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EXECUTIVE SUMMARY 

Participants of the Leaders for Geelong program are to deliver a project that benefits and grows 
Geelong into a thriving city for the future. To give this effect the Project Team has created the branding 
and website concept of THINK GEELONG. 

THINK GEELONG seeks to brand Geelong to the world through a new website in order to increase the 
number of international students living and studying in Geelong. 

THINK GEELONG invites international educational agents, students and their families to think about 
Geelong and how it can provide pathways to develop, grow and change a child’s life through quality 
education and lifestyle.  

The Project has received enormous support from Commonwealth Register of Institutions and Courses 
for Overseas Students (CRICOS) registered educational institutions in Geelong, the Committee for 
Geelong and Tourism Greater Geelong and the Bellarine (TGGB). Think Geelong will continue beyond the 
Leaders for Geelong project, as TGGB will manage building, hosting, maintaining and leading the growth 
of the Think Geelong website.  

 

 

Source: Trevor Cooke Photography 
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PROJECT CONTEXT 

To appreciate the opportunity and positioning of Think Geelong, it is important to understand the 
economic and strategic context, together with the international student market. 

Economic Context 

The international educational sector has been identified by Deloitte Access Economics in their October 
2013 report “Positioning for Prosperity? Catching the Next Wave” as one of the super growth industry 
sectors over the next 20 years (“the Deloitte Report”).  

 

The Deloitte Report (2013) highlights the five sectors of agribusiness, gas, tourism, international 
education and wealth management as being key areas of growth, which could add $250 billion to 
Australia’s national economy. The common denominator for each these sectors is the growth and 
development of Asian economies. According to the report international education demand globally is 
expected to rise 7% a year, between now and 2020 as a result of the development of China (and India). 
The demand from China for High School education has also been investigated by Austrade (Australian 
Government 2013a). The Australian Trade Commission’s (Austrade) role is to advance Australia's 
international trade, investment, education and tourism interests by providing information, advice and 
services.  

Australia is uniquely positioned with regards to our relationship with South East Asia. The Asian Century 
White paper (Australian Government 2012) highlights the dramatic structural and socio economic shift 
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that is shaping the future of Asia and the comparative advantages available for Australia to leverage its 
economic growth in the years to come. 

According to Universities Australia (2014): 

 International education has risen to be a $15 billion per annum industry for Australia, the largest 
export earner after resources. 

 International education supports 127,000 jobs, of which 88,000 are outside of the education sector. 

 Australian universities have over two and a half million international alumni. 

 Australia ranks 3rd in the world for market share of international students, with a 6.6% share behind 
the United Kingdom on 13% and the United States on 16.6%. 

 Over half of Australia’s skilled migration comes from international students. 

 International alumni of Australian universities continue to contribute to our economy. Each year 
150,000 Chinese students come to Australia to study at our universities. If only half of these students 
return to Australia after graduation at least once during a 5 year period, over $100 million is injected 
back into our economy. 
 

 

Source: Trevor Cooke Photography 

International education is Victoria’s largest export sector earning $4.8 billion in financial year 2010-11 
and generating around 50,000 full-time equivalent jobs across the State (State Government Victoria 
2012).  

Strategic Context 

The Project has local support and gives effect to plans by: 

 Including leading educational, tourism and advocacy stakeholders. 

 Contributing to the Vision 2 aim for Geelong to be a ‘Univercity’.  

 Contributing to the City of Greater Geelong Economic Development Strategy (Regional Innovation 
and Tim Nott Analysis 2005) that forecasts 13% of Geelong’s growth coming from education and that 
tourism is one of the 6 growth sectors. 
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 Supporting the draft G21 Economic Development Strategy (AEC Group 2012) that states that the G21 
region has to distinguish itself as a preferred area for investment. 

 Supporting Deakin University’s priority commitment to growing the waterfront campus to 10,000 
students. 

 Being consistent with Regional Development Victoria’s support of Committee for Geelong’s Leaders 
for Geelong program as the initiators of this project through the Regional Community Leadership 
Program. 

 Being consistent with the Australia in the Asian Century White Paper (Australian Government 2012). 

 Being consistent with the federal coalition government’s commitment to “grow higher education as 
an export industry and to support international students studying in Australia” (2013).  

 Being consistent with State Government Victoria’s China Tourism Strategy (2012). 

 

Source: Trevor Cooke Photography 

International Student Market 

Competition 

Australian educational institutions generally are competing against thousands of schools and universities 
from the other English speaking countries being the United States, Canada, United Kingdom and New 
Zealand. Australia’s high standards of education and quality lifestyle compete well internationally 
(Australian Government 2013b and Access Economics 2009).  

The Think Geelong Project Team identified that throughout Australia most states and territories have a 
dedicated resource promoting educational institutions in their respective locations. Most of the 
websites already in existence are funded by local government or state government in collaboration with 
relevant stakeholders. Examples include:  

  

 Study Perth 

 Study Brisbane 

 Study in Sydney 

 Study Adelaide 

 Study in Canberra 

 Study Townsville 

http://studyperth.com.au/
http://www.studybrisbane.com.au/
http://www.sydneyaustralia.com/en/study-in-sydney
http://studyadelaide.com/
http://www.educationcapital.canberra.edu.au/
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 Study (Love) Launceston 

CRICOS Institutions 

Only education institutions, registered under the ESOS Act and listed on CRICOS – the Commonwealth 
Register of Institutions and Courses for Overseas Students, can enrol overseas students studying in 
Australia on a student visa. These registered providers have met the standards required by registering 
authorities such as Tertiary Education Quality and Standards Agency (TEQSA); Australian Skills Quality 
Authority (ASQA); the relevant state designated authorities; and the Department of Education under 
quality assurance frameworks and the additional requirements of the ESOS Act and the National Code. 

The Project partners include CRICOS institutions based in Geelong, being: 

 Avalon College 

 Belmont High School 

 Geelong Grammar 

 Kardinia International College 

 North Geelong Secondary College (support to be confirmed) 

 The Geelong College 

 Gordon TAFE 

 Melbourne Institute of Business and Technology (MIBT) 

 Deakin University 

 Marcus Oldham Agricultural College 

Marketing 

Austrade is responsible for the international marketing and promotion of Australian education and 
training.  A key priority is the development of transnational education opportunities in growth and 
emerging markets, especially in Asia. Austrade activities include in-market promotional events, in-
country briefings, market-specific analysis, targeted research, online seminars, identification of high 
quality opportunities and tailored support for providers from education advisers. 

Currently all the institutions market their brand through a global network of registered international 
education agents and word of mouth through their alumni.  It is a highly fragmented business model 
with agencies having a high turnover of staff and ranging in size from large franchises to only having a 
few employees. By way of example there are over 400 agents in China alone. 

Each CRICOS educational institution in Geelong attempts to attract international students by promoting 
their educational institution through the international agent network, participating in overseas 
exhibitions and visiting current parents, alumni and prospective students in a number of countries. 
These promotional activities primarily focus on the advantages of living and studying in Geelong as a 
preferred destination over the state capitals of Sydney and Melbourne.  
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THE PROJECT 

Deliverable 

The Project delivers the Think Geelong branding, website concept with the strategy to build and launch 
the website. 

Objective 

The Project objective is to develop the Think Geelong concept by: 

 Scoping the project.  

 Preparing a digital strategy. 

 Establishing partnerships between key stakeholders. 

 Seeking funding. 

 Scoping the website and branding. 

 Identifying a strategy for delivery. 

The longer term objectives of Think Geelong’s are to: 

 Raise the international profile of Geelong’s educational institutions (CRICOS registered) for 
international students. 

 Promote the experiential learning, adventure and real Australian experience available in our region. 

 Be a key marketing resource to promote our education providers and the region to international 
agents, students and their families. 

 Showcase student success stories by way of video and social media. 

 Become a one stop shop as an information source for international students providing an insight to 
why Geelong is a great place to live as well as practical information on education pathways. 

Benefits to Geelong 

Think Geelong seeks to benefit the Geelong economy by increasing the number of international 
students studying in Geelong. Currently estimates are that Geelong has only 1,100 of Australia’s 526,932 
enrolments by full-fee paying international students (Australian Government 2014).  

According to TGGB, education based tourism has a significant multiplier impact. For each international 
student in Geelong there are on average 10 international visitors who stay for a minimum of 3 nights.  

Think Geelong aims to result in a 5% average increase per year in the number of international students 
in Geelong.  In the first year this would be an additional 55 students to the current annual 1,100 
international students in Geelong. Curtin University of Technology (2010) has determined that on 
average, each international higher education student studying in Australia generates $50,874 and 0.5 
extra jobs. This would result in a potential yearly addition of at least $2.8m in the Geelong economy and 
23 jobs, or a total of 352 jobs and $35m over 10 years. It will provide an opportunity for the Geelong 
region to further tap into Australia's fastest-growing and most valuable international tourism market, 
China (source: The Australian 9 Sep 2011).  
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Think Geelong will benefit Geelong by: 

 Increasing the number of international students studying in Geelong. 

 Diversifying the economy that is facing transition through structural change. 

 Increasing the number of jobs in the education and tourism sectors. 

 Key stakeholders collaborating together to efficiently use existing resources. 

 Promote the region to international markets. 

Methodology 

The Project Team’s approach has been to work through the following process: 

 

Market Positioning 

The Project Team and One Rabbit (author of the Digital Strategy - Appendix 1), with the support and 
funding of TGGB, completed an extensive assessment of how to position the website and brand within 
the target market, with the knowledge that it is already a very crowded and competitive environment. 
In consultation with our key stakeholders, the Project Team determined that lifestyle, the proximity to 
the city and the numerous pathways to education is what makes Geelong stand out from the crowd.  

For the first time (as far as the Project Team is aware) all the educational institutions have sat down 
together to collaborate with TGGB on how to enhance Geelong’s point of difference.  

•Identify opportunity 

•Test with key stakeholders 

•Develop Project Brief 

•Scope required resources 

•Establish governanace arrangements 

Project Scoping 

•Obtain funding for digital strategy 

•Engage consultant 

•Hold workshops with key stakeholders 

•Deliver a Digital Strategy 

Digital Strategy 

•Identify consultant and obtained quotes 

•Seek funding for website development 

•Develop concept branding and website  

•Refine concept branding with key stakeholders 

•Source concept content (text and graphics) 

Website Development 

•Implement exit strategy to TGGB 

Project Completion 
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All the educational institutions have been committed and determined to showcase and promote 
Geelong as one clearly branded destination. This collective approach will not only help to attract 
international students but also enhance the experience of those that live here.  

The Project’s collaboration with TGGB is a natural fit for the long term development and management of 
the website as it will combine Geelong’s two biggest assets, being tourism and education.  

The Website 

Grindstone, a Geelong based web and graphic design studio will be engaged to build the website. 
Content is written and a site map developed from the digital strategy as developed by One Rabbit, the 
Project Team, TGGB and the educational institutions. 

The concept logo (below) shows a nodal network representing pathways and opportunities, a theme 
that will be carried through on the web pages themselves. The map of Australia and orange dot for 
Geelong provides an easy visual identification.  

 

 

Subject to funding confirmation, the live site will be ready for launch in the second half of 2014 to 
ensure that all content is supported by key stakeholders and all functionality tested.  

The website will feature a social media platform via Facebook, Instagram and YouTube to create a 
dynamic and interactive interface.  The Project Team is aware that the website is likely to be read by 
people where English is a second language.  The website’s pages will also be translated into simple 
Chinese, to suit the needs of the largest international student market.  

There will be also be downloadable information as summary sheets and call to action enquiries will be 
directed to the individual institutions or TGGB.  

Our audience is both student and parent. The content is written with the student in mind but with 
subtle messages for parents and agents highlighting quality education, strong results, pathways and 
safety. 
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The concept for the website has the following front page: 

 

 

Project Need and Testing  

The Project Team has identified the opportunity for joint marketing and filling a gap in the market place, 
that has been informed by: 

 TGGB identifying an opportunity to market the region and maximise international student numbers 

 Feedback from international student agents on education in Australia.  

Mike Howell, Think Geelong Project team member has first hand experience with the international 
education sector.  As part of his role with The Geelong College and during the development of the 
Project, Mike provided advice based on:  

 Meetings in Asia throughout 2013, discussing the Think Geelong Project and gauging agents, students 
and their families response to the Project. Their response was extremely positive and indicated there 
is an overwhelming need for Think Geelong to fill a gap in the market place and take advantage of a 
significant opportunity. 

 The Geelong College and Deakin University previously conducted collaborative marketing by way of 
promotion in Hong Kong (March 2013).  They gave a seminar to prospective families on education 
pathways in Australia in conjunction with Austrade. 

 Meetings held with Trade Commissioners and Education Managers at Austrade discussing strategies 
to attract students to Australia and in particular to Geelong, at: 

 Shanghai (March 2013) 
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 Singapore and Bangkok (June 2013) 

 Hong Kong (March and May 2013) 

 Taiwan (November 2013) 

 Test marketing – Meetings were held with 40 international agents in 2013 across the following South 
East Asian markets: 

 Beijing 

 Shanghai 

 Guangzhou 

 Hong Kong 

 Taiwan 

 Singapore 

 Kuala Lumpur 

 Bangkok 

Each agent was asked for feedback on the Think Geelong concept and how local education providers 
wanted to take a collective approach to building a Geelong Study brand. We received a very positive 
response as most agents find it hard to promote institutions based on literature alone, many have not 
visited Australia and are not familiar with Geelong.  This feedback was received through: 

 Market research reports from Austrade on Australia’s competitiveness against other English speaking 
countries (Austrade).  

 Two focus group workshop (May and September 2013) with project stakeholders.  

 Numerous 1 to 1 meetings or small group meetings with project stakeholders. 

 Feedback from current International parents and students. 

Asian parents are looking for that advantage by sending their children overseas to be educated. Their 
ultimate aim is academic excellence for entry to a top university.   

 

Source: Mike Howell 
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Funding 

The Project Team has obtained $10,000 funding from TGGB, which has funded the development of the 
digital strategy.  To deliver the website further, additional funds have been committed by educational 
institutions and a funding proposal has been submitted to Regional Development Victoria (RDV).    

Official Launch and Marketing 

Once the website is built and tested by Grindstone, TGGB will focus on the launch of the website which 
will include preparing and sending media releases to local and state based media outlets.  

The website will be launched to international agents by way of a coordinated strategy with each of the 
educational institutions. This in turn will be followed up by individual agent visits over the coming 12 
months. The Project Team maintains that support from Austrade will also be important in helping 
promote Think Geelong overseas as well as to the various Chambers of Commerce in each of the main 
overseas markets.  

Testimonials 

The Project Team is fortunate to have had significant support and enthusiasm from all the key 
stakeholders. All have indicated that they will continue to collaborate on the development of this 
website into the future. 

Here is what some of the key stakeholders had to say: 

“The ‘Think Geelong Project’ will deliver better outcomes for the education institutions, the potential 
students, visiting friends and relatives to strengthen the destination. Through such partnerships comes 
strength and a significant cost benefit for all concerned.”  
Roger Grant, Executive Director, Tourism Greater Geelong and The Bellarine 

“The Think Geelong project redresses a serious gap in presenting the quality education options and 
outstanding environment and life experience that the progressive satellite city Geelong can offer them. 
It draws together the leading international education stakeholders in Geelong and Tourism Greater 
Geelong and the Bellarine in a partnership to showcase both the educational excellence and the high 
quality of life that international students can access in the welcoming city of Geelong and its 
magnificent coastal regions, the Bellarine peninsula, the Surf Coast and the Great Ocean road.”  
John Eckermann, External Relations Manager of the Melbourne Institute of Business and Technology 
(MIBT) 

“Think Geelong’ is a fantastic project that will draw attention not only to the quite remarkable 
educational institutions that are offered to the broader international community,  but also to the 
renowned tourist attractions that already have world acclaim. Nothing like this has existed before, 
Geelong will benefit greatly from this support and focus.” 
 John Goodfellow, Principal of Kardinia International College 
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Project Outcomes 

The objectives of Think Geelong will be measured over time after the launch of the website in the 
second half of 2014.  

The project objective to develop the brand concept THINK GEELONG has been achieved. In particular, 
the Project Team has:   

 Scoped the Project  

 Developed and prepared a Digital Strategy (Appendix 1) 

 Established and nurtured relationships with key stakeholders (as shown in the testimonials, 
workshops, funding contribution and the MOU with TGGB - Appendix 2) 

 Applied for funding from a variety of sources  

 Developed and prepared a strategy to deliver the Project (as outlined in this report) 

Furthermore, the development of the Project has had many tangible benefits including the: 

 First collaboration between CRICOS educational institutions in Geelong 

 Collaboration between Committee for Geelong, TGGB and the educational institutions 

 Advocacy to Regional Development Victoria on the importance of supporting education based 
tourism in the regions 

 Experience developed by the Project Team, including in: 

 Project management 

 Managing resources 

 Team coordination and dynamics 

 Resilience and adapting to change 

 Learning more about Geelong 

 Stakeholder identification and communication 

 Writing MOU, Project Briefs, Consultant Briefs and funding applications 

 Understanding and responding to the political environment 

 Avoiding conflict of interest and separating roles 

Longer Term Vision and Complementary Strategies 

Think Geelong has the potential to have far reaching effects in Geelong. However, the key to enabling 
the website to remain relevant after its official launch will be to secure ongoing support and additional 
funding beyond TGGB.  

The Project Team has identified other possible sources of funding looking ahead to the future including:  

 Banks 

 Airlines 

 Private Health Insurance Providers 

 Austrade 

Further stages to develop Think Geelong would include:  
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 Promoting our student success stories for each institution through social media 

 Setting up an international student committee 

 Promoting international study tours 

 Offering City of Greater Geelong Scholarships 

 Encouraging trade delegations to visit the region 

 Linking in with Pako festival or have an international student day 

 Enhancing the student experience while here as they will be our future word of mouth 

Exit Strategy and Ongoing Website Content Management 

TGGB have agreed to: 

 Manage the funds, consultant and consultation with key stakeholders to build the website. 

 Manage the content on an ongoing basis and meet the website maintenance costs from their annual 
budget.  

Each institution will have access to their individual profile pages to update on a continual basis to keep 
content fresh.  

The Project team envisages that a small committee be appointed to oversee the website to ensure it is 
regularly updated and refreshed, and to take it forward to the next stage.  

The opportunities are limitless and Geelong has capacity to attract a bigger share of the growing 
international education market. We firmly believe that this project is the ideal vehicle to gain leverage. 

 

 

Source: Trevor Cooke Photography 
  



 

 
Page 16 

REFERENCES 

• Access Economics 2009 The Australian education sector and the economic contribution of 
international students  

• AEC Group 2012 draft G21 Economic Development Strategy 
• Australian Government – Australian Education International 2014 

https://www.aei.gov.au/research/International-Student-
Data/Pages/InternationalStudentData2013.aspx 

• Australian Government – Australian Trade Commission 2013a Demand for Overseas High School 
Education in China, Market research report 

• Australian Government – Australian Trade Commission 2013b Hong Kong, Agent Survey Report 
• Australian Government – Australian Trade Commission 2013c 

http://www.austrade.gov.au/Education/Services/Market-Information-Package 
• Australian Government 2012 The Asian Century White paper 
• Curtin University of Technology 2010 The Economic Implications of Fewer International Higher 

Education Students in Australia 
• Deloitte Access Economics 2013 Positioning for Prosperity? Catching the Next Wave 
• Federal Coalition 2013 Real Solutions for all Australians Page 41 
• Regional Innovation and Tim Nott Analysis 2005 City of Greater Geelong Economic Development 

Strategy 
• State Government Victoria 2012 China Tourism Strategy 
• State Government Victoria 2013 http://www.rdv.vic.gov.au/community-programs/community-

leadership 
• The Australian newspaper 9 Sep 2011. 
• Universities Australia 2014 http://www.smartestinvestment.com.au/campaign/key-facts/  
• Vision 2 March 2013 Central Geelong Design Studio Report 

  



 

 
Page 17 

APPENDICES  

Available on request: 
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