
AustraliaAustralia’’s Great Rivers Great River



Community Tourism Networks
of the

Murray River and Mallee

Good choices today will
reap rewards for the future





Murray River Region
6.3 million visitors per year

$1.8 billion
13,400 tourism businesses

720,000 online visitors p/a
Largest website for Murray River
Google indexes 1700 pages daily
$57m in sales since January 2009



Four Murray Mallee
case studies



Morgan & Cadell website’s
International media & identity

morgan.org.au
cadell.org.au



morgan.org.au



Murraylands Regional Tourist Association

Industry ownership

visitmurraylands.com



visitmurraylands.com



Mallee Bound
Community pride

malleebound.com.au



malleebound.com.au



Harry Nanya Tours
Connection to the experience

harrynanyatours.com.au



harrynanyatours.com.au



Murray Mallee’s challenge

Fragmented Tri-state tourism
Environmental issues

Weakness in regional marketing skills
Lack of regional cooperation

No national brand identity
Lack of appreciation for river heritage



The Plan

Define a national Murray brand
Develop Web 2.0 & 3.0 content

Allow community ownership
Generate leads, bookings and sales

Define a borderless Tri-state River Road Trail
Share the Murray Mallee story



Community participation
Local stories
Local events

Business content
=

Community ownership, 
growth and brand development



Outcome

State Tourism bodies
New South Wales, Victoria
and South Australia said

“no thanks”

So we decided to do it!



What we noticed…
Murray Mallee tourism businesses 
and communities needed help with 

marketing and branding to grow

EDUCATION
is Australia’s regional tourism key

93% tourism businesses are small
47% total expenditure is regional



Only local business and communities 
can create and share authentic, 
genuine tourism experiences!

Being authentic =
Being real =

Genuine brand

Authenticity is becoming the 
new consumer sensibility



Branding is about trust
It’s a perception made by the marketplace

Only the marketplace can “make” a brand, 
however we can influence the results

The brands we love are trusted emotional 
connections that benefit us. Emotional 
connections are what all humans seek



Fresh thinking creates new 
ideas, new results and genuine 

industry transformation 

1 Mass marketing is white noise
2 Invest in small businesses regionally

3 Seek to influence; not control
4 Respect and trust the community 



If you’re not outstanding;
you’re invisible

Design Train
Branding : Design : Communications : Marketing
www.designtrain.com.au
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