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Acknowledgement of Country  

We acknowledge the traditional custodians of the land on which we 
work, live and welcome visitors to explore, the Bunurong people. We 
pay our respects to their elders past and present recognising their 
connection to the land, the unique wildlife, breathtaking coastline and 
magical saltwater that surrounds us. 
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Forward by Jeff Webb - Chair 
  

Hi all.  After nearly three years on the Board, in April I become Destination Phillip Island’s (DPI) 
Chair.  This follows a four-year period under Catherine Basterfield’s exceptional leadership. I 
would like to take this opportunity to thank Catherine for her significant contribution to DPI and 
the regions tourism. Lucky for all of us she will remain on the Board. 

 

A Year of Impact 

As you know, the area of San Remo and Phillip Island punches well above its weight in percentage number of tourists and 
tourist dollars, with record visitation from both domestic and international markets. For the Year Ending December 2024, 
Tourism Research Australia data indicates: 

• Phillip Island tourism contributed 35.2% of the regions GRP and 38.7% of the regions 6,700 filled jobs. 
• Since 2019, visitors have increased to 2.8 million, visitor nights to 2.86 million (greater than Goulburn, Yarra 

Valley/Dandenong Ranges and Daylesford & Macedon Ranges) and visitor spend of $875 million. 
• Phillip Island is the second most visited region for international tourists (18% of total international visitors or 

484,000 visitors) second only to the Great Ocean Road with 740,000 visitors. The Island attracts more 
international overnight visitors than Yarra Valley, Grampians, High Country and Daylesford. 

• The Island welcomed over 13,000 cruise ships passengers.  

Key achievements 

Over 2025, our team has delivered critical programs that drive visitation, strengthen brand presence, 
support tourism businesses and foster stakeholder partnerships—most notably: 

• Tourism Programs and Partnerships: Engaged over 150 local tourism operators in coordinated marketing and 
development. 

• Major Events Support: Continued attraction of marquee events such as the MotoGP and a growing cruise 
visitation sector. 

• Strong Collaboration: Active partnerships with Bass Coast Shire, Visit Victoria, and VTIC have amplified our 
reach. 

• Investor and Event Support: We’ve supported over $300 million in planned private investment into the region. 

Navigating Structural Reform 

A major focus for the Board has been our ongoing involvement in the State Government’s Visitor Economy Partnership (VEP) 
reform process. On your behalf, DPI has participated constructively and in good faith over the past three years, 
advocating respectfully for either stand-alone/status quo or a “One Bass Coast” model.   

The Board believes the stand-alone VEP solution manages the risks to: 

• Dilution of Phillip Island’s iconic brand value. 
• Disruption to localised program delivery and funding. 
• The erosion of established relationships with investors and businesses during a sensitive investment cycle. 
• Uncertainty for annual, calendar-based programs and staffing resources. 

We express gratitude to those operators who have provided testimonials confirming DPI’s value within the “Team Victoria” 
destination framework. 

Looking Ahead 

While structural reform remains a key agenda item, excitingly, the Region is entering a major investment growth period 
that will be transformational.  We estimate that new private and public investment over the next two years will be 
approximately $500 million. A game changer for the area, not only creating significant employment opportunities and 
addressing accommodation, but it will also add new attractions. 

So, DPI’s main goal in these exciting times, as detailed in the Phillip Island and San Remo Destination Management Plan 
(DMP) Towards 2033, is to partner with you to build a resilient tourism industry that works together to maximise the 
economic benefits for the visitor economy, enhances our visitors’ experiences, whilst caring for our environment and 
community. 
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Thanks, and Acknowledgements 

I wish to thank the DPI Board members for their diligence, strategic insights, and unwavering commitment to our region. I 
also acknowledge our General Manager and Team for their tireless work and professionalism in a challenging year. 

Finally, and importantly, on behalf of the DPI Board I would like to thank our passionate local operators for providing long 
term memories for our tourists, our investors for your belief in our region, and community members who contribute to the 
vibrancy of the local visitor economy.   We also acknowledge the ongoing significant support and collaboration provided 
by BCSC and the Victorian State Government. 

As we look ahead to 2025–26, DPI remains committed to supporting the visitor economy, advocating for local interests, 
and helping shape a sustainable tourism future for Phillip Island and San Remo. 

 

Jeff Webb 

Chair, Destination Phillip Island  

 

Forward by Kim Storey – General Manager  
 

We had several changes in the team over the year and sadly said goodbye to Serena Cabello in August 2024. Our team 
is passionate and dedicated to supporting our vibrant industry and we would like to thank all our partners for their 
support and the great experiences and hospitality they deliver. Our programs were extensive, and we have been involved 
in many engagement workshops across the year representing the tourism industry. The airing of The Block created a lot of 
interest, as did our key events and the industry programs we delivered.  
 

Kim Storey  General Manager 
   GBM Deputy Chair/ Treasurer / Board Member SMT  
 
Alisha Harding Industry Strengthening & Partnership Coordinator, PINP Community Reference Group, 

PIBN Board Member 
 
Arnika Martin  Digital Media and Marketing Co-ordinator (part time) 
 
Louisa Frazzeto  Administration Officer (part time) 
 
Serena Cabello  Visitor Economy Industry Support Officer; PINP Community Reference Group, PIBN 
   (resigned in August 2024)   
 
(GBM = Go Beyond Melbourne; BEV = Business Events Victoria; SMT –= Sydney Melbourne Tourism; PIBN = Phillip Island Business Network) 
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Destination Phillip Island Board 
 

 
Purpose 

 

(a) To act as the peak tourism body for the Phillip Island region, as defined from 
time to time in tourism industry strategic plans developed by Visit Victoria and 
Department of Jobs, Skills, Industry and Regions (DJSIR) or their equivalent, 
focusing on the development and growth of the tourism industry in the region, 
strategic tourism development, marketing and advocacy for the region.  

(b) To consolidate the strategic direction of the tourism industry for the entire 
Phillip Island region and communicate with key partners such as Local 
Government, Visit Victoria, DJSIR, Tourism Australia, Austrade and other relevant 
independent legal entities.  

(c) To perform the following functions for the Phillip Island region: industry 
development, product development, regional marketing, strong advocacy and 
united voice for the region, effective coordination and communication, skills 
training, leadership and mentoring, networking, identifying 
investment/infrastructure opportunities, and managing tourism sustainability. 
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Government Partners 
 

                            

Industry Alliances & Memberships 
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Strategy – Destination Management Plan 
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Advocacy  

This 2024/25 year has provided the opportunity to update, review and design our strategic directions in 
partnership with our stakeholders and community supporting the delivery of the Phillip Island and San Remo 
Destination Management Plan 2033. 
 

Other Advocacy projects and submissions during the year included: 

 

• Visitor Economy Partnership discussions and advocacy with the State and stakeholders 
• Advocacy and support for the continued development of the Phillip Island Nature Parks Summerland 

Master Plan Project 
• Engagement with Regional Development Victoria and Regional Partnerships to highlight key priorities 

and investment opportunities 
• Phillip Island Nature Parks – Community Reference Group – Serena Cabello/Alisha Harding 
• Bass Coast Shire Council Events Committee – Serena Cabello/Alisha Harding 
• Bass Coast Shire Emergency Management Group and Gippsland REMT – Kim Storey 
• Beach Safety Committee – Kim Storey – Arnika Martin producing content/messaging for visitors 
• Go Beyond Melbourne Touring Alliance – Kim Storey, Deputy Chair/Treasurer, Arnika Martin 

Committee  
• Sydney Melbourne Touring – Kim Storey, Destination Partner and Board Member  
• Delivering the Island Whale Festival 2024 and securing funding for 2025/26 from the Regional Events 

Fund 
• Phillip Island Business Network (PIBN) - support and mentoring – Board Member -Alisha Harding 
• Advocacy and support for Regional Tourism Infrastructure Fund for local projects  
• Advocacy and support for Enabling Tourism Fund for local projects 
• Advocacy and support for application to Regional Workers Accommodation Fund 
• Visit Victoria – touring routes and mentoring programs 
• Rhyll Jetty Local Area Port Plan – committee participation  
• Phillip Island Regenerative Tourism Alliance – continue to share opportunities with visitors 
• Supporting Industry applications for Grant Funds and Regional Events Fund 
• Representing tourism on the Victorian Renewable Energy Terminal Community Reference Group  
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Visitation to Phillip Island and the Bass Coast region 
 

 

 

 

NB – this is the most recent data available for this research. A change in State Government tourism data collection methods 
will mean a break in accurate data reporting.  

Other research and statistics can be accessed at https://tourism.vic.gov.au/research-and-insights  

  

https://tourism.vic.gov.au/research-and-insights
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Industry Communication 

Electronic Direct Mail 

Our industry news is distributed to our industry stakeholder database through electronic direct mail (eDM) using 
the Mail Chimp platform. 

We produced twenty-four industry communications which included invitations to workshops and marketing 
programs. Other content referenced events, workshops, catchups, and surveys. 

 
Industry Website and Organisation/Industry Facebook Page 

Our Organisation Facebook page has 1,1000 followers (+10% from 2023/2024) and we regularly share key 
communication such as newsletters and events to ensure we are providing an extended reach to industry.  
 
The organisation website provides links to many resources and updates on the work of the Board.   

 

  
             destinationphillipisland.org.au                               @destinationphillipislandindustry  

 

DPI Industry LinkedIn 
Follow us on our LinkedIn  destination-phillip-island-regional-tourism-board 

 

  

 

 

https://www.linkedin.com/company/destination-phillip-island-regional-tourism-board
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Industry Events and Workshops 
We continued the delivery of our industry capacity program with a range of workshops, mentoring and 
upskilling opportunities available to industry. The delivery of this program was supported the Victorian State 
Government. 

 

Chat GPT Masterclass: Unlocking AI for marketing 
Date:   Wednesday 4 September 2024, 12:30 - 3:00pm 

Location:  Online  

Presented by:  Marketing Growth Academy  

Attendees:  25 

 

 
 
In just 2 ½ hours online participants learnt exactly how their marketing teams can work smarter and drive 
efficiencies by getting the most out of ChatGPT. They discovered productivity hacks across key marketing 
activities and how to implement ChatGPT into marketing efforts to save time and dial up effectiveness. 
 
“Please pass our thanks along to Steve from Marketing Growth Academy for the fantastic masterclass on 
Chat GPT yesterday. I was and still am blown away by the capabilities of Ai and GPT's!” - Accommodation 
provider 
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Destination Phillip Island Industry Forum 

Date:   Tuesday 10 September 2024, 11:30am-3:30pm 

Location:  Berninneit 

Attendees:  42 
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Destination Phillip Island Conference –  

The Next Wave: Growth, Wellness and the Power of AI 
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Date: Tuesday 20 March 2025, 9am – 5pm 

Location: Penguin Parade 

Attendees: 100 

Supported by the Department of Jobs, Skills, Industry and 
Regions, the event featured keynote insights from Katrina 
McCarter and Steve Sammartino, alongside regional leaders 
and national experts. Delegates gained practical strategies, 
explored major new developments such as Phillip Island Hot 
Springs and the Isle of Wight, and built valuable connections 
through a day of learning and networking. 

For the first time we implemented digital programming to 
support our goal of hosting sustainable events and to lead by 
example. Guests scanned a QR code on the back of their 
nametag lanyard which took them to the program listed on the 
DPI website. Guests were also encouraged to bring reusable 
water bottles and keep cups. 
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Get the AI Advantage  
Date:   Workshop 1: Thursday 29 May, 9am-1pm 

  Workshop 2: Thursday 19 June, 9am-1pm 

Location:  Silverwater resort  

Presented by:  Marketing Growth Academy  

Attendees:  25 

 

Led by Stephen Toms from Marketing Growth Academy and supported by Department of Jobs, Skills, Industry 
and Regions Industry Development Fund, the sessions explored how AI can support everyday work across the 
visitor economy. 

The focus was on practical tools that save time, reduce repetitive tasks, and help teams work more efficiently 
and creatively. From content writing and customer service to business planning and product development, AI is 
now part of the toolkit for many local businesses. 
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Education Presentations 
 

Destination Phillip Island is proud to present to VCE Geography students from various schools late in 
the year. The students are researching impacts of tourism, strategies to offset, and sustainability 
initiatives. Most groups stay overnight on the Island exploring, researching and visiting the Penguin 
Parade to witness eco-tourism in action. 

School visits included – Parade College, Overnewton College, Beaumaris Secondary, Camberwell 
Girls 

  

 

Beach Safety Committee 
 

We have actively participated in a 
collaborative committee consisting of 
representatives from: 

Bass Coast Shire 

Victoria Police 

Ambulance Victoria 

Life Saving Victoria  

 

This work supported the approach for our Summer messaging which included: 

Collaboration with the Woolamai Beach Life Saving Club to create reels with local life savers 

Instagram and Facebook campaign posts and reels 

Blogs and Guides updated to include beach and summer safety messaging 

Download the Report 

 

DESTINATION PHILLI 

https://visitphillipislandcomau.sharepoint.com/:p:/s/VPI_Public/EQ01XSrauNhPtU50OjLHbEsBrriH6xcbx1XsLmKk-SP87g?e=9Jr7Zf
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International relations - Vietnamese Delegation  
 

In partnership with the Phillip Island Visitor Information Centre we hosted 12 senior delegates from 
Vietnamese Government officials’ delegates visiting Australia on a Digital Transformation Mission 
from Ba Ria Vung Tau Province, Vietnam. The day was organised by of Trans Global Education and 
Training Group. 

Ba Ria Vung Tau (BRVT) is a province in southern Vietnam. Out of Vietnam’s 58 provinces, BRVT is the 
5th most affluent, contributing nearly 5% to the country’s GDP (2023 figures). BRVT’s economic growth 
is built on oil and gas, manufacturing and tourism. Moving forward, BRVT has a strong commitment to 
digital transformation and plans to enhance its already impressive economic portfolio with additional 
revenues from a new major international transshipment seaport (Cai Mep – Thi Vai), new free trade 
zones and the emerging digital economy including digital tourism 

Renea presented the Visitor Information Centres work, partnership and accreditation.  

Kim presented on the strategy, marketing and digital platforms used by the Board.  

The group then visited the Phillip Island Chocolate Factory and Phillip Island Nature Parks attractions. 
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Regenerative Tourism  
 

Destination Phillip Island is leading the way in how Victoria's regional tourism bodies can inspire 
sustainability and regeneration through industry development, aligning to the statewide Experience 
Victoria 2033 strategy as well as local initiatives like the Bass Coast Shire Environment Fund and 
Western Port Biosphere strategic plan.  

 

Regenerative Tourism Creative Workshop 

In October, to help progress the Phillip Island & San Remo Destination Management Plan (DMP), 
building on the Regen Tourism Alliance's Love Phillip Island campaign and our work over the last 12 
months we gathered a range of stakeholders who have been participating in our Regenerative Tourism 
Strategy.  

The interactive workshop facilitated by Nic Cooper from The Tourism Collective encouraged input into 
mapping the positive impact visitor touch points across Phillip Island and San Remo.  Across a half-day 
workshop, participants explored the following questions: 

1. How can visitors have the greatest positive impact before, during, and after their time in Phillip 
Island and San Remo?  

2. How can locals and industry connect and educate visitors with these local causes?  
3. Where and how can we share the right messages and stories to engage both locals and visitors 

with these causes? 

The following pages are the practical output of the workshop. 
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Visitor Impact Framework 
The Phillip Island and San Remo Visitor Impact Framework provide practical guidance to the 
community, industry and government on how they can help visitors have a positive impact on the local 
community and environment. 
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Love Phillip Island (Millowl) 

 

After the pilot of the Love Phillip Island (Millowl) Give Back This Summer program we transitioned the 
concept to an always on initiative featured on our consumer website.  

Love Phillip Island (Millowl) connects our visitors and local businesses directly to projects that enhance 
our beautiful environment and help care for our unique wildlife. The page encourages support – either 
financially through donation or by getting  supporting local environment projects you can 'Give Back' 
and make a real difference. 

 

www.visitphillipisland.com.au/planning-your-trip/love-phillip-island-millowl  

 

http://www.visitphillipisland.com.au/planning-your-trip/love-phillip-island-millowl
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Ken Hore Tourism Mentoring Program 2024 

Ken Hore had a long association with members throughout the Gippsland and 
Phillip Island tourism industry.  He encouraged their business and personal 
development with his generous support and commitment to others. Ken offered a 
guiding hand to many of the industry’s newest recruits. As a founding Board 
member of Destination Phillip Island, the Board were keen to support this program 
as a tribute to Ken and to assist future members of the industry grow their 
awareness of regional tourism.  

Destination Phillip Island partners with Destination Gippsland and Bass Coast Shire Council to deliver a 
program of industry development to young professionals. In 2024 the program celebrated its 10th year. 

This year’s program included: 

• 6-month one-on-one mentoring program with an industry leader matched to each participant 
• Face to face workshops and online meetings 
• Melbourne Day - meeting with staff from Visit Victoria and VTIC 
• Phillip Island Day including a presentation from Georgia Bisset, Environmental officer at Wildlife Coast 

Cruises, a Cape Woolamai cruise, a visit to Phillip Island Chocolate Factory and a presentation from 
Daniel Kallstrom of Phillip Island Nature Parks and a visit to Churchill Island farm. 

• Gippsland Day including a visit to the lakes Entrance Visitor Centre, Koho Sauna, Footbridge Mini Golf, 
a Bullock Island Tour and visit to Metung Hot Springs.   

• Choose Tourism Career Expo and Emerging Leaders Summit hosted by Young Tourism Network (YTN) 
and VTIC. 

This program would like to recognise the employers who sponsor participants and support the growth of 
regional tourism across Phillip Island and Gippsland. 

2024 participants: 

Participant  Employer Area 

Kelli Love NRMA beachfront Holiday Park Phillip Island Phillip Island 

Brooke Ratcliffe East Gippsland Marketing Inc Bairnsdale 

Belinda Armour Wildlife Coast Cruises Phillip Island 

Heidi Knabe Bass Coast Shire Council Bass Coast 

Pam Boyes Baw Baw Shire Council Baw Baw Shire 

Katie Harris East Gippsland Shire East Gippsland 

Irene Skilton East Gippsland Shire East Gippsland 

William Schmeiszl Phillip Island Nature Parks Phillip Island 
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Ken Hore Tourism Mentoring Program – Alumni lunch 
On 26 November 2024 Destination Phillip Island, Bass Coast Shire Council and Destination Gippsland hosted a 
10-year celebration of the Ken Hore Tourism Mentoring Program at The Middle Hotel, Korumburra. 

We welcomed past participants and mentors to celebrate the successful completion of the 2024 program 
mentees. We also came together to remember the incredible and inspiring contributions of Ken Hore. 

During the 10 years of the program 76 mentees and over 40 mentors have participated. Thank you to all who 
attended and to Di Hore, Ken's wife who has been a patron of the program.   

Felicia Mariani, CEO for VTIC provided us with insights as to the influence that Ken had on her as a Mentor and 
for VTIC's continued support.  Visit Victoria has remained a strong supporter of the program.   
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Bass Coast Business Awards 2024 
 

Held at RACV Inverloch this years awards were a celebration of local business. 

Our General Manager is a judge of the awards across 4 categories.  

The Marketing and Communications award was again sponsored by Destination Philip Island: 

Winner:   NRMA Phillip Island 
Runner Up:  Bass Coast Boat & Caravan Storage  
 
The 2024 Business of the Year was awarded to Ocean Sounds Music Festival / Hills Are Alive Group 
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Victorian Tourism Awards 2024 
 

The 2024 Victoria Tourism Industry Council - Victorian Tourism Awards were held at Crown Palladium on 
Thursday 21st November. The awards acknowledge business excellence, innovation, professionalism and 
collaboration across a range of categories. We congratulate everyone who participated. Our partners that 
received awards were: 

Gold 

Harman Wines - Tourism Wineries, Distilleries and Breweries  

Local Way Tours - New Tourism Business  

 

Bronze 

Genesta House - Hosted Accommodation  

Phillip Island and Bass Coast Visitor Information Centre Network - Visitor Information Services  

 

The evening also celebrated Lucy Dewhurst from Bass Coast Shire Council who won the Young Achiever Award 
for her exceptional contribution to the tourism industry. Lucy recently completed an external secondment with 
the Victorian Tourism Industry Council, where she successfully delivered the inaugural Emerging Leaders Summit. 
that brought together industry leaders to share their journeys and insights into the future of tourism. 

 

  

  
 

   

 

2024 Australia Tourism Awards 
Two partners moved on to the National Awards we congratulate both Harman Wines and Local Way Tours. 
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2025 Phillip Island and San Remo Partnership Program 

The partnership program is a collaboration with Destination Phillip Island and the Phillip Island Visitor 
Information Centre Network and operates for the calendar year. In 2025 we offered four levels of partnership 
- Essential, Premium, Silver and Platinum partnerships.  

For 2025, Destination Phillip Island partnered with 151 operators - 4 Platinum Partners, 9 Silver partners, 29 
premium partners and 109 Essential partners. 
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Social Media and Digital Marketing 

Social Media 

In 2024–25, we maintained an always-on social media approach across Facebook and Instagram, posting 
multiple times a week and only posting on TikTok when resourcing allowed. Social media continues to be a 
highly engaging platform for the Phillip Island brand, with Facebook fostering strong community interaction and 
conversation. 
 
With limited budget, our focus remained on high-impact organic content, supported by targeted paid 
campaigns when possible. We adapted to platform trends by prioritising stories, videos, and especially reels, 
which consistently delivered the highest engagement. Looking ahead, we will continue to invest time into 
creating authentic, organic reels to drive reach, engagement, and destination appeal. 
 
During the 24-25 period, we ran paid ads for The Block, Local Flavours Phillip Island, Tidal Seafood Festival 
Ad and seasonal ads on the Phillip Island Facebook and Instagram accounts that totalled over 1million 
impressions and drove traffic to our website.  
 
Overall, our Facebook reach was over 1.6 million (400,000 up on last financial year).  Reels, new product 
introduction, user-generated content and carousel posts provide the most engagement on Facebook. 

Overall top content for Facebook July 1 24 – June 30 25 

 
 
Facebook 

 July 1 2024 – June 30 2025 
Views 2,640,200 
Reach 1,600,000 (+45%) 
Content Interactions  34,500 (+12%) 
Link Clicks 4,293 
Fans 56,000 (+3.5%) 
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JULY 1 – DEC 31ST - FACEBOOK 
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Jan 1 – June 30 2025 
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Paid Advertising: 

 
 

 
 

 

Examples of carousel and static paid advertising on Facebook. 

Examples of paid video advertising on Facebook and 
paid static ads on Facebook and Instagram. 
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Instagram    
 

Instagram remained a strong platform in 2024–25, particularly through user-generated content, 
influencer and creator collaborations, event coverage and authentic in-house content. The Stories 
feature continued to play an important role in driving consumers directly to our website and 
dedicated campaign links. 
 
 July 1 2024 – June 30 2025 
Views:  1,791,410 
Fans 44,900 (+14%) 
Reach 413,000 (+166%) 
Content Interactions 83,500 (+100) 

 

 
Instagram July 1 – Dec 31 24 
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Instagram Jan 1 – June 30 24 

 
 

 

TikTok 
  

Activity on TikTok was limited during 2024–25 due to staff resourcing and social media priorities. As a video-only 
platform, TikTok requires significant time and resources to plan, edit and produce content. Expansion into this channel 
remains an opportunity to be explored further if future resourcing allows. 
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Influencers and Content Creation 
 
We continued to leverage content generated through the 101 Campaign, alongside regular, on-the-ground 
content creation by Arnika, who captures content for reels, videos, and photography during site visits and being 
out and about. This organic content remains some of our most engaging and cost-effective, helping to keep our 
channels fresh, authentic, and relevant. 

We also recognise the value of influencer marketing in driving destination awareness. While rising influencer 
fees and limited budget have restricted our ability to engage in paid collaborations this year, we’ve 
maintained strong visibility by sharing and amplifying content from influencers who visit Phillip Island and tag us 
or collaborate on an unpaid basis. 

This earned media continues to deliver excellent exposure at no cost, and we’re fortunate to have a steady 
stream of creators showcasing the region. Going forward, we will continue to prioritise partnerships with 
influencers offering in-contra deliverables where possible and explore new ways to maximise exposure within 
our current resources. 

 

Instagram Collaborations 
 

We continued to leverage Instagram's collaborative feature to co-author posts with other accounts, expanding 
our reach and increasing engagement. In conjunction with Island Whale Festival, we engaged content creators 
Naths Way, Alysha Huxley, and Mumma Knows South to create collaborative reels, blogs and festival 
promotion to promote off-peak winter visits to Phillip Island. These were posted as collaborations with Phillip 
Island and Island Whales on Instagram and shared to the creator's individual Facebook accounts. Together, 
these social media reels were viewed over 318,000 times, creating significant engagement and awareness 
about Phillip Island as a Winter destination, the whale watching season and the Island Whale Festival.  

We also supported a range of influencers and content creators, including Helen Travels, Naths Way, Savvy 
Voyagers, Moments With Kush, and others - resulting in over 148,000 views across social platforms. This unpaid 
exposure helped Phillip Island reach new audiences and reinforce its appeal as a must-visit destination. It also 
highlights the value of maintaining genuine, ongoing relationships with creators, where mutual support and 
organic content sharing can deliver strong results without significant financial investment. These partnerships 
continue to be a powerful asset in our content strategy and brand storytelling. 

 

Three of our top four Instagram posts were collaborations with other accounts – examples below: 
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Paid collaboration with Naths Way and Mumma Knows South: 
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Website 
 

 visitphillipisland.com.au remains our most influential marketing asset, acting as the central hub for all 
destination marketing efforts. All campaigns - from paid advertising to organic content — are designed to 
funnel audiences to the site, where they’re inspired to stay longer and connect directly with local tourism 
operators via website, phone, or email links. 

To keep the site fresh, engaging, and high-ranking on search engines, we deliver monthly blog content, rotate 
seasonal features, and regularly update or add new pages. A key addition this year was the launch of a 
dedicated French Island regional page, helping showcase more of our region's diverse offerings. 

Website content continues to support social media campaigns, email newsletters, and marketing materials, 
amplifying its reach and return on investment. 

Despite emerging challenges from AI tools like ChatGPT that may influence how people search and interact 
with websites, our platform held steady with consistent year-on-year performance - a positive sign of ongoing 
relevance and value. Going forward, it's critical that we invest in understanding evolving digital behaviours to 
ensure content remains visible, useful, and competitive in a shifting landscape. 

 

 July 1, 2024 – June 30 2025 
Website Users 531,000 
Website Sessions 769,000 
Avg. Session Duration 1.19 minutes 
Page Views 2,000,000 
Event Count 5,700,000 
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Tracking Outbound Links to our Partners  
Tracking event data is essential for understanding the value of our digital marketing efforts. 

Over the past 12 months, operator listings on our website received 675,600 page views, leading to: 

• 97,000 outbound link clicks to operator websites and contact details 

• 116,000 direct booking link clicks 

These insights demonstrate the strong referral power of our platform in driving qualified traffic and booking 
interest to local tourism operators - highlighting the importance of maintaining updated, engaging listings. 

 

 

 

 

 

 

 

Most Viewed Website Pages 
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Website Refresh 
 

New Fresh Look – at the beginning on the year, we unveiled our new website refresh design. With over 2 
million views annually, our website is a powerful platform for promoting local businesses and inspiring 
travellers to explore Phillip Island and its surrounds.   
  
The refresh includes a bold new homepage design, updated typography, improved business profiles, and new 
creative features that bring our region’s stories to life.      

 

 

These developments were supported by the Federal Government – Reviving International Tourism Grant. 
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Accessibility  
 
We’ve also implemented UserWay.org, a digital accessibility widget, to ensure a seamless experience for all 
users.   The most essential accessibility functions are curated in UserWay’s Mini Widget, enhancing the site 
and empowering users to modify their experience. Gives visitors sought after personalization capabilities and 
optimize their interactive experience on our site. Includes AI-powered remediations. 
 
Translation is also available in multiple languages.  
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Blogs 
 

Blog content plays a vital role in engaging consumers, driving website traffic, and enhancing SEO performance. By 
providing informative, inspiring, and timely content, blogs help position a destination as both relevant and desirable - 
ultimately influencing trip planning and conversion. 

Our approach includes a mix of list-style features and monthly round-ups designed to capture attention and align with user 
search intent. Examples include high-performing themes such as Top Stargazing Stays, the Phillip Island Ice Cream Trail, 
Top Things to Do in the Easter School Holidays, and seasonal highlights like Phillip Island: Witness the Wild Side of Winter. 

This content not only supports organic discovery through search engines but also provides valuable storytelling 
opportunities across social media and email channels. 

View the latest blogs here - www.visitphillipisland.com.au/blog  

 

 

http://www.visitphillipisland.com.au/blog
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Electronic Direct Mail (eDM) Consumer Newsletters 
 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
Consumer newsletters have proven to be highly 
successful in driving leads and clicks to our website 
and partner sites.  
 
We sit well above the industry open rate, which is 
benchmarked at 20% for travel, and we 
experience an average open rate of 33%. 
 
In the eDMs we continue sharing content from our 
101km2 campaign and links to blogs and listicles, 
which proved very popular.  
 
Our email subscribers in the 2024-2025 financial 
year grew to 24,049. A competition run in 
collaboration with Blitz Golf helped grow our 
database. This should be something we continue to 
do, along with adding a pop-up subscriber 
notification when you land on our website. 
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Consumer Competition 
 

We partnered with Red Rocks Golf Course and Blitz Golf to give away an Ultimate Golfing Experience. This 
amazing package included: 
 

• Two-nights Accommodation: Stay for up to two people at the Red Rocks Golf Course on-site 
accommodations (6-12 months validity, excluding Blitz Golf weekend and peak periods). (Valued at 
$900)  

• Two Green Fee Passes: Enjoy two green fees at Red Rocks Golf Course, with club hire included if 
required (Valued at $52) 

• Two VIP Tickets to the Victorian Blitz Event, Saturday, December 21st 2024, at Red Rocks Golf 
Course: Experience the thrill in luxury with two VIP tickets to the Red Rocks VIP Marquee. (Valued at 
$400) 

 
DPI then created and executed a paid social media campaign, including graphics, a sign-up page, and a blog 
to help promote competition entries to this niche market, alongside a solo email and organic social media posts. 
 

 
 

Social Media 
Reach 30,883 
Impressions 90,196 
Paid Link Clicks 1634 

  
eDM 
eDM Reach 23,355 
Open Rate 53.9% 
Click Through rate 2% 

  
Competition Entries 947 
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Drive Victoria 
We continued our partnership with the Great Ocean Road, Mornington Peninsula and Geelong / Bellarine 
regional organisations to deliver Drive Victoria - a cross-regional tactical marketing campaign launched in 
November 2023.  

The campaign aims to support our regional marketing activities and taps into our most important audience – the 
self-drive market. This market makes up 98% of visitors to regional Victoria. This campaign aims to drive direct 
retail conversion to you via bookable deals and packages.  

In April 2025 the collaborative hired Belinda Austen, a part-time marketing professional to manage the Drive 
Victoria social media accounts, website and eDM, creating a more cohesive and strategic marketing delivery. 
The investment has seen significant growth and engagement across all social media channels. 

Belinda captured raw video content on a famil to Phillip Island. We own this raw footage and will use it in reels 
highlighting the region for both Drive and Phillip Island channels.  

Drive Victoria website  

Regional Drive Victoria Page  

Drive Victoria Instagram  

Drive Victoria Facebook  

       

  

https://drivevictoria.com.au/
https://www.visitphillipisland.com.au/planning-your-trip/drive-victoria
https://www.instagram.com/drivevictoria/
https://www.facebook.com/DriveVictoria
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Visit Victoria Co-op Partnership  
 

As part of our paid investment into the Visit Victoria Co-op partnership, we delivered a family giveaway 
competition with a total prize pool of just under $2,000. This competition was presented in the inside cover of 
the Autumn Melbourne official visitor guide and promoted via their website and social media.  

Thank you to the local industry partner who donated the prize pack experiences.  
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This partnership also included a content and influencer visit in May, which resulted in two-reel 
highlights, Broll video footage and a set of 20 images from their visit. These reels focused on an eat, 
play, stay theme and one business highlight. 

 

Reel 1 – Stay: Red Rocks Golf Course, Do: Wildlife Coast Cruises  Eat: Hotel Phillip Island (309k 
views) 

 

Reel 2 – Penguins and the Nobbies (65.9million views – also had paid money into an international 
market behind it) 

 

     

 

Example of content that was produced by Visit Victoria. New imagery of Phillip Island experiences is now 
available on the Victoria Content Hub  

https://contenthub.visitvictoria.com/ 

https://contenthub.visitvictoria.com/
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eDM Feature on Phillip Island to the Visit Victoria database which featured Maru Koala and Animal 
Park, Red Rocks Golf Course Accommodation, Penguin Parade and Wildlife Coast Cruises.   
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Print Media 
 

Wanderer Magazine 

Big write-up on Phillip Island in the February Issue of the Wanderer Magazine on the Cape 
Woolamai walk, and also featured accommodation Phillip Island Big4 and NRMA Phillip Island 
Beachfront. 

   
ESCAPE 52 SHORT BREAKS 

Escape Magazine featuring a short write-up including partners Phillip Island Sauna, Wildlife Coast Cruises and 
Ocean Adventures   
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Traf News  
Partnership with Traf News promoting off-peak winter visitation. Featuring Wildlife Coast Cruises Whale 
Cruises, Whale Discovery Trail, Penguin parade, Wooli Tavern, San Remo Fisherman’s Co-op, Local Way Tours, 
Ramada Resort, Phillip Island Go Karts, Maru Koala and Animal Park and Phillip Island Ten Pin Bowling and 
Entertainment Centre.  
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Good Weekend - 52 weekends away 
In response to our regional update to Visit Victoria at their offices, the team decided to nominate our partner SaltHouse 
Retreat for Good Weekend 52 Weekends Away.  
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Escape Magazine  
 
In collaboration with Visit Victoria Akash Arora wrote Shore Success: There’s more to Phillip Island than just Penguins. The 
story was published nationally last week across 17 titles. It featured our partners Phillip Island Park Lane Holiday Park, 
SaltHouse retreat, Five Acres, Saltwater, Bani’s Restaurant and Bar, Grenache Bar and Restaurant, Penguin Parade, Super 
Cruzer and Ocean Adventures. – read the article here  
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Escape Magazine – Herald Sun  
We facilitated a famil for writer Catherine Best to write an article 72 Hours on Phillip Island for Escape print and digital 
platforms. The article promoted longer stays and self-drive journeys. The article featured our partners NRMA Beachfront 
Holiday Park, Penguin Parade, Pioneer Kayaking, San Remo Fisherman’s Co-op, Isola Di Capri, Bang Bang Bar and Food, 
Pino’s Trattoria, Penny Lane Island Café, Churchill Island and Phillip Island Chocolate Factory. The article also featured 
many of the island’s natural assets, walks and beaches.  
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F1 Journalist – host 
 

In March, we hosted F1 journalist Inga Stracke -  a journalist from Germany (agency Pole Position Reports), official Formula 
1 broadcast partner producing sports, culinary and travel features for the Grands Prix for a network of over 250 radio 
stations across Germany, Austria and Switzerland. In addition, she writes and produces features for various online and 
print magazines including Yalla Magazine Abu Dhabi, PITWALK, a high-end coffee-table car, motorsport, travel and 
culinary magazine in Germany, Ladies Drive (a business women’s magazine), Speedweek (online), newspapers and weekly 
papers. She also has a podcast. 

We organised for her and 14 year old daughter to watch the pelicans get fed, visit the Phillip Island Circuit, the koala 
conservation centre and the penguins parade. She interviewed Arinka for her podcast and will do a piece of Phillip Island 
for FI 2026. She had also featured Phillip Island in the 2025 season preview YALLA magazine.  
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Digital Media 
 

Cowes was named 10th best beach in Australia by Brad Farmer, which received coverage across many digital 
media outlets.  Media release can be viewed here. 
 
 

 
 
 

 

https://www.trademinister.gov.au/minister/don-farrell/media-release/best-australian-beaches-2025-revealed
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Broadcast Marketing 
 
Find My Beach House  
Episode 2 of season 5 Find My Holiday Beach House hosted by Shelly Craft provided Phillip Island with 
national and international exposure, premiering during prime time on Nine Life and Nine Now in Dec 2024.  
The episode aired 20 December 2024– watch here  
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The Block 

  
The filming of The Block was an incredible opportunity to leverage the production and series airing to 
promote Phillip Island’s incredible experiences as a must-see destination.  
The 2024 Block series recorded a total TV national reach of 2,650,000, a total TV national audience 
of 1,527,000, and a BVOD audience of 213,000. Its distribution nationally and internationally 
provides a priceless promotion of the destination. In preproduction, the Island hosted many teams of 
trades as they prepared the site and connected with local suppliers and businesses. During production, 
there was an array of trades, support staff and celebrity visits. The weekly judging event also 
generated pr and storytelling for the region.  
 
The DPI team liaised with production staff, suggesting experiences, challenges and filming locations.  
 
The show is airing on Channel 9 in primetime four nights a week from August to October as well as 
being shown to international audiences. We will leverage opportunities to promote the region and our 
partners as the show airs through blogs, sharing content and partnerships.  

To leverage the exposure of Phillip Island throughout this series, DPI did a number of blogs about The 
Block including a Shop The Block and linked to blogs through our consumer eDMs. DPI also ran a social 
media campaign in which our team did the creative and execution. Funding support provided by Bass 
Coast Shire - Economic Development team to deliver the campaign. 

Two ad creatives were run during the campaign that featured a range of different copy and 
headlines and focused on targeting Block viewers. 

For the full detailed report 

 

  

https://visitphillipislandcomau.sharepoint.com/:b:/s/VPI_Public/EZKgI4Giq_1JjMHsGVyASQcBBgEBi66dhM2VNdkuuiRCZg?e=XInHjM
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Official Visitor Guide – Phillip Island and Bass Coast 

The 2025 Official Visitor Guide (OVG) was developed in 
October 2024 and was our biggest ever edition with 64 
pages. 60,000 copies were printed and distributed 
throughout Melbourne, to Visitor Information centres across 
Victoria and key centres across South Australia and New 
South Wales on the drive routes. The guide is also 
available at all venues across Phillip Island. 

The OVG sets out to inspire visitors to the region by 
promoting key experiences and businesses. The guide is 
published online for viewing through visitor sites. It is used 
as a key reference point through targeted social media 
advertising and our newsletter database. 

In 2025 we encouraged businesses to also choose 
sustainable options in addition to providing print copies to 
visitors. A poster with QR code to the online OVG and 
instructions on how to embed a digital copy to their 
websites were provided via our industry newsletter and on 
our industry website.  

www.visitphillipisland.com.au/destination-
phillipisland/official-visitor-guide-phillip-island-and-bass-
coast  

 

International Marketing   
 

International Planner and Program 2025 

We have 23 operators participating in the program and 
shared these businesses experiences in our appointments 
and discussions with trade agents.  

 

This program includes operators to be members of the Go 
Beyond Melbourne program.  

 

These partners are also promoted at trade events which 
Destination Phillip Island attends throughout the year.  

 

 

 

 

  

http://www.visitphillipisland.com.au/destination-phillipisland/official-visitor-guide-phillip-island-and-bass-coast
http://www.visitphillipisland.com.au/destination-phillipisland/official-visitor-guide-phillip-island-and-bass-coast
http://www.visitphillipisland.com.au/destination-phillipisland/official-visitor-guide-phillip-island-and-bass-coast
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Visit Victoria India Mission 

On Wednesday 4 December Alisha travelled to Melbourne to take part in 2024 Melbourne & Victoria India Inbound 
Mission at National Gallery of Victoria. The event was attended by forty-five Indian buyer delegates with just over 
half of the attending companies based in high-growth cities outside of Mumbai and Delhi. 

Key insights from the day included a shift in the India market toward slower travel and an eagerness to spend 
nights outside of Melbourne in the regions for a more immersive experience. Many buyers were interested in 
experiences, dining and accommodation options to sell longer Victoria and Phillip Island itineraries to their 
clients. 

The following day delegates travelled to Phillip Island visiting Saltwater Phillip Island, Phillip Island Chocolate 
Factory, A Maze’N Things, Beach HQ and Penguin Parade. They stayed overnight at Phillip Island Apartments and 
The Waves before visiting Mon Dieu and Maru Koala and Animal Park on their way back to Melbourne. 

India is the fastest growing international visitor market to return to Victoria following the reopening of Australia’s 
international borders. The return of tourists from India is mostly driven by visiting friends and relatives, education, 
business and sports and events travel and is supported by direct flights run by Qantas and Air India between 
Melbourne and New Delhi.  

   
ATEC Explore Victoria 

On 17-18 February Alisha attended our first international trade engagement event of the year – Explore Victoria – which 
took place in Geelong.  
 
The Australian Tourism Export Council (ATEC) hosted the event in partnership with Visit Victoria and Tourism Greater 
Geelong & The Bellarine. Over 80 buyer and seller delegates were brought together for two days of valuable 
networking and business opportunities. More than 1,150 B2B meetings took place at the Novotel Geelong and 
Alisha met with Inbound Tour Operators representing international markets worldwide. The region was also 
represented by Ekta, owner of Beach HQ Restaurant and Bar, Alva Hemming from Go Beyond Melbourne, and 
Anthony from Sydney-Melbourne Touring Route. 
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Australia Tourism Exchange (ATE 2025)  

In April, Kim and Alisha went to Brisbane for Australian Tourism Exchange (ATE). ATE is the Australian tourism 
industry’s largest annual business-to-business event and brings together 726 global buyers and 640 Australian 
seller organisations. 

Over four days, Kim and Alisha connected with global distribution partners through 94 pre-scheduled one-on-one 
appointments and key networking events. 

For Phillip Island and surrounds this event is a key engagement event to share the opportunities to grow trade 
promotion of visitation and stay in our tourism dependent region. Phillip Island as the second most visited 
regional destination for International visitors to Victoria has an important role in delivering hospitality and 
experiences. We presented our international ready product in our conversations, and learnt about key priorities 
for the trade.  

We heard interest in immersive travel and met with many delegates from South Korea which has been identified 
as an emerging market for Victoria. 

The region was represented by Destination Phillip Island and our many international partners at the event 
including Phillip Island Nature Parks, Local Way Tours, Sydney Melbourne Touring, Moonlit Sanctuary, Go Beyond 
Melbourne, Searoad Ferries, Visit Victoria and Tourism Australia. It takes a team!  

ATE 2026 will be held in Adelaide/Tarntanya at the Adelaide Convention Centre between Sunday, 10 May 2026 and 
Thursday, 14 May 2026.  

Team Phillip Island at ATE25: https://youtube.com/shorts/bltenC-MgfE?feature=share 

      

                                          
 

 



Destination Phillip Island Annual Report – 2024-25      67 
 

Strategic Touring Alliances - International 
 

                  
 
 
Our International partners are included in our Go Beyond Melbourne program, which includes several representations at 
trade events including the UK/Europe mission, ATE, ATEC Meeting Place. The Marketing Manager Alva Hemming has 
extensive experience and supports partners in their representation to ITO’s based in Australia.                                             

        
Destination Phillip Island General Manager Kim Storey sits on the Board of Sydney Melbourne Touring as the alliance 
provides another avenue for local operators to be represented to local trade.  This makes up one of three international 
touring routes which Visit Victoria supports in their global marketing.         
 
      

https://www.gobeyondmelbourne.com/   
 
https://www.sydneymelbournetouring.com/ 

https://www.gobeyondmelbourne.com/
https://www.sydneymelbournetouring.com/
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Business Events Phillip Island 
 

Business Events Victoria (BEV) is a membership-based group that DPI participate in that provides a coordinated 
and cooperative approach to the marketing and promotion of business events in regional Victoria. We 
advertised in Business Events Victoria 2024 Planner guide, showcasing the region and our business events 
offering.  

Destination Phillip Island BEV listing: businesseventsvictoria.com/councils/destination-phillip-island/  

https://fliphtml5.com/homepage/hztr/visit-victoria/ 

 

 

 

 

  

https://businesseventsvictoria.com/councils/destination-phillip-island/
https://fliphtml5.com/homepage/hztr/visit-victoria/
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Cruise Ship Season – 2024-2025 
 

This season we welcomed 8 ship arrivals (with 1 cancelled due to bad weather) with a total of 12,932 
passengers and 5175 crew. 

There were 3142 tours (pre-booked through cruise operators) with many more booked private tours or 
explored independently). 

This cruise season was a great success and supporting the visits was a collaborative effort. Special thanks to the 
Rhyll Community Group for their set up and support of the welcome area, our volunteers who greeted visitors 
throughout the season at Olive Justice Place and Cowes Transit Centre, South Coast Bus Lines, Phillip Island 
Visitor Information Centre, Bass Coast Shire Events Team, to our many local experience venues as well as the 
local community for welcoming and helping visitors. 
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Event Leveraging 
 
Island Whale Festival - 5 - 7 July 2024 
The 2024 Island Whale Festival was held on Friday 5th, Saturday 6th and Sunday 7th July over the middle 
weekend of the Victorian school holidays.  

The Festival Hub was hosted for the first time in the brand new Berninneit cultural centre in Cowes.  Other 
Festival sites included the Woolamai Beach Surf Life Saving Club (the base for the Dolphin Research Institute & 
Two Bays Whale Project activities) and the Nobbies Centre (Pop Up Art Show). 

Attendance numbers for 2024 were over 8841 across all activities. This was the first time the event was 
ticketed in the two key venues which provided more accurate attendance data.  

There was perfect winter weather with sunshine and blue skies and whale cruises running each day.  

The Island Whale Festival planning was guided by the Strategic Business Plan and Marketing Plan developed 
by Tilma Group in 2023 and was led by Destination Phillip Island – Serena Cabello, Kim Storey, Alisha 
Harding and Arnika Martin, and supported by a committee; 

• Dolphin Research Institute – Jeff Weir and Ella Hutchinson 
• Wildlife Coast Cruises – Jess Patman and Ben Dickie 
• Phillip Island Nature Parks – Baylee Matherson 
• Two Bays Whale Project – Dave Donnelly 
• Bass Coast Shire Council & the Visitor Information Centre – Jenni McMillan and Tricia Hogan 
• Dr Sue Mason 
• Zev Landes 

As well as 23 volunteers that gave their time and expertise to help deliver the festival. 

 

The 2024 festival, held 5–7 July at Berninneit in Cowes, featured: 

• Brand new Festival Experience Hub with interactive exhibitions, immersion room, VR, theatre 
talks and art activities 

• Lifesize overhead display in Festival Experience Hub featuring  
• Ticketed model for the first time creating revenue for the festival  
• 18 sold-out Whale Watching Cruises 
• First Nations Whale Blessing by Uncle Steve Parker and Dance Performance by Boonwurrung 

Ngaragee Dance Group 
• Ocean Film Festival screening 
• Whales, Wine and Wisdom event 
• Pop-Up Local Artists Art Show at The Nobbies 
• Education Hub led by Dolphin Research Institute and Two Bays Whale Project 
• Featured two highly credentialed Blue Whale and Humpback Scientists for presentations and 

events 

Measured Impact: 

• Total attendance: 8,841 
• 4,852 ticketed entries 
• 1,354 cruise passengers 
• Strong intrastate and overnight visitation generating low-season economic activity 

View full festival report here 

 

 

https://visitphillipislandcomau.sharepoint.com/:b:/s/VPI_Public/EV3Rq3ELpv5Nvs5KGzTiwjsBU0elZlZBzbcn6E9vNh0Spw?e=YoO7iQ
https://visitphillipislandcomau.sharepoint.com/:b:/s/VPI_Public/EV3Rq3ELpv5Nvs5KGzTiwjsBU0elZlZBzbcn6E9vNh0Spw?e=YoO7iQ
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Festival Program 

Full program details and all activities were available on the Island Whales website with booking links and more 
information.  

4000 copies were printed and distributed of the hard copy program (see below). To be more sustainable, we continue to 
encourage use of the website for the program.   
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Marketing Activities 

• New Festival Marquee signage – including festival logo and 2m x 1m whales at the entrance to the 
marquee  

• Signage South Gipplsand Highway (turnoff to Inverloch/Wonthaggi, Cowes – before town entrance, 
San Remo Bridge, Visitor Information Centre and Westernport Water 

• Wayfinding signage 
• Village flags displayed in Cowes 
• Continued selling 2023 IWF merchandise - beanies and mascot hoodies  
• Islandwhales.com.au website – 32,678 views (+22% from 2023) 
• Advertising in a variety of print publications including an 8 page festival wrap with the Phillip Island & 

San Remo advertiser, Herald Sun, Epoch Times and South Gippsland Sentinnel Times 
• Digital publications – Time Out Melbourne, One Hour Out,  
• Social media engagement – Island Whales Facebook 143K+ impressions and Instagram 88K+ 

impressions  
• Social medie partnerships – Family market - Mumma Knows South (FB & Insta), Mum’s Little Explorers, 

Tinytix, Peninsula Kids, Eco-Tourism Market Nathway and Alysha Huxley 
• eDMs to consumer database 
• Radio Interviews by IWF Committee memebrs - ABC Melbourne, ABC Gippsland, Tripe R – Radio 

Marinara 
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Industry Engagement 

To create a more immersive and memorable visitor experience and build buzz for the festival, the IWF 
expanded its footprint beyond the main event venues by encouraging local businesses to leverage the festival 
and activate their spaces and join the celebration.  

• Stakeholder marketing kits were developed for local businesses, including promotional assets, social 
media copy and key messaging to align the visitor journey with the festival brand 

• The committee invested time into helping businesses to activate their venues, social media and website 
communications spotlighting participating businesses to encourage visitation. 

• Festival posters for display in shop front windows were displayed to all businesses. 
• Businesses were encouraged to reuse timber whale tails decorated for past IWF’s for display in 

shopfronts throughout whale season to create a highly visible way to spark curiosity and engagement, 
reinforcing sustainability and connection. 

This resulted in 

• Exceeded business participation goal - 18 local businesses and artists created activations or promotions  
• Accommodation occupancy was 28% higher than for the preceding non-event weekend (Localis data) 
• Businesses reported increased foot traffic and customer engagement over the festival weekend 
• Shopfront activations frequently featured in shared social media content tagging @islandwhales 
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Local Flavours Food & Drink Showcase 

 

The inaugural Local Flavours Showcase – Phillip Island and Bass Coast event was held on 8 December 2024. The free 
event aimed to showcase producers and agribusinesses from across the region during a 5-hour event held at Berninneit, 
Cowes. 

Attendee numbers was approximately 2000. 

A range of local agribusinesses were invited to participate with 21 
stallholders attending including 17 producers. Music from local artists 
and lawn games complimented the food and beverage tastings 
offered and created a lively festival atmosphere.  

The target market was local community and also aimed to attract 
intrastate visitation before the Christmas peak by encouraging a 
weekend escape and opportunity to enjoy the tastes of the region. 

This event formed a part of a local supply promotion project being 
conducted in the region to encourage more B2B interaction. This 
event complimented a B2C event connecting to locals and visitors in the 
region. 

The event was hosted by celebrity chef Shane Delia and staffed by six volunteers, with additional support from the Bass 
Coast Arts and Culture team, Visitor Information Services and each stall was staffed by the producers and their teams. 

Marketing for this event included website content, advertising in a variety of print publications including Phillip Island & 
San Remo Advertiser and Sentinel Times and digital partnerships with One Hour Out and The Crafty Pint. We also 
engaged local foodie influencer and content creator – Foodies on Phillip Island, to create a series of videos highlighting 
producers for the event, and featured local flavours event in the Destination Phillip Island consumer eDM, 

Social media engagement – Local Flavours Facebook (162.7k+ content views) and Instagram (20.6k views)  

See Full Report here      

https://visitphillipislandcomau.sharepoint.com/:b:/s/VPI_Public/ETqQuMnUft5Ml8fdzmgVV5YBE64imNEHcqCnmtVsqxcs-w?e=2Z7vd1
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Looking Ahead to 2025-26 
 

Destination Phillip Island values the support and collaboration of our industry and our key partners, the Bass 
Coast Shire Council and the State Government of Victoria. Together with the State Tourism Organisation Visit 
Victoria and Tourism Australia who both drive marketing messaging locally and around the world.   

We look forward to working with you all to grow yield and sustainability for the industry and the community.  

Let’s all work together to deliver “Tourism for the Greater Good”. 

 

Destination Phillip Island Staff and Board  
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