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SURVEYING TASKFORCE INC.

• FORMED IN 2007

• MEMBERS:

– Association of Consulting Surveyors Victoria (ACSV)

– Institution of Surveyors Victoria (ISV)

– Surveying & Spatial Sciences Institute (SSSI)

– Surveyors Registration Board of Victoria (SRBV)

– Spatial Industries Business Association (SIBA)

– RMIT University

– The University of Melbourne



SURVEYING TASKFORCE INC.

Goals Outcomes

1. Increase secondary 

student intake into 

tertiary study

New student enrolments:

- RMIT Uni increased from 26 in 2008 to 54 in 2016.

- RMIT VET (Technical stream) increased from 8 in 2008 to 81 in 2016.

- Melbourne Uni Master of Engineering (Geomatics) rose from 7 in 2011 to 23 in 2015.

2. Increase student 

numbers in University 

Surveying streams

- Industry association and Surveyor involvement in lectures, seminars and final year 

student presentation judging.

3. Increase registration 

throughput and quality

- Large scale research project into training agreements.

- Workshops currently conducted by ACSV, ISV & SSSI to support those in training 

agreements.

4. Raise the profile of 

the profession

- Marketing research, brand and marketing planning project completed in 2015. 

Implementation in planning stages.



RAISING THE PROFILE PROJECT

• Existing research and anecdotal evidence indicates there is a lack of awareness of 

what Surveyors do and the benefits they provide to clients and the community.

• The primary objective of this project is to increase the profile of the surveying 

profession with clients and stakeholder groups

• FIRST STEP – Research to identify key values and benefits 



RESEARCH METHODOLGY & SCOPE

Background 

Research

• Research reports

• Industry Associations and SRBV

Industry

• 5 x1 hour one-on-one interviews

• Licensed Surveyors from small, medium, large Firms, and 

Government across Victoria

Clients/Stak

eholders

• 11 x ~40 min one-on-one interviews

• Valuer, Architect, Engineer, Planner, Builder x 2, Developer, 

Project Manager, Government x 2, UDIA

All 

audiences

• Online survey - Surveyors

• Online survey – Clients & Stakeholders

Qualitative

Quantitative



RESULTS BREAKDOWN

• Internal – Surveyors

• External – Stakeholders and Clients

• Brand Perception

• Benefits and Values

• Brand Stratergy

• Brand Story



ONLINE SURVEY RESPONDENTS - INTERNAL



ONLINE SURVEY RESPONDENTS - EXTERNAL



BRAND PERCEPTION - EXTERNAL

• 33% of clients state they don’t really know the difference between Licensed and non-

Licensed Surveyor.

• Clients correctly assume Licensed Surveyors are experts.

• Client satisfaction and trust is sound, but lack of understanding around when and how 

Licensed Surveyors can and should be used.



BRAND PERCEPTION - EXTERNAL

NPS Score = 43



BRAND PERCEPTION - INTERNAL

• Identify and rank the ideal attributes of a professional Licensed Surveyor

• Respondents rank how well they perform on each of the attributes

• Respondents rank how well they think the wider profession perform an each of the 

attributes





KEY BENEFITS AND VALUE - INTERNAL

• Surveyors believe clients base core value on meeting procedures and statutory 

requirements.

• Licensed Surveyors seen as procedural “box-tickers”.

• Consulting role and value adding ability limited.



KEY BENEFITS AND VALUE - EXTERNAL

• 50% of clients state they get most value form the advisory and consulting services.

• Expertise in land measurement is considered inherent.

• Consultation from a Licensed Surveyor minimises risk and provides added security.

• Advice and knowledge of a Licensed Surveyor can save client money and add value.

• 40% of clients agree Licensed Surveyors don’t articulate the value of their services.



BRAND STRATEGY

• Results from research put into Brand Trust Model.

• Elements that derive trust in a brand must be in balance.

• Elements that drive additional engagement must be promoted.



Audience

Brand Trust

Vision

Competence

Innovation

Practical Value

Relationship

Brand Essence

Stability





























NEXT STEPS

• Raising the Profile Project

– Develop of brand strategy into comprehensive communications brief 

– Raise funds

– Approval of budgets and marketing programs

– Implementation of programs

• For more information contact Gerry Shone, Chair of the Surveying Task Force: 

gerry.shone@acsv.com.au


