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U dextinadtin, ol haven

SOUTH COAST - NSW

#unspoilt

Wine and Whales

Winter/Spring 2021
Campaign Plan

TA21.23 - Attachment 1



fkoa'City Council Shoalhaven Tourism Advisory Group — Monday 19 July 2021

Page 3

Shoalhaven

+  2hoursfrom Sydney and Canberra

+ 49 townsand vilagesincluding JervisBay, Mollymook, Berry and
Kangaroo Vdalley

+  Building offseason visitation May — Novemberis a key priority for
marketing campaigns

* Product development for off-season experiences
* Post Bushfire and COVID recovery focus

+  Award-winning 100 Beach Challenge campaign in summer for dispersal

3.7 million

Visitors*

*Shoahavenand Jervis Bay Monitor
Tourism Research Australia YID December 2019

TA21.23 - Attachment 1
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Building off-season

+ Past cooperative campaigns hav e grown off-season considerably —
43% growth on three years

+ Unspoilt South Coast campaign was one of the most successful
Destination NSW RV EF campaign partnerships 2014 -2019

+  Shoalhavencampaignsin winter focus around food, wine and
adv enture.

Percentage of Annual . Percentage of Annual
Domestic Overnight Visitor Nights  Domestic Overnight Visitor Nights
2015 2018
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SOUTH COAST - NSW SOUTH COAST - NSW

REREEFEEE

Tourism Research Australia, National andInfernational Visitor Survey 2015-2018

Shoallaven
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Promotional Pillars

Nature &
Aquatic Adventure

Coastal & Food & Wine
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fkoa'o'ty Council Shoalhaven Tourism Advisory Group — Monday 19 July 2021
Page 6

Our Brand Identity

BRAND ESSENCE
Many Experiences, One Destination.

CORE VALUES

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

PERSONALITY
it i e S Many experiences.

EMOTIONAL BENEFITS One Destination.

More ‘Me' Time, HnlldlyAm\oq:hm-, N[uemﬁsl-:tuyd;hg,
Close to Nature, Health 8 Well-being, Lifestyle Balance, Connectedness,
Ad I &M Caticf

RATIONAL BENEFITS

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

SERVICE ATTRIBUTES

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

Shoalhaven
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2020/21 Campaigns

Spring

Summer

Autumn

Winter

<

Wine + Whales
100 Beach Challenge

100 Beach Challenge
Visifor Guide
Business Events

%

Wine & Whales
Adventure
Business Events
Aboriginal Experiences

Wine & Whales
Business Events
Aboriginal Experiences

Spend Here This Year & Localhood

Food and Chefs

Shoallaven
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Campaign Background

«  Wine and Whales campaign was dev eloped as a 2020 campaign and was
recov eredwell but cut short by COVID

+ Food & Wine and Coastal & Aquatic and Nature & Adventure are key pillars aligning
with DNSW and Tourism Australia campaigns

+ Connectswith DNSW Food and Wine Tourism Strategy and Action Plan and will assist
the recov ery foward the 2030 Visitor Economy Strategy goals for New South Wales
by targeting both ov ernight and day trip visitors, and bringing more jobs to the
region.

+ Food and wine campaigns haverun ov erwinter as successful famil programs — fine
dining and paddock to plate focus as well as partnership with Slow Food in creation
of the Local Producer Guide

* Asindividudlpillars wine, whales and food hav e been successful but togetherthey
offer a very strong off-season offering for the Shoalhaven

Shoallaven
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SWOT

Strengths Weakness

Bookable product Lacking brand awareness in
Award-winning wineries specificexperience pillars

Operatorengagement Operatorcohesion

Link ins with DNSW, TA Cold/wet weather
High yielding products Staffing and rental shortages
Luxury accommodation avails

Opporiumhes Threats
Off-peak av ailability « COVIDresurgence
* heightened domestic travel Operator fatigue
*+  Growing VFR market Warm competitors — QLD
*  New marketsintrastate Locals with tourism fatigue
* Desire to escape cities *»  Operatorclosures
* Lack of Internationaltravellers

L]

-

TA21.23 - Attachment 1
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Campaign Rationale

+  Whale watching is a key feature of the South Coast's Winter offering with Whale
experiences from May — November offered, many high vielding and bookable.

« The Shoalhaven wine region has more than just wine, being identified as ‘new’
and interesting wine region for consumers, with a depth of product across wine,
dining and interesting on estate experiences like High Tea and winery fours

+  Wine and Whales were included in Unspoilt 2019 promotion as a product sector,
therefore DNSW pages are updated and there is some awareness of the product
and expertiences.

+  Whales package well with wine, food and weliness other key winter pillars, fitting
in with our high level objectives of increasing off-season visitation.

+ Collateral and campaign awareness created in 2020 so ready to go with great
assefs and content such as brochures, video and campaign identity.

- Wine and Whales is an aftfractive destination driver for visitors fo the Shoalhaven,
supporting over 2,000 other products across supporting experiences and
accommodation.

Shoallaven

TA21.23 - Attachment 1



6koa'City Council

Shoalhaven Tourism Advisory Group — Monday 19 July 2021

Page 11

Campaign Pillars

Nature & Outdoors Food & Wine
WHALES WINE

Cosy Restaurants & Breweries &
Nature Stays Local Produce Distilleries

Aboriginal Cultural Experiences

TA21.23 - Attachment 1
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Look & Feel

Visual identity

WINE &

Google display ads

Shoathaven
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Look & Feel

GOURMEEY

'WINE & WHALES

Shoalluasien

Full page ad look Gourmet Traveller solus EDM

Shoathaven
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Assefts

“'-. oy

2 X brochur

es (20,000)

Landing page
Shoalhaven.com/wine-whales

Shoallaven
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Assefts
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Map from Whale DL brochure

SHOALHAVEN SICNATURE WINES
Check them off 3 you taste tharm!

Shwoalluaven

SOUTH COAST « NSW

Shoallaven

Varrama [slale Salirs Evtate Lyrecbird Ead
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Chardomay

MANY WINERIES - ONE DESTINATION

Covers from Wine DL brochure

Shoallaven
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Broad Objectives

Industry / Brand

Driv e brand awareness of Driv e off-season visitation
Shoalhavenwinery and whale
watching product / industries

Inspire collaboration of products Spend more, stay longer in region
and experiences

Promotion of bookable product Attract a sustainable,
environmental visitor

Upsell experiences in region Encourageitineraries and trails

Lift profile and cohesion within Inspire repeat visitation
local industry

TA21.23 - Attachment 1



fhoa'City Council

Shoalhaven Tourism Advisory Group — Monday 19 July 2021

Page 17

Target Markets

GenlZ Social media Insta+ Tk tok
Under 30 Website
PR - blogs + Youth Mags
Outdoor
GenY Social Media-Insta + FB
Under 45 Website
PR - Blogs
Cutdoor
1\
VFR Local Radio
All ages including Gen X + Baby Brochures
Boomers PR - Locadl
1\%
Families Facebook
Syd/Canberra/regional NSW Website
PR - traditional v, papers
Outdoor
v

Target market weighting:

Gen !/

Wine and whales is the perfect holiday
combination in the Shoalhaven. Meet the maker at
cellar doors year-round, and whale spot along the
‘humpback highway' fromMay to November.
Explore the magic of wine and whales in the
Shodlhaveninwinter and spring. Enjoy an escape
with nine cellar doors and a front seat to the
humpback highway. Download our wine and
whales guides and make your wish list today!
Explore your own backyard with the magic of wine
and whales this winter. Invite the whole family to
stay and play with wine and whales today.

Escape fo wide open spaces with family-friendly
wineries and whale watching cruises. Join our
'sealy’ friends and ‘whaley' big humpbacks with
the friendliest locals at seal

Families

Shoallaven

TA21.23 - Attachment 1
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Timeline

Chomel oy L iy Liugser oot

digital / social ads

publicity pitching X X X

publicity famils X X

Influencers X X X
print/ blog advertising X X X X
regional TV X X X X
high impact outdoor X X X

EDM —industry + visitor X X X X X X

DNSW Amplification

TA21.23 - Attachment 1
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Key Actions

Update web/landing pages on shoalhaven.com

Publicity famils with media

Publicity pitching for stories outside of famils

Operatorand Industry Engagement

Influencer instameet and famils

Distribute 5,000 wine and whales brochures / new print run
Adyvertising and paid editorial bookings x 2

Update /deploy existing ads for social and sedarch

High impact outdoor adv ertising - Sydney, Canberra
Regional TV — South Coast, Canberra, regional NSW
Owned channel promotion — organic social, visitor and operator EDMs
Industry briefing at networking night

TA21.23 - Attachment 1
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Conversion Funnel

I S T

Awareness Achievereach and Publicity partners
engagement targets Outdoor
1A%
Consideration Driv e visits to site Social
Increase time on site Display andretargeting
Email
Advertising / paid editorial
Conv ersion Driv e leads to industry Social
Driv e downloads of Search
brochure website

TA21.23 - Attachment 1
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Conversion goals

Leads fo industry
Download or Via ATDW listings

request a brochure

explore

find your perfect experience ,

SEARCH
List View 3= Map View G
Showing 1-15 Of 17 Results . y Bawley Vale Estate
Exwwiery Vade Etate, & 8 100 acné property stuated three
Whales 3 ilormertres east of beautiful Baradry Point Beach It has

plantings of 100 i trogs, oves
° Aded 1o my trip a“""““

Coolangatta Estate Winery

Coclangatta ESate grapes ré Grown on the $opes of Mount
Cockangatta and hin won 150 traphies and dver 1700 wing
awards at regional, national and

@ ot Fcomreo

Cupitt's Winery Tour And Tasting
Experience

CURIEES I5 @ Winery, restaurant. micro- brawery, fromagerie
and cellar door on the NSW South Coass between Milton and
WUliaciulla. They wonsld ik you 1o

° el oy trip

Cupitt's Estate

CUBIEEs WINery 15 3 South Coast food. wine, beer and chiese
eaperience comprsed of & Bamily run Boutigue Winery, Cellar
Dioor, Ressuarant, Bar, MIcrobreswery and

° el vo my trip

NB: Tracked via shoalhaven.com CMS and Google Analytics goals

Shoathaven
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Channel Goals

Strong brand recognition of Whale 6 million reach Advertising, TV, Outdoor
waftching and wine industry

10 x high level wine, whale or food-based 7 million reach Publicity, partnerships

famils, 3 local media articles

Social, search and digital media marketing 2 million Reach Google, social, Social media,
80K engagement

Shoalhaven.com pageviews 700K engagement Website

Increased fime on site

Unigue visits to wine-whales landing page 20K engagement W ebsite, adverfising
leads to industry via listings 10K
Brochures distributed, downloaded and 8K engagement Brochures, partnerships
posted
1 xinstameet or 10 xinfluencer posts 400K engagement Publicity, Social Media
CPC under§$1 N/A ROI Social and Digital Media,
website

Owned audience — EDM, organic social, 1 million Engagement Social, websites, listings
partner channels
Total 16 million reach

1.48 million engagement

Shoallaven
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Considerations

+  Aboriginal cultural experiences included in all famils with journalists

+ Inclusive Tourism arficle featuring accessible whale watching cruises and
wineries as thereis great product available (Have Wheelchair Will Trav el)

+  Wine and Whales spread to featurein 2021/2 Visitor guide — 80,000 copies
and 20,000 downloads

TA21.23 - Attachment 1
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Productinclusions

my shoalhaven

shoalhaven.com — via ATDW

trip
Thére b 50 MUCH B3 206 and do, 30 many Places 1o 8t and stay that we nive addaed 3 diys 10 your tip. You can add
PI’OdUCTS on COmpO|gn Doge riane of fill thenm up wWith aZEhites ama e you are simply ennail a link for this expenience o

yourself or a frignd.

« Bookable:

12 wineries + tours

6 whale expetiences
« Destination:

4 lookouts

save < Share o3 Print ° Acd anather day

VIEW ITINERARY VIEW MAP

Day one: Arrival @ St the start date for your trip
Supporting product on site S
« 1,270 bookable places to stay Ul 7 o i e =
- 208 places to eat
« 435 things to do/play

Deolphin Watch Crsses Jervis Bay

T, 441830 53 crusesGdolphinwatchcomau B & =3
« JO+ events ] venebsne
. .y - Jurvis Bay Brewing Co.
shoalhaven.com/my-irip itinerary builder R o5 I commsateemracs i ® *

5 wismwebsne

Will bring these products together in a
Share-able, customisable way to promote
3 days stay

Quast Howra

U, «n9300

[ QUESINONTIEqUSIADATEMIENES COM au
] wisnwebsae

i

v

Day two.

Shoallaven
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Publicity & Famil Targets

9Honey Lifehacker

Australian Financial Review - Life and Leisure Marie Claire

Australian Geographic Pedestrian

Australian Traveller Punkee

AWOL Selector Magazine

Broadsheet Sitchu

Concrete Playground SMH - Good Weekend

Ddaily Telegraph - Stellar SMH - Sunday Life

Delicious Sue White - Freelance (SMH, The Age, Aus Geo, Vogue,
Eat Drink Play efc.)

Elle Australia The Australian

Escape - Digital The Latch

Escape - Print Urban List

Good Food The Weekend Australian
Gourmet Traveller The West Australian

Gourmet Traveller WINE Thrillist

GQ Traveller

Guardian Vacations and Travel Magazine
John Rosenthall - Freelance Vogue

Junkee Wine Enfthusiast Magazine
LadBible Australian Women's Weekly Food

Shoallaven

TA21.23 - Attachment 1
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Ad & Paid Editorial Targets

2020 Advertisers & 2021 Advertisers &
Editorial Partnerships: Editorial Partnership Targets:
+  Gourmet Traveller - - Delicious
Solus EDM + Concrete Playground
FPC & editorial mention Sept issue - Urban List
«  SMH Good Weekend
- Broadsheet partnership - + Daily Tele Escape print
(September) « News Corp digital partnership

Whale editorial
Wine editorial

||||||

. S - TRAVEL -
Shasen S G =

A Whale-Inspired Trip Along the “Humpback Highway™ A Guide to Wineries Along the Shoalhaven Coast
Ay s . .

 draw theusands of visitons i the sosth casiern coast of New South Wales - bt you

Shoathaven
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Social & Search

Visit Shoalhaven

Published by Samantha Purple-Effect @ - Auqust 12, 2020 - @
‘Wine and whales await in the Shoalhaven. Meet the maker at cellar doors and whale watch along
the "humpback highway'.

Shoalbureen
Bubsisba by Samanth Purpie- Bect . Aot 11, 300
Wore and whales at cellar doOrs along
the Fumpback highway'.

Urnwind with wine and
whales

Learn More ‘Whales

SOUTH COAST - NSW

00 23

o Like ) Commant

Facebook & Instagram
Single image &
Carousel ads

O AN COM
Unwind with Wine & Whales Leain Mors.
Wit D00 beautfl Baachat the Shoalhanen o one of Australa's ading cos

00 A Comments T Sharet

Wine & Whales Await You | In The
Shoalhaven This Spring | Cosy Stays, Great...
www.shoalhaven.com/Wine-And-Whales
Meet The Maker At Cellar Doors & Whale
Spot Along The 'Humpback Highway'. 2
Hours From Sydney & Canberra, Where The
Whale Migration Kisses The Coastline.

Unwind With Wine & Whales | In The
Shoalhaven This Spring | 2 Hours From...
www.shoalhaven.com/Wine-and-whales
Unwind With A Weekend Of Wine & Whales,
Just 2 Hours Out Of Sydney & Canberra.
Meet The Maker At Cellar Doors And Whale
Spot Along The ‘Humpback Highway'. Take ...

Google search
NB: Worked with contracto
use of whales and alcohols

r fo ensure
s within

guidelines in 2020 this will be further

reviewed.

Shoathaven
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TV and Outdoor Options

Regional TV options:

+ Tokyo Olympics placements on Prime 7
+  Packages on WIN and Nine

Placement options:

«  South Coast

+  Canbera

« Regional NSW

Outdoor High Impact Options: -
« Torch Media : "

Light Rail — Sydney or Canberra

Ferries Manly to Sydney Sydney Light Rail
TrCIinS C] nd Tl’Oiﬂ STGTiOnS A NEW WAY TO TRAVEL IN SYDMNEY
«  Ooh Medial
Offices
Street furniture
Cafe
NB: Quotes have been obtained for discussion — é mliae. st i, e

scalable pending DNSW amplification via grant

TA21.23 - Attachment 1
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Key Stakeholders

* Shoalhaven Tourism Advisory Group

+ Shoalhaven Wine Coast operators

+ Local whale watching operators — Dolphin Watch, Jervis Bay
Wild, Dive Jervis Bay

* Destination NSW

* Destination Sydney Surrounds South

* Grand Pacific Drive

* Tourism Australia

+ Aboriginal Advisory Group

+  Wild About Whales

« NPWS

TA21.23 - Attachment 1
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Budget

Print collateral and video production $5K
Publicity Famils + Agency $20K
Digital and Social media adv ertising $15K
Advertising - blog / Magazine $20K
Influencer Activity $15K
Regional TV adv ertising — South Coast, Canberra, $20K
Regional NSW

Outdoor Advertising $30K
TOTAL $125K

TA21.23 - Attachment 1
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Previous Food and Wine Promotion

Audience: 578,000
hitp:f fwww delicious. com oufeat-out/galientop-10-foodie-hot-spots-bemy/ 5815 Zallg WHERE TO FIND THE BEST KITCHEN - I [ \| In
GARDENS ON THE NSW SOUTH COAST IRAVEL

HI GHLI G H TS

THE TOP 10 FOODIE HOT SPOTS IN BERRY

.ﬂrMmsﬁtg

& VR

A food lover's luxury weekend in

SHOALHAVEN

WINE

‘ :u 114& Best
'.'J lar Doors

TA21.23 - Attachment 1
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Previous Whale Promotion

7 Dt ol anmisl Iagration g ] s 9 4438
CRasE. M FumpEaCk wh vk Jaren By You can

Whaleof a time

Fen being watched, | can feel it. I¢'s Ram on another big.
sky day in the Shoalhaven rrgion and Pve just dlid into
the drink & the northern reach of Jervis Bay. There's
moshing bat endless blue all around, and beneash me the
deepest hue of navy.

Sunday Examiner

Sunday 12/07/2020
Page »®
Secton Ganaeal News

3 Launcesion, AU
Crodator: 16065
Type: Fegaral
Size #1300 sg.oms

PP et ey the baclkod she bt Fsse
e em e b s s of e ket
P —
ki lticaty o dem - ek

-
orn i it Voo M s e the
wipper shais
Wi s il ippee, | o
vy ok s pogges v arap i, ther
it 12 bt ke i the whaivs g
e bk, . the i ol e bLien

suinle g apsbes o dory e v
et bt s el s ety

[ T -

A e peritn By, e s £ water.
wheraves we spos whades nearky. Hoswevs.
P O Iy ey -

caprionr s e s ssvatmrs phey asl
M W are g 3 on o Wdes from D

Earough, s catch 8 Busk of thes et 13
ey pasa by

I Bt abrmce,
Huskisocss, & bt
oo huab o hevvin . b st pra.
e v & s o e sy bl
Busimrses specs a1 i o b
e ———

i - Deeply personal Jervis Bay jaunt

the buy during theis annual migration up and down the
east coast of Ausralia.

on their

g o

bay. “They're abio heee from Auguit ts November. The

gaaﬂwwﬁmaz

W, Woade o ot
2 i

18 Baachiste sy b Raeashy

The Albar: A Smariky Sydomy oy 14 For &

TRAVEL

UnS

SOUTH

s WIS NSW
‘;-i TSN by  Jared Poiock 171 Jene 12 @

VISITNEW CCIMSOUTH-COAST

The unapoilt South Coaat

Shoalaven

Meel Shoalhaven's seally Mends! Spot whales, colohing. seals 300 more

i

Luarm More
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Research - further detail

Shoalhaven & JBT Tourism Monitor

ERVIEW FOR THE YEAR ENDING DECEMBER 2020

[ TOTAL VISITORS: 2.92 million ] [ TOTAL NIGHTS: 5.29 million ] [ TOTAL SPEND: $878m ]

21% down year-on-year 16% dOWN year-Ghmyear $124m down year-on-year

Total Visitors Total Nights Total Spend

Estimated 2020 i visitor i ass with Covid/Fires: Based on the assumptions in the following pages, as a result of the Bushfires and Covid, gross visitor
expenditure was $216 million lower in 2020 than it would have been without these events. Ifit k assumed that each $1m in vsitor spend supports 5.1 full fime equivalent (FTE) jobs, this means
arcund 1,100 FIE jobs nomally supported by visttor expenditure have been 'lost” until such a time until toursm increases fo pre-Covid levels.

+ 1.65 million;
+ 10.1% down on year ending December 2019"

DOMESTIC OVERNIGHT VISITORS

, N - 5.21million;
LEUSENEARLEIEE] 2% down on year ending December 2019°

+ 1.26 million;

diEEEI RS 30.7% down on year ending December 2019°

+ Assumed 12,100; approx 80% down on year ending December 2019

INTERNATIONAL OVERNIGHT VISITORS el t page for estimation assumpions,

+ Assumed 86,000; approx 80% down on year ending December 2015
+ See rel it page for ptions.

INTERNATIOMNAL VISITOR NIGHTS

e b the ¥ P poge of the montor regarding the statatcal sgnificance of tha change

TA21.23 - Attachment 1
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Research - further detail

Shoalhaven & JBT Tourism Monitor

OVERVIEW FOR THE YEAR ENDING DECEMBER 2019
| TOTAL VISITORS: 3.71 million ] [ TOTAL NIGHTS: 6.30 million ] [ TOTAL SPEND: $1.002b* I
NEW RECORD

NEW RECORD NEW RECORD
12.1% UP year-on-year 15.4% UP year-on-year $139m UP year-on-year

+ 1.84 million - NEW RECORD
DOMESTIC OVERNIGHT VISITORS * 14.7% up on 2018 NEW RECORD .
* Statistically significant change.

 5.86 million - EQUAL REGORD
O A L LIl - 14.3% higher than 2018 EQUAL RECORD .
+ Statistically significant change when relaxed test used.
- 1.81 million - NEW RECORD
NNV NGVEN WSl - 9.8% higher than 2018 NEW RECORD .

« Mot a statistically significant change.

» 61,600
INTERNATIONAL OVERNIGHT VISITORS + 2.8% up on 2018 .
* Not a statistically significant change

+ 425,000
INTERNATIONAL VISITOR NIGHTS * 32.6% up on 2018 NEW RECORD
+ Not a statistically significant change.

*CAUTION; This estimate & modelled. See last page for more infarmation,

Shoallaven
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Tourism Research Australia

Eat / Out Dine at a restaurant
- Activity popularity almost doubledin 10 years

*Activity x Trav el Party Mixer / 10 year analysis — Shoalhaven

— o o 0
— =3 SELF DRIVE OVERNIGHT HOLIDAY/LEISURE TRIPS; ORIGIN = SYDNEY
s g : p ANY DESTINATION
Business associates travelling together - with spouse 5000 & 0
Business associotes fravelling together - without spouse 4,595

Family group - parents and children

Friends or relatives fravelling together - with childnen
Friends or relafives trovelling fogether - without children
Mon-schoel sperting graup, ity group or club
Other

Schoglfurifcollege group (incl if sporting)

[fotal 1

Travelling clone g

g

ACTIVITY (Seroll down for more) = [
Attend an crgonised sporting event A

Attend festivals / foirs or culfural events

Attend movies/cinemna

Attend theatre, concerts or other performing arts
Birdwatching (2019 onward]

Bushwalking / roinforest walks

Charfer boat [ cruite / femy

Cycing 2000 20m 2012 20013 2014 20015 2014 2007 2018 2009
| Eat out / dine of o restourant andlor cate . mmmiotal - lneartrend - Exponential trend
CAUTIONS © <

1. Al dato & changes between data ponks ane subject lo sample emor. Apply paricular coufion fo smaler estimates. Sample smor and dofwcal sgnificance of change thould be calculaled before making any decaions based on fhis data
2. Daba shaukd riot be Lsed in the puble domain without ehacking with Pater Valers
3. In 2017 the sample of the Nafional Vistor Survey moved tnom 50750 landline/mobile fo 100% mobile. Apply odditional coution when comparning 2017 with sarier yean.

SOURCE: Toursmn Reseorch Auarala (TRA] Motional Visitor Survey 2014-201%: UngubBihed dota exirocted vnder koence ond complied by Peter Volerio, Copyweile remaing with TRA,
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Tourism Research Australia

Go dolphin or whale watching
- Erratic in popularity

*Activity x Trav el Party Mixer / 10 year analysis —Shoalhav en

= 'y
—_— == SELF DRIVE OVERNIGHT HOLIDAY/LEISURE TRIPS; ORIGIN = SYDNEY
= - ANY DESTINATION
Busingss asociotes fravelling fogether - with spouse 100 0
| Business asociates fraveling fogefher - without spouse
! Family group - parents and children
Friends of relafives travelling together - with children
Friends of relafives fravelling together - without children
Man-school sperfing g ity group or chit
Other
schooliunifcollege group fincl if sporfing)
[Total ||
Traveling alons 2
g
ACTIVITY (Serall down for more) = % .
Go on guided foun of excursions ~
Go thepping for pleasure
Go fo markets
Go fo the beach
| Go whals or dolphin walching
Golt
Mavids/videos
Picnics or BBGs 2010 2011 2012 2013 2014 2015 2016 2007 2018 2019
Play other spors . — ot linear trend s Exponential trend
CAUTIONS ¢

1. Al data & changes between data points ore subject fo somple emor. Appdy parficular cavtion bo smaller estimates. Somple eror ond statiscal sgrficonce of change should be colculated belore making ary decisions based on this data,
2. Data should not be wsed in the public domain without checking with Peler Violeric
3. In 2017 the 1orrele of the Nakonal Vistor Survey moved freem ok o 100% rabie. Aoply cavton whin comparnng 2015 with earker pecrn.

SOURCE: Toursrn Research Ausdrabio [TRA] Nabonal Vistor Survey 2014-201 5: Unpublshed doto extrocied under kzence and compsled by Peber Valero. Copywrite remains with TRA.
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Tourism Research Australia

Visit Winery
- Activity popularity aimost doubled in 10 years

*Activity x Trav el Party Mixer / 10 year analysis —Shoalhav en

o O 0

SELF DRIVE OVERNIGHT HOLIDAY/LEISURE TRIPS; ORIGIN = SYDNEY

} ; ) ; ANY DESTINATION
Business cusociates travelling fogether - with spouse 4000 Q

TRAVEL PARTY = %

Adult couple

Business ausockates travelling fogether - without spouse 830
Farnily group - porents and children 510 et
[Friend of nelatives traveling together - with childnen 500 et EP

Friends of nelatives travelling together - without children Fres 447

" haol sporting of ity group of chib

- 400
Schoelfuni/college group (incl if sporfing]

|w | e
Traveliing clone |

0 C B — e

Tripe (000}

ACTIVITY (Scroll down for more) = %
Visit friends & relotives &
Visit hishory / heritoge buildings. sites or menuments
Wisit industrigl tourist ottroctions / mines / brewernies [brew...

Visit museums or art golleras
isit nationol parks / state porks
Wisit the reet

Visit wildlife porks [ 2005 [ Oguanums
[ visit wineries ] 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

Water activities / sports

- mmmfotgl - lneartrend oo Exponential frend
O O
c

AUTIONS
1. All data & changes between data points are subject fo sampie emor. Apply parficulor coution to smaler estimates. Sampde emor and stafsical significance of change should be calcuialed before maiing any decisions bosed on this data

2. Deta shevld rel be vied n e puble domain withau! checking wih Palar Valers
3. In 2017 the somple of the National Visiior Survey moved from 50/50 londiine /mobile fo 100% mobile. Apply addifional coution when comparing 2019 with eariier yeor.

SOURCE: Tourism Ressarch Ausbrabo (TRA] Mafional Visilor Survey 2014-201%; Unpublhed doto exdrocied under Ecence and compded by Peter Vialero, Copywrile remaing with TRA.
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Wine Research - Gap Analysis

Fast Facts: Shoalhaven Coast Wine Region

Social media sentiment 94% 6% Instagram 955 K
Based on analysis of the Positive Negative ~ Most Sosialtacal
social media social media influential ocial Media

Reach

ine region . :
wine regio sentiment sentiment platform

Most Negative online
media sentiment at
41.1% (18.5%
positive)

Most Positive online
media sentiment at
87.9% (0% negative)

Online media sentiment
Based on analysis of the
wine region
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Wine Research - Gap Analysis

Summary of development priorities for
Shoalhaven Coast Wine Region

* Enrich the experience offering of the region to profile the wine
tourism experience, especially to appeal to low and shoulder
season travellers

* Create signature wine tourism experiences that capture the
competitive advantage of the wine region as being located on the
coast — link to aquatic and coastal theme promoted to
international markets by Tourism Australia

Shoalhaven Coast

» Strengthen marketing campaigns and create content for
multichannel distribution to profile the story and build awareness
of the region’s wine offering, including wine tourism experiences
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Wine Research - Gap analysis

Priorities for developing wine tourism: Shoalhaven Coast Wine Region

EXPORT READINESS: Develop more commissionable wine tourism products to showcase the
richness of the region’s offer beyond just the beaches and nature. This is consistent with
global trends relating to the appeal and point of difference food and wine tourism offers to
destinations.

TOURISM PROGRAMS: Encouraging more businesses and wineries to participate in industry
programs, such as the NSW First Program delivered by Destination NSW and Wine
Australia’s Growing Wine Tourism programs is also a priority. This can strengthen the online
and export-ready product offering in the region.

BUSINESS LISTINGS: Businesses and wineries within the region could do more to take
advantage of business listings and improve their responsiveness to or use of platforms such
as TripAdvisor.

CONSUMER SENTIMENT: Consumer sentiment and online media analysis indicated that a
weakness of the region relates to its service offering. Customer service, including to meet
the evolving motivations and behaviours of the market should be addressed as a priority.

Shoallaven
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Whales Research

Nature Based Tourism

+ The Nature- based tourism (NBT) industryis currently experiencing positive and sustainable growthin
some regions -increasing 4% per annum since 2010. 2015 saw significant growthin the number of
international visitors fo state and national parks (13% growth from 201 4).

« Thepotentialof NBT growthis yet to be fully realised. Globally, immersive experiences in nature are
one of the fastest growth areas and Australia needs to confinue to focus on tourism productsand
experiences that appealto both internationaland domestic travellers, rather thanrelying on
passive viewing of nature.

= Additionally, whilst the industryis strong, only select regions are receiving the benefits. This can be
attributed to NBT not being executed properly — reflected in Australia dropping from its global
position #1 to #9.

+  Regional Australiais suffering from declining resource sector jobs and investment, a dwindling
revenue base and demographic shifts as people move toseek employment opporfunitiesin cities.
The

+ Nature-based tourism industry can assist regions to grow sustainable employment, resilient
economies and incentives for growth.

Source: Ecotourism Australia Manifesto
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Whales Research - Domestic

« Thenumber of nature based domestic overnight visitors toNSW in YE December 2018 was 13.4
million, up 15% when compared toYEDecember 2017. They stayed 49.3 milion nights (up 13.5%)
and spent $10.1 billion (up18.5%).

= Nature-based tourists accounted for 39% of all domestic overnight visitors to NSW, 46% of nights
and 48% of expenditure.

«  Overa gquarter of nature based domestic overnight visitors fo NSW were between 15 and 29 years
(26%). Around 21% were aged 60 years+ and 20% were aged 30-39 years.

+ Nature based domestic overnight visitors to NSW who identified as having a disability or long term
health condition were just as likely as the total domestic overnight market foundertake a nature
based activity. Nature based activities have wide appeal and if made accessible should result in
increased participation by visitors with disability. (results obtained from supplement ary disability
questions in March QTR 2017, National Visitor Survey. Nature based domestic overnight visitorsto
NSW were mostly adult couples (28.5%) and friends or relatives fravelling fogether (27.9%), folowed
by family group (23%) and solo fravellers (18%).

« Stayingin the homes of friends/relativeswas the most popular type of accommodation utilised by
nature based domestic overnight visitors to NSW (37% of nights), followed by commercial caravan

parks (13.0%) and rented properties (12.7%).

Source: https:/www.destinationnsw.com.au/wp-content/uploads/2019/07/nature-based-tourism-to-nsw-
snapshot-ye-dec-2018.pdf
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Psychographics

Geographic Residing in Sydney, Regional NSW, ACT and Regional VIC

Intrepid Progressive

Couples Families
(1,762,000) (1,756,000)

Travel . i , .
oo e ’ = o : o : 66.5% said their last trip was based around a particular
Behaviours | Escaping is the main motivation behind their holidays with RS 7 . i
and 77.5% like to take holidays away from crowds activity with keeping the c.hll.:dren entertained as a key
Attitudes prioy

What matters most when deciding on a destination?

Travel S : R ; What matters most when deciding on a destination?
Activities Aetivitics, deals and ?'pec'a:qu:rs‘ Wio i axperieics and Price, deals and special offers, activities and culture
Digital Media = 77.9% identify the internet as the most useful channel for 85.2% identify the internet as the most useful media for
Behaviours travel travel bookings

Shoalhaven
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Top Helix Personas

Target Audience 314,000 R RlCIaC JECERUCIEY RN | | ooking into Helix:

29.2% 200 Metrotech community ix 235 30.2% 100 Leading Lifestyles ix

202 Healthy Wealthy Wise 5.9% ix 612 Intend to travel in 12m Additional personas include:
204 High Life 6% ix 365 Enjoy holidays in nature 205 Libertarians 4.1% ix 177
209 Sociable Trendsetters 7.6% ix 469 209 Sociable Trendsetters 5.2% ix

319
Find it difficult to switch off
from work 51.5% ix 161

Enjoy wine with their meal
30.5%ix 135

[ ]
' Enjoy bushwalking/ hiking
48.7% ix 189

Intend to travel in 12m
Enjoy holidays in nature

2545 Y0 © Anllo 127
ﬁost\jslgsACT Additional personas include: : ﬁg&ugie&?

. e = s =

Enjoy wine with their
meals 35.2% ix 150
1 Like to holiday in AUS
90.7% ix 121

Visited a wildlife park in
! the last 3 month 28.6% ix

224
Visited a beach in the last ‘r. Visited a beach in the last x.
3 months 53.3% ix 133 Wampeper agueis TV iy biemat  Grams  OOH I 3months 62.2% ix 156 o

Mawigagsr  Magaci ™ R Feeme1  Cirra oo
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