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Overview of report and project

MyTravel

. This document outlines the findings of a consultancy project conducted for the City of Shoalhaven between September and
December 2017 to understand the potential for a winter event to support the regeneration of the Nowra CBD. The project
involved desk research, a stakeholder workshop, immersion and primary consumer research on a convenience sample,
conducted in conjunction with UTS.

. The report is structured to provide both a summary of the key findings and full details of the findings and process. It has
been designed to be modular in structure to enable different stakeholders to access only the information they need. As
such, the report can be split into separate sections for these audiences if required.

. The core elements it covers are:

This overview of the findings
and key recommendations

About the project and;
A deep dive into the insights

Appendixes

“ity Council

?hoal(hﬂml

Summarises the project, outlines the findings
and provides recommendations for next steps

Provides full details about the objectives,
methodology of the project and detailed
findings that support the summary

Sources used in the desk research, research
participants, survey instruments including
details of the stakeholder workshop

High level decision-makers and stakeholders,
who need to know the key points but not all
the details

Those who need to access the detail for
preparation of feasibility studies and to brief
others

This provides context and a permanent record

Page 4
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The budget available to council made this a
relatively limited evaluation of the opportunity.
However, the desk research indicates that the
findings of our workshops and research is very
consistent. The only exception (discussed further
below) was a difference within the primary research
around willingness to attend. In person, people
were less willing to commit to attending — a
function of Nowra’s current brand reputation

Around a quarter of Australians attend regional
events, with those linked to culture, arts, music and
food offering the greatest potential to drive
overnight visitation. 62% of respondents contacted
for this survey were willing to attend such an event
in Nowra including at least half of those based
outside the region surveyed. 80% were open to a
winter event.

Nowra has many assets to bring to support an event
including outdoor spaces such as stadia, a well-laid
out CBD with laneways and strong public art
offering and a rich cultural underpinning. However,
the project has confirmed that there is a significant
brand challenge for Nowra — including with locals.
Any event must acknowledge these but also use the
event to challenge them.

Key findings and recommendations

That the findings of study are generally
validated by other sources and can
therefore be trusted

There is sufficient demand for a an arts
or cultural event if it is compelling
enough to make a return on investment
likely

The vision identified in the workshops of
an arts event for people who don’t like
art’ or more popular offers a strong way
forward.

Proceed on the basis of
the findings.

Council can start
developing the event

The event needs to be
executed well, have the
objective of shifting
perceptions, but this
means acknowledging
and designing well. Itis
critical that the
execution of the event is
strong

CBD18.5 - Attachment 2
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Key findings and recommendations

The research indicates that people who

attend regional events tend to attend Targetting attendees of other . . .
. . : When promoting consider tools like
multiple different types — although regional arts and culture events :
4 . L Facebook ads which can reach
there are some clear differences for will increase chances of .
. . these audiences
certain types of events. Arts and culture  conversion.
events tend to appeal more to women
There is a strong social element to
attending regional events linked to art . .
g reg . o A successful event will have this
and culture. In particular, this will . . L . 8 q
5 social element designed into it Design on this basis

encourage new audiences (a key
objective in the eyes of stakeholders)
such as younger visitors

and have talkability

Events which offer some variety
including food and wine as well as
culture. Value for money is important

6 and events which have both a free and
paid element tend to work well. Rather
than discount it is important to add
value

Proceed on this basis with
potentially music, live events and g
good food offering, ensure there
are some free elements

At the stakeholder workshop it was
suggested that the current Chilli and

7 Chocolate Festival might form a basis Combining the two events has Council should consider this as one
for the event or be partnered with it. In  strong potential of the options
the research this event was seen as
appealing

CBD18.5 - Attachment 2
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Successful events can have many
different funding formulas.
Internationally regional events tend
to have commercial promoters, but
that model is less common in
Australia. However, one common
link is that Council sponsorship is
involved in them all at some level.
Beyond the financial element this is
also a key indicator of community
support

Most events (e.g. Vivid Sydney)
start shorter and only grow longer
as the event grows. Overall, the
preference of the target audience
was for a 1-day event but one with
both day and night elements.

Local support for an event is vital —
and vital to driving out of area
visitation as it provides authenticity.
Appeal within the Shoalhaven and
wider South Coast region is
strongest and forms the ‘low
hanging fruit’. Locals are also vital
for building word of mouth for an
event. However, locals themselves
also underestimate Nowra

Key findings and recommendations

Council can look to develop a long
term commercial promoter, but will
always be expected to have some
level of funding

Factor this into planning

Start shorter to manage costs and Consider a one-day event or one
develop momentum and a half day event to commence

Engage and involve the local
community from the beginning,
build excitement in region early

Local support is vital, but not
guaranteed

CBD18.5 - Attachment 2
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Key findings and recommendations

10

11

12

All the desk research indicates that
digital assets for the event are
important — especially in the early
years as this provides credibility for
the event.

Visitor Information Centres are
important to driving final numbers
in destination.

It is critical to promote through the
VIC

Getting the basics right is critical to
a successful event and generating
vital word of mouth for future
years. For the first event, access
and transport are important and
there are examples in the desk
research of investment in this
paying returns. It is particularly an
issue for those elsewhere in the
region

Start planning digital assets early

Ensure VIC staff are briefed and
there is good signage

Consider investing in additional
transport for both in region and out
of region visitors

CBD18.5 - Attachment 2
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MyTravel Research.co
Project Rationale [}

. Shoalhaven City is located 160km south of Sydney on the South Coast of NSW with the main centres of Nowra, Ulladulla and
Jervis Bay. Tourism is a major source of economic advantage to the City. In the year to September 2014 (the most recent
period for which results are currently available) visitors to Shoalhaven contributed more than $600m to the economy in
direct expenditure with a major indirect flow on*.

. Nowra is considered to be the heart of the Shoalhaven and is at a ‘moment of opportunity’ in tourism. Work on the Berry
by-pass has shortened travel times to the city from Sydney and increased footfall from the new Visitor Centre provides an
opportunity to drive greater dwell time and visitor presence in the town (which has historically been less visited than other
areas in the LGA such as Ulladulla).

. To seize the opportunities for tourism, inbound migration and inbound investment, Shoalhaven City Council (SCC) has
embarked on a revitalization strategy for Nowra’s CBD. As part of this strategy, the CBD Revitalisation Committee is
considering whether supporting the launch of an event for the low season (winter) would have a positive impact on the
economy of the town: generating ROI greater than the initial outlay; providing an asset for the town and providing a
commercial opportunity for a partner for the event.

. The Committee has provisionally set aside $50,000 for the launch of the event. But prior to committing this revenue, it
wishes to have a stronger evidence base for the potential impact of such an event, as well as guidance on what type of event
is likely to generate the best ROl and be most appealing to visitors. Whilst locals will be a core part of the revitalization, the
potential to attract visitors to the event is likely to increase its economic impact on the lives of local residents significantly.

. So the Committee (and broader Shoalhaven City Council team) is seeking assistance in developing this evidence base. It has
a budget of $5,000 excluding GST for this.

P Council appointed MyTravelResearch.com, a specialist research and strategy consultancy with extensive experience in this
area — and a track record of successful work with Council — to conduct a consultation and research process to assist with this
process.

1 This document details the project and the findings of that consultation.

ww.destinationnsw.com.au/wp-content/uploads/2015/06/Shoalhaven-LGA-profile-1.pdf Page 10

ofi fyrthies infermation see: http://
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Project Purpose

* The over-arching purpose of the project was defined as

To enable the Nowra Revitalisation Committee and
Shoalhaven City Council to confirm the potential for
an engaging and commercially successful winter event
and to optimise its chances of success by building a
sound evidence base on the role of events in driving
regional visitation and on the characteristics that will
be most likely to deliver a successful outcome.

g
City Council

Page 11
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To meet this over-arching objective we agreed the h

following questions should be considered

What is the evidence for the role of events in driving visitation —
especially in regional areas or out of season?

What processes or steps make a successful outcome more likely?

To enable the Nowra
Revitalisation Committee and
Shoalhaven City Council to
confirm the potential for an
engaging and commercially
successful winter event and to
optimise its chances of success
by building a sound evidence < What assets can we draw on that best showcase Nowra?

base on the role of events in
driving regional visitation and
on the characteristics that will
be most likely to deliver a
successful outcome.in
achieving the goals in its
destination management plan.

What type of event is most likely to drive visitation to the
Shoalhaven? What are its characteristics (length, approach, month)?

Which are most likely to appeal to a commercial partner?

What will encourage locals to take a pride in their place and
advocate for the event?

What actions and approaches should Shoalhaven a take to optimize

outcomes for tourism whilst meeting its obligations to ratepayers?

City Council Page 12

CBD18.5 - Attachment 2



Nowra CBD Revitalisation Strategy Committee — Wednesday 31 January 2018

ity Council
Page 14

glocliren

/

{
Methodology used
|

Four broad
approaches used

MyTravel fesearch.com®

&

Desktop research

Industry &
Stakeholder
Workshop in

Nowra

Immersion in
destination

Customer
consultation

Australian Published Papers
Global Internet Search with
reports from Tourism Research
Australia, Tourism Intelligence
Scotland, Events Impact UK,
Journal of Travel Research
Proceedings of International
Conferences
Macro Trends
Website review for other
regional events

Workshop in Nowra in
September 2017
Around 20 participants from
key businesses in the Visitor 2 days reviewing the
destination — conducted

alongside the workshop

Economy and other
stakeholders ran for around 2.5
hours
Pre-session tasks to make the
most of the time

In partnership with UT-S final
year students, we designed and
conducted qualitative and
quantitative research.

N =15 sem-structured
interviews with a convenience
sample conducted face to face
or by phone
Online Surveymonkey survey
survey with Nowra database
and UTS convenience sample n
=159 responses

fk City Council

All data collection tools are provided in the Appendix

Page 13
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Understanding Regional Events: Typology,
Demand, Value Drivers and Funding Models

Page 15
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A useful typology for cultural events to frame our thinking S

(thanks Scotland!)

Cultural tourism

Such as libraries, theatres, music,
historical sites, museums, ans

Keep up 1o date with what is happening locally through your
local press and online.

e.g Spring Fling, Dumfries .
& Galloway and crafts events, visual ans, Provide information about cultural happenings in your area on
performing arts, craft work, your website.
et DA/ 2 MOSiOEd WRRENGR Could you have a notice board for visitors where you give them
L “"'g::m“ events L tips about ‘local highlights this week'?
Toniiles LD Consider what family friendly products are available and promote
Doors Open Days them to visitors.
Major/National Large-scale event Promote major events on your website as a way to get more
e.g. The Scottish Open Golf Auracts intemational, domestic hits and to incentivise visitors to visit.
Championship (various) and local visitors Can you offer a deal that includes tickets and transport to
World Pipe Band Commercially managed the event?
Championships, Glasgow Marketed intemationally
The Royal Highland
Show, Ingliston
Mega Mega-scale event Mega events will often produce toolkits that businesses can
i Olvmo Anracts intemational and use for marketing purposes, including logos and images.
:l-'%o.lunl‘é?ynl%aﬁ domestic visitors See the event website for details.
e L e Commercially managed Can you theme a package or promotion around the event?
Games 2014 Televised and marketed
intemationally
’ . Regional Medium-scale event Link up with regional festivals by offering packages or deals that
Nowra’s event should sit os. e ! i e o AT T
here.. Spiit of Speyside Whisky Festval  Run by professional organisers mﬁmm%«mmmﬁmw'm
) ) - wi looking for special services you could provide,
Note the importance of Perthshire Amber W EERIEINE, such as transfers or packed lunches?
The Lammemuir Festival,
packages and some great East Lothian
tips for business to profit!
Local Small-scale event Collaborate with like-minded businesses involved with the event
Attracts local visitors and cross-promote your senvices.

e.g. Linlitheow Folk Festivals
Pitenweem Ans Festival, Fife

Seif-initiated by local businesses

Talk to cultural providers about how to promote what is unique
abomyourarea_wpotmtialvisnms-meyndlbe looking for an

Battle of Prestonpans Marketed locally authentic experience.
SR Communicate with local news providers — unigue offerings make
great PR stories.
fh City Council Source: Events, Festivals and Cultural Tourism in Scotland, Tourism Intelligence Scotland Page 16
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Overall demand for regional events

?hoal!lﬂml

“ity Council

MyTravel

One quarter of Australians have
attended at least one regional event
in the past 2 years

— Four out of five travel intrastate
for events

— One in three travels interstate

Those who attend interstate attend
3.7 events on average

Food and wine, music, gardens, art
and sport are the most popular, but
generally a long tail effect applies

Source: DVS Events: Drivers of Regional Tourism, Tourism Research Australia, 2014

Page 17
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Which type of events are most likely to drive value LS
for the host region or destination?

Investment in music, food and wine, spectator sport and cultural FIGURE 11: APPEAL OF EVENTS
events has the greatest impact in increasing regional visitation. Sporting

competitions have a strong niche appeal and ability to drive trips further

from home, but are best promoted through special interest groups.

Both mainstream and niche events have the potential to drive regional visitation. - . . . .

—
2

o

-

=

o]

§ .
= .

8

2

7]

o

i The highest value events (those with broad mainstream appeal that can drive overnight
trips) were:

music

food and wine

cultural

spectator sporting events.

i The following events had broad appeal, but were more likely to drive day trips compared
to other events:

Garden/botanical

theatrical productions or shows
historical events

art exhibitions.

' Sporting events to participate/compete in were high value niche events (low in
mainstream appeal but high impetus to travel for overnight trips).

! Quirky or unusual events and agricultural events had smaller levels of appeal and were
more likely to induce day trips.

Mlm X Source: DVS Events: Drivers of Regional Tourism, Tourism Research Australia, 2014
City Council Page 18
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Funding models for regional events L

. Our review of various events noted that there are a number of different funding models for growing or
established events, but all require some level of LGA support — if not as primary funding source then as a
Gold Level or Naming Sponsor. However, most also have other sponsors as well — with the larger ones or
those with a track record of driving overnight visitation receiving strong support from Destination NSW.

. Note that the funding arrangements are sometimes unclear. Below is our
. Commercially Managed:
— A Dayonthe Green
— Embrace Life (e.g Embrace Life lllawarra)
. Managed by/as a Not for Profit with Council as a lead partner
— Glen Innes Celtic Festival
— White Cliffs Music Festival
. Managed by/as a Not for Profit with Council as a sponsor
— Blue Mountains Winter Magic Festival
. Managed by Council with 1-2 major sponsorships on funding
— Peak Festival, Perisher
. Managed by Council, with many sponsors
— Bathurst Winter Festival
— Coffs Harbour Busker Festival

— Love Lennox Festival

_ity Council Page 19
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Optimising Regional Events: Drivers, Success
Factors and Risk Factors

Page 20
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Drivers of attendance at events and festivals Ly

Location Variety Authenticity
* Reflects the place * Seem to do better when » Reflects the place * Provides something new
« Makes the most of the supported by multiple * Feels natural — not forced or different
assets (e.g. uses unique elements e.g. music AND ¢ Doesn’t have to be wildly
properties) food different a new take on a
* Deploys location in an » Other things to see and theme will do

imaginative way do in the area

Iconicity Community Vibe

* Unique and quirky » Supported by the local * Buzzy and busy without
* Recognised by either your community — as attendees as being too crowded
peers or a broader group well as businesses

* Relevant to the place

Sources: MTR analysis of multiple sources including TIS, TRA Regional events, Domesticate 2011 and 2013

fh City Council Page 21
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Drivers of attendance (2 — by type of event)

MyTravel Research.com®

k

Type of event Top 3 drivers Top 3 Barriers

An art or cultural exhibition

A cultural event of festival

A music event

A food and wine event

Quirky or unusual events

Source: TNS™ Domesticate 2013 Note items in 2oy only in Top 3 for one type of event

¢oalflmt |
City Council

Something | am passionate about
World class experience
Learn something new

Opportunity to do something with
friends
Chance for a break
Iconic Australian event

Opportunity to do something with
friends
Something | am passionate about
Always wanted to do this sort of activity

Chance for a break
Always wanted to do this sort of activity
Opportunity to do something with
friends

A bit different
Something | am passionate about
Iconic Australian event

Too far away
Not promoted early enough
Too crowded

Not promoted early enough
Too far away
Poor value for money

Poor value for money
Too far away
Too crowded

Poor value for money
Too far away
Not aware of what is available

Not promoted early enough
Too crowded
Too far away

Page 22
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Interest in attending events and what would drives this LS

said value for money

said highlight what else is there (a great way
to drive economic benefit!)

said make it easy to get there

said make it easy to organise your trip (e.g.

packages)

Source: DVS Events: Drivers of Regional Tourism, Tourism Research Australia, 2014

9|‘oalm |
City Council

What makes an event a ‘must attend’

Food & Wine/Food at destination

Affordable or free/Good value

Something | can't get at
home/Unique/Different

Music

Other

Culture and/or history

Easy to access

Variety

Good quality/good programme

Atmosphere/Vibe

Community

engagement/involvement/benef...

Nature/beautiful
location/coast/beaches
Got me into/gave me a sense of
the destination/place

Source: Quantitative Survey

23%
18%
13%
12%
11%
8%
8%
7%
7%

6%
6%
6%
6%

10% 15% 20% 25%

Q16 What would make it something you would go to? Base n = 138

Page 23
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What type of events attract what types of LS

customres?

TABLE 1: CHARACTERISTICS OF DIFFERENT EVENT TYPES
Event (% attended) More likely to... Less likely to...
Food and wine events (15%) be pre-planned (71%) be a trip driver (55%)
be attended by couples (49%) have purchased a ticket (41%)
Music events, festivals or attract females (60%) be intrastate day trips (26%)
concerts (13%) attract 15-34 years olds (49%)
be intrastate overnight trips
(43%)
be attended with friends (61%)
Garden or botanical events attract 65 year olds and older attract 15-34 year olds (25%)
(11%) (25%) have purchased a ticket (44%)
be an intrastate overnight trip
(50%)
Sporting events you go to attract males (59%)
watch (10%) be a trip driver (71%)

be pre-planned (86%)
have purchased a ticket (68%)

 Art exhibitions (10%) attract females (61%) be pre-planned and decided on
the road (28%)
have purchased a ticket (50%)
Cultural events or festivals (8%) be intrastate overnight trips
(26%)

have purchased a ticket (43%)
Theatrical productions or attract females (63%)

shows (8%) have purchased a ticket (82%)
Agricultural events (8%) attract males (58%)
be attended with other family
(25%)

have purchased a ticket (68%)

Quirky or unusual events (6%) attract males (59%)
be intrastate day trips (43%)

Historical events (6%) be attended as a family with be a trip driver (52%)
children (32%) be intrastate day trips (43%)
visit to experience new things
(36%)

Sporting events you participate/ be a trip driver (88%) attract 15-34 years old (24%)

compete in (5%) be pre-planned (92%) be attended by couples (32%)

M"u “ E‘l X Source: DVS Events: Drivers of Regional Tourism, Tourism Research Australia, 2014
City Council

Including a music element
increases the likelihood of larger
groups and overnight trips

... And the likelihood of
purchasing a ticket!

As a general principle, culture
events of all kinds (including
music) skew female

Page 24
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Success factors (1)

Getting the basics right
Dos & Don’ts

Do add value - visitors are willng 1o pay the right pnce, but ke
o fleel like they Te geTing a good deal.

v Do offer quaity - in 8 comPEttive market and in the current
BCONOMIC CHM31, VISILOMS are MOre deScaming than aver.

+" Do be flexible ~ peophe attending events may have different
neads 10 YOUF verage Visior, 50 Iry 1o be one step ahead and
offer what they nead.

X Dorit be tempted 1o heavily discount of hike prices — people want
added value and also want to fieel ke they're petting 3 fair deal.

X Dot forget your local visitors — a high number of our visitors
come from within Scotland, and they are also easier 10 target for
day or weekend breaks,

X Don't discount during events and festivas - there's no need.
Instead promote the opportunities these events provide to make
visitors feed part of the occasion and appreciated at every point

Montréal

en Lumiere

Like Glasgow with its

Celtic Connections:

festival, Montréal has
wmed winter

nto a real seling point for
‘wisitors.

Visitors can revel in an

Pairing the finest Montréal chefs with the greatest
culinary from five i the

and wine element of the festival has become an

of ther trip.
Crail Food Festival W

Crail Food Festival, which takes place in June, &5 a great
exampie of how a group of community volunteers have used
market intelligence 1o delver a successiul event which really
animates the local area for visitors and locals alike.

Desised by two BUEST houSe owners as a way of extending the
sUMMer season and atiracting visitors in the traditionally quieter
period between May and July, a food theme was chosen 10
capitalise on the area’s strong links with local food and drink.

and 1o already music and
ar festivals.
The three-day festival, which has heiped develop Crai as a day
visit and short break destination, includes supper nights with

menus basad around Fife produce, a markat hal, 3 cumy and
comedy supper and a colourful harbour event.

Building on the festival's success, TIS's ‘Food & Drink Experience
in Scotland” guide has been used 10 encourage local businesses
o promote a "Grown in Fife’ strapline on menus and 1o include
the details of individual producers and the particular varieties
they specialise in. The Festival has also been a catalyst in

ion between small

greater
even resulting in the launch of a
number of new products.

Organiser's Top Tip for running

. : =
visitors is the key. The better the
information there is about

the event, the better everyone will

www.crallifoodfest.couk

: ?hoalCr' ty Council

MyTravel Research.com®

R

Getting started

L. Build on your area’s strengths — ensure your proposed idea
has a good brand fit 5o that it can be grown into an overall

experience of the area.
Integrate with the community — base the event near local
businesses, so they have the best opportunity to get invoived.
. Consider accommodation needs — where will visitors be

able to stay when attending the event? Work closely with
local accommodation providers well in advance to create event
packages, encouraging visitors 1o stay longer and spend more.

4. Deliver an experience - similar to all other visitor
experiences, people atiending or participating in events are
looking for a good value experience with great service and a
personal touch.
Keep it Scottish - visitors are looking for an authentic
experience - in fact, they expect it. Use Scotland’s strengths
o your benefit. For example showcase Scottish food and drink
and use local suppliers to offer a truly unique flavour.

For Scottish, read local. Think of your
area’s brand values

Don’t forget...
You rood perss L st b and roach the visitor kevels and
mwmmwmmwmm w;rmmusmmmww of your time!

Source: Events, Festivals and Cultural Tourism in Scotland, Tourism Intelligence Scotland

Page 25
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MyTravel fesearch.com®

Success factors (2 — don’t forget the basics!) S

Weather Transport & Parking Toilets

¢ Have a plan for bad weather * No one enjoys a long queue to get ¢ No one can enjoy an event when
* Mix of locations? there and away they can’t get to the toilet!

* Easy to park e Ensure you have enough and that

e Lay on public transport if possible they are easy to find

e Think Inclusive Design — e Increasingly think about those with
families/accessibility accessible toilet needs

Easy to plan and book Know what to expect Safety

* Give people enough time to ¢ Clear about what you are * Visible to people — public
plan offering presence but not an

* Make it easy to book any overwhelm
ticketed elements * Up to date e.g. street access

Sources: MTR analysis of multiple sources including internet search, TIS, TRA Regional events, Domesticate 2011

fkoaCity Council Page 26
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MyTravel Research.cc
Success factors (3 — in the eyes of workshop .3

participants)

In case it is not clear the factors for
success are:

(B> dimy wl/k =
S bis . 7
o Musksser, "eal OW Chlir +

"2 B4, BV > :
i (e Pluc” <

> Roker

Sy Embraced by community

Celebrates/showcases Nowra

Financially sustainable

Draws on what’s important/unique

about us

5. Combines old and new

6. Has something for everyone:
businesses, community, visitors

7. Helps shape our vision for the

Nowra CBD

[ —————————————————————
/. Embraud flq qm:;%"")
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Shocycome <
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MyTravel Research.com®

educing risk factors (1) k

So why does it not always happen?

Many tourism businesses, event organisers and cultural providers work together successfully to develop and promote events,
but sometimes the following practical issues stand in the way:

e

Lack of communication Could tourism businesses arrange a familiarisation trip of their business to showcase their offering
in both directions and facilities to event organisers and cultural providers.

It would be helpful for event organisers and cultural providers to arrange face to face briefings
with local businesses to inform them about upcoming events, answer questions and brainstorm
ways of working together. If you can't have a meeting, could you piggyback on a local Destination
mwmmwmmmmmmmw

It would be beneficial to local businesses and operators if event organisers and cultural providers
included them in their communications about their event or experience. However it would be
supportive of tourism businesses to familiarise themselves and promote what is currently going
on in their local area.

Tourism businesses would benefit from advance notice (from several months up to two years) to
help promote events locally and integrate it with their own activity.

It is important for all involved to understand that this is an opportunity to ‘share visitors’, build
the profile of the area and boost tourism for future years.

Could someone act as a main point of contact for the local tourism businesses that want to get
involved? It would help to streamline everyone’s activity.

Source: Events, Festivals and Cultural Tourism in Scotland, Tourism Intelligence Scotland
fk City Council Page 28

CBD18.5 - Attachment 2



4‘“ City Council Nowra CBD Revitalisation Strategy Committee — Wednesday 31 January 2018
Page 30

MyTravel fesearch.com®

Reducing risk factors (2) S

*  As part of the stakeholder workshop we
considered factors that would prevent us
succeeding

. Key themes

— We don't plan for a winter event eg.
Weather

— We misunderstand our audience/don’t
work out who are influencers are

— We mess up the execution
*  We make it too broad

* We don’t deliver a ‘wow’ factor/it
isn’t unique or newsworthy

*  We don’t fund it properly

*  We don’t build sustainability into
it/build a desire for future funding

* We don’t engage businesses and or
the community

fhodm |
City Council
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MyTravel fesearch.com®

What type of events have most appeal? E
As we see overall, those who like events tend to like a broad range. Arts,
culture, music and food are all appealing

mAll Those willing to attend a Nowra Event

90%
80% 80%
80%
70% ‘}Z 0% 70%
70% 68 9 67%
’ 3% 66% 64% 64% 65%
0%
0,
60% 559 549%
50% 46%
40%
30%
21%
20%
10% I I
0% I
Food and wine Cultureand  Llive music  Local produce  Animals and  Arts and crafts Watching live Kids Competition  Other (please
history market nature graffiti artists activities/rides specify)

Source: Quantitative Survey
Q13. What sort of event elements would motivate or interest you (Pick as many as you want) Base Total n = 157 Interested in Nowra
City Council

event n =91 Page 30
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MyTravel fesearch.com®
What type of events have least appeal? E

As we see in more general research, those who like events tend to like a broad
range. Arts, culture, music and food are all appealing

57%
36%
20%
14%
11% 10%
9% .
I I I :
Watching live Competition Arts and crafts Live music Culture and history Animals and nature  Food and wine Other (please
graffiti artists specify)
Source: Quantitative Survey
City Council Q14 What sort of event elements would you definitely not like [Pick as many as you want) Base n= 146 Page 31
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MyTravel fesearch.com®
stance willing to travel for events E

his heavily depends on the appeal of the event, but given Nowra is within two hours of key
arkets, most are within travelling distance for those who will only travel a certain distance

m Less than an hour ®m One to two hours ® More than two hours

= It depends on the event | wouldn’t travel for an event

Source: Quantitative Survey
Cfty Council Q15 How far would you be willing to travel for an event? Base n = 157 Page 32
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MyTravel Research.com®
Travel party for events E

Bouples and social groups/friends are key for events. Families an important
Secondary audience (but with different needs and perhaps different dwell
points)

* This is consistent with other

partner [N 38% published research on regional

events:

. FIGURE 8: TRAVEL PARTY* FOR THE EVENT

I
s I
I,
Family with young kids - V. 1
Y young 11% . -

B _.. 1

Alone I 1% ©

Other I 1% Source: DVS Events: Drivers of Regional Tourism, Tourism Research Australia, 2014

epends on the event - 12%
0% 10% 20% 30% 40% 50%
Source: Quantitative Survey
C."ty Council Q17 Who do you normally attend events with? Base n = 157 Page 33
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f MyTravel Research.com®
Awareness and interest in Regional NSW events E

areness of regional events is modest, apart from the Parkes Elvis Festival. But conversion to interest is high for both the
hilli & Chocolate and Bathurst Winter Festivals. Interest is lowest among those with young children or those under 35 who
rtill live at home. Regional NSW residents are most interested, but the majority of Sydney and ACT residents also show

nterest
/ Awareness of selected Regional NSW Events Interest in attending those events
/ w Haven't heard of it* w Mo interest
= | would be interested Mot usually my thing but be fun to try

Parkes Elvis Festival 57%

Chilli and Chocolate festival
64%
Denny Ute Muster Deniliquin - 36%
Bathurst Winter festival -- 16% 64%
Chilli and Chocolate festival
35%
Shoalhaven

Parkes Elvis Festival _ 28% 46%
18%

Bathurst Winter festival

259 Denny Ute Muster Deniliquin _16% 24%

naware of all above events

0% 10% 20% 30% 40% 50% 60% 70% 0% 20% 40% 60% B80% 100%
Source: Quantitative Survey
Q18 Were you aware of any of these regional events in NSW? Base n = 157
C:ty Council Q19 Level of Interest in attending each event Base n = 156 Page 34
* Proxy for don't know enough to have an opinion
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MyTravel

What sort of event would work best for Nowra?

haven

Council Page 35
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MyTravel Research.com®

What'’s the vision for the event for stakeholders? 3

Vigem fngmo”\
= wl“ﬁfb"?‘;fiu(jﬂﬁ‘ﬁi* *  Elements of the event:
% ;n:T;:L%P;m/M) ‘ — Attracts a diverse audience - including
Banss oerls n g eleos Pose ' new visitors
ity for bt ' — Sustainable in every sense (economic,

(IErch font = Heone) it F

> improves el > g e mox environmental, resourcing)

it (M‘ J“”’cfcigﬁf‘o::g‘t% — Sustainable over time as well... this should
w:mmb/m_";j 24 Lagades become part of the Shoalhaven calendar
> b Fh m;},a{,\‘

g "yt af Sl lhumy *  Builds social and economic capital for Nowra
> lepeat evapt.

Xuste M,g{_l..n_. ;

— Drives growth and supports the CBD
e A regeneration

Patffad 4 ghuase tuy, : — Repositions Nowra’s reputation to
S Rm ok o 4ol d,
o customers

B a.séan({m b omnmg
|
heache _ 2

0 4‘\“;@ ,ﬂ‘b‘
~/hake f( Nzu&:’&ﬁcm
ng it See wShk ak Miisar !

— Enriches our community

— Builds pride in/re-evaluation of Nowra
— Enables greater collaboration
— Makes money for businesses

— Encourages visitation/footfall in Nowra

Page 36
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What assets can Nowra draw on in developing an 3
event (1 — the Stakeholder view)?

/
¢ City Council Page 37
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MyTravel Research.com

What assets can Nowra draw on in developing an .3
event (2a — from the immersion)?

Street Art

| — —
Nowra has a great street art tradition
A But there is no context or background to the images from an
44 outsider’s perspective — nor are they connected (no trail, app or
map)

fh“alm Also not many young or non-white faces (!)
City Council

rage 38
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MyTravel Research.com®

What assets can Nowra draw on in developing an
event (2b — from the immersion)?

Built/owned assets

The overall environment has a great natural footprint and
council has several spaces that can be utilised
Laneways and car parks also have high potential

fﬁ““lm

City Council rage 39
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MyTravel fe
What assets can Nowra draw on in developing an .3

event (2c — from the immersion)?

Soft assets — businesses that challenge negative perceptions of
Nowra

Ty o

Beyond the retro/hipster Dog and
Monocle and the Steam Punk vibe of
Hyper Hyper there are some fabulous ‘so
old it’s hipster cool’ businesses like this
Shoe Repair company and a large number
of quality bookshops for a town this size
which is not a ‘quaint, tourist town’.
Engaging these businesses and using

MM il them to tell the story is important
" y‘ ~ounci -
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MyTravel fesearch.com®

What sort of event do stakeholders want to see? [}

City

»
Council

Page 41
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74% would attend an event

based around art and culture in a
regional town

62% would attend an arts and

culture event in Nowra

A further 28% might do so

(meaning 90% are open to the idea
in principal)

Source: Quantitative Survey

Q20 Would you attend an event based arcund art and culture in a regional town?
Base n=157

Q27 Would you go to an event if it was in Nowra? The event will reflect the local
people and culture Nowra has to offer, with an overall art and culture theme. In
combination with local businesses the aim to produce a unique event that brings
together the community and helps improve out of season visitation. The idea
would be a cultural event that is for ordinary people. Base n = 148

¢oalflmt |
City Council

MyTravel Research.com®

Consumer interest in the event as envisaged by stakeholders S
Broadly there is interest in the event, but most would like it to have a variety of elements. Interest is

§trongest locally but the majority of those from outside the region also say the idea could appeal. Interest

rises with age and is stronger among women (consistent with other research)

Additional elements the event should incorporate
besides those mentioned — most common themes

Food and wine 22%

|

12% said local food/produce/produce markets

Live music 14%

]

5% said local artists/musicians

Local goods/crafts/arts market 10%

Arts or artistic elements

Culture and History - 6%

.

Variety of different things

Other culture elements e.g.
writing, theatre

.

0% 5% 10% 15% 20% 25%

Source: Quantitative Survey
Q30 'Would there be anything else you would like to see the event incorporate 7 Base n = 86

Page 42
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Ppportunity

Perceptions of Nowra
/ (Quantitative Study)

m Great place = Average place = Basic place = Never been

Q21. What is your perception of Nowra? Base n = 150

Shoalhaven residents were at least as likely to think poorly
of Nowra as those elsewhere

fk City Council

MyTravel fesearch.com®

I’flowra’s reputation is both a challenge and an k

Perceptions of Nowra
(Semi-structured study)

‘Positive  Relaxed
‘Negative | Bogan
- Rouh
' Industrial area
~ Nocharacter
- Poor
Neutral/Unknown  “What does Nowra offer?”
' Haven'theardofit

NGO WWaEOVOUN

In contrast to the quantitative study, in the semi-structured study
people were far less likely to attend the event: only 14% said they
would definitely go and fully 42% said theye would not. This
difference is likely to be because the semi-structured interviews
were conducted live (i.e. with another person) whereas the
quantitative study was conducted online.

Page 43
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MyTravel fesearch.com®
ecuting the event — the practicalities E

ost happy to attend a winter event, slight preference for a one day
vent. Location should be driven by effectiveness/relevance to the event

Preferred locations in Nowra Preferred length of event in Nowra

41%
It was a winter event 83%

Whatever works best

' WaSJUSt the h day _ 91%
Spread out across the CBD - 15%
It was across two davs T789%
Don't care . 10%
0% 10% 20% 30% 40% 50% 0% 20% 40% 60% 80%  100%
Source: Quantitative Survey
Q28 If you were to attend an event in Nowra would you prefer the location to be? Base n = 147
City Council Q29 Would this event still interest you if Base n = 148 Page 44
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How do we engage people with the event to
optimise success?

Page 45
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Marketing - consumers k

] Marketing an event

Building your events’ profile takes time and effort. Get into the mindset of your visitors and think about what will entice them 1o come
along. Make sure you are ing with your local jon Centre, and also promote at entry points such as bus,
train and ferry ports — they can be an excellent way to catch day visitors, 100,

Before the event Estabiish your event - set up a domain name; set up your social media presence with Facebook and Twitier -
allowing you to develop a relationship with potential attendees and start a blog to excite and engage potential
attendees during the build up
Starn communicating - create a content roll-out plan to include exciting news announcements, images
from past events, competitions and incentives
Try 10 make posts and and the of Your event througn
your content, £o it really speaks 10 your target market
Re-tweet and re-post relevant news and events that relate to your event
Promote your onling in PR, and email
Cross-promate between your own website and social media sites
Cross-promate with participants’ online presence of venues' online presence

During the event Encourage visitors 1o ‘check-in" 1o your event with small rewards - it will increase your visibility online
Encourage visitors to share information about their experiences through their own social media
Stream parts of your event with live online video through your website
Share images of your event in real time

about ing bits of news and gossip reiated to the event

Make everything inclusive - not an exclusive club of those ‘in the know” - this is about everyone,
attendees and non-atlendees

After the event Blog about the highlights of your event
Ask event-goers for feedback and get them to post their favourite pictures
Keep your fanbase engaged in the build-up to the next event by tweeting updates and posting.
competitions on Facebook

Measure how successful social media was in spreading the word and review your marketing plan

For more information see the presentation Digital & Sccial Media for Event Organisers, available at www.visitscotland.org.

Source: Events, Festivals and Cultural Tourism in Scotland, Tourism Intelligence Scotland

FIGURE 12: SOURCES OF INFORMATION — FIRST HEARD ABOUT EVENT FIGURE 13: SOURCES OF INFORMATION - FOUND OUT MORE ABOUT EVENT

. P Source: DVS Events: Drivers of Regional Tourism, Tourism Research Australia, 2014
?h City Council & Page 46
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The Bunkers Festival

For the past two years local businesses in
Invemess have enthusiastically embraced the
Bunkers Festival, developed to add value

for visitors attending the Scottish Open Golf
Championship.

Highland Council Events Officer Gerry Reynolds
says: “We decided early on that we wanted
Inverness to be known to the Open visitors for
more than their golf experience at Castle Stuart;
and we saw this as a great opportunity to add to
our existing festivals programme. Our plan was
quite simple - get locals and performers into the
city centre and invite golfing visitors and nommal
tourists to join in the fun.
Hmmmemfm“e we ‘trapped’ visitors in
enter and put on per

in as many unusual places as possible. Local
businesses added to the party atmosphere by
laying on even more themed activities.

We successfully tumed our city centre into a fun
space for golf fans, tourists and locals, giving
everybody a chance to make new friends and
enjoy our culture, humour and hospitality.
Feedback from golf fans has been fantastic and
the European tour organisers were really pleased
to discover that our city offers a lot more than an

www.invernessfestivals.com

L

exceptional golf course and some wonderful hotels.”

MyTravel Research.com®

How event organisers and cultural providers
can engage with tourism businesses

Have a clear point of contact for tourism businesses - it will save
them time and effort trying to find the right person to talk to.

Have a web-based portal to communicate general information
and contact details — it's easy to access and also to update.

Create a toolkit for businesses with logos, images and
promotional wording that they can use about the event,
which will also keep your message consistent.

Provide details about how to access tickets for potential
packages. For example, accommodation providers might want to
offer a Dinner, Bed & Breakfast deal with tickets to your event.

Give reciprocal links to tourism businesses’ websites.

Offer advertising space for local businesses in your
marketing materials.

Create online adverts that can be used/integrated on tourism
businesses’

Work together with tourism businesses on your social media
platforms — link and cross-promote.

Consider teaming with attractions that are unrelated o your core
programme. For example, sporting events can team up with local
museums or galleries — visitors may want to experience a range
of activities.

If you can, provide some basic visitor information about the type
of people coming, what they will be looking for and where they
come from - it will help to guide tourism businesses in their
offers and service.

4 City Council Source: Events, Festivals and Cultural Tourism in Scotland, Tourism Intelligence Scotland

R
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About our quantitative survey participants h

2]
live outside the
female
Shoalhaven

live in Sydney &
surrounds
Good age range: at least a
from each age
cohort (<35, 35-55, 55+)

of non-residents

: have visited Nowra
tertiary educated

have done so

have at least a
more than once

bachelors degree

%m'f!ﬂwﬁ
City Council
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MyTravel Reses

Sources used by MTR in support of this project

.

Review of:

- It's On in New South Wales

- Websites for: A Day on the Green; Bathurst Winter Festival; Blue Mountains Winter Magic Festival, Coffs Harbour Busker Festival; Embrace
Life lllawarra; Glen Innes Celtic Festival; Love Lennox Festival; It's On! In NSW; Peak Festival; White Cliffs Music Festival

- Event evaluations:

-

-

SUPPORT FOR MAJOR EVENTS — SPONSORSHIP OF VIVID, SYDNEY 2017 TO 2019, City of Sydney
Have your Say Bathurst Regional Council, Bathurst Winter Festival
VIVID SYDNEY INJECTS $110 MILLION INTO NSW ECONOMY, www.vividsydney.com.au 9 Sept 2016

ESTIMATING THE ECONOMIC IMPACTS OF FESTIVALS AND EVENTS: A RESEARCH GUIDE, STCRC, CRC for Sustainable Tourism Pty Ltd,
2002

Academic Research:
- Database review of Journal of Travel Research

—  \Visitor attractions and events: Responding to seasonality Joanne Connell a, *, Stephen J. Page b, Denny Meyer ¢; a University of Exeter
Business School, UK, b School of Tourism, Bournemouth University, UK ¢ School of Health Sciences, Swinburne University of Technology,
Australia, Elsevier Open Source 2014

- Employment Impacts of Off-Peak Seasonal Tourism Development, Stephen C Morsel* and Eva M Smith2, 1Associate Professor, Hospitality
and Tourism Management, College of Business, Western Carolina University, Cullowhee, NC, USA, 2Associate Professor, Business
Organization and Leadership, Brevard College, Brevard, NC, USA, Business and Economics Journal, April 2015

Commercial/Destination Research on Regional Events

Other:

DVS Events: Drivers of Regional Tourism, Tourism Research Australia, 2014

Events, Festivals and Cultural Tourism in Scotland, Tourism Intelligence Scotland

ventsimpact.com | a collaboration between a number of different event organisations in the UK) including evaluation of the
Ha\,r on Wye Writers Festival

Strategic Regional Research — Australian Capital Territory: Major Blockbuster Events in the ACT, Tourism Research Australia and ACT,

2012
TNS Domesticate, 2010, 2011, 2013

- London and Partners, Global Events Research — 2012 and Beyond

6‘1 City Council
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MyTravel fesearch.com®
Sources used by the UTS students to support this Ly
research project

A Day on The Green 2017, About Us, viewed 2 November 2017, < https://www.adayonthegreen.com.au/about s>,
Baloglu, . & McCleary, K, 1999, ‘A Model of Destination Image Formation', Annals of Tourism Research, vol. 26, no. 4, pp, 868-857.

Beerli, A. & Martin, 1.D. 2004, ‘Factors influencing destination image’, Annals of Tourism Research, vol, 31, no. 3, pp. 657-681.

Bjelijac, Z., Panti¢, M. & Filipovic, M. 2013, ‘The role of event tourism strategy of Serbia in strategic planning’, SPATIUM international Review, vol. 30, no. 1, pp. 54-60,

Chalip, L. & Costa, C.A. 2005, ‘Sport Event Tourism and the Destination Brand: Towards a General Theory', Sport in Society, vol. 8, no.2, pp. 218-237.

Cox, C. & Wray, M, 2011, ‘Best Practice Marketing for Regional Tourism Destinations’, Journal of Travel and Tourism Marketing, vol. 28, no. 5, pp. 524-540,

Denys, V. & Mendes, J. 2014, ‘Consumption values and destination evaluation in destination decision making', Journal of Spatial and Organisation Dynamics, vol, 2, no. 1, pp. 4-
22,

Destination NSW, Travel to South Coast NSW region, Sydney, viewed 1 November 2017, < hittps:/
Snapshot-YE-Mar-17.pdf>

Ezeuduji, 1.0., November, K.L. & Haupt, C. 2016, ‘Tourist Profile and Destination Brand Perception: The Case of Cape Town, South Africa, AUDCE, vol. 12, no. 4, pp. 115-132.

Hall, C.M. 1989, ‘The Definition and Analysis of Hallmark Tourist Events’, GeoJournal, vol. 19, no. 3, pp. 263-268.

lJago, L, Chalip, L., Brown, G., Mules, T. & Ali, 5. 2003, ‘Building events into destination branding: insights from experts’, Event Management, vol. 8, no. 1, pp. 3-14.

Martin, H.5. & Rodriguez del Bosque, |.A. 2008, ‘Exploring the cognitive-affective nature of destination image and the role of psychological factors in its formation’, Tourism
Management, vol, 29, no. 2, pp. 263-277.

MyTravelResearch.com 2017, ‘Using Events to Drive Nowra's Revitalisation and Improve Out of Season Visitation: A Proposal for Research Consultancy’, proposal presented by
MyTravelResearch.com, Sydney,

Roberts, L.D. & Allen, P.J. 2015, ‘Exploring ethical issues associated with using online surveys in educational research’, Educational Research and Evaluation, vol. 21, no. 2, pp. 95-
108,

Shoalhaven Clt\J.r Council 2011, Nowra CBD Draft Urban Desugn Master Plan, viewed 2 November 2017,
<http en.nsw.gov.au/LepRegisterDocuments/T 51/UrbanDesign_C Informat
Shoalhaven C|t~,r Council 2014, Nowra CBD Revitalization Straregy, viewed 2 November 2017, < hit;
smith, S. & Costello, C. 2009, ‘Segmenting Visitors to a Culinary Event: Motivations, Travel Behaviour, and Expendltures Journal of Hospitality Marketing & Management, val.
18, no. 1, pp. 44-67,

Veal, AJ. 2011, Research Methods for Leisure & Tourism: A Practical Guide, 4" edn., Essex, England: Prentice Hall.

Voldnes, G., Grghaug, K. & Segn-Grundvag, G. 2014, ‘Conducting Qualitative Research in Russia: Challenges and Advice', Journal of East-West Business, vol. 20, no, 1, pp. 141-
161,

destinationnsw.com.au/wp-content/uploads/2014, /South-Coast-NSW

yDoc.aspx?record=D14/132462>,

/Displa
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MyTravel

Workshop Agenda, Pre-session Tasks and prompt
slides

haven

Council Page 54
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Agenda -18t" September

1700- Introduction

1710 Housekeeping and Context setting
1710- Discovery session 1:

1725 Vision for event

1720- Discovery session 2:

1740 Mowra Assets

1740- Prioritising the assets

1750

1750- Operationalising the assets 1- what
1815 events fit with this?

1815- Operationalising the assets 2 —
1830 building that up into an option
1830- Present and review plans

1845

1845- Pre-mortem — where could it go
1855 wrong?

1855- Wrap up/Review

1900

Carolyn Childs

Carolyn Childs

Carolyn Childs

Carolyn Childs

Carolyn Childs

Carolyn Childs

Carolyn Childs

Carolyn Childs

Carolyn Childs

Round table

Group discussion

Moderated
brainstorming

Moderated
brainstorming

Moderated
brainstorming
Team tasks
Group discussion

Envisioning exercise

Review
Summarise

Clearly understand what we are doing, rules
to ensure all views are covered

Create a ‘safe’ environment where views can
be shared respectfully

Agree a vision for the project/what success
will look like

Use the pre-work tasks to understand what
we have to offer

Create a short list of themes for a winter
event

Create a list of ideas for events under the key
themes

Break into 2-3 x-functional teams and put
some detail to the event

Present and review plans — amend any details

Unearth the pitfalls and ensure success for
key events

Confirm what worked about the process

CBD18.5 - Attachment 2
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MyTravel
Pre-session tasks - 1
s o Please help ensure the success of the session
T ’ = ‘ by completing a few simple questions.

Please bring these along to the session

Tell me 3 interesting facts about Nowra? (Top of mind — don’t look them up)

1.

What do you love about Nowra?

oalhaven

City Council

Page 56
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MyTravel ~om®
Pre-session tasks - 2 N
D e Please help ensure the success of the session
+ ' = ‘ by completing a few simple questions.

Please bring these along to the session

What are the best things about Nowra in winter?

If we launch a winter event and it is successful, what difference will it make to Nowra? What will make it
a success?

“ity Council Page 57
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Pre-session tasks - 3

If you knew the event couldn’t fail, what would your ideal event look like? Assume that the budgets as

we have them are in place

“ity Council

?hoal!lﬂml

MyTravel

Please help ensure the success of the session
by completing a few simple questions.
Please bring these along to the session

Page 58
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hat are we here to do?

4” City Council

MyTravel fesearch.com®

&

Page 59
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MyTravel Research.com®

What we are trying to achieve — where on the LS
decision hierarchy are we

Level of ownership

Level of involvement =

'"\‘ fhoaCr'ty Council Page 60
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fk City Council

MyTravel fesearch.com®

&

Your name?

Your connection to Nowra?

Page 61
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MyTravel

Success factors for the day

qhoﬂlw. »

This sesslon will NOT

worlke Lf..
.

Page 62
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MyTravel Research.com®

Success factors agreed in the workshop S

Key takeouts...

It is based on what we have
We want it to drive growth —
and inspire our community
with pride in what we have
We want something to
happen not just talk!

We own it because we
helped develop it

At the end, these were
revisited and confirmed to
have been covered

?h City Council Page 63
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MyTravel Research.com®

Discovery session 1: The vision thing S

Why would we even have an event?

What difference will it make to
Nowra?

Use the thoughts you had in the pre-work to agree what this event is for?
Think emotional as well as rational

fh City Council Page 64
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MyTravel Research.com®

Discovery session 2 LS

Truly successful events are grounded

in a truth of the place and what you
have to offer

Use the thoughts you had in the pre-work about Nowra — let’s compile a list of
what we have to work with

A ? City Council Source: www.pexels.com, Eric Bailey Page 65

A
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MyTravel

Prioritising the assets h

1. Do we see any common
themes?

2. Take a piece of paper and rank
your top 3 from the total list (15t
= most important)

3. Review and share
- 4. Agreealist ]
5 Option to play devil’s advocate ./

Create a short list of themes that we could bring to a
winter event
Don’t worry about the event yet, just the core

?‘oal('f.r{w Council theme

Page 66
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MyTravel Research.com®

What events fit with these themes? h

* Now itis time to think events!

* For each of our core themes, can

we think of an idea for an event
that would work in winter around

fh City Council Page 67
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MyTravel fesearch.com®

Building up the ideas into options S

’ H ?
What shth}e gL:cdlinCE- What’s the
Who's it for: USP?

Team session
Split into groups

Let’s put some thought behind it

One location/
multiple?
Which ones?

More info on When in
the theme | winter?

Why would local people
support it? Tickets/Price

' fkoaCity Council Page 68
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Present and review plans

fluaﬂm‘l |
City Council

MyTravel Research.com®

R

Present and review your ideas

Page 69
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MyTravel Research.com®

Pre-mortem — disaster review session A

Team session
The new event is launched and it’s a

disaster!!!!
You're called into a crisis meeting

What is the problem? What went wrong?

How did it happen? What should we have done differently?

A ? City Council Source: www.pexels.com, Eric Bailey Page 70
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Wrap up

fmal}me« |

City Council

MyTravel

Page 71
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Research.com

Questionnaire - Quantitative
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Regional

Mm&mumwﬁwmmmﬂ help us identify the potential for

areas. The about 10
MHMFO!IM mmmﬁ-vym.mumammn need to
write in your responses.

the “game of skill' question also has the
chance towina mmqwmdummumw
Information bocks and other Shoalhaven surprises.

The Goody Bag is worth approx. $100

Al replies are completely confidential,

Rescarch.com

Quantitative Questionnaire (1)

1. People have many difierent reasons wiy thay take a holiday. Which of these best describes your

attitude 1o hokidays overall? (Pick up to 3)
o e e nctieg

D = bty | s e 0 e & lecal

u Oversems

L] o

[ Hottays e atous revsting places lave:
[] Metcsays aom sous g e ings.
[] et

sheakd B 4 achveritur

(]
a

[] toome of these ave me

Wips mway from home)
Atleast orce & year
e et & e
More a0 § s year

Whenever | can

2. How ohen do you travel for lesure in a year ? smal sesright
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Quantitative Questionnaire (2)

3. Have you travelled to any of these regional areas (in the last 2 years) in NSW?
[] woara

[[] Barrst

[] potmacquane

[] wasomsa

[ ] canbera

| ] CenaiCoas

[ umier veey

[] dervs gay

[ ] tione ot the abave:

4. What you most ko golo the

6. What activites do you parscipate in when you are on holiday?
[ ] waser actwises ¢.g. beach, swimeming esc

[ ] namse

[ smesping

[] Amending events

[] Explore the destinason.
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Quantitative Questionnaire (3)

8. Inwhich of these age groups do you fall?
Under 18
1824
=
E2

554

5564
T4
75 o aver

Preter notso say

9. In which of the lollowing locations do you currently live?

Sydiney and sumunds Quesnsiand
South casat regonsl NEW victeria,
Hioeth ax Central Coast Rreghonal NSW Westem Ausvala
Irkand Regional NSW Souh Auspaha
et Tasmarsa
W Ot

10. How long have you lived in Australia?
Bormhere 10 yeurs
More than 20 years Less than § years
1020 years Dont know

11 What is of education y
Auniversy degree o highes T equivabent of yeas 10
An dvanced certiicate of dipioma course af & TAFE o Ot
ot cobege

Don know

Aasic cerafente course o 8 TAFE e efer coleg
The equivalent of year 12

Rescarch.cam

12 What

Shre house with ren relsted persons.
Live with my parerss

Couphe o chidren

Famiy. yourg children [ehdest under 1 Jvears)
Farmiy, clder chikdren sged 14+ 8 lsast some living & home|
Emgty nesters, childeen have mowed sl
Oer
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Quantitative Questionnaire (4)

13. What sort of event clements would mothvate of interest you (Pick as mary as you want)
(] wsching bve crais artass
| Focd snawine

|| Local procuce manket
1] e musse

[ Cutture ana tustory

1] Ao mnd crams

|| s aeavivestices

|| competiton

] Avimats aret rsture:

|| ooer (pinme specity)

[ |

14.Wh of ot ke (Pick as marry as you want)
1] wasching ive grana anisss.
| ] Foed ana wine

] e mussic

] Cuure ana history
] et st craits.

|| competon

[ Avimats aned rsture:
] o (ol spaty)

[ I

15. What would make it something you would ga to?

h.cam

16 How [r would you be willing 10 fravel for an event?

Less than an hour It depends on the evert
One 10 v hows. ikt traved for an event
More s boed Fours.

17. Wha do you narmally aftend events with

siane Farmer
Fardy with yourey bids. Ofer
Fiends. Depencs on the event

18. Were you aware of any of these regional events in NSW?
[ nin and €nocolme tesival Snostheen

|| Denry Une Musier Deniasn

|| matnurst werter tessn

] Parkes Ehs Fessal

|| urawere of a8 above everss

19. Level of interest

Level of intevest

20. Would you aBiend an event based around an and culure in a regonal town?
Ves
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¢‘° City Council

Quantitative Questionnaire (5)

25. What were the main reasons lof choosing the Shoalhaven region?

Nowra Awareness
[ reat place tor a ey vacation
[] st tamty

Shoalhaven region [] Great deas on accommodation

21, Have you visited the Shoalhaven region?

[ ] Commramns son e
[] variety of ings 10 see.
[ Spens tene with my parser

WS +Bor & diy Wrip Of VSR anly Hot applicabie. et in the Shoahsven
[] hotendt a specitic evert
Ves-toe an cvemight g et uisited
[] vasit & specitc amvaction
Vs~ tor both thy and vermight Hips
[ ] Experence nature
22. Have you visited Nowra? [] weser s o acvies:
Yes once | compeg
S— [ ] vasit Museum or historicsd places
Been 1o sunmoundrg suburtss [] see anexnivascn
roever [ wnery towr
] gar
23, What was your overall perception of Nowra? [ vesit ienas

Greal place [ ] roct sppiicatie, Puven been
Avernge place ] omer ihesme specay)
Noever bren
26, How would you describe your travel party when you have been to B Shoalhaven region? (Pick as
24. Please select which of the following you have visited in th Regian, only select many apply 1o you)
those places you actually stopped at. [ mone
[] rosen || kangarc viakey [] panner
|| snosinaven Heads || Germngeny [] mesatves
[ umstunn [] st Geoges Bain [ ] Feienes
[ i [ ] derasay [] Business asscciases
] Huskisson ] Hon appicatie. haven been [ Schodtiunl group

h.com
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Quantitative Questionnaire (6)

27. Would you go o an event if it was in Nowra?

The event will reflect the local people and culture Nowra has to offer. with an overadl art and culture
theme. In combnation with local businesses the aim 1o produce a unique event that brings together the.
community and helps improve oul of season visitation. The idea would be a cultural event that is for
ordinary people.

Ve

o

Mayoe

28. i you were 10 altend an event in Nowra would you prefer the location 1o be?
i ome ea
Soread oul across the CBD
Cion't care

Whatewer veorks best

29, Would this event still inerest you it

s L

Bt across tan days
s just B e

30. Would there be anything else you 1o see the event 2

Game of Skill

1 you would like to be considered for the ‘Game of Skill' Prize Draw to win an Shoalhaven
Goody Bag. please answer the following question.

31 The Movwra Bridge joind the main area of Newra 1o Noth Nowra and Bomadenry, laking you over
which watenway?

Ciyoe River

32. 1 you do win the prise how can we contact you ?

[ |
| |
| |
| |

harme
Telephone
Emad
Adress

Thank you for completing our Regional Events Questionnaire!

Research.com
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Research.com

Semi Structured Questionnaire
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Semi-structured questionnaire questions

1. Understanding participants travel behaviours

. How often do you travel?

. Have you travelled to any regional places in NSW and why?
J What was the experience like?

’ What influences you to travel

. Who do you travel with?

. What makes travel enjoyable?

. Are you the travel organiser?

J What activities do you like doing?

2. Understanding their perceptions of the Shoalhaven Region and Nowra
. What is your perception of the Shoalhaven?

J Have you travelled to the Shoalhaven?

. Why do you have this perception?

. What is your perception of Nowra?

. Why do you have this perception?

3. Understanding willingness to attend the proposed event

J The Shoalhaven is looking at creating an event in Nowra based around arts and culture reflecting the local people of the region, would

you attend?
. Why or why not?

4. Understanding their motivations to travelling to Nowra for a winter event

. What aspects of an event would drive you to go to an event in Nowra?
. Does the event proposed sound good?
. What makes you attend events?

MyTravel *

&

Page 80
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Research.com
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