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Our Visitor Economy

— —— —

MANY EXPERIENCES - ONE DESTINATION

Shoallhaven

SOUTH COAST - NSW
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The National Role of Tourism

$60.8 billion

$126.1 billion 3.4%

which was faster than the

natlonal economy
$80.1 billion

$45.4 billion (369%)

666,000

fourth largest
5% of Australia’s
workforce
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The visitoreconomy is now recognised at all levels of government
in Australia as an infrinsic, sustainable and driving part of
economic development. It creates long term improvementsin the
liveability of cifies, towns and rural life and significantly improves
the prosperity of Australian communities.
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Visitor Economy Supply Chain

— Accomodation
Food & Beverage —
Tours
Attractions
Shopping
Entertainment —

Transport

Wages & Saleries
Utilities
L Advertising
- Profesional Services S

Repairs & Maintenance

Insurance S—
— Licenses
— Taxes, Rates & Charges

Stock/Product

—— Newsagencies

Chemists -

Cleaners

Cardeners

— -Laundries

Government Services -

— Supermarkets
- Petrol Stations 1
|
— Real Estate ——

—— Trade Services e

Primary Producers —

Shoallaven
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Visitor Economy Shoalhaven

THE VISITOR ECONOMY IS VITAL FOR OUR COMMUNITY

TOURISM IN THE SHOALHAVEN
SUPPORTS ABOUT

GOOOJobs
— 2.4 &

MILLION

1 144 VISITOR NIGHTS

LONGER STAY -

BlLLION MORE SPEND

$209. 100

DUE TO COVID
LOCKDOWNS

SEP DEC MAR JUN SEP DEC MAR JUN SEP
2019 2019 2020 2020 2020 2020 2021 2021 2021
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Domestic Overnight Rankings

Excludes Capital Cities and Gold Coast - Includes pre and en-route expenditure

Gross Expenditure
Number of Number of Bih in

overnight visitors: visitor nights:

2nd in 3rd in Australia
AUS'ITG"G Ausiralia 15t Cairns, 279 Sunshine

’ . Coast, 39 Noosa,
I* Sunshine Coast 15t Sunshine Coast 4thByron, 5th Douglas,

2nd Cairns 5thTownsville, 7th
Launceston

This makes the Shoalhaven

#1 the most visited LGA in regional NSW

with domestic overnight travellers.

TA22.1 - Attachment 1
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Why we need the
Visitor Economy

All levels of Government recognise the interconnectedness between the visitor experience
and liveability; a great place tolive is a great place to visit and improving visitor
amenity improves liveability

Council relies on visitor spend at galleries, entertainment centre, pools and caravan parks.

Growing the visitoreconomy is one of the fastest and best ways for Local Governments to
improve their own financial viability and capacity to deliver on community expectations into
the long term.

Growing jobs, bringing new dollars into the local economy, improving the profitability of local
businesses as well as supporting new start-ups and attracting new major investment to the
areq, dll act to improve the rate base.

Businesses are important ratepayers and visitorspend helps strengthen the income Local
Governments receive in rates.

For many parts of rural and regional Australia, investment in the visitoreconomy is proving to
be one of the most effective ways for local areas to be sustainable and flourish.

Regionally, increased population growth can be a sustainable way to increase the capacity
of the Council o deliver on community desires and expectations. Regional towns and
centres have a significant opportunity to use their 'visitor appedal’ as a means to attract new
residents and grow their rate base.

Shoallaven
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Role of Shoalhaven Tourism

Attract visitorsin the shoulder and off Services to visitorswho have
season with marketing campaigns
and eventsupport.

Stay longer, spend more Visitor Services

travelled to the region.

Represent the voice of the industry
and the region throughout the
community and beyond

Assisting operators to improve their
services offering + offer leadership

Advocacy Help industry

TA22.1 - Attachment 1
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Tourism Landscape

> 5 . a
TOURISM AUSTRALIA f M’Destlnatlon Destination
s NSW Sydney Surrounds South

+ Tourism can be funded a number of different ways— membership, levy, inside, outside
council etc

« Shodalhav en Tourism sits within Council and all tourism businesses are supported by
Council

+ We havean Advisory Group Board - STAG

+ Andsit within a regional area Destination Sydney Surrounds South with Wollondilly,
Shellharbour, Wollongong, Kiama, and Southern Highlands.

+  We work closely with Destination NSW, Tourism Australia, Operators, our Advisory
Group and Stakeholders and are answerable to our rate payers.

TA22.1 - Attachment 1
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Organisational Overview

Tourism
Manager

Tourism
Admin

Marketing
Specialist

Marketing :
Liqison Graphic

Officer DL

Casudl Casual
Photographer | Videographer

Shoathaven
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Expectations of STAG

Represent the whole industry.

Be the eyes, ears & voice

Represent the Advisory Group
at events

Advocacy

Help us with key projects
by actively participating.

Working Groups

Undertake prescribed
inductionprocess

Training &
Self Development

TA22.1 - Attachment 1
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STAG Members' Strategy

In 2018 Industry Representatives created a STAG strategic plan
« STAG working groups:

strategy; product development; industry development
* Event Support Program Assessment help
Future (proposed)
* Workshop with membersin March 2022
« Review strategic goals and put together STAG Strategy

TA22.1 - Attachment 1
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Recovery Action Plan

Identifies the priority actions to reactivate the Shoalhaven as a year-round
destination, valued for its quality environment and visitor experiences in the
changed context of living with covid andincreasing environmental pressures.

Twokey priority areas were identified each with subsequent actions

Industry Development & Advocacy

Support industry and Improve ST Refurn on Effort by
cenfralising Industry Development content and assets
so they are easily accessible.

Visitor Services activities tosupport industry in recovery

Work with STAG on the key barriers to recovery facing
theindustry that are beyond ST's controli.e. skill
shorfages, insurance challenges and additional
government support for Tourism Businesses

Driving Demand

Make simple adjustments to existing campaigns which
target high vielding travellers, so that they also
consider changes in consumer travel patterns post
covid and drive consistent visitation once borders
reopen.

Creater cross and infra-regional promotion to expand
dispersal across the LGA.

Continued promotion of ST Events Calendar as a way
todrive visitation, support community and unite people
in the off-season.

Leverage the growth of the Conscious Traveller as
these customers are best aligned with the regions
offering and create the strongest potential toretain
social licence withresidents.

Identify opportunity areas for product development through collaboration with industry

Shoallaven
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City Futures

« In 2021 Tourism was broughtinto the City Futures directorate with
Economic Dev elopment, Property, and Planning

* Arestructure of City Futures is underway, this will lev erage
opportunities of improv ed collaboration between Economic
Dev elopment and Tourism

* Thereis a new Director being recruited to lead the City Futures team
intfo the future.

TA22.1 - Attachment 1
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Events & Investiment

— Qhoallhaven

MANY EXPERIENCES - ONE DESTINATION SOUTH COAST - NSW

TA22.1 - Attachment 1
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Big Picture

Eventsare important driv ers of regional tourism and are considered important to the
Shoalhavenregion because they:

Provide tourists with an impetus to visit

Promote and enhance the Shoalhaven'simage

Result in year-round (and at times mid-week) visitation and therefore year-round
jobs

Deliver direct economic benefit to the region

Deliver community benefit

wWN =

o~
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Role Overview

Promote and faciitate Eventinvestmentin the Shoalhaven through relationship
management and action

Supply financial support for Tourism Ev entsthroughthe EventSupport Program
Support delivery of community

eventsthat achieve engaged, activated and liveable communities

Promote the Shoalhaven City Council Brand through Events

Issue EventPermits for eventson Council Land (outside of COVID there are 130+
approvals per year)

Approve Film Permits on Council Land

Advocate forimprov ed tourism infrastructure and facilities, and identify growth
opportunities and gaps that will drive sustainable tourism growthin the region
Feed into Council Masterplans from an Event and Tourism perspective

SupportIndustry through Letters of Support and grant opportunities

Shoalaven
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Event Industry Today

The EventsIindustry has been decimated with COVID-19.This FY close to zero
eventsoccurred untilNovember.

Many Events Organisers hav e been forced to postpone 2-3 times.

The NSW Governmenthasinvested over $530milion to help the
industry bounce back.

Going forward, a big focus for us will be sustainably re-building and
supporting industry as it recov ers post COVID.

TA22.1 - Attachment 1
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Event Support Program

Purpose: Support events that drive off season visitation and align with ST objectives, markets and key
offerings i.e. High yielding travellers with aninterest in Food & Wine, Wellness, Art and Culture and Adventure.

Highlights

*Currently 27 events are supported until year end 2022.
*COVID-1? wiped out our Event Calendar in 2020-2021.

*Up until Jan 2022, 3 supported eventshave gone

ahead delivering an ROI surpassing $5.5million.

*These events experienced increased ticket sales and RO
compared with years prior.

* 9 of the planned 27 events are NEW to the Shoalhaven Events

PR L Ty NS ———

Tourism Event Support Program

Calendar in 2021/22 including: ' " 0 LT Tourism

=}

o000 000 0o0

Beta International Climbing Festival
The Viking Festival

Shoalhaven Celebration of Food . -
Mountain Bike Cross Country State Championships s 9 i

NSW Masters Waterpolo Championships e IS I
Red Hot Summer Tour

NSW Beach Volleyball Tour — Junior Beach Champs
Shoalhaven UllaDulla Y oga, Health and Wellbeing Festival
Australian Beach Volleyball Tour

Grants

Shoalhaven
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Case Study - Fairgrounds Festival

BACKGROUND

Music Festivalfirst secured in 2015
Held in November each year
Cancelled in 2020 and 2021 due to COVID-19

OBJECTIVES

Attract eventsthat align with Shoalhaven's
promotional pillars and brand identity

Grow the Shoalhaven's portfolio of Music Events
and Arft & Cultural Events

Drive visitation to the Shoalhaven throughout
shoulder season

Leverage marketing channels to promote
Shoalhaven and increase spend of patronswhilst in
region

fakrgroundsfestival « Follow! i
(R arar "‘

@ tairgroundstestival Planning a pre-

o festival acventure™ Be it the search for
a deficious beekiy, stunning scenery o
anocean swim ta dust aff st night,
head te @visishoalhaven to sxpioe
1he epic boauty that surounds
Fairgrounds. # svisitshoathaven
stalrgrouncsi1e
w

I@ fairgroundstustival mbery

. aalrgrouncsiesiival sesthvalstyie
Smisictest vl Bedunty Bty
scoastal #gotaway Froadiric

-] 0 oy _brigas Are there gate ticket
e s T

G ﬂ IT.' n

@ Uee by destorsmash an 158 ethers

RESULTS

Between 2015 and 201%2 ROl has increased by $1.86
million, going from $1.1 to $2.96 million

In 2019 9,000 ticketswere sold across two days

60% of visitors stayed overnight

2 x destination posts through Fairgrounds social channels
reaching over 19,000 people

Shoalhaven branding included on collateral, website,
within EDMs and at the event

Social media giveaway through Visit Shoalhaven
channels

Access tohigh-res event content

Targeted media campaign

TARGEXAE (S —— 1 e~
e o’ e e
m L S —r— n-.-a-*":.*.qu:.u
anb ot g g i i, oih o e oo B S ot
[ — W g oo o the ninge o Aol el s, "Myt o Pargoniads

Pt chonds ind murodn Ui M b sodhig 0 b shongly w1 g e e g
MELICURNY bused g 0 o, b s v ol o, e e 4 e & u::;.hd:pulu:

sheshuonad inal e sbo Tl bk ey o

migees
She @ ety 8 Ot et xude W ok ol band A g s, i e :‘:‘1‘:“:

il i pecbrming ok Lt Povmwsed M, wrive oot sy e play 20000, it bl 1 0 L]
Btk o T Ot . Ct P S, o P B -y e - hhﬂln-::r di:t'-;“-“

.
L RS T T ke -

_ Shoalaven

Sowairider Wt i o
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Business Events

Capacity to drive mid-week visitation and
attract high yielding and repeat travellers.

Shoalhavenhas partnered with DSSS on a BE
Product Dev elopment Program which includes
one-on-one mentoring for operators, a BE
Checklist and 2-day Workshop.

Here This-Year

In 2021 we have:

* Launcheda BE Brochure andlanding MEET HERE THIS VEAR.
page www.shoalhaven.com/business S leucw

SOUTH COAST - pisw

+ Attended GetLocal Business Event
Exhibition to raise awareness
of Shoalhaven asa BE Destination.

» Secured a Business Event Flm Shoot in
partnership with DNSW.

* Had 11BE assets go live on the DNSW
Content Library.

TA22.1 - Attachment 1
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2021/22 Achievements

Launch of revised EventSupport Program

Secured two community eventgrantsthrough The Summer Night Fund and Small
Business Month

Facilitated a partnership between the CBD Committee and Shoalhaven Food
Network which will see a monthly food event come to Nowra CBD as part of the
planned placemaking activity

Provided over 30 letters of support for industry

Were the most successful LGA In NSW in terms of funding through the Regional Events
Acceleration Fund Grant Program

Partnership with DSSS and DNSW to grow mid-week visitation through Business Events

Managed Council Event Approvalsand Cancellations

Approved 15 Fiming permits on Council Land

TA22.1 - Attachment 1
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What's Nexi?

Rebuild the Events Calendar following COVID-19 and Bushfires
Deliv er Business Event Product Dev elopment Programin partnership with DSSS

Promote grantsto the community and dev elop a core competency in “winning”
funds

Streamline Councils Event Approval Process

Work more collaborativ ely with Economic Dev elopment and Planning to ensure
Tourism is adequately considered in Masterplans and Grant Opportunities

Improve eventreporting and content across the board

Review of Councils current infrastructure plans to identify gaps and tourism
opportunities. Fill gaps by linking opportunities, funding, and partners

TA22.1 - Attachment 1
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Marketing h M\A >
o 0 "

MANY EXPERIENCES - ONE DESTINATION SOUTH COAST - NSW
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Big Picture Marketing

Grow offseason visitation

Manage and disperse peak season visitation

Visitors fo spend more & Stay longer

To support local operators

To sustain and grow core markets (younger families, over 50s, VFR)
To ignite potential high yield industry market segments

To leverageinternationalmarket opportunities

Support growth of Aboriginal Tourism businesses

Continue to shine a light on inclusiv e tourism opportunities

TA22.1 - Attachment 1
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Promotional Pillars

P

(@ith g

Coastal & . Nature, Wildlife
Aquatic Food & Wine & Adventure

< ——

Luxury & Events & Arts, History Indigenous
Wellness Weddings & Culture Experiences

TA22.1 - Attachment 1
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Brand identity

BRAND ESSENCE

Many Experiences, One Destination.

CORE VALUES

Ethical, Respectful, Down-to-earth, Live Life, Community,
Trustworthy, Adventurous, Playful

PERSONALITY

Entrepreneurial, Well Balanced, Quiet Achiever, Responsible, Open-minded,
Nature Hipster, Progressive, Experienced, Caring, Community Oriented

EMOTIONAL BENEFITS
More ‘Me’ Time, Holiday Atmosphere, More Time for Everything,

RATIONAL BENEFITS

Affordability, Proximity, Climate, Safety, Work/Life Balance,
Healthcare, Access to Services, Industrial Land (Offering), Strong Education

SERVICE ATTRIBUTES

Mature Economy, Natural Offering, Coastal Offering, Historic Towns, Space,
Arts Community, Sustainability, Food 8 Wine, Clean Water, Manufacturing 8 Defence

Shoalhaven
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Recent Achievements

Grown total expenditure by visitorsto $1 bilion

43% growth of off-season market 2015-18

Gold at NSW and Silv er at Australian Tourism Awards - 100 Beach Challenge
$50K grant for off-season campaign Wine & Whales

Full refresh of shoalhaven.com- 500,000 annualpage views

Publicity reach to 724Min 2021

Digital Marketing channels combined 90,450 followers (Instagram, Facebook,
Twitter, YouTube)

Supporting Aboriginal business with mentorship

Spend Here This Year Campaign and Rejuv enate Campaign

Conscious Trav eller consumer behaviour campaigns

Sharable data & insights — Locdalis and leads to industry

Free ContentSupport — photography & videography

TA22.1 - Attachment 1
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Research

*  Marketing decisions are based on research

* Tourism Research Australia quarterly surveys

* Big data from Localis - accommodation and mobility

« Shareresearch with business chambers and operators

Historical Occupancy (%)

0z 0N EE20v o2

§

ey Fetruary March Apr Moy

Hune Juky Augu September Ocrober November  December z

P : Visitors Segments

o ._|Aspirin
fFlourishilComforta) Urban | Content Enterpris! ;z:;«l:‘? Modest | Ona Strained

Brof. Ne.. Affluencelommu..| Hou.. | Means | budget Home-S..| Society

15%
14% | 125
12%
8%

T n

S| 5% gy

. . . .
3 1 5 4 5 8 5 7 10

20%

Shoallaven
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Collaboration

*» Business Chambers, Tourism Bodies, Associations
« NATOCfor Aboriginal Business Operators

+ Birdlife Shoalhaven

» Slow Food South Coast

+ If'sHeavenInclusive Tourism

« DiscoverJervisBay, international marketing

»  South Coast Tourism Industry Association

Discover e - .
JERVIS BAY g @D’

blrdhfe 1eAVEN Slow Food’ South Coast

R 7 . C
Mustralias st Kﬁ:ﬂf_ ecret SHOALHAVEN Inclusive Tourism
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Off-season strategies

Marketing focus is to grow
off-season visitation from
April to October and get
visitorsto spend more and
stay longer, supporting
year-round jobs.

Winter campaigns

wine and whales

art and culture
adventure

slow food movement

Mid-week target markets

business events ‘3\-30@\}&_?‘9‘“ e B
high yield Interntional @no

LOVE 7 NSW @ @
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Peak season strategies

100 Beach Challenge Campaign
+ disperse visitors from hot spofts
during summer primarily

CONSGOUS TRA VE{LQ

-8
7 Gonllasen

SOUTH COAST - NSW

Conscious Trav eller
*  behaviouralchange
* radio, social media, publicity

. e " Sl

Localhood
« visitorsare just temporary
locals

+ visiting friends and relatives
market makes up one third of
all visitors

* local campaigns (seven
wonders)

* connectcommunity with
v alue of fourism

TA22.1 - Attachment 1



fkoa'o'ty Council Shoalhaven Tourism Advisory Group — Tuesday 22 February 2022
Page 37

Industry Development

*» Tourism Talk Newsletter, 1700 subscribers

* Networking nightsa few times a year

* Precinct Marketing Grants,up to $50K .;‘m_.(,,mm'wm,,
per year et T e e

* Business chamber support and
engagement

« Connection toindustry dev elopment

and mentoring, NATOC, DSSS SRR ..:ff_,"ﬁ—";.:""

Western
i "’m-mm— “““‘-"

L. Doer borge ihwre 1 supgset such ws o PPN appeowam ana sieps
A "'"“"m-:.:.- 8 1t 15 2 e -—_:M--.

* Free videography and photography
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Digital Overview

Growing field of marketing and is essential
element for success in engaging with customers

Organic digital marketing includes _
Shoalhaven.com, Instagram, Facebook, . '

Twitter, YouTube and Vimeo

Visit Shoalhaven
Paid digital marketing includes google search, e Sy moon o s —

. . . e o Liea ° -
remarketing, YouTube ads and social media ads About .
for campaign assets —— e

Otz || G Gon goyee
Monthly email newsletters to visitors for J’ i M
inspirational content goes to around L4 S 5305 e vkt e s

9000 people

Monthly 'Tourism Talk' trade newsletter goes to
around 1700 local businesses and industry

Alwaystesting, changing, experimenting and
partnering to keep channels fresh and cutting
edge

Shoathaven
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Website ___

Shoalhaven.com has around 500K users a year and
Imillion pageviews

Destination website linking customers to over 2000
products

Itinerary builder to assist customers in creating multiday
frips

Provides direct leads toindustry as well as an
accommodation booking service

Comprehensive events page for the Shoalhaven that has
around 1000 views per week

Blogs and Shoalhaven Stories provide inspiration for
fravellers

Visitor Guide and experience guide downloads with a
mail cut services are the main calls to action

Drive traffic to shoalhaven.com and out to operators'
channels from all our channels such as Google search,
social media and outdoor advertising

TA22.1 - Attachment 1
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Social Media

+ Main channels are Facebook and Instagram with 54K and 34K
followers respectively

+ Allcontent relates to promotional pillars modelled from
Destination New South Wales strategies

+ Weekly Shoalhaven Stories that are 'boosted' with marketing
spend each week profile local business operators and why they
love the Shoalhaven

+ 100 Beach Challenge fan photo album is posted every Thursday
tohelp provide alternate lesser-known beach ideas from users

+ Partnerships with photographers and influencers assist in
creating great content toshare and provide confent for own
businesses channels

+ Reach of around 200K and engagement of around 14K per
month just on Facebook

* Instagramis growing faster reaching a younger audience and
a focus onrich content via use of Reels and Stories

. Visit Shoalhaven is in Shoalhaven ©
February 12t 8:44 Am 2 .

Wi
2 ::2 :211 gr;: flualmff o;; Shoalhaven beaches get announced in
ian
Pl aches of 2022 courtesy of Australia.com
Depot Beach in Murramara)
nature-based location L
follows closely behind at
conservation by NSW Na

ng National Park comes in at #8 for its

Murrays Beach in Booderee National Park

#9 for its unigue cultural connection and
tional Parks and Wiidii

the Wreck Bay Aboriginal Community. e Service In unity wich
Find the full list ... See more
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Leads to

Industry

NEW leads to industry fracking report, which
helps us to follow website users' traffic from our
site to operators' sites via ATDW

A similar tracking system is used by Destination
New South Wales

This allows us tosee the effectiveness of our
campaigns generating leads directly to
operators' sites tobook as well as

helps demonstrate the value of our destination
marketing

We generated thisnew dataintoa Google
Data Studioreport to dllow for a clear
representation of the leads

Reports can be compiled and delivered
monthly per fown to business chambers and/or
individual operators

This report was lsunched on
November 1, 2021

Pagriews
11287 i 207250 %% 4
o i
Clicks on ATDW Listings
P
itade Lk Phore Humber Emad Book Now hadess Aadte Trg
7154 512 261 2167 1122 905

== Lieads 10 indhustry « AN Goal 18 Complesions) Leachi 10 industry - All iGoal 18 Commpltions) (Srevicus 62 days)

PN
w08 2 348 357
7 e 7
e Sa16 209 206
1 1 . 8165
i [} 3 s
k1 - !

Shoallaven
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Case Study - 100BC

About

Developed to assist with dispersal of visitors
fromhot spots

Aimed at sharing the economic benefit
around the region

Includes aweb app that allows visitors and
locals to check-off the beaches as they visit
them and race the leader board
Campaign consists of weekly user
engagement albums, summer/peak holiday
periods social and radio advertising, 100
beach flyer in yearly Visitor Guide,
downloadable 100 beach flyer on
shoalhaven.com, content famils, and web
app development

Achievements over campaigns lifetime (since
2018)

Won Gold at NSW Tourism Aw ards and Silver at
Australian Tourism Aw ards

13,591 uses of the hashtag onInstagram
56,958 page views to shoalhaven com/ 100
beach-challenge

6,091 total signs up

to 100beachchdllenge.com/login

What's Newin 2022
*We developed androlled out an offline beach check-
in feature to allow users to still check-inwhen at
remote beach locations following feedback fromusers
«Qur 2021 — 2022 summer campaign has achieved:
*97,152 reach
5,641 link clicks
* 481 new account sign ups
» 100 Beach Challenge had its biggest month
for the yearin
December with users on the site
«Total users for the quarter were up 249% year
on year
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Case Study - Conscious Traveller

About
Dev eloped o assist with behaviour of visitors whilst inregion

*  Createdin collaboration with Exec Comms, Rangers, DPI, NWPS and other departments to dlign with their
priorities

«  Campaign consists of summer/peak holiday periods social and radio adv ertising and printable assets for
operators to display in their window and included as a page in the yearly Visitor Guide

= Contentis updated each year to align with current environment and stay relevant

What's New in 2022
* We updated the Conscious Trav eller graphic fo align with fluctuating COVID-12 environment
+ Downloadable PDF available on shoalhaven.com/blog/iread-liaghitly/

* Our 2021 — 2022 summer campaign has achieved:
* 28,195 reach
+ 38,341 impressions " CONSCIOUS TRq
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What's next

+ Artand Culture Campaign in Autumn inline with collaboration with Bundanon re-opening
+  Wine and Whales campaign April to Sept

*  Product Development for Aboriginal operators and international industry partnership

+ Sharing insights, data and research for operators Localis, leads to industry etc

+  DNSW FeelNSW grants pending (February decision) for winter promotion wineries and
breweries & whole of South Coast Campaign

* Production of Visitor Guide for December 2022

*  Improvementsto 100beachchallenge.comweb app

TA22.1 - Attachment 1



6koa'City Council

Shoalhaven Tourism Advisory Group — Tuesday 22 February 2022
Page 45

TA22.1 - Attachment 1



fkoa'o'ty Council Shoalhaven Tourism Advisory Group — Tuesday 22 February 2022
Page 46

s Sho ucw T
T (e

\"'\\\ \\I(\\

Visitor -
Information Services
" Shoalhaven

MANY EXPERIENCES - ONE DESTINATION SOUTH COAST - NSW
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Shoalhaven Visitor Information
Services (VIS) Overview

Operatingsince 1975
3 ful-time, 2 part-time, 13 casual staff members and 40 volunteers

2 Accredited centres located within cohabitation spaces; Nowra VIC at Shoalhav en
Entertainment Centre and Ulladulla VIC at the Ulladulla Civic Centre and Library

10 supplementary centres across the Shoalhaven
A mobile VISvan providing pop up information and guide distribution

ShoalhavenVolunteer Ambassador program, allowing locals to impart knowledge to
visitors
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Shoalhaven Visitor Information
Services (VIS)
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Shoalhaven Visitor Information Services

(VIS) Who do we interact with?

Interactions Target Markets

Phone

Email

Counter/Face to face
Live Chat

Qutin region
Operator assistance

Resources Grey Nomads International FIT Free & Low Cost Families

Campers

o &

Local passionate

and knowledgeable staff

In house customised guides,
maps and brochures
Website and itinerary creator
Merchandise and souv enirs
Discount vouchers

Accommodation booking Local Tourism VFR & Locals Solo Travellers
plcl’rform Businesses Seachangers
Famils

Shoallaven
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Recent Achievements

Enhanced online customer service via new Live Chat interactions and
revamped website

New point of sale system VEND, which allows seamless connectivity between
both VIS centres. Updated software allows integration offering future
expansion into online sales as well as more efficient stock management
Silverin the NSW Tourism Awards Visitor Service category 2019

Shonllaven D e

happening in your stores.
SOUTH COAST - NSW

Thin meith your wons have sold i Shien,

$259.70 ) e e

to Jr [» jo

Shoalhaven
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oo Tl bl e
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What's Next?

Focus on Shoalhav en based merchandise and souv enirs to showcase local
products

With the implementation of VEND point of sale system, confinue to work towards
the goal of online sales for merchandise and souv enirs

Continue supporting local businesses with information, guides and assisting them
with ATDW, Shoalhaven.comlistings

Review of accommodation booking systems

Qutin region assisting visitorsand operators on the ground

New Visitor Services Manager starting in 2022
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Thank you!

Shoadlhasien
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