
Destination 
Management 
Plan

DECEMBER 2025

2023-2027
2025 UPDATE



ACKNOWLEDGEMENT OF COUNTRY

We acknowledge the Traditional Custodians of 

the land and waters that surround the Murray 

River. We acknowledge and respect their history, 

culture and continuous connection to country. 

We pay our respects to elders, past, present and 

emerging who have cared for this country for 

over 60,000 years. 

This landscape, rich in story and opportunity, 

plays a pivotal part in our visitor economy and 

we thank the First Peoples of Victoria and New 

South Wales for sharing this with us all.



CONTENTS

EXECUTIVE SUMMARY 5

DESTINATION MANAGEMENT BACKGROUND

01 INTRODUCTION 9

02 MURRAY REGION TOURISM LANDSCAPE 10

03 DESTINATION MANAGEMENT 11

04 GOVERNANCE 15

05 DESTINATION SNAPSHOT 17

06 POSITIONING THE REGION 25

DESTINATION MANAGEMENT FRAMEWORK

07 STRATEGY 36

08 PRIORITY PROJECTS 38

09 MEASURES OF SUCCESS 55

APPENDICES 56

www. urbanenterprise .com.au

Disclaimer

This report was prepared by Urban Enterprise Pty. Ltd. for Murray River Region Tourism Ltd. in 2023, 
updated in 2025. 
Neither Urban Enterprise Pty. Ltd. nor any member or employee of Urban Enterprise Pty. Ltd., nor Murray 
River Region Tourism Ltd. or any member or employee of Murray River Region Tourism Ltd., takes 
responsibility in any way whatsoever to any person or organisation (other than that for which this report 
has been prepared) in respect of the information set out in this report, including any errors or omissions 
therein. 
In the course of our preparation of this report, projections have been prepared on the basis of assumptions 
and methodology which have been described in the report. It is possible that some of the assumptions 
underlying the projections may change. Nevertheless, the professional judgement of the members and 
employees of Urban Enterprise Pty. Ltd. and Murray River Region Tourism Ltd. have been applied in making 
these assumptions, such that they constitute an understandable basis for estimates and projections. 
Beyond this, to the extent that the assumptions do not materialise, the estimates and projections of 
achievable results may vary. 
© Copyright, Urban Enterprise Pty. Ltd. and Murray River Region Tourism Ltd., 2025. 

This work is copyright. Apart from any uses permitted under Copyright Act 1963, no part may be 
reproduced without written permission of Urban Enterprise Pty. Ltd. and Murray River Region Tourism Ltd.

Image Credit

All images have been supplied by Visit Victoria and Murray Regional Tourism.
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VISION

.ȅ нлнтΣ ǘƘŜ aǳǊǊŀȅ ǊŜƎƛƻƴ ƛǎ ǊŜŎƻƎƴƛǎŜŘ ŀǎ !ǳǎǘǊŀƭƛŀΩǎ 

premier inland destination to experience waterways, 

abundant nature and rich culture. 

OBJECTIVES

The following objectives have been identified to drive the development of the Murray region. 

1. Drive regional dispersal and exploration of the region to strengthen emerging destinations and yield.

2. Promote sustainable approaches to tourism with consideration of economic viability, environmental 

protection and social equity.

3. Support First Nations led development and delivery of tourism experiences.

4. Facilitate partnerships to develop cohesive cross border destinations and identities.

5. Encourage year-round visitation growth to support business sustainability.

6. Encourage the development of motivating products and experiences to attract new markets and grow 

yield from existing markets. 
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The Murray Region Destination Management Plan has been prepared by Murray 

wŜƎƛƻƴŀƭ ¢ƻǳǊƛǎƳ ǘƻ ƎǳƛŘŜ ǘƘŜ ŦǳǘǳǊŜ ƻŦ ǘƘŜ ǊŜƎƛƻƴΩǎ ǾƛǎƛǘƻǊ ŜŎƻƴƻƳȅ ōŜǘǿŜŜƴ 

2023 to 2027. This Destination Management Plan has been updated in 2025 to 

reflect the changing Post Covid environment and to incorporate further 

stakeholder input into the plan.



The Murray River, its tributaries and other 

waterways are the heart of the Murray region 

and are the primary driver for visitation, 

supported by other natural assets including 

River Red Gum Forests, wetlands and 

bushlands. 

These assets provide a unique backdrop for the region, and 

generate a range of activities such as boating, water way 

cruising, walking and cycling, water sports, camping, 4WD and 

other outdoor and adventure pursuits. 

As a cross-border region spanning Victoria and New South 

Wales, with a number of twin city and town destinations, the 

Murray region tourism landscape is unique in the context of 

Australia. This presents a number of strengths and challenges.

The visitor is at the heart of this Destination Management 

Plan. The Plan draws on an in-depth consumer research 

program which explored the expectations, needs and demand 

from current and future visitors from the Australian market.

This ensures the strategy for the Murray region visitor 

economy responds to what will drive growth, demand and 

spend from target markets. 
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6.2M visitors

$2.5B expenditure



77

EXECUTIVE SUMMARY

STRATEGIC PILLARS

Six strategic pillars have been identified for the Destination Management Plan. These are the focus areas that will 

enable the Murray region to reach the above vision and objectives.

The themes/pillars identified respond to unique needs and opportunities for the Murray region, building on 

themes and priorities of the past Murray Region Destination Management Plan 2017. In addition, this aligns to the 

New South Wales Visitor Economy Strategy 2035, Visit Victoria 2030 Plan and Experience Victoria 2033 Plan.

Activate waterways

Embed waterway cruising and 

activation into the region as the 

number one way to experience 

the Murray region.

Invest in icons

Establish icon assets that drive 

demand, improve awareness and 

facilitate destination growth.

Create vibrant destinations

Create complete and compelling 

destinations through investment 

in amenities, activations and 

food and beverage.

Elevate First Nations experiences

Support Traditional Owners to 

lead the development of 

products and experiences that 

connect visitors to First Nations 

cultures.

Drive demand

Invest in demand driving 

initiatives and activities which 

motivate and grow visitation to 

the Murray region and attract 

new markets.

Build industry capacity and 

facilitate growth

Facilitate visitation growth to the 

Murray region through 

investment in infrastructure, 

marketing and visitor servicing, 

and industry support and 

development.

PERFORMANCE TARGETS FOR THE MURRAY REGION

Economic Growth Investment Industry Development Sustainability

Å Increased spend per 
visitor.

Å Increased visitor length 
of stay.

Å Increased visitation, in 
particular holiday and 
leisure, family and 
luxury travellers.

Å Increased repeat 
visitation.

Å Public and private 
sector investment in a 
diverse range of tourism 
products, infrastructure, 
experiences and 
accommodation. 

Å Improved diversity of 
product, experience and 
accommodation 
offering.

Å Public and private 
sector investment in 
First Nations tourism 
products and 
experiences, led by 
Traditional Owners.

Å Increased industry 
collaboration.

Å Improved cross border 
collaboration.

Å Improved industry 
performance and 
health.

Å Improved resilience to 
natural disasters and 
disruptive events.
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Murray Regional Tourism (MRT) is the peak tourism organisation for the 

Murray region, responsible for providing the overarching tourism strategy to 

guide development of the visitor economy. It is the only Regional Tourism 

Board with a remit across two States, Victoria and NSW. The 13 Local 

Government Areas (LGA) that comprise the Murray region have been 

demonstrated on the map below.

The Murray region is a diverse and rich region that encompasses both sides of 

the New South Wales-Victorian border. The Murray River connects the 

region, and is the source of much of the existing visitation to and awareness 

of its surrounding townships. The Murray region is subject to unique land and 

waterway management, given the vested interest of two States, numerous 

Government authorities and 13 local government authorities.

This Destination Management Plan (DMP) has been developed through the 

application of best practice principles. A rigorous process of research, in-

depth stakeholder engagement and assessment was undertaken to inform 

the plan.
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INTRODUCTION

Murray Regional Tourism has developed a Destination Management Plan in conjunction with our 13 

Local Government partners and industry for the Murray region. Updated in 2025 to reflect post 

COVID-19 Pandemic conditions and stakeholder input, this has been developed as the primary 

blueprint to inform tourism development investment decisions across the Murray region. 

Many projects from the 2017 Destination Management Plan remain relevant, due to the difficulty in 

delivering these during the COVID-19 Pandemic. These projects have been considered within this 

new and everchanging landscape. 
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The Murray River, its tributaries and other waterways are the heart of the Murray region and are the primary driver for 

visitation, supported by other natural assets including river red gum forests, wetlands and bushlands.  These assets provide a 

unique, picturesque backdrop for the region, and generates a range of activities such as boating, water way cruising, walking 

and cycling, water sports, camping, 4WDriving and other outdoor and adventure pursuits.

MURRAY REGION TOURISM LANDSCAPE

The Murray region is in the destination growth phase, drawing on a foundation of habitual visitors. A large 

proportion of destinations are, however, in their infancy and have major growth potential.

Strong domestic overnight market of 3.3 million. Opportunity to substantially grow this with investment in 

new accommodation stock aligned to market demand and expectations.

The Murray River, its tributaries, lakes and other waterways drive existing boating, watersport, fishing and 

cruising visitation to the region. There is potential to broaden market appeal of these activities through 

investment in commercial activations, cruising and water-based experiences and supporting infrastructure.

Emerging strength in culture and heritage, drawing on post settlement paddlesteamer heritage, and growing 

First Nations experiences and cultural destinations.

Golf, sporting and recreation are a key motivator for travel to the region. Some facilities have seen major re-

investment, however there remains further opportunity to improve amenity and quality of experiences to 

keep pace with competing destinations.

Quality and diversity of the food and beverage scene is growing, however there remain gaps in the offering 

ŀŎǊƻǎǎ ǘƘŜ ǊŜƎƛƻƴΩǎ ŘŜǎǘƛƴŀǘƛƻƴǎΦ !ŎǊƻǎǎ ǘƘŜ ǊŜƎƛƻƴΣ ǘƘŜǊŜ ƛǎ ǎƛƎƴƛŦƛŎŀƴǘ ƻǇǇƻǊǘǳƴƛǘȅ ŦƻǊ ƎǊƻǿǘƘ ƛƴ ŀƎǊƛǘƻǳǊƛǎƳ 

experiences and strengthening of the Murray River produce brand. 

There is a small but growing number of boutique and luxury food and accommodation experiences which 

attract high-yield visitors. Continued development of higher-end product will strengthen the appeal of the 

Murray region in target markets.

Unique challenges are faced by Murray region operators due to the cross-border nature of the region. Unclear 

visitor economy governance structures, roles and responsibilities impact upon co-ordinated delivery of local 

and regional investment and marketing activities.

Workforce shortages, skills and housing continue to be a major issue facing the region, impacting growth now 

and into the future.
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MURRAY REGION TOURISM LANDSCAPE

As a cross-border destination spanning Victoria and New South Wales, the Murray region 

tourism landscape is unique in the context of Australia. This presents a number of strengths and 

challenges. 
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DESTINATION MANAGEMENT

The Murray Region Destination Management Plan follows the Guide to Best Practice in Destination 

Management, as developed by the Australian Regional Tourism Network (ARTN). This ensures MRT 

can support visitor economy growth and sustainability by considering all destination management 

needs.

ROLE OF MRT IN DESTINATION MANAGEMENT 

Visitor Economy Partnerships (VEPs) are independent, 

government recognised destination management 

organisations that lead tourism development and 

coordination across specific Victorian regions. Established 

in 2023, they have replaced what were formerly known as 

Regional Tourism Boards (RTBs). 

The role of Visitor Economy Partnerships are to act as a 

key conduit in supporting local tourism businesses and 

services in building capability and providing them with 

marketing opportunities to amplify destination 

awareness*. They receive funding from State and Local 

Governments.

MRT is the Visitor Economy Partnership for the Murray 

region, which spans across NSW and Victoria. The cross-

border organisation is jointly funded via its 13 stakeholder 

councils and two State agencies, including NSW and 

Victoria.

MRT works in collaboration with Local Government 

partners on both sides of the border to undertake 

regional planning, investment attraction, industry 

development activities and marketing. 

Local Government, by contrast, are responsible for acting 

as an enabler for the visitor economy by providing the 

foundations, including community infrastructure, 

planning, development support, visitor information 

services, and industry development activities to support 

the local industry.

There can be some overlap in the roles and 

responsibilities of MRT and Local Governments, 

particularly in the areas of marketing and industry 

development. It is important that MRT and its Local 

Government partners continually communicate and 

collaborate to ensure clarity for industry and improve 

visitor economy outcomes. 

WHAT IS BEST PRACTICE?

Destination Management Planning is based on the holistic 

ŎƻƴǎƛŘŜǊŀǘƛƻƴ ƻŦ ŀ ǊŜƎƛƻƴΩǎ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅΣ ŀƴŘ ǘƘŜ 

ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅΩǎ Ǉƻǎƛǘƛƻƴ ƛƴ ǘƘŜ {ǘŀǘŜ ŀƴŘ bŀǘƛƻƴŀƭ 

economy. Destination Management Plans (DMPs) reflect 

the attributes of each destination, providing a blueprint 

for future investment in tourism including new 

experiences and attractions, and infrastructure 

requirements (roads, parks, technology) to support visitor 

growth.

Successful destination management is a holistic process 

that ensures tourism adds value to the economy, social 

fabric and ecology of our communities. It is achieved 

through strong leadership with consideration of place, 

people and product.

THE 3 KEY ELEMENTS OF DESTINATION MANAGEMENT 

PLACE

Defining the destination in the eyes of 
the visitor and communities of interest 
and understanding the visitor journey to 
and within the region.

PEOPLE
Cohesive governance and strong 
leadership, engaged industry and 
qualified and experienced labour force.

PRODUCT

Motivating products, quality 
infrastructure and experiences on offer 
that draw visitors and provide to visitor 
needs.
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ALIGNMENT TO VISIT VICTORIA 2030 STRATEGY 

(DEMAND SIDE PLAN) 

Victoria's 2030 visitor economy strategy aims for $53.4 billion 

through sustainable, inclusive growth, using the "Create, 

Convert, Connect" framework to drive demand, bookings, and 

global market reach. The plan leverages the state's strengths 

in food, nature, arts, and events, while prioritising 

collaboration, First Peoples leadership, and market-specific 

initiatives like aviation partnerships and regional dispersal. 

Success metrics include economic growth and enhanced 

brand sentiment, positioning Victoria's diverse offerings as 

"Every bit different" to international and domestic visitors.

ALIGNMENT TO EXPERIENCE VICTORIA 2033 STRATEGY 

(SUPPLY SIDE PLAN)

Experience Victoria 2033 is a 10-year strategic roadmap 

ŀƛƳƛƴƎ ǘƻ ƎǊƻǿ ǘƘŜ ǎǘŀǘŜΩǎ ǾƛǎƛǘƻǊ ŜŎƻƴƻƳȅ ǘƻ Ϸру ōƛƭƭƛƻƴ ōȅ 

2033 through targeted supply-side investment and product 

development. The plan focuses on five core pillars: wellness, 

arts and culture, First Peoples-led experiences, food and 

drink, and nature to encourage longer stays and increased 

spending across regional and metropolitan Victoria. By 

prioritising infrastructure, workforce development, and 

sustainability, the strategy ensures the state remains a 

globally competitive, inclusive, and accessible destination.

Product Priority Murray Region Alignment

First Peoples

Emerging Product Strength

An emerging product strength and a major 

opportunity for the Murray region due to the 

large First Nations population in the region 

and a number significant cultural heritage 

sites.

Arts and culture

Emerging Product Strength

An emerging product strength for the Murray 

region with continued investment in art 

galleries and other art and culture products 

and experiences.

Wellness

Emerging Product Strength

An emerging product strength for the Murray 

region with the potential for wellness tourism 

opportunities yet to be realised in the region.

Nature

Existing Product Strength

Strong existing alignment and a primary focus 

for the Murray region due to the number of 

significant natural-assets in the region.

Food and drink

Existing Product Strength

Strong existing alignment and a continual 

primary focus for the Murray region to ensure 

products and experiences remain competitive 

with other regions.
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DESTINATION MANAGEMENT
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