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Traditional Owners
~ WURUNDJERI
and Gunai Kurnai



What has the RMB done for us?

• Roads – GAR and parking, transport
• Rates – annual service charges, site rent
• Rubbish - e-waste, compost/organics, 

recycle, hard waste

Plus

• Rescue – Ski patrol, medical centre, 
emergency

• Reticulation – Water, EPA, DHS – potable 
and waste

• Resort – tourism marketing, guest 
services, snow making, snow play, x-
country

• Regulations – Food and Health Safety, 
Building – fire protection, flora and fauna

• Respite – natural environment 



~ Rising Main

Water



Water
~ Rising Main

Rising Main 
Ongoing 

Replacement
$1.27m



Waste
Compost
Shredder
$12,000

Portable Garbage Huts
$45,000

Cobungra 
Evaporation 

Pan
$80,000



Transport

Arlberg Retaining Wall 
& Bus Stop Works 

$475,000



Planned Bus Stop Works
Arlberg Retaining Wall & 
Bus Stop Works $475,000

2019-2020 Construction Program

· Bus Stop 8 
(west bound) concrete apron to be constructed

· Bus Stop 2 Arlberg
(west bound) concrete apron to be constructed 
in conjunction with retaining wall remediation works

· Bus Stop 2 Arlberg
(east bound) concrete apron to be constructed

· Bus Stop 4 Blue Ribbon
(east and west bound) designed

2020-2021 Construction Program

· Bus Stop 8
(east bound) concrete apron to be constructed

· Bus Stop 4 Blue Ribbon 
(east and west bound) concrete apron to be constructed

· Bus Stop 3 Anton Huette
(east and west bound) to be designed & constructed



Environment
~ Habitat Protection

GAR Verge 
Sealing 

& Drainage
$193,500



Other
~ IT Systems
~ Cloud Migration
~ Upgrades

IT Systems Upgrades
$60,000



Other Works

Increase Digestor 
Capacity $10,000

Fountains Staircase



Zoo Cart



Post Campaign Report 

Snow Season 
2019







OUR COMMON COLLECTIVE PURPOSE:

TO CREATE A SHARED 
AMAZING, ALPINE, 
EXPERIENCE 

Shared
- Grow awareness
- Value perception
- Reduce risk and complexity

Experience
- Naturally adventurous
- Height of Australian alpine experiences
- Down to Earth people 



CAMPAIGN OBJECTIVES

Building on the success of the 2017 & 2018 campaign platform which positions Hotham as the 
authentic Australian alpine destination, we have further developed our key target segments for 
2019. The objective for the season was to increase family and female visitation and build on the 
family and ‘affluent mum’ demographic. A focus on increasing midweek visitation with special 
offers, while also still sustaining the current winter market was paramount. This means that 
we’ve skewed the offers to be more inclusive and appealing to mothers of young families.



HIGH LEVEL METRICS

With a $110,000 investment, we drove:

• $460,021 Campaign Value
• 1,023,000 Listeners 25-54 on Radio
• 67,586 impressions in Cinema
• 166,761 video impressions on connected and catch up TV
• 964,728 impressions on Google
• 2,692,368 impressions across Social Media
• 359,165 total visitor days on mountain for the 2019 season, which is 

up about 1% from last year. 

Impression: how many times an ad was shown



Total Visitor Days
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Overall, we saw total visitor days grow from 355,569 to 359,165 in 2019 at week 15. 
Also, in 2019, Falls Creek and Buller saw a decline in average stay time, why we saw ours hold firm, dropping only slightly from
2.66 to 2.63 days. 



Mt Hotham Spend For 2019
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We put a lot of resource into Radio and targeted social media for our awareness 
layer, and it drove a great deal of traffic to the website.



Competitor media spends for 2019

While we can’t access estimated spends for digital, most brands now spend approximately 50% of 
their budget on digital. We can assume that budgets for Buller, Falls, and Perisher are double what 
is shown here with the other portion going to digital.
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OOH: Out of home

• Hotham is resort 
management spend 
only (no Ski Co)

• Falls Creek number 
reflects resort 
management spend 
only

• Buller, Falls, Perisher 
based on Nielsen 
data

• Buller and Perisher 
numbers reflect 
combined spend 
across management 
and ski co 



OVERALL INSIGHTS
• In 2017 we launched the new brand with a focus to create awareness of the persona. High 

impact and frequency with a significant budget.

• In 2018 while continuing on the brand work from 2017, we set out to drive a similar amount 
of brand engagement (Clicks & Website visitors) for a significantly less budget. We were 
able to achieve a similar amount of clicks and website traffic along with growing new digital 
audiences.

• 2019 with the focus on building new audiences, namely to females and families, and 
increasing direct traffic clicks we were able to achieve this with our biggest season of traffic 
and in particular new traffic ever.

Performance 2019 2018 2017

Digital Impressions 3,891,448 5,106,348 30,879,717

Clicks 57,027 86,646 89,164

Video Views 662,990 381,369 2,627,776

Radio Listeners 18+

2,010,000
(frequency 

12.3) 985,000 835,000
Website Sessions (June –
September) 1,262,640 849,589 941,502
Website Users (June –
September) 599,818 331,689 352,144
Spend $110,000 $105,000 $300,000

Impression: how many times an ad was 
shown
Reach: how many unique people saw an ad
Frequency: impressions divided by reach

Digital impressions are lower because we’re 
investing in radio, which has created an 
upward shift in overall traffic and ultimately, 
visitation. 



Mt Hotham MASTER PLAN



5 year Average - Visitation Growth Rate
2015 2016 2017 2018 2019

Summer -0.8% 7.2% 6.5% 11.1% 11.9%
Winter -0.4% 2.3% 2.8% 4.0% 7.5%
Total -2.0% 4.6% 16.8% 4.1% 6.1%

Summer 171,373         
Winter 402,385         

Total 573,758   

2019 Visitor Days



THE FIRST 4 YEARS



Growing Mt Hotham Project –WHAT IS IT ?

CRUCIAL  to MASTER PLAN AND FALLS TO HOTHAM



ZIRKYS Landscaping



ZIRKYS Landscaping



THANK YOU

• SUPPORT
• CONSTRUCTIVE CRITISM
• PATIENCE
• PASSION


