomed nearly nine million 
international visitors during 2017, demonstrating the 
country’s attractiveness as a global destination.36  

At a national level, tourism is set for growth. In 
fact, Tourism Research Australia (TRA)37 identifies 
the potential for tourism to be one of Australia’s 
fastest growing industries over the next decade. 
International visitors will contribute strongly to that 
future growth and the latest forecasts indicate that 
international tourism will contribute 68% of overall 
growth in total visitor expenditure over the next 
decade.

“The picture remains 
remarkably friendly 
for economic growth 
– globally and here 
at home – which, 
together with a 
supportive dollar, 
sets the scene for 
continuing growth 
of Australia’s tourism 
industry,”

Adele Labine-Romain, Deloitte National Tourism, 
Hospitality and Leisure leader, March 2018

36 Deloitte Access Economics’ latest Tourism and Hotel Market Outlook, 
March 2018
37 TRA Tourism Forecasts 2017
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Growth will primarily come from Asian markets with 
rapid growth expected over the next 12 months. 
China recently overtook New Zealand as the primary 
international visitor market to Australia. Researchers 
(TRA) predict that in 2018-2019, Asian visitors will 
account for more than half of all international 
visitation to Australia.38 

AT A GLANCE: TOURISM FORECASTS  
FOR 2026-27

38 TRA Tourism Forecasts 2017
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Figure 1 - Changing shares by market, 2016-17  
and 2026-27

As the following chart shows, Australia’s more 
traditional international markets are predicted to fare 
less robust over the coming decade than they have 
in previous years.



65

Casey Cardinia Region

Figure 2 - Growth in international travel by category

39 TRA Tourism Forecasts 2017

The biggest growth in international markets will 
come from the Leisure market - which is made 
up of the Visiting Friends and Relatives (VFR) 
and holiday travelers. In 2017-18 leisure travel 
accounted for 7 million visitors to Australia, with  
4.7 million visiting for a holiday and 2.3 million  
visiting friends and relatives.

Leisure and visiting friends and relatives (VFR) 
will continue to be the primary motivation for 
international travel to Australia. For the financial 
year ending 2019 it is expected that 5.1 million 
international visitors will arrive in Australia for a 
holiday while 2.4 million international visitors will be 
here to visit friends or relatives. Education travel is 
also expected to show significant growth.39 

This growth in the national VFR market will support 
localised efforts in Casey Cardinia to attract this 
market sector.

Leisure Traveler

2.3m
(33%)

4.7m
(67%)

VFR Holiday
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DOMESTICALLY
Domestic travel within Australia is also expected to 
increase exponentially over the next ten years. As the 
following chart demonstrates, day trips will increase 
from the current 191.2 million to 247.4 million in 2027. 
Domestic visitor nights are expected to climb from this 
financial year’s 343.2 million to 421.4 million.40

Figure 3 - Growth in Domestic travel, 2016-17 
to 2026-27

MELBOURNE
Victoria continues to out-perform its competitor 
states, New South Wales and Queensland, as well as 
the national average on many key tourism metrics. 
Over the past two years Melbourne has retained 
top spot as the capital city Australians would most 
like to visit, a position the southern capital has now 
held for well over a decade. In 2017, over 4.25 
million Australians indicated they would like to visit 
Melbourne,41 reinforcing the state’s popularity as a 
destination of choice. 

Between 2006-07 and 2016-17, the contribution, and 
thus relative importance, of international tourism 
to total consumption increased in Victoria to 31%, 
the largest growth and proportion of any state 

40 TRA Tourism Forecasts 2017
41 Roy Morgan

42 TRA: State Tourism Satellite Accounts 2016-17
43 Melbourne South East Destination Management Visitor Plan 2018

in Australia.42 This trend is expected to continue 
through this financial year 2017-2018 with a predicted 
increase of a further increase of 7% international 
visitor nights and 2.9% domestic visitor nights in 
Victoria. 

SOUTH EAST REGION
Visitation to the Outer South East region (comprising 
Cardinia, Casey and Greater Dandenong) is 
expected to increase by 22% (to 3.4 million visitors), 
with roomnights forecasted to grow by 170% (to 8.8 
million) and visitor expenditure 96% (to $1.7 billion).43   

Tourism precincts in Melbourne’s South East are not 
evenly dispersed. Instead, they are concentrated into 
relatively small, quite distinctive geographic areas - 
with tourists moving through the suburbs and towns in 
search of the regions highlights. This has significantly 
positive impacts for the future development and 
promotion of Melbourne’s South East insofar as it 
connects various places and spaces based on 
individual travel preferences and encourages 
dispersal. In addition it fosters strategic event 
planning, and encourages visitors to look beyond 
current hotspots and go off the beaten track more 
often.  

The South East region has identified a number of key 
growth markets including;

• VFR

• Students

• Multigenerational groups

• Air passenger overlays

• Niche tourists:

 o Cyclists
 o Sailing enthusiasts 
 o Golf enthusiasts
 o Paleontologists. 

VFR is an extremely important market and will 
continue to be a strong source of demand into the 
future, especially in culturally diverse enclaves in the 
South East outer suburbs.44 
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CASE STUDY: SAMOA
CASEY CARDINIA
Over 80% of the businesses surveyed45 expect their 
business to grow in the next three years, with some 
operators expecting growth between 30-50%. This 
significant forecasted growth supports anticipated 
visitation growth at a regional and national level.

EMERGING/GROWTH MARKETS
Overwhelmingly the strongest opportunities for growth 
in Casey Cardinia are the VFR and family market. 
With the regions strategic location to Melbourne’s 
south east and its close proximity to established 
regions such as the Yarra Valley, Gippsland and 
Mornington Peninsula it brings a distinct competitive 
advantage. Coupled with significant population 
growth predicted, approximately 85 families moving 
to the region each, harnessing the potential of the 
VFR market is a logical step in increasing tourism yield 
and raising the profile of Casey Cardinia as a visitor 
destination.

Strategically recognised for an 
extremely strong VFR market 
Samoa played on heart strings 
with an emotional VFR marketing 
campaign designed to get back 
to basics and remember what is 
important in life: time with family 
and friends. Slogans and images 
centred on families enjoying life, 
smiling, laughing and reconnecting 
– reminding them of their roots and 
the Fa’a Samoa way of life.

44 Melbourne South East Destination Management Visitor Plan 2018
45 Casey Cardinia tourism industry survey – visitation research April 2018

Via www.samoa.travel/dir/visiting-friends-relatives
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With a strong, and growing immigrant population 
(over 30% of Casey Cardinia’s population are born 
overseas) particularly of Indian and Asian descent, 
and the rise of these visitors as key international 
source markets to Australia, an opportunity exists 
to capitalise on this sector and tap into their 
multigenerational travel needs. Some locals 
businesses have already started to see an increase 
in Asian visitation, with some reporting that Chinese 
visitation was up 20% on last year.

Another key emerging market for the region is Nature 
Based Tourism (NBT). The identification of the region’s 
nature based assets was top of mind for locals and 
stakeholders, and is a huge strength of the region. This 
is a completely untapped and underutilised market 
with potential to use this theme as a visitor connector 
throughout the region.

The multi-cultural make-up of the region means it is 
primed to build on and showcase its diversity through 
activating the arts, events and culture space. A 
number of key spaces and facilities already exist 
within the region including the state of the art Bunjil 
Place and Cardinia Cultural Centre – key drivers of 
community activity and congregation for the region. 
The opportunity exists to build on, and tap into the 
diverse population, heritage and history of the area 
to not only engage locals, but broaden that reach 
to new markets through events, partnerships and 
collaborative efforts. Create a vibe that is reflective 
of the uniqueness of the region and captures the 
underlying spirit of the community.

Being a gateway to many established regions and 
destinations, Casey Cardinia already plays host to 
a number of grey nomads and caravans. However 
there is an opportunity to build on this market and 
the region’s RV Friendly status to increase visitation, 
particularly in the outer areas.

A natural emerging market is the school group/
education sector. With new families moving to the 
region daily, and the international education market 
now one of Australis’s largest export markets, Casey 
Cardinia is primed to take advantage of this trend.

“We used Groupon 
– great success! It 
captured the Chinese 
market with 3000 
families booking via 
Groupon in a three 
month period, we sold 
out!

Local tourism operator, Casey Cardinia

Lastly, but by no means least is the accessibility 
sector. With an estimated 20% of Australian adults 
having a disability or long-term health condition, 
and an ageing population, the disability sector is set 
to grow. Research has placed a total value of the 
domestic market at $8billion, when added to the 
estimated inbound market for accessible tourism of 
$2.8 billion, the contribution of accessible tourism to 
the Australian visitor economy is worth over $10 billion. 
That is greater than the $9.1 billion spend by Chinese 
tourists inbound to Australia.
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Travellers with a disability who had taken at least 
one domestic trip (overnight and/or day trip) 
represented 7% (349,000) of the Victorian adult 
population. When considering the average travel 
party size was 2.24 for a Victorian resident with a 
disability (including adults caring for a child with a 
disability), this represented 12% (784,000) of Victoria’s 
total population. Estimated spend for travellers with 
a disability was $680.1 million (approximately 4% of 
total domestic spend in Victoria), of which 80% was 
overnight spend. Estimated spend for the travel 
party (including the person with a disability) was $1.7 
billion (approximately 10% of total domestic spend in 
Victoria), of which 79% was overnight spend.46  

Short (single night trips or day trips) and/or local trips 
(within 40 kilometres of home) are major growth 
opportunities, potentially because it’s easier to get 
there, less planning is required, and/or more is known 
about the area (and therefore less information 
searching is needed). 

Casey Cardinia has endorsed Inclusive Tourism as 
the region’s point of difference for tourism. While the 
region adapts to ensure it is an accessible-friendly 
destination, this presents a significant opportunity 
to tap into this market. In common with Australians 
in the general population, most travel by people 
with disabilities and their carers is for leisure (travel 
for holiday, and to visit friends and relatives (VFR) 
combined), with holiday being the largest motivator. 
However, VFR is also important and VFR hosts are a 
key conduit for information about what to do in the 
destination. 

Emerald Lake Park, a favourite asset for Casey 
Cardinia locals and an established destination for 
long-term Victorian residents is a prime example of 
an attraction that meets the needs of both residents 
and visitors alike. The key market trends outlined in this 
report demonstrate a desire for green open spaces, 
accessibility, family friendly activities, nature-based 
activities, somewhere to spend the day and an 
attraction that promotes a sense of pride amongst 
the community. Emerald Lake Park possesses all 
of these qualities and provides the ideal model for 
the strategic growth and establishment of further 
attractions within Casey Cardinia without negatively 
impacting the region’s natural environment. 

KEY STATS EMERALD LAKE PARK (ELP)

51.4% of visitors surveyed liked the tress, grass 
and nature the best

33.5% liked the walking tracks

39.1% found out about the ELP through word 
of mouth

44% were between 35-44 years

39% were a family (type of group visiting 
park)

62% visiting the park were from within the 
Shire (locals).

46 Research: Understanding the opportunity for Australia in Accessible 
Tourism, MyTravelResearch

$680m
(4%)

$1.7b
(10%)

20%
daytrip
spend

21%
daytrip
spend

80%
overnight

spend

79%
overnight

spend

$17b
total 

domestic 
spend

$17b
total 

domestic 
spend

$1.7b
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$680m
spend

Traveler with a disability

Travel party including a person with a disability
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CASE STUDY: WELCOME. WE ARE 
BRIMBANK

CASE STUDY: TARONGA WESTERN 
PLAINS ZOO

Brimbank City Council has led a 
campaign designed to strengthen 
community pride and highlight 
the welcoming community of 
Brimbank. Showcasing all the 
diverse and amazing aspects of 
Brimbank, whether it’s different 
cuisines, their wide range of 
entertainment or educating young 
people – Brimbank is growing 
and developing, and proud of 
it! Residents and businesses are 
encouraged to be part of this 
campaign by displaying a poster 
in their window or shopfront or 
linking to the digital portals. Videos 
will also run at the local cinemas 
complexes.

Taronga Western Plains Zoo 
implemented a campaign 
specifically aimed at VFR hosts: 
with the theory that if residents use 
and frequent locals attractions, 
they are more likely to become 
advocates, talk about it, post on 
social media and of course take 
their VFR. The Zoo offered a special 
discounted rate for locals only, 
encouraging all locals to become 
zoo members with benefits 
designed just for them.

The Crocosaurus Cove in Northern 
Territory (NT) offered a ‘local’s pass’ 
to all NT residents who showed their 
licence at the ticket box. Once 
the local had purchased a ticket 
they would receive free unlimited 
entry for an entire year to the 
Crocosaurus. With some clever 
marketing slogans to entice repeat 
visitation such as ‘a great way to 
save money with all those visiting 
friends and relatives’, the seed 
had been planted to ensure this 
attraction would be on their VFR’s 
must visit list.

CASE STUDY: CROCOSAURUS COVE

Via www.crocosauruscove.com/visitor-info/locals-pass/
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The way forward

Casey Cardinia is a region filled with growth 
opportunities in many sectors, not just tourism. The 
visitor economy has organically grown over time and, 
with a well-planned strategic vision, tourism can be a 
significant economic driver for the region.

The region already has the bones of a tourism region, 
with anchor attractions pivotal as a foundation to 
build upon – what is lacking is the awareness and 
connectivity of the region from a visitors perspective 
and ensuring all complementary services add value 
to the overall visitor experience and exceed visitors 
expectations.

Based on all research gathered and analysed, below 
is suggested way forward to grow the visitor economy 
in Casey Cardinia. Ideas are aligned with, and seek 
to complement the Casey Cardinia Visitation Strategy 
2017-2020 and the broader region based Melbourne 
South East Destination Management Visitor Plan.

•Define	the	destination	identity		-what	is	the	tourism	vision	for	Casey	
Cardinia	as	a	region	(once	TAC	formally	becomes	an	RTO	)
• Identify	brand	of	region	(branding	exercise	 already	flagged)Identity

•Confirm	 structure	of	tourism	within	Casey	Cardinia	
•Consider	the	role	of	Casey	Cardinia	tourism's	structure	within	region	
and	Victoria	- broader	industryStructure

•Develop	tools	to	measure		the	value	of	visitor/visitor	economy	to	gain	a	
clearer	and	more	balanced	approach	to	the	benefits	of	 tourism
•Continue	to	use	'experience	 audits'	as	way	of	measuring	visitor	
satisfaction	levels	and	key	visitor	experience	gaps

Measure

•Continue	to	work	on		core	elements,	and	advocate	for	better	services:	
public	toilets,amenities,	public	transport,roads,	traffic	congestion,	wi-fi
• Implement	customer	 service	training	programs	across	the	region	to	
ensure	a	consistent	visitor	experience

Fundamentals

•Develop	marketing	collateral	specific	for	the	region
• Increase	region's	digital	presence	(new	CC	website	already	in	progress),	
including	online	and	social	mediaMarketing

•Build	on		the	VFR	market	- its	in	our	backyard,	engage	new	residents	as	
tourists	and	VFR	hosts	(particulalry	Indian	VFR	and	Melbourne	VFR)
• Leverage	off	the	region's	growing	population	and	influx	of	familesMarkets

•The	natural	environment	and	beauty	of	the	region	to	target	nature-
based	tourism	(NBT)
•Growing	population	in	both	the		SE	region	and	Melbourne	market
•The	diversity	of	the	region	to	encourage	visitors	to	explore	off	the	
beaten	track	

Utilise

•Continue	to	engage	with,	and	work	with	surrounding	regions	to	grow	
the	piece	of	the	tourism	pie
•Develop	itineraries	and	packaged	tours	for	visitors	to	disperse	through	
the	region.
•Undetake	collaborative	marketing	campaigns		with	key	partners

Collaboration

•Maximise	and	leverage	off	region	'game	changers'	such	as	Bunjil	Place	
and	Puffng	 Billy	Discovery	Centre	(Emerald	Lake	Park)
•Support	and	advocate	for	large	scale	and	branded	accommodationGames	changers

•Encourage	people	to	explore	the	region	discover	their	own	backyard
•Capitalise	on	the	multi-cultural	make-up	of	the	region	by	showcasing	
the	diversity	through	local	events	and	cultural	activations
•Develop	events	strategy	to	drive	growth	in	this	sector	(in	progress)

Events

• Leverage	off	region's	location	and	proximity	to	Melbourne
• Leverage	off	established	recognised	surorunding	 regions
•Explore	ways	to	leverage	off		and	grow	the	existing	grey	nomads/RV	
market

Leverage

•Explore	the	Indigenous	history	and	seek	ways	to	bring	this	to	life
•Accessibility	tourism	- a	growing	sector
•Agri-tourism	- fresh	food	 culture	(explore	 tours	for	o/s	market)

Additional	Opportunities

• Implement	a	community	 pride	campaign	around	the	VFR	market
•Support	tourism	operators	to	understand	their	role	in	the	visitors	
journey
• Increase	all	marketing	efforts	to	raise	awareness	of	region	as	a	
tourism	destination

Awareness

gh
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•Define	the	destination	identity		-what	is	the	tourism	vision	for	Casey	
Cardinia	as	a	region	(once	TAC	formally	becomes	an	RTO	)
• Identify	brand	of	region	(branding	exercise	 already	flagged)Identity

•Confirm	 structure	of	tourism	within	Casey	Cardinia	
•Consider	the	role	of	Casey	Cardinia	tourism's	structure	within	region	
and	Victoria	- broader	industryStructure

•Develop	tools	to	measure		the	value	of	visitor/visitor	economy	to	gain	a	
clearer	and	more	balanced	approach	to	the	benefits	of	 tourism
•Continue	to	use	'experience	 audits'	as	way	of	measuring	visitor	
satisfaction	levels	and	key	visitor	experience	gaps

Measure

•Continue	to	work	on		core	elements,	and	advocate	for	better	services:	
public	toilets,amenities,	public	transport,roads,	traffic	congestion,	wi-fi
• Implement	customer	 service	training	programs	across	the	region	to	
ensure	a	consistent	visitor	experience

Fundamentals

•Develop	marketing	collateral	specific	for	the	region
• Increase	region's	digital	presence	(new	CC	website	already	in	progress),	
including	online	and	social	mediaMarketing

•Build	on		the	VFR	market	- its	in	our	backyard,	engage	new	residents	as	
tourists	and	VFR	hosts	(particulalry	Indian	VFR	and	Melbourne	VFR)
• Leverage	off	the	region's	growing	population	and	influx	of	familesMarkets

•The	natural	environment	and	beauty	of	the	region	to	target	nature-
based	tourism	(NBT)
•Growing	population	in	both	the		SE	region	and	Melbourne	market
•The	diversity	of	the	region	to	encourage	visitors	to	explore	off	the	
beaten	track	

Utilise

•Continue	to	engage	with,	and	work	with	surrounding	regions	to	grow	
the	piece	of	the	tourism	pie
•Develop	itineraries	and	packaged	tours	for	visitors	to	disperse	through	
the	region.
•Undetake	collaborative	marketing	campaigns		with	key	partners

Collaboration

•Maximise	and	leverage	off	region	'game	changers'	such	as	Bunjil	Place	
and	Puffng	 Billy	Discovery	Centre	(Emerald	Lake	Park)
•Support	and	advocate	for	large	scale	and	branded	accommodationGames	changers

•Encourage	people	to	explore	the	region	discover	their	own	backyard
•Capitalise	on	the	multi-cultural	make-up	of	the	region	by	showcasing	
the	diversity	through	local	events	and	cultural	activations
•Develop	events	strategy	to	drive	growth	in	this	sector	(in	progress)

Events

• Leverage	off	region's	location	and	proximity	to	Melbourne
• Leverage	off	established	recognised	surorunding	 regions
•Explore	ways	to	leverage	off		and	grow	the	existing	grey	nomads/RV	
market

Leverage

•Explore	the	Indigenous	history	and	seek	ways	to	bring	this	to	life
•Accessibility	tourism	- a	growing	sector
•Agri-tourism	- fresh	food	 culture	(explore	 tours	for	o/s	market)

Additional	Opportunities

• Implement	a	community	 pride	campaign	around	the	VFR	market
•Support	tourism	operators	to	understand	their	role	in	the	visitors	
journey
• Increase	all	marketing	efforts	to	raise	awareness	of	region	as	a	
tourism	destination

Awareness

gh





A SUCCESSFUL DESTINATION FOR CASEY CARDINIA MIGHT LOOK LIKE:

“A place where people feel safe, welcome 
and inspired, where locals gain employment 
close to home. Where the community values 
visitors not just for the money they bring, but the 
energy and enthusiasm they generate.”
                                                                                                                              

CHRIS BUCKINGHAM: INTERIM CEO CC TAC

Wilson Botanic Park, Berwick
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Casey Cardinia Region

Glossary

Primary target market
The segment of a marketplace a business believes will 
give it the best chance to sell.

Secondary target market
The second most important consumer segment that a 
business is targeting.
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Appendix
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