CUSTOMER FRAME —  ——

prlliog. Lhe hear bock inls: pusiness YARRA RANGES TOURISM

Introducing the
Yarra Valley + Dandenong
Ranges Customer Profiles
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The plan for today

Customer Profiles 101

The development journey

Your 8 profiles

Profile bingo!

Next steps - Apply
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We help
businesses +
regions improve
their customer
experience
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BY PUTTING THE CUSTOMER AT THE
HEART OF EVERYTHING THEY DO



Customer Profiles 101

WHY USE THEM + WHAT ARE THEY?

25-40 yo
100k+ income
ooooo eee SYD, MEL

= \Why: key to unlocking growth
opportunities for regions + businesses

= Move beyond demographics + segments
to real people

» Bring to life a real person + create a
oowerful empathy for greater connection

= Create a deep + common understanding r
of customer across your region







BUILDING A SET OF power
ROBUST CUSTOME

WHY ARE YOU HERE?

h Yarra Ranges Tourism and you,
nges.

creating a better understanding

at they need from
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WHAT ARE CUSTOMER PROFILES?
Customer Profiles delve deeper |

more than just basic demographics
facts and fig

We'll use your input, supplemented
a picture of t

ultation to build

THANK YOU

Thank you for your valued input




Method + process

7/ GATHER + REVIEW
- Review existing customer insight, data, region plans + strategies
- Deploy industry input survey (90 responses!)

/ WEBINAR + WORKSHOPS
- Select industry representatives
- Virtual training webinar (Introducing Customer Profiles)
- Full day in-person workshop - Ideate + Co-Create

/ DEVELOP + DRAFT
- Build profiles using all inputs
- Review with YRT Team
- Finalise

7/ LAUNCH + ENERGISE
- Launch presentation to industry c
- Apply Program - 3 part webinar series



Key observations

7/ A COMMON INDUSTRY VIEW
/ MORE CUSTOMERS WHERE WE WANT THEM
v BEYOND THE DAY TRIP

7/ NOT A ONE-SIZE-FITS-ALL



INTRODUCING THE

Yarra Valley + Dandenong Ranges
Customer Profiles

YARRA RANGES TOURISM
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the heart of the the wealthy couple
middle-income living life
family

the active dad with a
the aspirational love of the outdoors
internationalist

the go-getting

. the couple that
retirees

splash the cash

the young the successful

professional socialite New Melbournian
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Customer Profiles

CLARITY BEYOND ‘EVERYONE IS MY CUSTOMER’ TO FOCUS + ALIGN EFFORT

= Typical profiles of visitors to
the region

= Eight profiles that reflect

the depth + complexity of
the region

= Bring to life a real person +
create a powerful empathy

for greater connection

= (Create a deep + common
understanding of customer
aCross your region






KEY POINTS -
things you should
know about them

Professionals needing a break
Image + the finer things in life
Nearly empty nesters

NEEDS - to have
the best
experience?

Things to be easy to search + book
Unique + interesting, not standard
Active relaxation options to suit both

WHAT - can we
do to make their
time in the region
better?

Curate ideas based on needs
Options ahead of time for planning
Interesting extras + add-ons

WHERE - do we
reach them?

BACKGROUND THE FACTS

INTERESTS,

Online news sources, social media
Interesting, inspirational, punchy
Tap into their intrinsic needs + ego







KEY POINTS -
things you should
know about them

Busy family, juggling life
Looking for family experiences
Not just about the kids, adults too!

NEEDS - to have
the best
experience?

New/interesting places for family
Affordable options by interest
Things to be easy to search/book

WHAT - can we
do to make their
time in the region
better?

Events calendars + new places
Unigue experiences - passive/active
ldeas for group travel (families)

WHERE - do we
reach them?

FRUSTRATIONS

Online - google, Facebook, groups
Relate to emotional connection
Well-presented lists + choices

MIGHT ALSO SHOW UP AS...

Families with young kids to early teens

Groups of families or multi-generational families,
travelling together + potentially sharing a house

Groups of family friends taking a trip together
Resident family taking VER to see local areas

Family groups celebrating a special occasion
Day trippers for nature, markets, walks, wineries, lunch







KEY POINTS -
things you should
know about them

Busy professional with a love of nature
Loves to travel with mates + family
Constantly on the look-out to get away

NEEDS - to have
the best
experience?

Inspiration - images, stories, content
Information - detail to help him plan
Day trips, weekends - mates + families

WHAT - can we
do to make their
time in the region
better?

Best spots + local secrets
Listicles of the top places to go
Family + group options

WHERE - do we
reach them?

Cwamecme
e dad with a love of the outdoors s

Online - social media + groups
Profiling celebrities + locals - stories
Peers + social groups

. MIGHT ALSO SHOW UP AS...

Day trips for activity followed by a hearty lunch
Corporate away day, team building or planning trip
A bunch of mates on a camping trip

INnterstate visitors on a trip with Melbourne mates
A group of couples - the boys head out to the

outdoors + the girls shop or have a pamper session
Families travelling together as a group

.
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KEY POINTS -
things you should
know about them

First-generation immigrant
Travelling with large family group, VFR
Day trips + short breaks

NEEDS - to have
the best
experience?

Range of accom options + pricing
Info curated by age/interest
Things to be easy to search/book

WHAT - can we
do to make their
time in the region
better?

Events calendars + top spot lists
Special occasion inspiration
Large group travel ideas

WHERE - do we
reach them?

THE FACTS

ssssssss

Online news sources, social media
Interesting, inspirational, punchy
Tap into her intrinsic needs + ego







KEY POINTS - = Busy professional needing a break
things you should = Seeking unique - wow factor
know about them = Has to keep busy, no lazing about!

NEEDS - to have = Stories + visual inspiration
the best = Curated options + lists - for groups
experience? * Things to be easy to search + book

WHAT - can we
do to make their
time in the region
better?

Unique experiences - be the first
Provide choices + why they’re best
List of events to base trip around

Socials, influencers, online media
Cool content that is shareable
Inspirational lists + choices

WHERE - do we
reach them?

% Meet Lily: the young professional socialite
4
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MIGHT ALSO SHOW UP AS...

= Couples travelling for engagement, wedding,
honeymoon or babymoon or other special events

= |nterstate groups or couples for a special event,
milestone birthday or extended weekend away
Girls’” weekends away from intra or interstate
Special interest groups

O'-‘M@Eﬂ ] = f

Financially comfortable but not wealthy, prioritising
experiences over things
Age group 25-60 years






KEY POINTS -
things you should
know about them

Professionals needing a break
Image + the finer things in life
Spontaneous, as well as planned

NEEDS - to have
the best
experience?

Things to be easy to search + book
Social kudos + recognition
Unique + interesting, not standard

WHAT - can we
do to make their
time in the
region better?

Curate unique ideas based on needs
Options ahead of time for planning
Interesting extras + add-ons

WHERE - do we
reach them?

Online news sources, social media
Interesting, inspirational, punchy
Tap into their intrinsic needs + egos

MIGHT ALSO SHOW UP AS...

Day trips for lunch + a wander through the villages

Wealthy couples or groups for a special occasion
Groups of 2-3 couples travelling together with the

same interests + drivers
A small group of wealthy ladies travelling together

Special interest groups eg. golf, wine, birdwatching
40-65 years







KEY POINTS - = Vibrant retirees, living life
things you should = Money to spend on things that matter
know about them = Diverse range of interests

NEEDS - to have = Things to be easy to search + book
the best = Unique + interesting, for both of them
experience? * The people connection, stories

WHAT - can we
do to make their
time in the region
better?

Curate options based on interests
Options ahead of time for planning
Quality experiences, good service

A WHERE - do we Some traditional media, on+offline
- , | g reach them? = Community groups, clubs + peers
s Special interest channels + groups
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A 1 MIGHT ALSO SHOW UP AS...

{ = Day trippers for nature, walks, wineries + lunch
”O"”Ewﬁmf Groups of fr!ends for a d.aytmp with lunch
=isitada e Groups of friends spending the weekend together

Milestone birthday or anniversary celebrations
Special interest groups - wine, history, nature, golf, art
Grandparents travelling with their kids +/or grandkids






KEY POINTS -
things you should
know about them

International visitor, time poor
Mix of VFR + personal holiday
Nature, wildlife, eat + drink

NEEDS - to have
the best
experience?

Information + little details
Inspiration for bucket-list items
Affordable options with add-ons

WHAT - can we
do to make their
time in the
region better?

Curate ideas based on interests
Special + unique offers to inspire
Multi-level pricing options to add-on
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WHERE - do we
reach them?

Online, online, online + socials!
Work + social networks
Inspiring imagery + itineraries

MIGHT ALSO SHOW UP AS...

= Couples or singles living in UK/Europe/Asia

= Friends or family travelling together from overseas
= Residents visiting with VFR from UK/Europe/Asia
= Qverseas special interest travel groups (eg. food,

wine, nature, ecotourism, walking groups)
Age group 25-55 years

Non-gender specific + same sex couples



Profile bingo: Quick Exercise

WHICH ONES ARE FOR YOU?

Top th ree Customers tOday Customer Profiles Bingo: Exercise — -

TOP THREE CUSTOMER PROFILES RELEVANT FOR YOUR BUSINESS

Most relevant to your business — —

4 the wealthy
couple living life

Circle them

If you could only choose one...

... why would they choose you?



Foundation vs growth

EXISTING PROFILES + GROWTH OPPORTUNITIES

FOUNDATION GROWTH

Existing profiles, new opportunities Potential profiles for new growth

YARRA RANGES TOURISM



How they map out

PERCEPTUAL MAP OF CUSTOMER PROFILES + HOW THEY INTERACT

HIGH
DISCRETIONARY

YOUNGER

LOW
DISCRETIONARY

YARRA RANGES TOURISM

CUSTOMER FRANME
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Next Steps: Apply Program

MODULE T MODULE 2: MODULE &:
THE MAGIC OF CUSTOMER PROFILES CONNECTING WITH YOUR PROFILES APPLYING YOUR PROFILES

Webinar: Webinar: Webinar:
= Customers + why they matter = |ntroducing your Customer Profiles + how » Applying your Customer Profiles + what
» |ntroducing Customer Profiles + their they were developed you need to do
hidden power = Getting to know the Profiles + what makes = Bringing your Profiles to life + unleashing
= Unpacking the key elements of good them special their potential
Customer Profiles, going beyond the = Mapping your Customer Profiles + how they » Top tips to make the most of your Profiles
confines of demographics + gut feel relate to you = Case study inspiration
= Case study inspiration = (Case study inspiration

High level of industry understanding of
Customer Profiles, resulting in higher
engagement + adoption of region profiles

High level of industry understanding of High level of adoption of region Profiles by
individual businesses to improve region

customer experience + business success

region Profiles + how they apply to + can
by used by individual businesses

THREE WEBINAR SERIES
EXPERT GUIDANCE, REAL SKILLS + PRACTICAL IDEAS
BRINGING YOUR CUSTOMER PROFILES TO LIFE

Available now through Yarra Ranges Tourism



visityarravalley.com.au

Looking for travel information? Visit our Tourism site >
B ‘ ABOUT MARKETING INDUSTRY RESOURCES TRADE PARTNER'S
DEVELOPMENT DIRECTORY PORTAL

YARRA RANGES TOURISM

. ABOUT MARKETING usma RESOURCES  TRADE PARTNER's

YARBR RANGES TOURIS ﬂ.OPMENT DIRECTORY PORTAL

We are the peak tourism and marketing body for the Yarra Valley anc
specialise in strengthening and promoting your tourism businesses to b
customers.
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How will you benefit from working 5&%

By partnering with Yarra Ranges Tourism you will be —— o n

Web Presence Tourism Advice VA PR AN AN = P GO sy [ (DRSS N

Showcase your business and Make informed marketing

pas for-ouiz

X N S e A PARTNER'S PORTAL /| CUSTOMER PERSONAS FOR OUR REGION
enhance your brand'’s decisions on how to best

reputation on the region’s position your business and
destination website grow customers and yield

Display a menu

Customer Profile Education Program

Do you want more customers, and them spending more money at your
business? Then this program is for you!

visityarravalley.com.au/yarrarangestourism



http://visityarravalley.com.au/yarrarangestourism







