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Abbreviations used in this document include

ABS Australian Bureau of Statistics

ASW ldzaGNF £ Al Qa {2dziK 2Sai
ATEC Australian Tourism Export Council
BWEA Bunbury Wellington EconoimAlliance
CCl Chamber of Commerce & Industry
CoB City of Bunbury

CRC Community Resource Centre

DPaw Department of Parks and Wildlife

GPS Global Positioning System

ITO Inbound Tour Operator

LGA Local Government Area

MOU Memorandum of Understandm

NGO Non Government Organisation

QA Quiality Assurance

RDA Regional Development Australia
SRTO Sub Regional Tourism Organisation
SWDC South West Development Commission
SW South West

SWOT Strengths, Weaknesses, Opportunities & Threats
TCWA TourismCouncil of Western Australia
TRA Tourism Research Australia

TWA Tourism Western Australia

VIC Visitor Information Centre

VCAWA Visitor Centre Association of WA

WAITOC WA Indigenous Tourism Operators Council

DISCLAIMER

This document has been compiled in good faith by Evolve Strategic Solutions and is not a substitute for legal or technical
advice. No person or organisation should act on the basis of any matter contained in this document without obtaining
appropriate proéssional advice.Evolve Strategic Solutiorend its associates, stdontractors and alliance members

make no representation or warranty, expressed or implied, as to the accuracy, completeness, reasonableness or
reliability of the information contained ithis document, and accept no liability, jointly or severally, for any loss or
expense of any nature whatsoever (including consequential loss) arising directly or indirectly from any making available
of this document, or the inclusion in it or omission frénof any material, or anything done or not done in reliance on it,
including in all cases, without limitation, loss due in whole or part to the negligenEgalfe Strategic Solutiomsd its
associates, subontractors and alliance members. This netias effect subject to the Trade Practices Act 1974 (Cwth)
and the Fair Trading Act 1987 (WA), if applicable, and to the fullest extent permitted by law.
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EXECUTIVE SUMMARY

BACKGROUND
This regional tourism development strategy involves seven municipalities in South West Australia
including the City of Bunbury and the Shires of Dardanup, Collie, Harvey, Capel, Donnybrook
Balingup and Boyup BrooKhe purposeof the strategyis to investigate the way forward in regional
tourism management, tourism product andfrastructure development andharketing. ldentifying
how each of the sevemunicipalitiescan utilise assets to connect existing tourism product and
encourage the devefament of new experiencesn a regional scaleThe strategys to
1 Identify tourism opportunities, priorities and gaps for tfiBunbury Wellington and
Boyup Brookregion
1 Guide sevenlocal government authorities (LGA®wards unified tourism brandg,
marketing, governance and product development, and
91 Identify recommended infrastructure and product priorities that would complement
the Tourism Futures South West and be consistent with the South West Regional
Blueprint.
The primary outcome@clude anaction plan and marketing plan based on consultation and
detailed analysis.

VALUBF TOURISM

Visitation to the region has been increasing in recent years, averaging around 1,738,000 visitors
(201062013), generating 1,592,000 visitor nights annually. Baytisitors are the largest visitor
segment representing 75% or approximately 1,307,000 visitors annually, with around 80% coming
from the surroundingrural areas. Domestic overnight visitors are the second largest segment
representing 23% on average approximately 403,00@isitorsannually, with around 90% coming

from Perth and surrounds. International visitors are a comparatively small group averaging 27,000
visitorsannually or 6% of overnight visitors but stay longer accounting for 33% of vigjtus.

Tourism is a significant sector within the region. In 2®isttors to the regiongeneratedan
estimated $333,000,000in expenditure, which supported 300+ businesses in tourism, employing
around 2,980FTEswith around $166,000,000 paid in wageand salaries, contributing to a flean

effect into the broader economy of approximately $4830,000 F (KS NB3IA 2y Qa G2d
34dz00Saa T dzZ f during RBRA1L2ayid thehtduBsR Gector achieved®b p.a. average
growth in visitation theeconomic value to the region would ba additional$24,000,000n visitor
expenditure,216 additional FTHobs,an additional $34,000,000 flowon into the regional economy,
and21 new venturesaddedto the local economy

¢h]wL{aQ{ /| ww9be¢ {¢! ¢] {
AnaraSaayvySyid 27 QK INHiRAdGEENt cApAdryAtiiat cdulle improved
by reducing duplication and addressing gaps arising from traditionabb&ad approaches.
Accommodation 192 accommodation facilities in the regjapproxinately 2,700 bed spaces;
70% are smabcalenot suited to groups15% are hotetlsnotels and 15% are
caravan/transit parks and campgrounds.

! Refer topage @ for details on tourism multipliers.

Moving beyond the NOW, EVOLVE delivers visionary outcomes that provide for the FUTURE.

Sustainable tourism solutions for the benefit of communities and the environment.
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Attractions: 341 attractions dominated by windospitality, heritage events, beach
recreation and nature;
Activities: 300 activities dominated by shosarkets, walkbike trails, recreation

adventure and aquatinarine; over 640 activities and attractionsakinga
significant stock of visitor experiences steeped in nature, adventure, heritage
and foodwine. This diverse mix appeals to a broad audience.

Awareness: 75 information options for visitors dominated by brochures/maps, websites,
information bays and visitor centrepre-trip planning is well catered but4in
field wayfinding has gaps and oversight®gional marketing is in its infancy.

Administration: 7 LGAS, 5 tourisffocused incorporated associations, no sub regional tourism
organisation and one regional tourism organisation; tourism is organised and
managed on an LGHasis as seven destinations eath having respective
marketing materialsvisitor servicingand tourism budgets.

Amenities: alye 27F GKS NB&ok 2rgasvaably higd standard Bawever the
information available on amenitids irregular and largely incomplete

Access: The regon is accessible yeaound by prominent highways and regional roads
in addition to the twicedaily PerthBunbury train service, regional bus services
(daily) Bunbury port hosting cruise ships and Bunbury airfield hosting small
aircraft. Access iseither a gap norconstraint in growing tourism.

The main isitor segmentsvisiting the region include visiting friends and relatives, family holiday
makers, nomads, international fréadependenttravellers sportsrecreation visitorsand business
corporate There is no dominant visitor segment but rather several significant grihgisvarrant
targeted communication to drive yeawound growth in visitation across the region

OPPORTUNITIES
The region has a range of opportunities that ahive growth in visiation and yield in the short
medium term, including:
ADVENTURBATURE EXPERIENCES ! dza G NJ f A AdvendreSH 8| SN St T (2
domestic visitors are also outdoor adventurenature oriented. Y @SadAy3 Ay GKS N
I RSy (i dzNBE |y Rvill elp attlabtBisitérs/apdisfeis@them across the region.
THEMED ROUTES !t Y2ad |ttt @A aA-RBNBS GG shaitkiStandeS I A 2y | |
between towns and siteshe introduction of themed selfirive routesand mapswill guide
visitorsto places of interesthelgng dispersevisitors and extend their stay
EVENTS Eventsare significant drivers of visitation to regional areas and with a coordinated,
structured approach to events across the region there is scope to increase visitation and stay
(yield). The region has an impressive array of events that can be supplemienstéetngthening
the regior@ appeal as a prominent event destination.
BRANDING & MARKETIN®@ & (i 6f AAKAY 3 | NBIA2Yy Il f WAbRSYydAideQ
communicatedhrough regional marketing materiaksnd promotional campaignsill help drive
stronger affinity with visitors under a united brand.
TOURISMPACKAGESThe regionhas over 30Gourism enterprises and collaboration among
operators ouldfacilitate a range of packageppealingo the target audiences.
SUBREGIONAL TOURISM ORGANISA3ENQ A SRTGsthe meansto unite operators and
RNAGS | WwWO2fttFro02NIrGS G2 O02YLISGSQ OFYLIF AIYyod

Moving beyond the NOW, EVOLVE delivers visionary outcomes that provide for the FUTURE.

Sustainable tourism solutions for the benefit of communities and the environment.




BUNBURY WELLINGTON & BOYUP BROOK REGIONAL TOURISM DEVELOPMENT STRATEGY 2015

CHALLENGES

The region is host to sevdurGAsat varying stages in their tourism lifecycle with differing capacities

to resource growth in tourism Smilarly, tK S NJ 3D@+2oyri€ operators represent a diverse

mix of enterprises with divergent aims, capacities and standards. Transitioning to a regional tourism
approach faces a number of challenges in addition to market and competitor based challenges.

REGONAL COLLABORATIONhe severLGAs five tourism associations and 300+ operators

have differing aims and capabilities. Many of the traditiopedcticeswill require a degree of

change in moving towards a regional collaborative approach to developingramdng tourism.

Achieving a consensus on important iss@sl improvements thatuild momentum going

forward will be challenging.

POSITIONING & BRANDLIN®/hen it comes to branding and positioning in tourism markets

much of the South West of Austral@dfers similarclimate, geography, topography andsitor

experiences Competing destinationsffer similar experiences andery few have genuinely

dzy AljdzS LIRAYyGa 2F RAFFSNByOSo® .802YAy3a | wally
physical and non-physical features (e.g. standardprofessionalism, service quality, value,
communication etc). Developing a regional brand tha O LJi dzZNBa G KS,whiéh2dzZ Q 2 F
differentiates it from nearby competing destinationsvhilst developing the noiphysical

features to compete effectively will be a challenge over the medium term.

DISPERSING VISITOR®raditional LGAased touri;m management has created towns as
destinations linked to places of interest withimach LGA Almost all the existing maps,

brochures and drive routes encourage this outcome.  Yet the region has a very significant
collection of sitesexperiences, qualityroads, quaint rural towns and widely dispersed
accommodation. Introducing regional sdifive routes and experienetiemed maps that

extend across shire boundaries amgerators will be challenging in the shertedium term.

MANAGING TOURISMA primanOK I £ £ Sy3S A& (G2 WNBIKGAJhIBtA 8SQ 2«
bringing operators to a more collaborative approach. The City of Bunbury has expertise and
capacity to be a prominent driver imarketing the regiorbut will requiresupportl y R -AM @z&

from all 9x LGAs Proactive tourism peratorsmay benefit from growth in tairism but may not

get operator support to achievethe benefitsthat might otherwise flowacross the sub region.

Mustering support for collaborative approaches at LGA and operateeldewill require
leadershipand commitmentto achievethe required changes amslistainable growth in tourism.

DEVELOPMENT PRIORITIES
Consultations, wrkshops and analysis identifigdurism development priorities that complement
the Tourism FutureSouthwest and the South West Regional Bluept whilst focusing investment
ofy UKS NBIA2y Qa &id NI GS Jikvestmerpddrites dreddentified within teS 02 Y Y S
strategyincluding he topten prioritieslisted below in rank order
1. Develop the/ 2f t AS a2G2NLX SE Ayid2 2S&0GSNYy ! dzA G NI f )
regional WA.
2.550St21L) 0KS 52f LIKAY 5A3a020SNE /SYyiuUNB .Ay(2 2y
3. Support the development of iconic wine tourism experiesicdor example,in the
Ferguson Valleynd prominent wine growing areas across the region
4. Develop a 5 star hotel in Bunbury

Moving beyond the NOW, EVOLVE delivers visionary outcomes that provide for the FUTURE.

Sustainable tourism solutions for the benefit of communities and the environment.
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5. Develop a new marina in Bunbury that includes facilities for cruise ship tenders, dive
boats and dolphin cruises
6. Developfacilities atBlack DiamondPool, Stockton Lake and Lake Kepwasinland dive
sites with swirthroughs, platforms, dive trail anday useamenities.
7. Upgrades tdNellington National Park includingvalk-in / canoein camping opportunities;
and ascenic drive loopncorporatingPile rd,River Road, Falcon Rd, Wellington Forest Rd
and King Tree Rd.
8. Formalise Gnomesville as a tourist attraction, establishing a boundary around the site and
incorporating toilets, picnic facility, pegp shop, formal pathways, parking, and signage.
9. Developl W{dzYYSNYlI(GaQ aitet Nt SORYYIAKBAGKY DRKREIR K.
incorporating rural lifestyle themes into a long weekend event.
10. Install hnovative lighting at various locations around Bunblighting upthe outside of
local buildhgs IABAY I AYLISGdza (2 . dzyodz2NEQa yAIKGE ATFS

STRATEGY

There are fundamental shifts underway that are changing how visitors plan, travel and visit. The
drivers of change include global booking systems, mobile devices, social medate athange

(extreme weather), sharingconomy(Uber, Airbnb), demography and globalisation (competition).
tKSasS WySg y2NX¥aQ | NB AisYwkllagha Buyidry Weflingios dahith and 3 2 0
Ay NBaLkRyasS Al ySSRa d 2egidddRanpaigh @Sdorkventidraldzadk Q |
unconventional visitors. The recommended tourism development strategy to grow visitation,
extend stay and increase yield includes the following:

POSITIONINGn adventurey | (G dzNB ISl gl & 6KSNBE GArairizNBR OlFy VY
servicesacross the region.
VISION a leading nature and adventure getaway with quality boutique experiences in food,
wine, culture andhospitality that inspires people tasit and indulge again and again.
GOALS 559,000 overnight visitors and 2,078,000 visitor nights p.a. by 2030.
1,686,000day trip visitosp.a. by 2030.
$231,481,000 p.a. overnight visitor expenditure &#1®3,867000 p.a. day trip
expenditureby 2030.
$425,348,000 visitor expenditure across the region by 2030.
Sustainable medium term growth in visitation 08% p.a. (annual average).
STRATEGY Mainelements of the tourism strategy include:
1. Tourism Infrastructure In parallel with existing developmenirograms the
recommendedourism development priorities have potential to significantly enhance
the range and scope of visitor experiences on offer.
2. Positioning. The region is well placed to be a leading adventatre getaway
within close proximityto Perth supported by quality, boutique experiences in wine,
food, culture, heritage, and shopping.
3. Marketing. An integrated marketing strategy is proposed incorporating branding,
advertisingpromotion (in collaboration with ASW); visitor information consolidated
Ayilz2 WBEQBNBSYOS o6FaSRQ YIHLEA FYR | NBIA2YL
andsocial BRAI (2 -BWEPOKQUWAS®KI2NET | YR LINRPINBA:
supplemented with information nodes.

Moving beyond the NOW, EVOLVE delivers visionary outcomes that provide for the FUTURE.

Sustainable tourism solutions for the benefit of communities and the environment.
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4. Product Development & Events Development of themed satfrive routes (maps) for
wine, foodproduce-hospitality, mountain bikingdycing and hiking, culturderitage
and natureadventure, extending across the region; new events such -asohthly
musiccultural performances at selected sites, a food event focused on the Harvest
Highway (Indulgence Trail), a8l £ f (KA y 3a emsakdd@weakend,S&@&y i 2 0
trails linked to canoén camp sites and the development of inland diving sites
5. Digital. A greater regional presence online initially through massket utilities (e.g.
Google, Facebook, YouTube, TripAdvisor, Everytrailwdtit3t building functionality
online via a website, app and Wi hotspots that provide visitors with the digital tools
to plan, communicate, wafind and share their experiences online.
6. Standards In aiming for a competitive advantage, encourage tsdghdards of service
and professionalism @ong tourism operators increasing their capacity to offer
WLIF O1HYy IR RO 221 F 6 f SQ opdNdRazarilyTo saryic@rhide IshipA y 3
visitors tour groupsand high yielding free independent travelleend in the process
dzy AGAY3 2LISNI{G2NAR Ay WO2tftlFo62NrdAy3a (2 02Y
7. Governance A parallel approachto manage tourism. LGAs collaborating in
developing regional marketing materials and supporting applications to develop
regional infrastructure priories. Operators collaborating developing packages and
co-operative marketing campaigns to leverage off new-delfe routes, events and
themed marketing whilst mustering support for a sub regional tourism organisation.

ACTION & MARKETING PLAN

The ation plan addresses core areas of the strateéggluding marketing materiad, events,
packaging, infrastructurgartnershipsgovernance and standards.

Theregionaltourism marketing plan focuses obhranding theregionand creating a profile for the
destinaion, growing visitationand dispersing visitors. h& plan focuses on day trips, overnight
domestic visitors and international visitors.

The strategy is premised on theegion beingsevenLGAswith unique identities,differing tourism
capacites, significant tourism product aralrange ofoperators ofvarying scale and standard'he
strategyaims¥ 2 NJ (i KS NI Bdugtryt®céompéte mizdhetiextivelpased oncollaboraton

in beconing a brandedregional destinatiorthat is

1 VISITORCENRIC putting visitors first and taking action that serves and benefits
visitors foremost. dCausing visitors to Experience Beéter
1 COLLABORATIVHErawing upon the wisdom of community, é@grating and
empoweringoperators andhe community. dCollaboraing to competebettere &
1 REGIONALISEfaking action that elevates the region, making it a leading destination.
oMakingdispersed places to visit and ergogp
1 PROFESSIONAL EXCELLHEMSHEg standardshat exceed expectations, delivering
more than competiors. GA dfferential advantagebenefiting visitors.
1 STRATEGIRIVENendorsing long term aims, taking prescribed actians staying
committed. dChoosingto act onopportunityand optimisnd.
 INNOVATIVE LINBLJ NBR (2 RA & O bouhdariésantdeingdobl@id Q> LJdza K A
shaping the future. dLeaning into the future ®
These elements are the essenoé this tourism development strateggnd are captured
through the actions and proposed initiatives

Moving beyond the NOW, EVOLVE delivers visionary outcomes that provide for the FUTURE.

Sustainable tourism solutions for the benefit of communities and the environment.
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- W 2 222 W 2 0
BUNBURY WELLINGTON & BOYUP BROOK REGIONAL TOURISM DEVELOPMEN

A leading nature and adventure getaway
with quality boutique experiences.

559,000 overnight visitors

1,686,000 day trip visitors

$231,481,000 overnight visitor expenditure
$193,867,000 day trip expenditure
$425,348,000 visitor expenditure

1.7% p.a. growth in visitation

Visitor Centric.
Collaborative.
Regionalised.
Professional excellence.
Strategy driven.
Innovative.

Adopting regionalised marketing material.
Creating themed seffirive routes.
Increasing adventurenature experiences.

Structuring, expanding & leveraging the
events program.

Experiencethemed visitor information.
Raising standards to par excellence.

Operators collaborating through packages,
promotion & SRTO.

Progressivley fewer visitor centres as visito
information goes digital.

Cooperative promotion with ASW.
LGAs & SRTO tnanaging tourism.

An integrated marketing campaignprint,
web, digital and faceto-face.

1. Develop Collie Motorplex into regional
21 Q& LINBYASNI Y20{2NJ

2. Develop the Dolphin Centre into WA's
premier dolphin experience.

3. Develop iconic wine tourism experiences
for example, in Ferguson Valley.

4. Develop a S5tar hotel in Bunbury.

5. Develop a marina in Bunbury for cruise
ship tenders, dive boats & dolphin cruises

6. Inland dive sites at Black Diamond Pool,
Stockton Lake and Lake Kepwari.

7. Upgrades to Wellington National Park
canoeing, camping, scenic drive, biking.

8. Formalise Gnomesville as a tourist
attraction.

e ! W{dzYYSNYyl GdaQ a
gAUK 2KSStaQ K4 /2

10. Innovative lighting on buildings across

Bunbury.
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SECTION- PRELUDE

1.1 INTRODUCTION

The Bunbury Wellington and Boyup Brodkurism Degelopment Strategy waan initiative of the
Bunbury Wellington Group of Council$ with support from the South West Development
Commission, Regional Development Australfmurism WA and ustrt f A | Q& { 2THel K 2 S &
objective of the Tourism Development Strategyas to identify tourism opportunies, priorities and
gaps for theBunbury Wellington and Boyuprookregion(hereafter referrel to as Geographer the

regiorp
A primary objectiveof the Strategywas to identifyactions and recommendatiorthat inform future

development and investent, complemening existing regional development plans bring about
improvement in tourism standards, governaraed visitation.

The outcomesnclude a tourism strategy identifying investment priorities along waih action plan
with prioritised recommendations and an operational marketing ptaat increase opportunity for
GKS NBIA2yQa {2 dzNkeqgyalitg, Sv@rsiy aldd apgeRl of in¥ telNdd. @ S

Thetourism development strategwasdevelopedby the following
1 CGonsultation acras theregionincludingone-on-one and phone interviews and eight
workshops tadentify priorities andapproaches to regionalise tourism
1 Analysis oftrends and competitive influence§WOTsand Gaps, in dtermining what
was required to maximise the use afirrent tourismassets iraccommodaithg growth,
1 Identifyingthe challengegacing tourism in theegion for the next 5.0 years

1.2 BACKGROUND

TheGeographe region is ho&i a comparatively unique landscape consistindiv significantrivers
with scenicvalleys, fivemajor dams around70km of coastlinetwo national parls, swathes of State
forest andpicturesquerural land andthe largestCity in the south westThe regiof dairy, wineand
horticultural industries are significant and gaining proninence in attracting food-wine inspired
visitors Future prospects for theegion are linked to population growth, risirgiobal interest in
nature and foodwine tourism experiences andore W3 S i | & | & GatioRaRty{i.a. Bé Rgions
1.5hrs drivesouth of Perth)

Since the 1988 the NB 3 A Bwidnasecidr hasoasted along in the shadows of agriculture
horticulture, miningand resourcesand urban/rural growth TheNJB 3 M@ sectoris a mix of
corporatebusiness focused enterpriseseasonal holidajocused enterprises and lifestykaobby
driven enterprises and this translates into varying standards of sergicality, capacity and viability
Since thelate 1970s residents fromPerth and surrounding regionbave tended to holiday Hown
a 2 dzii K Qmore outtieky®l/ LIS & Q , awdEcing @wysiderable investmenand development,
which has contributed tothe . dzy 6 dzN® 2 Sdmpakayivalyiodef Gréwth in tourism The
annualmigration ofselfdrive intrastate and interstateravellers toand from 2 | (hérth in winter
(e.g. GascoyneNingalooand Kimberley and south in summehas not translated intca captive
visitor market The region istwallengel by havingo distinctname or brancembedded irthe minds

2 Including the City of Bunbury and the Shires of Harvey, Collie, Dardanup, Boyup Brook, Capel and DeBaifbgomk

Pagel
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of visitors, noiconic attraction, fragmented promotion of towns and shisd operators working
independently rather than coperatively Thisis largely due totourism beingmanaged and
marketedasseven individuammunicipalities A central aim ofhis projectwas to guidesevenLGAS;
comprising Geographe and part of the Blackwood Vajlegllaboratively towards a unifiedourism
brand, marketing, governance apdoductdevelopment

The strategy was developed during January to May 2015 through desktop analysis, consultation, site
visits and strategy review. The desktop analysis examined published reports (refer to the
bibliography), visitor data and regional marketing material (mapschures, planners). Consultation
involved a multichannel approach. Phone consultations were undertaken with over 50 stakeholders
from the region, surrounding areas and Perth. Face to face consultations were held with
approximately20 stakeholders fom across the region, some of which were undertaken during a 7
day tourof the region. Eight workshops were held attracting approximat&ly darticipants. A web
page was used to communicate project updatesovide documents to inform stakeholders atal

solicit feedbackluringthe project. Feedback was received via email following B&ckground Paper

and hterim Report andafter the workshops. A draft strategy was issuedolicit feedback fronthe
Project Steering Group and stakeholders in refirthe final strategy.

1.3 PLANNING CONTEXT

To understand the planning context of this strategy and to idemtifgrities that align withRegional,
State and Nationatourism priorities, a review of exsting plansand strategies was undertakeiihe
graphic below highlights the roles of government and regional tourism organisations whilst also
helping to outlinethe context andpurpose of this strategy.

TOURISM AUSTRAIANSTRADE £

APromotes Australia to overseamarkets attracting international visitors to Australia &
F€f {GFG§SaT (Tausin gultralitl) dza G NJ £ A Q ‘ T

AHelps foster a sustainable tourism industry & increase the economic benefits W’J

Australia from tourism.(AusTrade) 3
TOURISM WESTERNSTRALIA i

APromotes WA to Australia & overseas, attracting interstate & international visitors
21 g | ONRaa GKS {dGFaGST WOELISNASYOS 9

A Helps foster events throughout WA & supports the development of significe
tourism infrastructure a&ross WA.

PV {ew! [L!'Q{ {h'¢l 29{¢

APromotes the South West to WA, Australia & overseas, attracting visitors to the So
253G AYONBlFaAy3a (2d2NRaY @ASERT Wi dza

APartnerships closely with Tourism WA in promoting the region.

APromotes the regio® tourism services, facilities, events and value.

GEOGRAPHE TOURISM SUB REBRIDPOSED

APromotes the sukregion to the South West, WA, Australia & overseas, attrac
Grarli2NAR (2 GKS NBasumedfame WDS23INI LIKSQ

APartnersclosely with ASW & Tourism WA in promoting the region.

APromotes the regio® tourism services, facilities, events and value.

5¢ks /2 yaliAalbdziazy 2F ! dz&AGNI Al Qa ({Balidgipk(DohySréok distridt)a dapel, Dalddrupzv@ = / 2 £ A
I I NBSe& |a (KSregivh &na BstdIDdiryBrenBadindzip (Balingup district) and Boyup Brook as part of Blackwood River
Valley. Balingup and Boyup Brook participate in the Southern Forests Tourism Alliance.

Page?2
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The purpose of this tourism strategy is ppoovide recommendations as to how tlseven LGAsan
utilise assets t@wonnect existing and potential tourism product and encourage the development of
new experiences to grow visitation and tourism sustainability, addressing the areas of tourism
management, marketing and product / infrastructure developmentThe strategy ans to
YaeyikKSarasSQ (KS (2 dzhN@GAGnYa wayliBaiN@iverS éofaboradva, regided a S oSy
approach b growtourismyvisitation, investmentemployment, elueand sustainaliity.

Tourism 202qAustralia)
Tourism 2020 is Australia's naial tourism strategythat integrates the National LoAgerm Tourism
Strategy with growth aspirations of the 2020 Tourism Industry Poteatial®S & | dzZA G NI £ A | Q&
targets for tourism) Tourism 2020 aim# enhance growth and competitiveness in the tourism
industry by focusing on sstrategic areas

1. Grow demand from Asia
Build competitive digital capability
Encourage investment and ingohent regulatory reform
Ensure tourism transport environment suppogswth
Increase supply of labour, skills aAdoriginalparticipation

6. Build industry resilience, productivity and quality
Initiatives relevant tathis tourism development strategynclude rollout of the NBN, uptake of the
tourism Ekit, business skillgraining for Aboriginal people, the Enterprise Connecprogram
encouraging experiencbased prauct development, and fosterintinkages between tourism and
the arts

abkown

2020 Tourism Strategy (Western Australia)
Aprincilt AY 2F GKS 21 D2@SNYYSydadQa wnun ¢2dz2NRAay { 0N
Western Australia from $6 billion a year in 2010 to $12 billion a year by 2020. The strategy focuses
on the WA Government working with industry to grow business tramétrnational visitation and
SyO02dzNy 3S RS@OSt2LIYSYyld YR RAGSNEAFAOFIGAZ2Y Ay (K
particularly relevant including:

1. REGIONAL TRAVEL. Outcome: Increase visitors to regiondhWaurism WA
supporting mfrastructure in regional WA;encouraging Austral@ best regional
events calendar; improved caravan, camping and -ciiVe experiences;
Extraordinary regional experiences, including natbased, culinary and cruise
shipping experiences.

2. ABORIGINALOutcome: Provide every visitor with the opportunity to have an
Aboriginal tourism experiencdacilitate and support opportunities for access to
land and tenure for the development of tourismypport industry in interfacing
with governmeni maximising involvement in government tourism programs;
opportunities and pathways for Aboriginal employment in tourism and
hospitality, including through traineeships and cadetships.

South West Regional Blueprint

¢KS wnanmn { 2dzi K 2 S &pirposeSshp@ ydrity into dededpdiddoftne Séuth
West regionby identifying key imperativesthat make the greatest difference The Blueprint states
Ghie strategic opportunities for the SW Tourism sector ebuild on national and intrstate
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visitation with an expansion into the growing South East Asian markets, l@Hiaa, andhe Middle
9Fadé oOLIP Hy 0 PisanticifaieMFBough S&foll@wing dteps: G A 2 v
1 Improvement in iconic tourism infrastructuigthings to see and do;
1 Coordinatingnternational standard events; and
f Wholesale tour packaging based on TourmMQ & @ 9 ELISNA Sy OS 9 EG NI 2 NRAY

The Blueprint highlights a range @fsues and opportunities facing theJ3 3 A t8uyishasector
includng:
1 Investment inrmountain bikng, cycling and walk trails;
9 Packaging product through collaborationtbat South West product can be sold overseas;
1 Providing access tagh capacity broadband to drive market access and interactivity.
1 Fast train links between P#rand Bunbury, linkingcommercial, tourism and retail options in
both directions.

The2014Blueprint sets out strategies faourism inthe $uth Westincluding
YEARS-3
Complete a series of wholesale package strategies to support inbound operations
Attract foreign investment in inbound travel tours and tourisncammodation
Attract a new 5 star hotéh Bunbury
Design and implement an overseas visiteady program for the South West tourism sector
which includes appropriate signage, language materialsraapping

1 Promote culinary tourism linked to origin brands such as Southern Forests
YEARS-35

1 Complete development of the Collie Motorplex

1 Complete cruise ship facilities at Bunbury, Busselton and Augusta

I Complete mountain bike trails in accordangith the South West Mountain Bike Plan

1
1
1
1

Tourism Futures Southwe£0132018
The 20B-2018 Tourism Futures Southwest is an action plan with a focus on infrastructure, events
and packaging.The plan identifiea range of tourismnifrastructure prioritiesncluding:

1 Country Music and Arts Centre for Excellence, Boyup Brook; a facility to attract
musicians, artists and the public ensuring sustainability of the annual Country Music
Festival; High priority.

Tuart Forest National Park; Master Plan with traild amenities; Medium priority.

Regional telecommunications infrastructure; to improve internet and mobile phone

coverage; high priority.

1 Lake Kepwari; a mine void, potentially a recreational lake with boat ramp, picnic
facilities, etc; Medium priority.

1 Lighting up Bunbury; lighting the outside of local buildings, making Bunbury an
interesting and vibrant destination; Medium priority.

1 Donnybrook Railway Heritage Precinct; develop a disused rail reserve into a multi
purpose civic centreMedium priority.

1 Tourism signage; improve directional and interpretive signs at tourism attractions;
medium priority.

9 Indigenous Tourism; Develop partnerships, improve the range of Indigenous tourism
experiences, and promote Indigenous tourism experisnogdium priority

1 Improve the distribution of tourism information via Smartphone and vbalsed

applications;medium priority

=a =9
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Aboriginal Tourism Strategy (2013018)
2 1 Adoriginal Tourism Strategy20132018) aims to facilitate a collaborative approach to the
ongoing development of a sustainable, credible and visible Aboriginal tourism industry. Initiatives
relevantto this strategyinclude:
1. Integrating Aboriginal tourism product into mainstream domestic ismu.
2. Facilitating and supporting opportunities for access to land and tenure for the
development of tourism.
3. Supporting the development of viable and sustainable Aboriginal tourism
businesses.
As at 205 there were few" Aboriginaltourism experiences in tregionalthough there are several
initiatives being pursued and/@waiting developmententredon Roelands

Caravan and Camping Action Plan (2013)
¢KS 21 D2@SNYyYSyidQa /NGy |yR [/ FYLAYy3 ! QliAz2y
access, indusy standards and new facilities to grow visitation across WA. Key initiatives relevant to
this Tourism Strategy include:
1 Implementation of marketing activities, training programs and accreiditat
to lift industry standards;
1 investigation and developmerdf camping facilities olboriginallands that
encourageAboriginalparticipation and employmentand
1 Upgradedcampgrounds atake Brockman and Pot@rGorge

The Parks For People program is part of the Caravan And CafmpiogPlan afour-year Statewide
programthat includesinvestment in the Geographe aes follows
1 New campgrounds in Wellington NP (i.e. PadeGorge) andn upgrade of
visitor facilities within theNationalPark;
9 Upgradedcampgrounds at the Lake Brockman Tourist Reedseholdand a
new campground in the Logue Brook area
1 New and improved visitor facilities in Leschenault Peninsula Conservation
Park; and
1 Improved infrastructure and services at lease areas such as Wellington Forest
Cottages.

I dza G NI f A | Qestifaftodzdekelopnat Strategy (2062017)
ldzZA ONF £ A Qa {2dziK 2 S&d 5 807207 setd Buy regiomaltGutistnLIY Sy (i
priorities. The Strategy identifiedour iconic experienceén the Bunbury Wellington and Boyup
Brook regionthat are considered market ready and appropriate to leveraggrowingvisitation
including
9 Beachescoastlineandsurf (Bunbury, Capel, Harvey)
1 Bunbury Dolphin Discovery Centigunbury)
1 Dive wrecks, for exampl@he Lena (Bunbury)
1 Wineries (Fergusowalley, Capel, Harvey, Donnybrook, Collie).

The Destination Developmenstrategy identifies a range of iconic or important opportunities to
leverage across theo8th Westincluding:
1 Food and wine indulgencesAimed towards couples, groups friends andfood and
wine enthusiasts

* Ngalang Wongi Aboriginal Cultural Tours operates from Bunbury.
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1 Short getaways with a diversity of attraction&imed towards intrastate travellers.

1 Romantic escapeshimedtowardscouples seeking otaf-the-way romantic breaks

1 Quiet, family-based holiday breaks.Aimed at families seekingncrowded family
breaks.

1 Secluded and scenitature based discoveriesAimed at empty nesters and nature
enthusiasts.

9 Historical discoveries and inland pioneer experience&imed primarily at empty
nesters.

The Strategyutlines burism cevelopment initiativegor the region incluthg:

91 Bunbury timber jetty: astore the historic Bunbury timber jetty. Stage- Restore jetty.
Stage 2 Build the Bunbury Timber Jetty Discovery Centre.

1 Walk trail from Harvey tourisn precind to Harvey Dam, Gibbs Poognd Amphitheatre
develop a walk trail, includinga suspension bridge over the Harvey River, taking in the
escarpment of the Harvey River and surrounding environment.

1 Bunbury International Motor Sport Complexlevelop an intenational standard motor
sports complex with associatédcilities.

1 Big Swamp Wildlife PariBunbury) Develop "Big Swamp" as a nature based tourism
attraction.

1 Three Waters Centre, Bunbury: Build the Three Waters Centre in Bunbury Tourism Precinct,
Koombana Bayo houseanew visitor centre, Regional Art Gallery and Regional Museum.

1 Charter boat jetty facilitie¢Bunbury) Provide jetty facilities for dolphin watch, dive and
charter boats close to the Dolphin Discovery Centre.

1 Bunbury Convention iad Exhibition €ntre: Investigate the feasibility of a convention and
exhibition Centre to capitalise upon the increase in business tourism.

1 Bunbury outer harbour: Move outer port operations to inner harbour. Stager2ate an
areafor charter boat failities, residential housing and assorted recreational activities. Also
potential to include additional commercial opportunities.

Western Australian Trails Strategy (20@®15)
The Western Australian Trails Strategy (2@025) is not an implementatioplan but rather a
collection of higHevel principles, direction and outcomes from which leeagjionalised plans and
strategies will evolve. The core strategies (principles) include:

9 Build community capacity to develop, construct, maintain and promaistr
Encourage better links with segments of the community
Encourage appropriate user access.
LYLINRPO@S G(GKS aSOi2Nna 3I20SNYIyOS Y2RSt o
Link Western Australia to other trails movements and trends.
Explore different funding models for trails maintenance.
Promote research on trails usage, benefits and demand.
Promote the nature and value of Western Australian trails, and

1 Develop and implement educational programs.
Western Australian trails attract a diverse range of users including photographers, walj@isis,
mountainbikers, canoeists, horse riders, -offad drivers, motorcyclistssnorkelers divers and
nature enthusiasts. The strategy highlights the challenge of developing and maintaining trails across
the entire State whilst also appealing tcetbrroader range of trail users.

=A =4 =4 4 -4 -8 4
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The South West Mountain Bikdaster plan(2014) identifies five major locations for biking across

GKS az2dzik ¢gSaid AyOfdzZRAYy3I 5dzyao2NRdzZIKQA Ozl ail f
bl yydzdQa NRHNE SyAS XAt $¥oSMILByQa Gttt GNBES&E SELISN
experience. Each location is approximately 2hrs drive apart encouraging overnight stays across the
NEIAZ2Y D C2dzNJ £t 20 GA2ya | NB 2F UYeywhérd @300kin ofa A Iy A F .
trail is proposed as a high priority project within the short term. Bunbury, Donnybrook, Harvey and

. FfAY3dzZLld FNB 2F WiEi20FfQ AAIYATFAOLYOS FyR atlas
mediumlong term. TheéViaster plansets out recommendations for facility, governance, event and
promotion development to support a worddass trail network across the south west to grow

intrastate, interstate and international patronage of this fggbwing adventure/nature based

activity.

TOURISM PLANNINS THEBUNBURYVELLINGTON AND BOYUP BROOK REGION

TheNB IA 2y QA&
(shown right) maintain
Community Strategic
Plans and Corporate
Business Planto guide
development within
their respective LGAs
including tourism
development.  Major
tourism initiatives
planned by the seve
LGAs during 2012023
are outlined below and
supplement theregional
tourism priorities
recommended in this
strategy (i.e. may be
developed in parallel)

sullage point and picnic facilites SRS @St 2 LIYSy 4 2F CSGiGf SNRa tFN] Ay
stays atfonstone Gully Falls, and upgrading hiking/bridal trails in the Ludlow Tuart Forest.

Boyup Brookaims to furtherdevelopthe music parkimplementstreetscag improvements to the
main street, encouragebusinessowners to renovate shop frontages, upgradecilities at the
caravan park (e.g. a new camp kitchen and BBQ area, shade ttbesirerflow area), and develop
nature based attractionandactivities such as wildflower walks and bike trails.

Collie aims to develop amenities at Lake Kepwari, deveddprag Stripat the Collie Motorplex
support DPaV in upgrading caravan and camping facilities at Stockton aakeGlen Mervyn Dam
support the Department of Mines and Petroleum to develop day useitfesilat Black Diamond
pool, develop a Transit Park at Minninup Pool, and continue to improve services and infrastructure
such as the new art gallery and tourism hub.
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Dardanupaims to support the development of tourist accommodation in the Dardanup and Eaton
Millbridge subregions, develop Gnomesville as an official tourist attraction with associated
infrastructure, develop a serviced overnight caravan stop in Dardanup, igaesth restaurant/café
being developed along the Collie River foreshore, and seek to changmithese of theFerguson
Road Reserve to recreati@mablingtourism development.

DonnybrookBalingup has identified priorities in promoting the natural enviment and local
producers, increasing amenity and access te tbrests and riversinclude Heritage Places in the
development of tourism, and to upgrade existing whike trails and selectively add trails over the
medium term.

Bunburyaims b develm the visitor experience year rounly improvingthe range ofwater based
recreation experiences establish awater playground and create atourist hub incorporating
multiple activities and experienceslt also plans to @ntinue increasing its accommoiilan capacity

by attracting a new 45 star hotelresort facility, encourage refurbishment of existing tourist
accommodation facilities and encourage residential dwellings to be used for short Siag.
Bunbury Marine Facilities Plas supportedncludingthe Dolphin Discovery Centre Master Plan and
potentially a multipurpose facility for a visitor centre, museum and noongar cultural centre.
Bunbury also aims to identify and support events that attract visitors to Bunbury.

Harvey aims to cvelop a signge, information and wayinding strategy to more effectively
promote the Shir€ town sites as caravan friendland to collaborate with partners to promote
regional tourism initiatives Development priorities include improvhe accessibility and rangef
amenities and infrastructure at the Leschenault Estuapmmete the ForeshoreDevelopment
Strategy at Myalup, develop the walk trail from the tourism precinct to Harvey Dam and upgrade
parking at the Harvey Dam amphitheatre to enable larger events.

LONG TERM TRENDS

The Bunbury Wellington and Boyup BrooKourism Development Strategy adopts fige-year
timeframe from 20152019 Long termtourismtrendsthat are expected to influence tourism across
Western Australia anthe regionduring this periodare outlined below.

1 Rising environmental awarenessconcern for impacts on thenatural world an ever
increasingP ANBSY &aKAFTGQ G2 6 NprakticeS pfadictdBnd 6dwees) f f & | & |
favouring undisturbed naturdasedtourism experiences low-no impact visitor activities
and conservatiosdriven developments.
9 Sustainable tourism:travelling responsibly, visiting sustainable environments, authentic
experiences and tourism that delivers benefits for locals and the environngeatvth in
social enterpises as more travellers value renewabdeyclablesustainable approaches to
life (e.g.fair trade, carbon offsets, voluntourism, pa markets, sharing economy, &tc
1 Ageing population! dz& i Nbpulatibn®t? GI9 NWwik ipc@ase60% from 3.3million in
2013 to 5.3millionin 2028 and they will be comparatively healthier, wealthieore active,
and moremobile. Needto better understand their desires, preferences and motivations as
they take to the roads iMWDs, caravans an®R\s seeking outLJtf  OSa (2 WS&aOlF LIS
a20AFtAAaS Fa LINI 2F GKS WaAf @SNI dadzyl YAQ 27F vy
1 Owning a home on wheel$28,000+ registeredr\s in Australia, 2,000+ new R¥ built in
Australiaannually 90,000 RVson Australian roads at any one time; the number of sites
baysin Caravan Parkisas beendecreasingnationally, site shortages¥# ¥ SNJ f QRVOl Y LA y 3
Friendly townsdestinationsand overflow/transit facilitiesare on the rise;
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1 Changing spending patternsrising aspirations and expectatigngisitors expedhg
premiumquality andservice at affordable prigssas a minimumconsumers buying in shops
andonline with social/digital media influenciribeir spending patterns.

1 Experience economypeople valuing experiences over possessions; using experiences to
expresstheir socialstatus; travef) galue derived from the experience (i.e. the memories,
feelings andhighlightslowlights); social and online media capturing travel experiences,
profiling destinations, influencing travel plans and setting visitor expectations.

1 Increased urbanisation worldwide world populationsteadily increasinga burgeoning
middle-class,sprawlingurbarisation, larger and more congested citiéscreased pressure
in our daily lives motivatingravellersto W S deQ I [IJK NP dz3 e rie2of hbliBaythatT
immerse visitors iseltdiscovery, educatiarculture and nature

9 Carbon economy climate change and global warming becomingpatiasive;changed
weather pattens and extreme weather events; awareness of fossil fuel impacts and
renewable energy on the risegrowth in W3 NBo8rémM raising thevalue placed on
biodiversitg WSELISNASYOAYy3IQ dzy 12dzOKSR yI (dzNBx S0O2 i 2 d:

1 Sharing Economy closdy linked tosocial media, democratisation of communication and
sustainable approaches to life; visitors sharing rooms, bikes, cars, facilities and experiences;
AYIFI NI RSOAOSa FIOAEAGIFGOAY3T (GKS WakKlFNAy3a SO2y;
conventfonal business modebnd enabling visitors to customise their trip experiences

1 AsiaPacific Tourism: steady growth in inbound/outbound travel across ABiacific;

ANR g 0GK A y-regiohdl tragekibiddsyvéllNdr growth in arrivals to Western Australia;
culture, food, nature and leisure are among primary motivators of-Raigific travellers.

1 Mobile technology:Smart phoneslevicesbecoming evessmarter utilising Bluetooth, NFC,
GPS, imagel/voice recognition, app¥i-Fi, satellites, etc; visitors and travellers of all ages
becoming proficientn using smart devices to do almost anything anywherez24/

VISITOR SERVICING

A Sustainable Future For Visitor Centres in Western Auskalia ¢ 2 dzZNA &y 2! Q& NBaLJ
| F SO6SNIAY [/ 2yadZ GAy3 aGddzRE OoHAmMnoO® ¢KS NBLEN
use visitor centres tend to stay longand spend more in a region. However, too often visitor

centres compete with local travel agents by focusing on bookings and the sale of product, rather

than faceto-face servicing. Similarlypcal destination marketing undertaken by visitor centres

often duplicates a primary role of Regional Tourism Organisations (e.g. ASW). Whilst local
governments have a community service obligation to provide information about their area, visitor
centres are not profit making but do contribute to the economic vadfidcourism Therefore dcal
governmentsand tourism operators should bpartly responsible foffunding and sustainingisitor

centres. Tourism WA only promotes accredited operations including accredited visitor centres.

Hence Tourism WA encouragegsitor centre accreditation however, visitor centres argue that
accreditation adds to their costs and restricts their ability to operate sustainably. National guidelines

2y GAAAG2N] OSY(GNB | OONBRAGIGAZY | NB OdenmBy (it &
network, a centrally coordinated (i.e. TWA, TCWA, VCAW#ANotional strategyhas been
suggestedy TWAtO help raise the profile and patronage of visitor centres and possibly reduce their

cost base whilst growingisitor stay and spend in a region However,the fact remains that

patronage of visitor centres across Australia has been steadily declining sinee/midn Q dtheg K Sy
internet, online servicesand mobile technologie®egan to flourishand became entrenched in

everyday lives.The sustainability of a visitor centre remains closely linked to the number of visitors
WGKNRdzZZAK GKS R22NR FyR GKSANI OF LI OAdGe G2 2FFSNJ
operators and the community.
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SECTIOR ¢ REGIONALOURISM DEVERPMENTSTRATEGY

2.1 VISION

The proposed vision statement for the region is:

A leading nature and adventure getaway with quality boutique experiences in food,ouitee
and hospitality that inspiregeopleto visit and indulge again and again.

2.2 GOAS

Long term goals for th&®egionallourism Development Strategy are to achieve:

1,686,000R I &

by 2030.

To Do Do Do o I

559,0000vernight visitors an@,078,000 visitor nights p.a. by 2030.
0 NApd by 2GD.A G 2 NR &

Average length of stagf 4.0 nightsby 2030

$231,481000 p.a. overnight visitor expenditure afd93,867000 p.a. day trip expenditure

$425,348,000 visitor expenditure across the region by 2030.
Sustainablenediumterm growth in visitation of B%p.a. @nnualaverags.

Medium and long term goalre compared below with past results (202013 average) to highlight

GKS NB3IA2Y QA
FOCUS

Daytrip Visitors
Overnight Visitors
Visitor Nights

Visitor Expenditure
Daytrip Expenditure
Overnight Expenditure
Daytrip Visitors
Overnight Visitors
Visitor Expenditure

LR GSYyGdAal f

PAST RESULT

JFAYyE FNRBY |

FUTURETARGET *

(2010-2013 average)

1,307,000
430,000
1,592000
$327,000,000
$150,000,000
$177,000,000
1,307,000
431,000
$327,000,000

* Seepage 2 for details on growth rates.

LY RRAGAZY

2 0(GKS

1,686,000 by 2030
559,000 by 2030
2,078,000 by 2030
$425,000,000 by 2030
$194,000,000 by 2030
$231,000,000 by 2030
1,439,000 by 2019
469,000 by 2019
$358,000,000 by 2019

GFr NBSGa 2dz2if AySR

NEIAZ2YI f

o208

I LJL

25308

South West by ASW, are shown below along with medii®%)and high(3.0%)growth targets for
visitor expenditure irthe Bunbury Wellington and Boyup Broagion (BW & BB).

ASW's & BW-BB's 2020 Targets - in working towards Tourism WA's 2020 Targets

(UNIT: $ Million Visitor Expenditure) 2013 2014 2015 2016 2017 2018 2019 202(¢
ASW 1,520 1,58C 1,640 1,73C 1,80C 1,88C 1,93C 2,00(
BW&BB 1.9% AAGR 302 328 336 343 348 353 358 363
BW& BB 3.0% AAGR 302 333 343 352 362 373 384 394
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¢KS G2dzNRaY adNIGS3Ie assia (2 WAYGSANIGSQ GKS NE
following:

1. Heightened regional focus as a nature, adventure, culture and-fead destination
with themed seldrive routes andtinerariespackages.

2. Bunburycity as an accommodation hospitality and shopping hub, from where
visitors carovernight orday trip into the region vithemed, seldrive routes.

3. Selfdrive food-wine WA y R dzftrall §omCHar@ey to Bayp Brook a BunburyCollie
scenicdriveloop; I WNA y 3 Q NP @giohad@toeyhéd self Krise routes
(e.g. adventure, marinaquatic, heritage and shoppirgylture).

4. Srong events nurturecandgrown; new eventduilding on regional strengthsuch as
boutique-sizefee-paying foodand cultural eventsat outdoor venues

5. Increasein accommodation capacity including 24$topovers, campgroundsature-
based parksB&Bs, selfcontained holiday unitsserviced apartmentand a resort

6. Consolidatedegionalmapsand holiday plannera regional website, digital planning
andway-finding (e.g. an App, Google Maps, ) andmproved visitor servicing

7. Increasedtourism standardsind professionalism, aonsistentlyhighWlj dz €t AG & Q @A aA
experience, through trainingndaccreditation

8. LGA<ollaborating on infrastructure and marketing material to develop 1tbgionas
the destination; and tourism operators and stakehold@mgesting incooperative
marketing (regionaffocus), standards and establishing a Sub Regional Tsmr
Organisation to help facilitate emperative marketingand packages

2.3 STRATEGIC AIMS
To integrate the region, increasgsitation andi 2 dzZNA ayY Ol LJ OAG& IyR RSt AGDSNJ
experience, the regional tourism strategy addesseven key areas, which are outlined below:

Tourisminfrastructure
Marketing& Positioning
Product Development
Events

Digital

Standards
Governance

NookrwhE

1. Tourism Infrastructure  In parallel with existinglevelopmentprograms currently
being planned by theseven LGAsthe recommendedourism development priorities
have potential to significantly enhance the range and scope of visitor experiences on
offer and increase visitation to the regionFor exampleinland diving at Lakes Kepwari
and Stockton andlack Diamond Pool; formahg and developingGnomesville as a
tourist attraction and stopover; upgrades to Wellington National Park that enhance the
adventure experiences on offer;the development ofmasterplanned mountain bike
trails inareas near @lie, Donnybrook Balingup Bunburyand Harvey improved access

¢kS 21 D2 GrarhNnY8OdMpid@ Action Plan, Parks for Peeqaigram,and regional LGA tourisprojects 20152020(i.e. as
2dzit AYSR Ay (GKS { KA NB Qdrporate BusimsePlang) { NI 0S3A0 ttlhya s
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and recreation amenities along the Blackwood River; directional signalgag new
regionalselfdrive routes;lighting of building exteriors within the centre of Bunbury; and
the Boyup Brok Country Music and Arts CentreThe recommended prioritiesare
detailed onpagel4.

2. Positioning. The region is steeped in nature and adventure supplemented byfadnd,
culture, heritage, event and shopping experiencds.comparison, Busselton aims to be
the event capital, Margaret River aims to be the wine capital and BridgelMamjimup-
Pemberton aim to be the forest capitalt KS NBX3IA 2y Qa LIRaAdAzyAiy3
based on sustainable advantages ebhiappealto visitors. Collie and Wellington
National Park and to a lesser extent Bunbury, Donnybrook and Balingup are poised to
become dominant mountain biking destinations, attracting adventure seekers.
Wellingtonand Ludlow Tuart ForedRQ along with the dams, river valleys, forest and
beaches have distinct appeal to natiaed adventureseekers. The region is well placed
to be a leading adventureature getaway in the south west supported by boutique
experiences in wine, food, culture, tilmge and shopping. Positioning as an adventure
nature getaway enables the region to highlight many of its natural features whilst
appealing tooutdoor-adventure, naturebasedvisitorsthat canand willWA y Rdzf 3SQ Ay
boutique services available acrake region

3. Marketing. The marketing plan addresssgaps and opportunitiethrough advertising,
promotion, partnerships andisitor servicing. Branding is an immediate, high priority
and requires a facilitated process to develop a brand to use iifomag advertising
promotion (e.g. TV, social media, website, maps, brochures). An adveréinthg
promotion campaign in collaboration with A8W proposed targeting day visitors and
domestic overnight visitors (e.g. using newspaper travel features, @nilinde events,

TV, lifestyle/travel magazines and social media). Consolidating visitor information into

Wl OGSAEAASINR Sy OS o+ AaSRQ YI L& -thipperslahd\ave¥h@gidzy G Ay
visitors and to grow visitation of specific visitor groups .(adyenture winefood, art

culture, nature, etc). Visitor servicingshould be improved with a reduction irisitor

centres, an increase in information nodes, enhancedegionalwebsite, themed maps

and aregionalholiday plannerthat aids wayfinding If implemented gradually these

changes have potential to reduce operating costs (e.g. fewer visitor centres, maps and
brochures) to enable a reallocation of fundsrémionaltourism development

4. Product Development & Events There is scope to &n- y OS G KS | LIISFE 27
tourism product and events. Examples include regiode seltdrive routes for wine,
food-producehospitality, mountain bikingand road cycling,and cultureheritage the
creation of brochures for trails and the developnief trail links; theencouragement of

yS

i K

i1

0K

boutique scale ammmodation promoted via onlinbooking sited Y R Wa KthdE Q aA G Sa

creation of suggested hadind full day itineraries to accompany each themed map; new
events such as fmonthly musiecultural perbrmances at selected sites, a food event
focused on the Harvest Highwagn adventureevent across multiple sites; a new

6 The collaboration could take a variety of approach@suggested approach is the sub region establishramualadvertisingpromotion
budget and work closely with ASW to identify where, when and in what form the advestisimgotion program willoccur. The
underlying rationale is ASW has significant expertise in tourism adverfisimgotion and this should be leveraged by the sub region.
CdZNIKSNE GKS &adzo NBIA2yQa o0 NI YR Ol yvialAW asihis avitizémand the RulSdegibh dsyd | y @
RSAGAYIGAZ2Y AY 1 dzZaGNIfAlFIQa {2dz2iK 284X FTRRAY3I FdzNIKSNI AYLI O
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country-lifestyle themed event incorporating music, camping, cates#/bikes and local

food; stronger promotion of regional accommodaii packages/itineraries linked to

localeventsf 3SYOAS& YR bDhQ& LI NLYSNAY3I gAGK GKS v
/ TWA to develop aboriginal tourism experiencegjgregation of product / events into

three distinct visitorseasons namely, Seplov Spring Wildflowers and Events, Ddar

Summer water activities/swimmin§ishing, AprAug AutumnWinter adventure &

culture-hospitality activities and yeamound promotion of indigenous, nature, hospitality

and wine tours/activities/experienceshe creatian of brochures and signage dedicated

to white water rafting and/or canoe trails liekl to canoein camp sites and the

investigation of inland lakeauba diving at one or more sites

5. Digital. Mobile and digital technologis becoming deeply entrenched in tourism (e.qg.
online bookings, reviews, travel apps, GPS -tmite guides, digital mapsMP3
interpretation, etc.). Rapiddvances in technology continue disrupt conventional
approaches as more and more innovative teslugy is released. Visitors are
increasinglyable to accessnore and betterinformation online than offline and rapid
advances in mobile devices are further extending their application in tourism. As the
adoption of digital technology increases in touris the importance of having a digital
strategy becomes paramount. Thegion needs a greater online presence initially
through massmarket utilities (e.g. Google, Facebook, YouTube, TripAdvisor, Everytrail,
etc) whilst building functionality online via aebsite, app, WFi hotspots etc that
provides visitors with the digital tools that help plan, communicate, ¥irag and share
their experiences.

6. Standards L YLINR @SR € S@Sta 2F G2dNRAEAY I OONBRAGH (A2
operators will result inhigher standards of service andprofessionalism across the
region. In turn this will also help increase the reg@®napacity tooffer a wider range of
packaged tours and promote itinerari¢argetinginternational aml interstate visitors
Workshops networking eventsand facilitated programswill also improve quality
standardsthrough partnerships with the Chambers of Commerce, Business Enterprise /
Incubator servicedusiness support groupgCWAand ATEC Over the medium term, a
larger collection of @NBRAGSR 2 LISNI G2 NE ¢ &dndard 8fy KI y OS i
professionalism and it® I LI OA & G2 2FFSNI I Y2NB O2YLISttAy3
to target cruise ship visitorspackaged tour groupand high yielding free independent
travellers. Over the longer term, high quality standards could be the region
competitive advantage and point of difference.

7. Governance Consultations identified support for a sub regional tourism organisation
(SRTO)This will require participation and investmentthe SRTOby tourism operators
and IGAsrevisingcurrenttourism budgets andapproaches The goal ofegional tourism
will be a regional approach to visitor servicing, regional map-dsive routes and
events A subregional tourism organisatioshould opemte under a formal structure
(e.g. incorporated association, limited company, joint venture or partnership) either
newly created or already existing (i.e. modified to suitfteonporarilyadopt an informal
structureduring its formative stageg.g. allimce). The SRTO could coordinate itself via
an online community using clotshsed enterprise software to link participartsline
collaboratively 24/7to reduce the need to meetaceto-face. Preliminary indications
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suggestLGAsrequire 1218 months to bgin the transition towards regional tourism

leaving scope for tourism operators timrm a group to work alongside th&GAs
F2NXIEAAAYD | A0G§NHOGdzNB s Sa i Isacdringariémbar§ SR O LIA
and readying to implemento-operative maketing initiatives withirthe actin plan A

recommended approach is for the SRTO to itjtilocus on marketingi.e. to develop

packagesand suggested itineraries that leverage new self drive routespmerative

advertisingand promotion of the regim, partnerships with ASY\andgradually increase

its funding and resourcbase

2.4 TOURISM DEVELOPMBEMNRIORITIES

STATESIGNIFICANARIORITIES

Theregion has five development priorities that have significant potential to stimulate growth in
visitationand tourism enterprises, which would bring benefit to the regimmd the State  The five
State Significanfpriorities are listed below and should be pursued ashighestpriority.

1. 5808t 21 GKS /2ttAS a202NLX SE A yaciy fér S&GSNY | «
regional WA.

2.550St21L) GKS 52fLKAY 5Aa028SNE /SyiGNB Ayid?z
experiences.

3. Support the development of iconic wine tourism experiengethe Ferguson Valley
and prominent winegrowing areas across the region.

4. Devebp a5 star hotel in Bunbury.

5. Develop a new marina in Bunbury that includes facilities for cruise ship tenders, dive
boats and dolphin cruises.

REGIONALESIGNIFICANT PRIORITIES

A primary objective of theRegionalTourism Strategy was to identify tourismfrastructure and
product opportunities to inform future development and investment list of potential tourism
development opportunitiesvas evaluatd during regional workshopsTwelve regionalbgignificant
developmentpriorities were identified based on the following steps.

f Over 50 development options' were identified through desktop analysis and
consultationscovering tourism infrastructure, product development, events, trails and
drive routes

1 41development options werg@resented to30+groups ofworkshop participants who
each selected and ranked 6-8 preferred priorities (i.e. ranked on importance,
achievability, benefit and appeal using a scale-nb@atingto 3-high rating.

1 The seven workshps identified twelve regionallysignificant development priorities
that have potential to bring aboutmuch neededmprovement to theNB 3 AtGuys@ &
appealandcapacity. The regionalsignificant prioritiesare listed belown rank order
(highest to lovest).

! Capitalintensiveoptions were discarded, for example, high speed traimsnitbana Bay Marine Facilities, Bunbury ring road, etc.
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1. Steadily upgrade tourism signage across the region, improving directional and
interpretive signs (i.e. Hdranding, improving standards & coverage).

2. LJANI RS (St SO02YYdzyA Ol (A 2bfagk spot®F NISa/ (A NN iy BNS =
reliableaccess tanternet and mobile phone services acrobs tregion

3. Install WiFi hotspots within each town, enabling visitors to stay connected and
to encourage town visits.

4. Link Bunbury Ferguson Valley, Wellington NP and Collie as a scenic drive loop.

5. Identify potertial campground sites on Shimontrolled land, develop low
impact sites and increase options for campers; ideally in proximity to day use
areas.

6. Development of, or improvements to, trails for walking, mountain biking,
canoeing & universal access; linksies of interest to towns & day use sites.

7. Develop the Wilga Rail Trail between Donnybrook and Katanning; catering for
mountain bikes, walking and horse riding.

8. Develop RV Friendly sites within close proximity to regional towns, create an RV
trail (scenicroute) between towns, linked to popular heritage, nature &
recreation sites.

9.5S@St 2L I WNJduty¢ ar6undNt IreBion Rakifig @iSitors to popular
sites, wineriesateries, trails and foregstature sites.

10.Install signagend maps linking Harvey;erguson Valley, Donnybrook, Balingup
andBoyup Brook as a food, wine & produce drive trail with suggested itineraries
andactivitiesalong the route

11 Develop a naturdased adventure park with a zijme, abseiling, toboggan run,
canopy lookouts, tree ithbs, etc,

12 Create a program of #nonthly music or cultural events at boutiqueitdoor
venues across the region, appealing to wine, food and cultural enthusiasts.

If the recommended prioritiesvere developed over the medium term the regioautd expect a
increase in daytrip and overnight visitpteurism expenditureandan enhancel regioral profile as a
prominentoutdoor/adventure, events and setfrive destination

Additional prioritieswere identifiec late in the project that warrant further inaigation by the
LGAsand government (SWDC, RDAyhich centre around the deproclamation of Harveyand
Wellingtondams Potential opportunities for developmeate outlined below.

1 Harvey Dam 12,707 hectareatchment areaapproximately 64% is Stak®rest and Nature
reserve; scope exists to increase recreation, dse examplebushwalking, mountain bike
riding (e.g. link Munda Biddi to Harvey), picnicking, formal and informal camping, fishing,
swimming, scenic driving and canoeingA master plan isrequired to guide future
investment to support increased recreational use.

1 Wellington Dam 249,239 hectare catchment area, approximately 54% is national park and
conservation estate and 43% freeholtie area currently supports high level recreational
use, howeverscope exists to increase use for bushwalking, mountain bike riding, horse
riding, picnicking, informal camping, scenic driving, fishing, canoeing and boating.
Implement the master planthat already exists, with detailed design work to support
increased recreational use.

Q¢
Q¢

8Source:{ 2dzi K 2Sad 5SmLINBOf I AYSR 2| S NJ. Preparéddor the/Wiate! QdiShimént ImedaQandy | G A 2y !
Collaborative Working Group May 201y The Department of Parks & Wildlif
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Potential c&evelopmentopportunitiesidentified for privateinvestmentinclude:

§  The development of a 4WD parkvithin the region, in close proximity to camping
and/or accommodation facilities.

1 Rural landownersestablishing a nature-based park (campground) under the legislative
framework or establish facilitesas Y w+ CNASYRf & -BP@GRYWR A2y S 2
accommodation for users of the Bibbulmun and Munda Biddi tracks

1 Develop a naturdased adventure park with zipline, abseiling, toboggan run, tree
climbs, canopy lookoutzorbing, bungee jumpingtc (e.gwww.ecoline.com.aqg.

9 Fivestar hotelresort in Bunbury located in close proximity to the town centre and
Koombana Bay foreshore, leveraging off the proposed (2014) marine facilities upgrade
in Koombana Bay.

A selection of supplementary development options are presented énappendix for comparative
purposes.

o Typically includedWDtracks of varying difficulty incorporating sand, rocks, mud and water; also used for training, recreation, events
and vehicle testing; can include areas for viewing, picnic/hospitality, amphitheatre/events, camping & storage.
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2.5 REGIONAL ACTION PLAN

The action plan for the region focuses savenkey areas: 1MarketingMaterial. 2. Events3. Packaging. 4. Inftascture.

5. Governange6. Standards

and 7. PartnershipsA memorandum of understanding (MOU) between th@Aswill provide an overarchingraY S ¢ 2 N (G 2 KSf LJ. UNB3IA2Y]

ACTION AREA | AIM: Toconsolidatedl K& 4898y { KANBQA dicaidhated ¥egidnal F 2| PRIORITY TIMEFRAME ;'éé?\l oy
marketing approach

1.1 Website Develop a regior_lal tourism Wepsite wiFh digital maps, hoIi_day planner_, suggd_ﬂmdtries, High 2015/16 LGAS
gallery (video & images), bookings & ticketing (events); Linked to social media & travel

1.2Themed Develop themed regional mafisting ALI°G K S NJ»aiiwgng, @dventure & nature, art, High 2015/16 LGAS

Regional Maps culture, shopping& heritagesites with away-finding focus phase out shirdbased maps

1.3Regional Enhance dzy 0 dzBidio@aRlannemwith themed routes, themed itineraries, suggested High 2015/16 LGAS

Holiday Planner packages (accontour, food), event& accommodation option& ALL regional events

1.4App Develop an offl.lniéll App, driven by GPS not phone n.etworks, to guide V|S|tqrs on self driy High 2015/16 LGAS
routes and to sitesplaces& operators across the regiorRefer to the appendix.

1.5Drive Route Install directional signs and markers along theee mainselfdrive routes to complement Med 2016/17 LGAS

Signage the maps and Appndulgence Trail, Bunbufy2 f f AS S5NA @GS [ 221 |y

1.6 Entry Install entry statemergat northern, easterr& southern points of entry, gblaces of interest Med 2016/17 LGAS

Statemens (e.g. Yarloop Workshops, Golden Vallege ParkCollie Tourism Precindoyup Brook

1.6 Roadside Install roadside billboardsn reserves/freehold along main access roads; depicting envial Med 2017/18 LGAS

Billboards images of people at scenic places, with the reGi@iogar& a call to action

. . Createaregionalpresence orFacebookTwitter and Instagram,.GAsand staleholders post LGAsSWDC,

1.7 Social Media : ; " : o Med 2017/18

text, movies and imageabout events, celebrities, happenings, specisilghtings, etc.... Operators,
Residents

1.8 Digital Create and maintaiaregic_)nal_presence on Google m_ap_Er,ip Advisor, _You Tube qncher Med 2017/18 LGASSWDC,
channels as t_hey emer_gb:ghllghtthe bra_nd name, priority themes & imageweblinks to Operators,
operators visitor experiences; popular sites and scenery; etc Residents

10 Operators willing to pay for a listing getalourphoto and/or additional information displayed. Operators NOT WILLING to pay for adistyrgget a phone number and address displayed.

Myy 2FFEAYS FLILI 62Nl & AY Wodoveded lWuiure, wheNJil niobile doverdge ¥xdsts atss ihe giobdie2ApScaargimeered or abandoned. The website
Oty 0S8 WY20Af S NBaLRy a sagdterovide/tiie fe@ilirgfunktiSnialing of @i Gifling raapdng Appdzi A 0
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The event strategy is:
1. Maximise the value of existimgajor events and introducepproaches that growvent visitation increase valuandextendstay in the region.
2. Introducenew events that build on strong themes and regional venues/participatiomaunster support that enableshem to succeed and prosper.
3. Increase theNB 3 Apdofifetad an event destination, leveraging the promotion of majuunique eventshat help extend the visitor season.
4

Establish an event frameworo prioritise, resource and coordinate events regitthaaided by a regional event alliance

ACTION AREA

AIM: Toimprovell KS wS 3 A 2y Qas, appgdi®ysistaiaabilityy R I NR

PRIORITY, TIMEFRAM

LEAD

AGENCY

2.1New FoodWine | Investigate a regional food & wine evealbng the Indulgence Tréfarvest Highway i LGA®
. . AR . . . igh 20152016
Event including hospitalitywineries & fooepbroduce suppliers; packaged with accommodation. Event Groups
2.2New culturat Investigate a bmonthly outdoor musigberformance event>-6 events per year, different Hi LGAS
. ) _ igh 20152016
food event venues across the region, supplemented with local food & wines; packaged accommod Event Groups
2.3Sport Events Buildrelationships with sporting associationd¥5R to increase the range and number of High 201517 LGA®
sporting events in the region; including masters, nationals and mass participation event Event Groups
2.4EventAlliance | Investigate a regionalvent alliance ¥ . dzy 6 dzNE Q& 9GmSpLGASK reggpmaR |\ . 2016/17 LGAR
event groupsto improve the focus,value& sustainability ofhe regional event program Event Groups
2.5Event Introducean event framework thatostersconsistency iraregional evenprogram Medium 2016/17 LGASX
Framework standardising resourcing, promotiorisk management, evaluatiotiered prioritising, etc Event Groups
2.6 Funding Ly@SaidAaalrisS WNBIA2YLf Q | LILINE | Ofegignali 2 T d Medi LGAR
N . . edium 20162018
significancee.g.regional grant applications, LGA event pool (fundsint levy, etc. Event Groups
2.7EnduringEvents| L RSy (i A F &s piieiiire eNah fo Begtdinedand work collaborativelyo improve and | LGAS
. ium 20162019
build the selected events Event Groups
2.8 Event Profile Adopt a collaborative approach to promoting the region as an event destination using Medium 20162019 LGAR
common channels (e.g. social media, websites, event directoriesligtsolicity) Event Groups
2.9Business Eventy Develop relationships with Event Coordinators, Industry Bodies & large Corporates; est| ;. 4iim 21062019 LGA®
promotional package of venues, accommodation, pre & post activities, transport options Event Groups
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ACTIONAREA

lLay ¢2 SyKIyOS (KBRNBANRE §OE AR WLISF Wil

PRIORITY|

TIMEFRAME

LEAD
AGENCY

3.1Business Chambers of Commerce, Business Incubators & Small Business Aetvisensiged to High 20162018 CCl, ete

Facilitation promote cooperative marketing to tourism operators & assist in facilitating packages.

3.2 Tourism Groups| Visitor Centres & TourisfProgresy! a 82 OA I GA2y Qa Sy 02 dzNJ ISH High 20162018 LG
events to facilitate collaboration amongurismoperators(e.g. Sundowners, Guest Speake

3.3 Capacity ASWbe supported by GAdi 2 NP f CapagitgAuildi@ ALINR INI ¥ (2 S3§ High 20162019 ASW

Building operators & support theAsia Tourism Development Centtencept in building capacity.

3.4 Suggested Include themed itinerarie&Asuggested programs the re;vam,pedlqlida}y planner, \,Net,)siAtg | High 2016 LGAS

Itineraries &themedY | LJA2X KSf LAY 3 LINE YL (4 A3SAQA ZofBratos2l S

3.5Packaging 9y O02dNF 3S 2LISNIG2NE (G2 LI NLAOALIGS Ay ¢ .. LGA, ASW,

) . ; ) g 20162017

Preparedness readiness programs and industry marketing forums to increase momentum towards pagd SWDC, TCW.

3.6Package tAaA02NI / SYGNBa 3 ¢2dNRE&Y 6 t NEINBAaoL !| 4 20162019 L/ Qa

Themes for packages such as foaddwine, $iopping arts, adventurenature & events. Associations

3.71TG & 9y O02dNI 3S WLINEBFOGAPSQ 2LISNY G2 NEndaSdgwity 5 20162019 | 1 {23 +

Wholesalers Perth-based IT® and Tour Wholesalers to identify product that is in high demand. LGAs, SWD(

3.8 Engaging Through soci.al‘ media,—reaeyvsletters, Shire websites & community not'ices encourage toun  pred 20162019 | LGA S +

Operators operators to join networking events & forums/groups to collaborate in developing packa SWDC, CCl,

3.90perator Fam an alliance of operators to meét discuss the development & promotion of package Med 20162019 1 {23 =

Alliance & compile an inventory of packagable product for distribution to Tour Wholesalers

3.10Event Form a sulcommittee to investigate / coordinate event packages; for example, Leschen| Med 20162019 LGAS

Packages Lady steam train run on local tracks, linking towmsisieries, hospitality, arts, heritage, etc..
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ACTION AREA

4.1 Council of LGAS

AIM: To invest inexperiences that differentiate the Regiofiom competitors& increase
visitation.

Usingthe existing Council of LGAs review the recommended priorities for reratid¢pr

PRIORITY|

TIMEFRAME

LEAD
AGENCY

Communications

establishing WFi in regional towns or at selected hotspots (e.g. Wellington NP)

_ g i o High 20162017 LGAs
endorsementand where appropriate prepare business cases & funding applications
4.2 Priority Projects| Review the endorsed infrastructure priorities and their respective planfitand use High 20162017 LGAs
implications, in preparation for economémd socialbenefitanalysis.
4.3Investment Prepare business cases and funding applications for teieped investment priorities High 20162017 LGAs. CoB,
Attraction SWDC, TWA
45 FiveStar _ Comp_lle an mve_stor memoran_dum f_o_r a 5 star hotel reso.rt located wﬁhm the City of Bup 14 20162019 | SWDC, CoB
Accommodation and distribute widely through financiahvestmentandbanking communities. RDA, TWA
4.6 Camping LGAgo communicate with landowners and rate payers to raise awareness of and suppc Med 20162019 LGAS
Accommodgtion nature based parks and RV Friendly Destinatimisg established oprivate land
4.7 Self Drive Investigate a regionddased granapplication to fund signage along the proposed-siive High 20162017 LGAS
Routes routes (e.g. directional signs, route markers & approach signs for points of interest).
4.8Dams Investigate participation in the Interagency Working Group and Master Plans for (propoy . gh 20162017 LGAS
additional) recreational activity ide-proclaimed areas dflarvey Dam and Wellington Dam,
4.9 Mobile Continue to lobby mobile phae network operators to address blackspots and assist in Med 20162017 LGAS.
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ACTION AREA

AIM: To develop regional approaches for organising and developing tourism.

PRIORITY|

TIMEFRAME

LEAD
AGENCY

accommodation outlets, popular sites, wineries, etc and analyse/report findings ywandy.

5.1MOU LGA toidentifyW O 2 YY 2 Y adtheBakig fRr@ Memorandum of Understanding; High 20152016 LG
principal aim iskegionalisingmarketingmaterial, slf-drive routes& tourism development

5.2SRTO Poten_tlal SRTQakeholdersform an aII_lance as a first step establishing aoperator-driven High 20152016 | Stakeholders
& regionallyfocusedSRTQ@o grow tourism.

5.3SRTO Upon forming an aII.lance, establish a constitutiariegal en_tlty, funding gnd resources and High 20162017 | Stakeholders
program of networking events and operator forums to build collaboration among operat

5.4Planning LGA to ensurgown planning control€ guidelines encourage tourism investmeptanning High 20152019 LGA
departments practice the intent to facilitate the strategic development of tourism.

5.5.Short Stay LGAestablish a common policy on standards governing private residences markeiee| o} /., 201617 LGA

Accommodation operatingshort-stay accommodatioon a senicommercial semipermanentbasis.

5.6 Regional LGA and SRTO to explore avenues to collaborate implementing the regional tourism st} . 201617 LGA

Tourism and especially branding, packaging, drive routes argfingtion marketing. Stakehoiders

5.7 Chambers of Local Chambers of Commercedi@anisenetworking events, collaboration among operatol 1.4 201617 I/ LO:

Commerce promoting accreditation & QA& business improvemento-operative campaigns, etc

5.8 Tourism Existing tourism associations be encouraged to meet regularly to explore prifjegtsan Med 201617 LGAs

Associations collaborate on andhow they can help upgradienprove regional marketing materials. A 0Q:¢

5.9VisitorResearch| Commence a visitor research program gathering & analysing data from visitor centres, Med 20162019 LGAs. VICs.
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ACTION AREA AIM: Rais¢d g NBySaa 2F NBaz2dz2NOSa | gFAfl ot S 7T PRIORITY TIMEFRAME LEAD
AGENCY
6.1 Tourism Tourism Operators be encouraged to familiarise WitirismGouncilWAtraining and High 20162019 |* L/ Qé b2
Accreditation development programs, especially pathways to becoming tourism accredited. Associations
6.2Business Tourism Operators be encouragedsopport (collectively fund) TCWA facilitating a series High 20162019 |* L/ Qé b2
Standards workshops @ accreditation, packages, quality assurancegpperative marketing, etc. Associations
6.3Business Visitor Centres (LGAs) be encouraged to keep merr)berg and operators informed ofvtool High 20162019 |* L/ Qé 3
Standards resourcesavailable to improve standartf& LI NI A OA LI GS Ay LI Ol Associations
6.4Export Ready | Tourism Operators be encouraged to familiarise Mtraliag '[ourism Export Cburlcilby | Med 20162019 | %t I Qaz
participating in industry forums, training workshofsl NJI* RS & K 2 ¢ axpaout f2adii § Associations
6.5Business Visitor Centres be encouraged to keep members and operators informed of governmen Med 20162019 |l [ Qaz
Support programs aimedt planning, training, staff developmengtc. Associations
6.6 Skills TAFE Wocationaleducationinstitutionsbe encouraged to collaborate with VIC members & Med 20162019 SWDC, ASW
Development tourism operators to facilitate trighlacements volunteerwork experiencdor students. LGAs
6.7 Familiarisations| Commence a program of Visitor Centre staff visitiga-regionald@A a A G 2 NJ OSy Med 20162019 | L/ Qaz
familiarise with tourism products/services across the region, during the low periods.
6.8 Collaboration | Local CGlto facilitate forums / networking opportunities for tourism operators to promote Med 20162019 /1 LQ3J
resources &approacheshatimprove standardsprofessionalisn& sustainability
6.9 Promotion Once a regional brand is developed encourage operators to use the regional brand, log Med 20162019
approved images consistently across all their promotiondetiver coordinated branding.

12 . . . ) . - . . - .
Tools and resources availaldeline via Tourism Australia, Tourism WA, Small Business Development Corporation, Federal Department of Industry, Bergiieesentres, Small Business Centres, etc
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ACTION AREA AIM: To build relationships thahelp foster a regional approach to tourism development | PRIORITY TIMEFRAME LEAD
AGENCY
7.1WAITOC SWDC and LGAs opdialogue with WAITOC to investigate approaches to develop touris High 20162019 SWDC, LGAS
Roelandshelp establish mentoring for Aboriginal tourism entmgmeurs& start-ups.
7.2DRaW OLSY RAFE23dzS 6AGK 5tlF2Qa NBIAZ2YIE YIyYl High 20162019 | SWDC, LGAS
opportunities atLudlow Tuart Forest &/ellington N, 3Vellington Danand Harveypam.
7.3CC$ [D!'& 2LISYy RAFf23dz2S sAGK t20Ft //LQa G2 Hi LGAs
. . : gh 20162019
forums and assistance in the development of collaboration between operators.
7.4Interagency LGAs open dialogue with the Water Catchment Interagency Working Graapttoipate in Med 20162019 LGAs
Working Group master planning for recreation use in Wellington & Harvey dams.
7.5TWA LGAs open dialogue with Tourism WA in respect to famils, regional pronuatiopaigns, Med 20162019 LGAs
event programs and infrastructure development programs.
7.6 ASW Supject to fundin,g; LGAs and the SRTO investiggtg optior)s to advertlse or promote the Med 20162019 LGAs, SRTO
NE3IA2Y UKNRdIzZAK ! {2 Qa SEAaudsiblisingd r¥gidhahbEagdd
7.7ASW LGAs a,nd the visitor centres open plialqgue with ASW to encourage tourism operators t| .4 20162019 | LCGAS, Visito
LI NOUAOALI UGS Ay UKS &pposdt Asia Uaurisd DevdloRmMeyt E¢ntr Centres
7.8 Transwa LGAs open dialogue witfranswa to explore rail / coach package options with local operg /.4 20162019 LGAs
and advertising campaigns on trains (e.g. posters, billboards, etc).
7.9SRTO & Open dialogue with TWA to identifiyterestedL ¢ h Q& | YR ¢ 2 dzNJ 2 K2 f ¢ Med 20162019 SRTO &
Operators assessment of priority packages that could be established & marketed to niche segmen Operators
7.10Local Tourism | Local tourismassociations to establish a regular forum to convene and investigate regior, .4 20162019 Visitor
Associations approaches including famils, staff training, accreditation / standards and websites. Centres
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2.6 REGIONAL MARKETING PLAN

During 20164 n mo X i KvBitoNduRet &/gfa@ed: 1,307,000 day trip visitors, 403,000 overnight domestic visitors and 27,000 international Vistitrs.
visitors: 1,738,000. Visitor expenditure 262013 averaged an estimated $328,000,0GP ¢ KS NX3IA 2\ WA visitorsMhsStéadyaakd%NE 2 F

¢ KS NI 3IA 2y QiacluddhtRationd and actvikied)shieh influencevisitorsmotivation to visitthe region, include 141 recreatioradventure options,

103 heritage options, 90 shopphagt-culture options,90 natureaquaticmarine options 82 winehospitality optionsand 49 events. The region offers a
predominance of recreatioadventure and natur@quaticmarine options(233) closely followed by cultwshoppingwineT 2 2 R 2 LJGA2Y & O MT H
Wwadil2Q 2F FGAONX OQGA2ya YR | OGAGA G A SmatureneRvaiibidtgked Sydboutigue avirel fitod, suliuke2agdishopind & |
experiences.This positioning puts the region in direct competition with Peel, Aughtiiegaret RiveiBusséion and Southern Forestsbeit differentiated by
Bunbury City, rivers and valleys (scenery, topography) and 12 rural townships in proxinatyigontattraction/activity nodes. These differences ar® be
leveraged through drive routes, themed majigheraries website eventsand infrastructurewhich supports access to these differentiating features

The main visitor markets and resgtive growth targetsfor the regionduring 20152019are shown below

VISITOR SEGMENT TARGET VISITATION 22089 | GROWTH TARGET SOURCE / ORIGIN OF VISITORS
Day trip visitors 1.42M- 1.44Mp.a. 1.2%- 1.8%p.a. 80% from across the greater south west region
20% from Perth & surrounds
Overnight domestic visitors | 410,000- 437,000p.a 1.4%- 2.0%p.a. 90% fromintrastate (WA) and 10% from Interstate
International visitors 27,000- 33,00(p.a. 3.8%- 5.0% p.a. 25% UK, 10% NZ, 10% Asia & China, 5% Germany & Eu

Themarketing plamaims to increaselay trip visitors, domestic overnight visitors and internatbmisitors byestablishing a regional brandyromotingregional
attractions/activities, events and operatorspommunicated by print, fact-face and digital mediumand emphasising four main categories of interest to
holiday-leisure visitors (e.g. via mges, text and video), whidre:

1. Adventure-Nature: mountain biking, canoeing, camping, fishing, diving, cycling, swimming and rivers, forest, bBacdiés,na hiking & trails

2. Food, Wine, Hospitality & Eventscafes, restaurants, wine, produaad events

3. Shopping, Services & Cultureshopping, services (medical, commercial, general), heritagerait, performances and entertainment.

4. Sport and Recreationcompetitiveandteam sports,recreatioral eventsfactivities trails,and activeoutdoor/indoor pursuits
Business visitors are essentially day trip or overnight visitors and will be targeted through the initiatives within dutivesgreas of the plan. Action plans for
day trip, overnight domestic and international visitors are sdtlmelow.

13 Growth Rates NB o I & S RourBny Foeeast Diis Autumn 2014or the period 2018 nmp A GK ¢w! Q&3 [h2 3IANRgUGK GFNBSGAE FR2LIGSR FyR GKSy | Rad
growth rates used to calculate future visitation & nights stayed were as follows: Overnightsvisiétp.a.; Visitor nights 1.7%p.a.; Daytrip visits 1.45%p.a.
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ACTION AREA AIM: Toincreasecommunication to families, friends & communities close to the region. | PRIORITY| TIMEFRAME LEAD
AGENCY

Priority Focus # 1 | Regional Marketing Plag DAY TRIP VISITORS

1.1Branding Appoint a specialist to fa}cilitate focus groups to develop a brand, tag line & logo; registe High Immediate LGAs
name, brand & loggg A U K Wl farkdlrefjgster a branded URL.

1.2Events Establish @&tandardapproach toevent promotiontargetingresidents ofgreater South West | High 20162019 LGAsEvent
Perthviasocial media, event directorielfestylewebsites regionalnewspapersk publicity. Alliance

1.3Sports Events | Establish a calendar of regional sports events prauoh a regionalvebsite; upcoming High 20162019 LGAs, Event
events posted on social megizdeo footage uploaded to a You Tube Channel Alliance

1.4Residents as Re§idents & the community tencourage family andfriends to visiE by showcasingvthe High 20162019 LGAs, SRTC

Ambassadors NEIAZ2YyQa | LIISIE GAl &2 0A !l dawelsseinarketing Rateda?

1.5Residents LGAsncourage households to host visits by friendE & YA f & o6& LINRB Y2 (A Med 20162019 LGA
things to do in the region including events, scenery-delfe routes & suggested itineraries

1.6 Social Media gadlrofAakK I WNBIAZ2YIfQ LINB&SYy OSinstagram,J2 LJd Med 20162019 LGA
Twitter, You Tube, Pinterest, Google +, Tumblr, Flickr, etc. Promote reasons to visit.

1.7 Social Media Appoint a team to post regular updates, images, videos, event notices, sporting highlig Med 20162019 LGA
happenings, eteteraon saial media, You Tube & online forums. Promote reasons to vig

1.8Publicity Appoint a team to distributevent and holidaynformation to print & online magazines Med 20162019 LGAS
newspapers & directories; promotiragtivitiesexperiences &tineraries / packageen offer.

1.9 Marketing WSFSNI (i2 GKS Wal NJ SBrambta theséd din Sobidl inddiR & websitek 2 Med 20162019 LGAs

Material

1.10TV Investigate advertisements on regional dh&nnels promdhg major events & seasonal Med 20162019 LGAS

Advertisements KAIKEAIKGA 0A DS qpranioleiiefsite, App/ selidve rolkeSmapse.A 2

1.11Digital (Online)| Promote the App' and regionatourismwebsite on social media, online forurgsin printed Med 20162019 LGAS
maps and regional holiday planner.

1.12Information Gradually establish a seriestofirisminformation outlets (mdes) in each town to replace Med 20162019 LGAS

Nodes

smallervisitor centres& further increase distribution of information to day trip visitors.

* Refer to the appendix for an overview of the proposed App.
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ACTION AREA AIM: Raise awareness of the region the experiences on offe& grow/extend visitation. PRIORITY, TIMEFRAME LEAD
AGENCY
Priority Focus #2 RegionalMarketing Planc DOMESTIC OVERNIGHT VISITORS
2.1Branding Appoint a specialist to facilitate focus groups to develop a brand, tag line &rtemjster the . .
Lt G6AGK WLt | dZaGN} TABRGbLADED®KYF YEX0oNR RE 90 | Immediate LGAs
2 2Printed Compile seHdrive route & themed experience maps & a regional holiday planner for High 20162019 LGAs
Materials distribution from visitor centres, information nodes, Shire offices, popular sites & events
2.3Website & App | Establish a regional tourism website with a high degree of functionalégtablish an offline :
App offering mapg audio-guide for seHdrive routes showcasing ALL si®geriences. High 20162019 LGAs. CoB
2.4Digital Maps & | Distribute digitaPDF) versions of the selfive route & themed experience maps via .
Planner regional tourism & shire websitesisitor centre websites & promoted via social media. Medium 20162019 LGAs
2.5Travel & Develop a regional profile on popular tourisntré&vel website$’ by establishing a presence Medium LGAs. SRTO
Tourism Websites | on lists & directoriesmonitor postings, reviews & listingexpand the profile where possibl VICs.
2.6 ASW Subiject to funding for regional promotianassign ASW to promote the regioiaselected .
newspaper featuregyVinter Escapes,onsumer shows, trade promotiodsfamils Medium 20162019 LGAs, SRTC
2.7 Social Media Maintain a profile on social media e.g. Facebook, Instagram, Twitter, You Tube, Pintere .
Google +, etc. Promogvents, sporthappeningstourism websites, App, mapsic Medium 20162019 LGAs, SRTC
2 8Marketin Use social media to promote the maps & planner & their availabistribute digitaPDF) ,
Material J versions via website& distribute print versions via visitor centres, info nod&popular sites Medium 20162019 LGAs, SRTQ
2.90nline Subiject to funding for regional promotionestablish a Google Adwords campaign targetin . ,
Gen X & Y and Baby Boomers seeking adventussvggs, foodwine & event experiences. Medium 20172019 LGAs, SRTQ
2 10Famils Through ASW and/or TWA aim to host media, travel & trandipontlsat selected high . ,
profile sites across the region and supply information kits to each participant. Medium 20172019 LGAs, SRTQ
2. 11Publici Developan information ekit and supply to popular travel & tourism publications such as , ,
v RAC, Scoop, Wanderer, Australian Traveller, Get Up & Go, Gourmet Traveller, etc Medium 2012019 LGAs, SRTC
2 12Billboards Investigate installing large roadside billboards on private land along major routes into th Medium 20172019 | LGAs. SRTG

region showing people enjoying adventemature-hospitality experiences.

15

High functionality includes language translator, bookifarilitated bya globabookingsite, event ticketing, forum & réews, itinerary & package options, map & planner downloads, operator advertisements, link to

App store, event calendar, trip planning tools & suggestions, confersaiwenar options, fidrive options, live web cams, video & image library, seasonal laimpr, campingadventure guide, shopping & gourmet
guide, family & kids plannemobile responsivegtc......

¥ .80ar05a

& dzOK
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ACTION AREA AIM: Raise awareness of the region & the exjggrces on offer & growisitation. PRIORITY, TIMEFRAME LEAD
AGENCY

Priority Focus # Regional Marketing Plag INTERNATIONAL VISITORS

3.1Branding Appoint, a specialist to facilitatg focus groups to develog a brand, tagJine & logo, registy High 20152016 LGAs
PgAUK WLt ! dzadNJfAlFQ oA B&dreabraVUBURE. 2 32 X

3.2Website Regional tourism website with language translator, links to popular trastelrism websites, High 20152016 LGAs. CoB.
linked to a global booking system and linkedittK S NB3IA 2y Q& a2 OAl f

3.3App Develop an offline App offering maps & audjoide for seHdrive routes showcasing ALL High 20152016 LGAs. CoB.
sitesexperiences; ideally supplementing the maps & planner to-firad/sites of interest.

3.40nline Video |5S@St2L) I 02ttt SO0A2y 2F @GARS2Q& Gl 1Sy | Medium | 20162018 | LGAs. CoB.
nature, foodwine and shopping experiences and post to You Tube, Facebook, Pintereg

3.50nline Subject to funding for regional promotionestablish a Google Adwords campaign targetin  pedium 20172019 | LGAs, SRTC

Advertising Gen X & Y (i.e. 200y.0.) seeking adventure, nature, foadne & shopping experiences.

3.6Travel & Develop a regional profile on popular tourism & travel websitbg establishing a presence Medium 20162018 | LGAs. SRTO

Tourism Webises | on lists & directories; monitor postings, reviews & listings; expand the profile where pos VICs.

3.7Marketing Use social media to promote the maps & planner & their availability. Distribute digital (P pedium 20162019 | LGAs, SRTC

Material versions via websites & distribute print versions via visitor centres, info nodes & popular

3.8Collaborative Subiject to funding for regional promotionPartner with ASW and participate in selected Medium 2017-2019 LGAs, SRTC

Marketing famils, overseas trade & consumer shows, and online promotional campaigns.

3.9Packages Attend industry networking forums / trade showssting inbound tour operators, tour Medium 2017-2019 SRTO. CoB
wholesalers and online travel agents to promote locally packaged product.

3.10Publicity Develop an information-&it (on a USB) and supply to global traveb&rism publications Medium 20172019 LGAs, SRTC

such as Lonely Planet, Fodors, Virtual Tourist, Rough GWitek] Travel Guideetc

7 \Websites such as Trip Ad& 2 NE D232620 5

+ANIdzZ £ ¢2dNAEGE

(e®22L) ¢NI §SttSNE C2R2NDAS

5NX @S2 3

+A&AG21 T w! /3
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SECTION - GOVERNANCE

3.1 MANAGEMENT OF TOURISM

Historically the mnagement of tourism in theubregion has involved Shires, tourism associations,
tourism operators and government agencies (e.g. Parks & Wildlife, Main Roads, Transport, Tourism
WA, Water Corp., et@ with no centralisation or coordin&n® t NPY2GA2Y 2F (G4KS NB
local destinations has been facilitated by Shires inmgs$t visitor servicing, marketing and tourism
infrastructure guided by Community StrategPlansand Corporate Bsiness Plans Local tourism

and Rogress Associations have helped operate visitor centres, develop maps$ brochures

organise local eventand coordinate promotional campaignsupported by LGA funding and

NE & 2 dzNDSa o ¢C2dzNAAY 2LISNFG2NB KIF @S LiMEGApRS R (KS
build awareness of the region promoting their businessesand have supporied tourism
associations and visitor centredga membership feesand supporting bookings Government

agencies have facilitated public tourism infrastructure, plannimg @esearch and the governance of
legislative frameworks to facilitate tourism.These multiple stakeholders have operated under

different frames of referenceneasured against different objectives and targelbere issupport for

changing the way tourisnis managedacross the suipegion, however, it appears there isno

universally acceptablapproachthat can immediatelydrive growth inregional tourismn the short

medium term An incremental approach is recommended where steps are taken that gratiesily

establish a Sub Regional Tourism Organisation that provides a centralised and coordinated approach

to regional tourism initiatives.

Changes in priorities, roles, contributions and orgatiis is required however barrierscurrently
exist thathinder theimmediatetransition toa subregional tourismapproachincluding
1 resourceconstrained tourism operators with limited ability taviest in regionalising
tourisml YR f AYAGSR AydiSNBald Ay OKIFIYLA2YyAy3a OKIy3
91 local tourism asociations, built on volunteers ankhoestrin@2 budgets, seem
naturally opposed t@hange thaimpacts uponlocal communities; and
1 the comparativelyrigid planning, budgeting and staffing regimes tbe LGAsalong
with the significantdifferencesin resourcing for tourism among the seveGAs

An ideal solution is to form a sub regional tourism organisation based donadgepresentation

and purpose and resourced through operators and commercial means, however, this appears
unlikely at this poinin time. The breadth ofpotential rolesthat could beassigned ta sub regional
tourism organisatiorprovide an indication of the amourmtf changethat couldbe embarked uporin
moving towards regional tourism governanc&hepotentialroles of a SRT@e outlined below and

while most of the roles are offered by range ofexisting entities the challenge &greeing upon
GKAOK NERf Sa il éestabishidd hAigavgrhance ap@achat best suis 1 KS NBIA 2y Q2
stakeholdersand tourism

Advocacy represent & present the region
Planning; develop & renew regional tourism
Marketingg communication & promotion
Training- QualityAssurance & Accreditation

Events; develop & unevents

Product Development guide & facilitate
Visitor Serviceg information &operations
Partnerships & Alliances

X X X X
X X X X

Current and potential providers of subgional tourism serviceare outlined below:
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ROLE CURRENT PROVIDER FUTURE PROVIQER
Advocacyq represent & present SWDC, ASW, LGAs, Tour| SRTO, Tourism Associations
the region AssociationsOperators

Planning ¢ develop & renew| SWDC, RDAGAS LGAs SRTO, Tourist
regional tourism Associations

Marketing ¢ communication &| LGAs, Tourism Associations ASW, SRTO, Tourig
promotion ASW Associations

Training - Quality Assurance § TCWA TCWA

Accreditation

Events ¢ develop & run event| LGAs, TWA LGAsSRTO, Event Alliance
calendar

Product Development; guide &| LGAs, SWDC, RDA LGAs, SWDC, RBRTO
facilitate

Visitor Servicesg information & | LGAs, Tourism Associations | LGAs, Tourism Associations
operations

Partnerships & Alliances TWA, SWDC, ASW, LGAs SRTO, ASW, TWA

Researclr visitors & markets TRATWA TRA, TWASRTO

Alternative approaches torganisingand I Yy 3Ay 3 G2dzZNRAY dbNBEA 2y f&8Q

1. LGA Alliance: The seven LGAsollaboratein establishinga regional approach to
tourism development. A memorandum of understanding is established between the
LGAsspecifying the contribution and role of each respective LGA including funding
andresourcing (e.g. #kind, staff, % of tourism promotion budget). Priority initiatives
are agreed such as regional branding, marketing materials and destinatiorofioom
Responsibilitiesare assigned among the respectilz€&Ad0 implement the initigives.

If required, a working group of respective LGA staff is established to communicate and
coordinateregional initiatives. The&ity of Bunbury could potentially take a leading

role in facilitatingr  NB3IA 2y F f | LIINR | OK LINBiBsUR®®R |t GKS
Respective Shire stafe.g. working group) auld work together on projects that

matched their{ K A &&PBafility and capacityReporting and performance monitoring

would be centrally coordinated, possibly on a rotational basis (e.go€Bynbury for

2yrs, Dardanup for 2yrs, etc).

2. Tourism Alliance A formal groupis establishedcomprising 10-12 representatives
from government agenciese(g. SWDC,DPaN, TWA), local government, nen
government organisations (e.g. CCl, ASW, BWEA), local tourism associations, tourism
industry representatives (i.e. operators) and regional stakeholders (e.g. industry,
community, volunteers, etc). The Alliance would havermgeof referencea charter,

a chair persongxecutive officer suppor{via one or moreLGA} and capacityto
appointW O 2 Y Y dzy A (i @willng to ¥hialA sBlsfoinmitteesto help drivespecific
projects. LGA staff, local tourism association members / committees and Tourism
Alliance members would be assigned specific tasks to implement and repoiTten.
Alliance wouldfocus on implementing the regional tourism development strategy,
monitoring the marketing programand facilitating the progress & infrastructure
investmentand providingupdates to thetourism strategyasrequired.
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3. Regional Tourism CoordinatoA full or part time position is created, jointly funded
by the LGAge.g. via secondment, 4kind, pro-rata funding volunteer contributiof),
and dedicated to implementing initiatives in the regional tourism strategy, working
closely with the seven LGAs afide local tourismgroups. The Coordinator helps
FIOAEAGIGS wO2f t I 6 a Ndstinaticd Svebsitd, yheniedl belfive 39S & & dzOK
maps, itineraries and packages, advertigmgmotion (via ASW), improved visitor
servicing, drive route signage and new events. The position coutdtbblished as a
2-year trial in anticipation of an alternae approach thereafter The pimary purpose
of the Regional Tourism Coordinatois to provide immediate capacity and
accountability tofacilitate initiatives that regionalise tourism and achieve thiensof
the tourism strategy.

4. Existing Burismbasel Incorporated Association An existingtourism entity*® be
OGN YAF2NX¥SR Ayidz2 | WNBYS6SRQ SydaAade G2 2NAEI
would require approval by members of the relevant association to change the objects
/ purpose to suit the proposed SRTO and make appropriate changes to the
constitution. Support fromregional stakeholders would also be required before
taking this approach. Upon formation, the renewed entity would begin a membership
drive and secure recurrent funding from sponsorshipdonations, commercial
opportunities,LGAs and membets fund its activities Its principal purpose would be
to foster a sustainabléourism industry across the sedegion taking guidance from
this tourism strategy during its formative years

5. A new entity Similar to (4) above except a new entity is edisited for example, an
incorporated associatigra limited liability company, or an incorporated joint venture
with membersparticipants includind-GAs operators, local tourismassociatios and
interest groups (e.g. CCIl, BWEA, .et@he new entity begéa membership drive,
seeks recurrent praoata funding from the 7 LGASs, sesponsorships and donations,
commercial opportunities, etc to fund its operating activities. Its principal purpose
would be to fostemgrowth in tourismacross the sub region.

6. Unincorporated joint ventureis establishedetween theexisting associations (i.e. an
agreement sets out the role and contributions of each existing associgtlmt no
new entity is required). The joint venture establishes a Board of Management who in
turn appoints subcommittees to manage individual tourism projects. The joint
venture would aim to secure executive officer support via regional stakeholders (e.g.
D2@SNYyYSyiasx [D!asz [/ L QalGAs/grantsQ mémbeShipO o ® Cdzy
merchandise, bodkgs etccould be channelled to thexistingassociations and then
FLILRNIAZ2YSR (2 GKS W+Qa GNMzZAG | 002dzyd (2 7Fdzy
JV extends the role of existing tourism associations into becoming key players
organising and driving toism regionally in collaboration with likeminded entities.

A recommended approach to the managementegionaltourism follows.

18 Existing tourism entities include Collie River Valley Marketing Inc, Ferguson Valley Marketing & Promotion Inc., Doneyiomalk R
Tourism Association Inc. and Baglip & Districts Tourism Association Inc.
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Maintain the status quo for 2015 LGA work towards establishing an MOU to guide the
regionalising of tourism and prepato adopt aregionalbrand inmid 2016 toenablethe production

of regionalmarketing materials in 2016 the LGA jointly develop new self drive route maps and
themed maps taeplaceexistingmaps brochuresand plannersas stockdecomedepleted; in late
2016 the LGA develop andlauncha brandedregionalwebsite with enhancedcapability (mobile
responsive e.ccommerce, ticketing, bookingeviews, blogging, downloads, member servjcs);
The recommended approach to governariséurther outlined belowand in the action plan

1. LGAsmmediatelybegin discussions cestablishing &Y SY 2 NI Yy RdzY 2F dzy RSNA G |
that will outline cooperation in visitor servicing, tourism planningourism
infrastructure, funding and resourcing, branding, marketing awdnts. A sample
MOU ispresentd in the appendix.

2. The City of Bunbury becomes the principal coordinator of regional tourism, working
closely with thesixother LGAsind a working groujgof respective LGA tourism staff)
The initiatives within the aatin planincluding thosespecified in the MOU become the
basis for adopting a regional approach to tourism.

3. LGAD2Y Ay dzS ¢ A (K ZoKSut Wharé possitiienak piz/iSiorfd anNJ
agreedamount of funding in FY2015/6 to launcha regional brandnid 2016. LGA
budgets for FY2016/1Be revised to match the resourcing and obligations of the MOU
and agreed actions taken from the action plan

4. DuringFY2015/16 the LGA<ollaborate inpreparing draft maps for experiencactivity
themed self drive routesthemed itineraries / packages renewedregional holiday
planner (for 2016), a regional website andn App. Asthe supplyof existing maps,
brochures and planners are gradually depleted tiev regionalmaps andplanner
(includingonline digital versionsare introduced for distribution

In parallel,tourism operatorsshouldbe encouraged to establish a sub regional tourism organisation.
Its primary focus should be on the development of packages incorporating accommodation,
hospitality, activitiesattractions, transport, tours, local services and events. This includes the
promotion and advertising of packages through conventional mediuma a®ll as establishing
dialogue with inbound tour operators and tour wholesalers to promote packagesoniiae
distribution channels. A secondary focus is encouraging operators to improve their standards
through accreditation and quality assurance. sThicludes organising workshops facilitated by
Tourism Council WA, Australian Tourism Export Council, Tourism WA and the Small Business
Development Corporation (WAp encourage improvements to therganisationalsystems and
practices of operators. TheéR$O should also be encouraged to work @lpsvith the alliance of

LGA in developing regional marketing materials, sklfe routes and regional promotion with
ASW.

Recommended roles and responsibilities of a regional approach to tourism are shguticgily on
the following page.
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REGIONAL TOURISM. ROLES & RESPONSIE

LGAS
Investment Attraction Tourism Funding
Event Development Visitor Servicing
Marketing Material Visitor Research

Public Infrastructure

Industry Standards
Packages & Itineraries
Visitor Research

Destination Marketing
Product Development
Industry Networking

LOCAL TOURISM ASSOCIATIONS

Visitor Centres Visitor Servicing
Member Services Visitor Research
Industry & Regional Networking

3.2KEY PERFORMANCE INDICATORS

Monitoring implementation and progress of the strategy will require a range of key performance
indicators. Usually here is data tht exists within a region and if captured in a regional reporting
format (i.e. annually) can provide effective indicators of progress towards achieving the goals and
objectives of the tourism strategy. The recommended key performance indicators include:

1 Shireowned caravan/transit park occupancy rates (supplemented with ABS accommodation
data).

1 Number of nights overflow facilities are used and the number of campehgles
accommodated annually.

1 Number of tourism brochures and holiday planners distrilbémnually via visitor centres and
WAYTF2NXYIGA2Y Y2RSAQ 6A0KAeaigedsjiz2 6ya O0ADPSDP R

1 Shire operated road traffic (vehicle) counters at popular day use sites and visitor areas in
towns.

1 Number of visitor enquiries received by pteand/or email at visitor centres annually.

1 Tourismrelated merchandise sales ($) at visitor centres.

1 Number of visitors entering local museums, galleries and/or heritage displays annually (i.e.
operated by LGAS).

1 Visitors / trips to National Parks andi@ervation Reserves managed by the Department of
Parks and Wildlife annually.

9 Visitor counts and/or estimates of patronage at events held across the region quarterly and
annually.

1 Installing pedestrian counters at popular day use sites and monitoringeqiiatraffic levels
(e.g. at Gnomesville, Marlston Hill Lookout, Ludlow Tuart Forest, Wellington Dam, etc.).

1 Anecdotal measures from local business owrmgusrators e.g. sales, opening hours, stock
levels, profitability, staffing levels, expansion plagts,
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3.3 FUNDING PRIORITY PROJECTS
A combination of funding options and approaches will be required in realising the development of
tourism priorities and may include:

9 Local government budgets
Private investment
Public private partnerships
Federal Gowvament grants (e.g. Tourism Demand Driver Infrastructure funds)
Royalties for Regions (Investment Plan, Regional Grant Scheme, WAITOC and TWAs
Aboriginal product development program)
¢21 Qa NBIA2YyIE S@Syida FdzyRAy3dI &aOKSYS
Lotterywest
Regional Developmemtustralia
Partnering with community / social enterprises
Miscellaneous State Government grantstp(//grantsdirectory.dlg.wa.gov.au/GrantsSearch.alpx

= =4 =4 =4

= =4 =4 4 =4
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SECTIOM- ANALYSIS

4.1 SITUATION ANALYSIS

TOURISM CONTEXT
In 2014 Australia ranked seventh globally in terms of tourism and travel competitiVéfes$rom
11"AYy Hamo0 ® alye 2F 1 dz2adNIfAlFIQa adNBy3Im&Ka I NB
experiences, food and wine offerings and safety. These elements are entrenched within the
Geographe region and should be a focal point in promoting and developing tourism over the short
medium term. The Competitiveness Report also highlightslttmbshocks (terrorism, pandemics,
economic crisis) that have impacted upon some countries and yet favoured others. The better
LISNF 2 NY Ay 3 02 dzpiepafed to captureNtBe opp&riiriti€s ofinew trendsieet
differing preferences of travellerfrom aging populations and a new generation of younger
travellers; and the growing importance of online services and marketing, especially through mobile
AYGSNySi¢o
'a G hOG206SNI wAamMnY ! dzAGNI £ AL QF% G2dzNRAaAY &aSO0G2NI ¢
f ! dza ( Ndourigml ifdastry triumphed in 20X34, with recordbreaking arrivals and
expenditure.
91 holiday travel expenditure for domestic and international visitors continued to strengthen,
with expenditure rising 4% and 7% respectively during 2D4.3
9 the Chinesénbound visitormarket continue to grow stronglyin 201314 with 16% growth
in visitor expenditure.
1 Australians travelled overseas in record numbers in 204,3with increases in trips, nights
and expenditure, but growth is slowing as the Australian dolepreciates and the cost of
overseas travel increases.
f 1dzaiNIfAFQa R2YSaGAO 2 S&MYth Bipsiincréadidg B\55.1%A Yy ONB |
nights stayed increasing by 3.1% and expenditure increasing by 3.6%.
1 Western Australia was one of the top threerforming States in 20124, largely driven by
growth in domestic holiday and business travel, with nights stayed increasing by 10.5% and
expenditure increasing by 3.9%, athe largest increase in day trip expenditure (14.5%).

In Western Australia, ovehe 12 months to September 2014, intrastate overnight visitor levels were
up by 11.7% and daytrips were up by 9.6% and this generated an additional $359 million into the
Western Australian economy. The strongest growth came from a 23% increase instigfets by
intrastate overnight visitors. In comparison, Interstate visitor levels declined by 9.6% contributing to
a 13.6% decline in interstate visitor nights, while international visitor levels declined by 5%
contributing to a 4.8% decline in internatial visitor nights.

A 2011 (TRA) stutlyof domestic and international visitor perceptions of regional travel in WA
identified a mix of active and passive activities were the key factors in motivating people to consider
regional travel in WA. Travellansuld consider driving to a regional destination if the trip included
interesting places to stop along the way along with quality places to stay overnight. Barriers to
visiting regional WA included the perceived high cost for transport and accommodatidrihe

travel time required to reach a destination.

19 R.Crotti & T.Misral{editors).The Travel & Tourism Competitiveness Reporb2World Economic ForumMay 2015.
0 TourismResearch Australia.State of The Industry. October 2014.

A Tourism Research Australidestination Visitor SurveyStrategic Regional Research, Western Australia. Eco Accommodatitrct
Development Research. Summary es&ts October 2011.
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TOURISMAREALIFECYCLE

The Tourism Area Life Cycle is a coneesgtd to track the progress of a tourism regiasreflected

by the number of visitors lettable units, visitor expenditure and tourisbusinesses The chart

below showsBunbury and Harvegre at late consolidation developmentstagesrespectivelyin the

lifecycle compared tether municipalities in the region, which asg¢ earlier involvementtages.

Competing destinations and regioage generally at later stages in the lifecycle having higher levels

of infrastructure, businesses and visitation and more sophisticated approaches to marketing and
planning. Why is it thathe Geographe regiohas not developedurther as apopulardestnation?

The answer may be due to sevetaiderlyingcauses. 1The Margaret RiveBusselton region (i.e.

0§KS WhdshdénarawcardF 2 NJ Ay @SaidyYSyid I yR aiGéohrdpBeNdais a A y OS
not matched the tourism appeal or developmen®.GeographeK | & off€éd an iconic experience

or high profileattraction(s) that visitors desireo visit. 3. Tourisnacross much of th&eographe

has been LGAriven with towns branded as destinations, supported mostly by boutspsde

tourism enterpriss, relegating tourism to aecondtier industry. 4. The limited supply and mixed

scale quality accommodation, disparate way finding tools and minimal collaboration in developing
regional infrastructure has fragmented the tourism offering Evolution dong the tourism lifecycle

requires the region to address branding and marketing; quality assurance and tourism accreditation;
governance via a Sub Regional Tourism Organisation; coordinated development of tourism
infrastructure, product and events; and gpaerships with travel agents, tour wholesalers and
RSAGAYIGA2Y YINJSGAY3I INRBdAzLIA ® ¢tKS OKIffSy3as
Wo2dziAljdzSQ aoOltS G2 YIFIAYyGrAy | £S@St 2F LISNRE2Y! |
the region to leverage the available capacity.

Geographe Tourism Area Lifecycle
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Exploration >
TIME
SEASONALITY

Monthly visits to Wellington National Park (shown below) provide an indication of tourism
seasonality. Comparing selected sites in 2010and 201314 the peak visitation occurred in
October (e.g.school holidays, spring wildflowers) and neaak visitation in April (e.g. Easter,
Anzac, school holidays) and January (summer school holidays). The shoulder periods occurred in
September, November, January, February and March (i.e. spring and summ@éfrpeak low
visitation occurred in May, June, July and August (i.e. winter). This amountmtmtBs peak
visitation, 5months shoulder period and-shonths offpeak low period. Seasonality is similar at the
Donnybrook and Ferguson Valley visitonites (as shown below). Peak visitation coincides with

KFtfF 2F GKS NB3IA2yQa S@gSyia 200dzNNAy3a Ay hOG20S
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could include new events in shoulder periods, new experiences in low periods (e.g. rafting, lake
diving, road cycling), targeted offerings during low/shoulder periods (e.g. hospitality

LI O1F3Savs GKSYSR a4StF RNAGS NRdziSa LINRBY2GSR I
winter escapes program.

Monthly Visits Wellington NP Site Source: Dray| | 1000

25,000 o00 | VISITOR CENTRE AVERAGE MONTHLY [
800 /\ COUNTS
/ \
700 ——=~ \ /\
600 \ / A NS
oo NI VAW A\
300 / \
200 VAVAA
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0 T T T T T T T T T T T 1
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= == Falcon Rd '1011

Falcon Rd '1314

= = River Rd '1011 River Rd '1314 === Donnybrook = Ferguson Valley
= = Weir Road '1011 = Weir Road '1314
POPULATICR

Population projections for Geographe (including Boyup Brook) show an increase in total population
from 112,420 (2015) to around 137,700 by 2025, a 22% or 25,280 increase over ten years.
Projections indicate significant growth in-80y.o. age groups, whicare important drivers of the

c

GOAAAGAYT FNASYRA YR NBfFIGAGSEaE GAaAl2N aS3aySy

AK2NI 20SNYyA3IKG GNRLEA FyR w3asSilregreaqQ | ONRaa GKS
the VFR segment fromround 164,200 in 20213 to around 205,000 in 2025, a 25% increase in the
VFR segment. Targeted marketing to residents could help stimulate growth in the VFR segment.

The projections (right) suggest n |55 g0
growth in the 2029y.0. age group ’ GEOGRAPHE POPULATIC
during 20152025, meaning the
f 1 02dNJ wLiz2t Q 4 (20,000
fewer 2029y.0. compared to 30
50y.0.  Projected increases i
population may improve the
quality (or depth) of the labour

pool across the region. Slowdow (10,000
in the miningresource sector \
could contribute towards higher

levels of investment in the | 2000 AN

tourism sector (e.g. resident: o
creating seemployment, families 0 | |2015| —| 20|20 | I2025I |

creating family enterprises, Sez | pgoyearg-9 10-19 20-29 30-39 40-49 50-59 60-69 70-79 80+

tree change, rural properties S ‘WA Planning C ission 20°
entering tourism, etc). ource: anning Commission 20:

15,000 -

= Department of Planning.Western Australia Tomorrow. Populati®eport No. 7, 2006 to 2026. Forecast Profilé @AsFebruary
2012. In this instancéBand¥Q median véues, are used.

Page 36




BUNBURY WELLINGTON & BOYUP BROOK REGIONAL TOURISM DEVELOPMENT STRATEGY 2015

GEOGRAPHE TOURISM 2015
As at D15, tourism in the Geographe region can be characterised as follows:

9 Bunbury city is a significant hub in close proximity to fourteen rural towns; Collie and
Wellington National Park are popular for outdemtdventure; Ferguson Valley is popular for
wine-food-arts; HarveyBrunswick and DonnybroeRalingup host windood stopovers along
the Harvest Highway; Boyup Brook is the country music capital of WA.

1 Major attractions include the Dolphin Discovery Centre, Ferguson Valley, Wellington NP,

Ludlow Tuart Forest NRpgue Brook Dam, Bunbury CBD, beaeh&t®rways, Gnomesville,
Lena Dive Wreck, Apple Fun Park (playgrouiiM major riversand five significant Dams.
 Nearly50larg8 S @Sy ia NB KStR FyydzZ ffeé Mgo Boguf NBIAZ2Y
NE21Qa [/ 2dzyiNB adzai O CSalGAgdlfx | F NSe 5A0]3
F22R 39 ¢gAYyS FSalAgdlrtas 5FNRFydzZIQa . dzZ £ 3 . | NNE

1 Towns are promoted as distinct destinations, competing mostly against loaigimg towns;
not all LGAbased tourism brochures encourage visits to neighbouring towns or shires.

1 Accommodation capacity of approximately 2700 beds is dominated by-algkat facilities, 3
alFN) ljda tAGes @FNARSR aiAl S3 d sfultios;Yah yhéreasing . Qa s ¥
number are promoted on global booking sites such AirBnB, Stayz, etc.

1 An estimated 300+ tourism enterprises across the region comprising a mix of formal, semi
F2NXI = £ A Fd8LAQ &2f LSS NI yURA 2W1E2TLI Y A E Stand@ds)&dsdriddh y 3 K 2 dz
marketing, with many geared to holiday and peak visitor periods.

9 Holiday planners, tourism brochures and some maps are rich in detail but generally provide
poor wayfinding?* and are of limited use when trying to locate places of inser¢here is
limited half¥ dzf € RIF& AUGAYSNI NR S droutesy tRurisimiweélsitesS dtfer WNIS I A 2 y
varied quality of information; information for pr&ip planning is satisfactory, however, once
in the region there are information gaps that coulasdy disappoint visitors.

9 Directional signage is of a mixed, varied quality; some signage is easily missed or absent;
despite often short distances between sites nearby sites are rarely pointed out; can be
difficult finding some sites, especially in ruaa¢as;

9 Caravan and Transit parks are available in most towns; Boyup Brook is the only RV Friendly
town; camping is available in Wellington NP plus a fiefermal and DPaW camping sites
most towns have overflow sites to cater faitemporary surge in visirs.

1 The region hosts five tourism groups; most are volurdeased with limited budgets and
resources; their primary focus is operating their respective visitor centre(s) and/or managing
promotional programs (i.e. website, maps, brochures, events, tisu®ys, etc); most are
LGAfocused with limited capacity or charter to address regional tourism.

 .dzyodzZNEQa FFoAfAdGe (G2 3ANRPG ONMHzA &S & Kdualtyd 2 dzNR ayY
tourism productsservices to captivate passengers or ship opagtoestricted size of ship
berth and draft (that cannot be easily dredged or deepened); and competing destinations
attracting scheduled arrivals to the detriment of Bunbury; scope for Bunbury to develop a
jetty facility for cruise ship tenders to fernapsengers from cruise ships anchored offshore;
and scope to bus passengers disembarking at Busselton into Ferguson Valley and Koombana
Bay (Dolphin Centre); and scope to attract smaller size cruiseisto@unbury;

3A list ofsignificantevents in the region is presented on pate
24 o - . ) ) . . . . . .
Wayindingis how visitors apply information to find am/ arrive at a place of interest with minimal delay using the most direct or
preferred route; it can include the use of maps, GPS, signs, markerspoivorduth instructions, web / app utilities, visual indicators
and past experience; good wéinding ensires visitors spend maximum time at a site (actieitperience) thus minimising cost, travel
time and risk.
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INDIGENOUS TOURISM

adzOK 2F GKS NBIA2YyQa LRGSYUGAFf F2N) AYyRAIASy2dza
the indigenous community to facilitate training, employment and enterprise. Roelands is committed

to projects such as a fogarocessing facility, bustood products, the growing of bush foods, a bush

foods cafe and short stay accommodation. Roelands and the aboriginal community are closely
linked to the notfor-profit Outback Academy (www.outbackacademy.org.au) which aims to help
indigenous communities bullindependence and sustainability (i.e. reduce welfare dependency,

reduce government intervention, strengthen sgifivernance & determination). Funding is

required to facilitate some of the projects that could be administered by the Outback Academy.

Celebrity chefs Mark Olive and Robert Taylor have been working with Roelands to build its profile in
bush foods and bush tucker via training and apprenticeship schemesimghed gourmet events

and gourmet catering. The region has a limfitadngeof aboriginal tourism product however the
formation and resourcing of partnerships with Roelands (ggolvingWAITOC, TWA, ASW, €CI
could be instrumental in developing tourism opportunities and potentially creating Roelands as
WKdzo Q T2 Noudsyi.RA ISy 2dza

The recent Native Title agreemesgitA G K (G KS {2dziK 2 SadQa baridagadl NJ LIS
range of economic opportunitiesncluding tourism ventures in the Geographe region.

EVENTS

The region hostsraund 52 mediumlarge event£® annuallywith most scheduled ifDctober (14),

November 7), March (6) and April (6)Many of the events are organised by the LGAs, community

interest groups or private enterprise. Common event themes include foadne, musie
entertainment, agriculture/ farms, gadens/ nature and sporrecreation. Bunburyand Balingup

dominate the event calendar sharirj of 49 events. Potential gaps in the evegmtogram include
adventuresports andfee-paying musigerformance events, notingalso that very few events are

held in JanuaryJune, July red September. Events that span across townsxtend across a long

weekend arealso limited A high concentration ofood eventsare heldin Novemberand a diverse

mix of events are held in Octoheequiring significantresourcesover two months. A regionalvent

alliance could béF 2 NY SR> LJl2adaArote AyO2NLR NI GAytdorgardsg 6 dzZNE Q&
prioritising, theming,value and sustainability of theNE 3 A 2 y Q& S @S yisitor bayiBsBNI Y 0 S
levels, netbenefit/cost, media exposure, funding, participatisopport, etc). Events should focus

2y (GKSYAy3a O2yaraiaSyid sAGK (GKS NBIA2yQa LRAAGA
adventure, foodwine) and attracting visitors in shoulder and -sfasons Manyof the red\ 2 y Q a

larger event$ are showron a following page

° Ngalang Wongi Aboriginal Cultural Tour8unburyis themain provider of aboriginal tourism experiences in the region
® This assessmeeicludes smaller local and sporting events.

2 Sporting events are significant in attracting participants and visitors and pose significant potential to increase dégtign\across
the region but are not itemised in the list of regional events shakwove.
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EVENT JAN| FEB/MAR APR MAY| JUN| JUL|AUG| SEPTOCT NOV| DEQ

Harvey Harvest Festival

Donnybrook Applefes

Balingup Small Farm Field Day

Cinefest OZ, Bunbu

Balingup Medieval Carnivale ||

Collie Wildflower Sho!

Christmas Carnival, Bunbury

Bull and Barrel, Dardan

Dolphin Festival, Bunbury

Country Music Festival, Boyup Bropk

Aqua-Spectacular, Bunbury

Viva Bunbu

Collie Adventure Race
P
Festival of Country Gardens, Balingup |
P
Harvey Dickson's Rodeo, Boyup Brook
SW Autumn Racing Carnival, Bunbury

Collie Cup

Railway Picnic, Boyanup
Dardanup Art Spectaculf
Relay for Life, Bunbury

Taste of the Region, Bunbyry

Geographe Crush Food & Wine Festival, Boyan

Australia Day Breakfast, Harvey

Collie River Valley Show

Antique fair, Boyanup
Food & Wine Festival, Donnybrook
Southwest Fashion Festival, Bunbury
Bunbury Sho

LR

Groovin' The Moo, Bunbury
k
Harvest & Arts Festival, Donnybrook

Harvey Agricultural Sho
Brunswick Agricultural Show

Golden Valley Tree Park Spring Picnic, Balirjgup

Dardanup Heavy Horse Show

Surf to Surf Fun Run, Bunbyry

Eaton Foreshore Festival, Dardanup

Ferguson Valley Taste Fest, Dardapup

Tulips with a Difference, Boyup Brook

Taste of the Blackwood, Boyup Brook & Balinqup

Blackwood Valley & WA Boutique Wine Show
Bunbury Cup
Upper Blackwood AG Society Show, Boyup Broc

Bunbury Australia Day Celebrations & Skyfest

Mayanup Camp Draft, Boyup Brook
TOTAL NUMBER OF EVENTS PER MIORTH 4 6 6 4 1 2 3

N
[Eny
> I
~

4.2 VISITOR MARKET & OUTLOOK
In this section, visitor market profiles are based on data taken frodzy 6 dzNE Q& h @SNy A IK
Sheet(TourismWAG KA OK A& &2dz2NOSR FTNRY ¢2dzNAayY wSaStk NOK
and 2013 and averaged so as to improve the reliability of the data (note the TRA Bunbury data does
not include the Shires of Donnybrodalingup or Boyup Brook but does includanbna®, which is

2dz2i aARS UGUKS &atdzRé I NBFHOO® 2 KSNBE GKA&a RIGF KI &

Visitation and visitor nights for the sub region (2010, 2011, 2012, 2013) are based on custom data

% This is due to TRA adopting ABS statistical areas as the basis for collecting and reporting tourism datawAdstral@A boundaries
do not match statistical areas used by the ABS or TRA, hencb&s@d tourism data will differ from statistitarea data.
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sourcedfrom Tourism Research Australia (ial 7 LGAs). Where this data is used it is referenced as
Yew! {dzo wSIAA2y Q0

VISITORMARKET VISITATION
9 Daytrip visitors comprised 8% of all visitors; GEOGRAPHE OVERNIGHT & DAYTRIP VISI
domestic overnight @% and international 2%. 2250 20102013 Source: TRA Sub Reg
9 Daytrips 1,429,000p.a. in 2013above average 2,000
andtrending upwardg4yr average 1,307,000) 1,750
9 Overnight visitors: dmestic overnight visitors 1500 1
comprised 94% and Internationdkitors 6% 12501
9 Domestic overnight visits369,000p.a. in 2013 1,000 1
below average, generating 891,000 visitol 70 1
nights and trending downwards. 500 1
9 Domestic ovemight visitors stagd 2.6 nights on 250 1
average, generating 1,061,000 nights annue| =~ 2010 ' 2011 ' 2012 ' 2013
(|e 94% of overnight visitoraccount for67% B INTERNATIONAL VISITORS
of nights stayed) B DOMESTIC OVERNIGHT VISITORS
1 International visits steady at 28,000p.a. in B DAYTRIPS 00
2013 generating 347,000 visitor nights, belc 2000 GEOGRAPHE VISITOR NIGHTS22QE

average andtrending downwards (4yr avg
531,000 nights p.3.

. - . 1,600
1 International visitors stay 19 nights on averac 1400 1
generating 531,000 nights annuallye( 6% of 1'200 ]
overnight visitorsaccount for 33% of nights 1:000_
stayed largely due to backpackers & seasor 800 |
workers. 600 1
9 International visitors comprise 6% of overnigt 400 -
visitors, well below the WA State average | ,,,
11%. o : : :

1 Average length of stay has falleom 3.7 to 3.1 2010 2011 2012 2013

nights during 201€2013 B INTERNATIONAL VISITOR NIGHTS
BEDOMESTIC VISITOR NIGHTS

ource: TRA Sub Reg

1,800

IMPLICATIONS
Day trips increased 23% during 2010 to 2013.
Domestic and international visitor nights decreased 22% and 16% respectively, 2010 to 2013.

Visitor expenditure was an estimated $305,000,000 in 2013 below the 203 average.

Market share o&ll WA visitors steady at around 8% during 2010 to 20£3 no gaii

Increase in dytrips possibly due to increase in mountain bike activity, upgrade to campgrounds,
opening ofForrest Highwagpndrising popularityof festivals andvine-food tourism.

9 Decline indomestic overnight visitorpossibly due to dall in business activitypopularity of
overseas holiday®r competing destinationsreduced discrébnary spending ando iconic
experiences in the region.

—a & _a _a _a _a

2 Source: durism Research Australi®®egional LGA Profiles 262013. Selected LGAs. October 2014.
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BUNBURY & SURROUNDS

VISITORMARKET PROFIL % VISITORS 2013

9 Day trigs are the biggest visitor groyjg8%)

1 Intrastate (WA) visitors are 85% of domes
overnight visitors but only stay 53% «
domestic nights.

9 Interstate visitors are 15% of domest
overnight visitors and stay for 47%f
domestic nights.

1 International visitors represent 6% ¢
overnight visitors but stay 33% of total night:

i Domestic visitors stay 2.6 nights av
International visitors stay 19.7 nightavg
(incl. seasonal workers & backpacker

i The region could benefit significantly by

noavrancino Aoy itvin intAavetata And

BUNBURY & SURROUNDS.
PURPOSE OF VISIT 2011-13

H Daytrip
W Domestic Overnight
I International Source: TRA Bunbury

9 Holiday or leisure is the main purpose
visit (43%3 ¢ Wisit Friendls & Relativex
accounting for39% of visk.

1 82% of visits are for holiday, leisure & VF
yet 58% of visitorsstay with Friends &
Relatives.

9 Business visitors (13%gre an important
group, staying MonThurs attending
conferences and eventsand supporting

M Holiday or leisure _ facilitiesyearround.
:g:fs';‘:;i:”e"ds and relatlves I The region can benefit by promoting even
u Other e TRA By & recreation to rural communities,

encouragng day trips and event visitation
and promoting holiday itineraries tc

BUNBURY & SURROUNDS.
TRAVEL PARTY 2011-13

1 Adult Couples 27% of visitors include
Nomads& Weekendersa growing segment.

1 Travelling Alone (3b) globallysignificant&
growing groug(Internationals + Nomads).

1 Family Groups & Friends/Relatiye3/% of
visitors, manystaywith Friends & Relatives

T 30% of visitors stay in commercii
accommodation, mostly business, intersta
and international visitors.

1 12% of visitors stay in caravaparks / m Adult couple m Travelling Alone
campground, mostly families, friends | m Familygroup M Friends / Relatives
backpackers. m Other

9 Suggestedtineraries and options, promoted Source: TRA Bunbury

via TV print & online, to grow daytrips &
overnight staysouldbenefit the region.

%0 Source:Bunbury Overnight Visitor Fact She¥ears Ending Decemh2011-20122013, Tourism WATourism Research Austrglia
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BUNBURY & SURROUND: A Largest age group is 2Bly.0., singles,
VISITOR'S AGE 2013 couples & young families; 37% of total.

A 4564y.0. second largest age group, matul
families, empty nesters & early retirees;
33% of total, 4in-3 visitors 4564y.0.

A 15-24y.0., 18% of total, singles, couples a
young adults; around-in-5 visitors 15
24y.a

A 65+y.0., smallest age group, singles and
O2dzLJ S&ax Wy2Yl RaQx
relatives;

W 1524y.0. B2544y.0. M 4564y.0. M 65+y.0.

Source: TRA Bunbury

VISITOR MARKEBEGMENTS
Consistent with Tourism Australéand Tourism WR target market audienceghe region hosts five
different tourism visitor segmest! and these are targeted irxistingmarketing campaigns The
five visitor segments are listed below and further details are presented in the appendix.

1. Dedicated Discoverers

2. Aspirational Achievers

3. Grey Explorers

4. Family Connectors (Whased)

5. Experience &kers (International)

The 20092014 City of Bunbury Tourism Strategy identified six visitor segments as potential targets,
which are outlined below and further details are presented in the appendix.
1. Business travellers
Visiting friends and relatives
Day Trip family
Nature based backpackers
Perth holidaying families
Weekend escape couples

ok wN

Demographic segmentation, based on age, provides an alternate basis to segment the visitor market
and highlights potentially important elements influencing tiegional tourism strategy.
1. Generation Zage 619y.0., technology aware, environmentally conscious & ambitious
WAONBSYyI3aISNAQO®
2. Generation Y age 2633y.0., technologygavvy, experience seeking, demanding and
wantity 2 56 WYAff SYyAlfaQo
3. Generation Xage 3451y.0., educated, independent, globally & technology aware,
focused on family and work/life balance.
4. Baby Boomersage 5269y.0., accomplished, wealthy, idealistic, technoligyted &
want to experience it all.

31 Basecbn TourismWARevisiting the Domestic Target Segmelasuary 2014Roy Morgari ravel Segment2014; Tourism Australia
Experience Seeket2010, and Tourism Australidarketingto the Experience Seek2007.
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Gen X, Y and Z are an estimated 70% dbwssand are considered technology savvy meaning they
are competent in using digital/online sources of information without relying on-fadace or print

F2NXI Gao Ly O2YLI NRAZ2Y (GKS .lFo& .22YSNBE | NB |
market (est. 20% of visitors) and are considered to have the lower levels of technology competency
and usage, which means they require visitor information in multiple formats includingidafeee,

print, digital and online. The region needs to offerteisinformation in multiple formats, meeting

the preferences and capabilities of all age groups, until the Baby Boomer cohort peaks at around

2028 when facdo-face and print formats are expected to have become obsolete.

The region has four maiareas @& appeal that wouldmotivate visitors to visit. These fowareas of
appeal(numbered 1 to 4 below) extenacross day trip and overnight visitdies.g. a day trip visitor
might visit for sportrecreation purposes but alsendertake some shopping and hospitality services;
or an overnight visitor might visit for adventureature purposes but also visit an event and a
winery). Thefour areas of appeabverlapthe three visitor types givingthe basis used to target

visitors inthe marketing plapwhichis shown graphically belaw

1. ADVENTURBATUREwith interests in mountain biking, canoeing, camping, fishing, diving,
cycling, swimming, and rivers, forest, beaches, wildflowers, birds and natural environments.

2. FOOD , WINE, HOSRLITY & EVENT®ith interests in cafes, restaurants, wine, produce,

events,.
3. SHOPPING, SERVICES & CULTWiRENterest in shopping, services (medical, commercial,

general), heritage, aftraft, performances and entertainment.
4. SPORT AND RECREATIWIth interest in sport, recreation and competitive team activities.

S DAYTRIP 1

/" VISITORS A
4 DOMESTIC | =
£/ OVERNIGH /" |
*/  VISITORs 4 ¢

,' N INTERNATIONAI
: VISITORS

1
§ ’
1
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1. ADVENTURBNATUR

4. SPORT
RECREATION

3. SHOPPING, SERVICE
CULTURE

Business visitors are an important segment of the visitor masasibunting for 13% of visitors.
¢CKSANI YIAYy AydSNBada NS NBEFGISR 2 GKS NBIA2YQ
energy, transport, construction, agribusiness, health, education and services. Their value to the
tourism economy is relatk to accommodation, conferences, seminars, training and hospitality.

They transcend across day trip and overnight visitors.

VISITOR MARKET OUTLOOK

The Geographe region offers a range of factors that motivate visitors to visit. The table below
providesan indicationof the extent to which the region has leveraged these factors and where
40215 SEArAaiGa (G2 AYyONBI&aS GKS WY2U0AQlLGA2y (G2 OA&AX
further developed is important in influencing future visitatitlmthe region.

CORE APPEAL EXTENT LEVERAGED
MOTIVATION TO VISIT
l RSljdzr S +d . dzyodz2NBEQa .+ Ol o
Coasalenvirons coastal inlets; Quieter coastal nodes (beaches) are updamoted

(e.g. Myalup, Peppermint GrovBinningup, etc).

Adequate at Wellington NP & Crooked Brook Forest; §
prominent landforms, natural features and bigtensive sites are
undeveloped or undepromoted.

Forest &undisturbed
nature.
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Heritage andocal Adequate in towns (e.g. Mkadrive trails, maps, signage). Regio
history. perspectives & linkages are adequate.

Adequate at Logue Brook & Harvey dams, Collie River, Glen M
Marine & Aquatic & Stockton Lake; access to Blackwood & other major rivers is u
environs developed & uder-promoted. Lake Kepwari & Black Diamond F

are underdeveloped & undepromoted.

Flora fauna and natural| Bio-intensive areas (e.g. rivers, creeks, lakes, wetlands, inlets
scenery semideveloped, some highly accessible, others urgl@moted or
have limited access.

A range of mountain bike & hiking / walking options, near adequ
Adventure white water rafting undefpromoted; lake diving undedeveloped &
under-promoted; soft adventur& under-promoted.

Adequate inBunbury. Adequate in regional areas but acces
underpromoted. Indigenous experiences unedaveloped.
Adequate in Bunbury. Undgromoted in regional areas. Produi
sites undepromoted, linkages undedeveloped.

Shopping Adequate in Bunbury. Undepromoted in regional areas (e.(
weekend markets, galleriestudios, niche outlets).

Arts and culture

Food & Produce

Increasing visitation across the Geographe region is dependent upon a range of factors that can
change at relatively short notice (e.g. Aug$ierest rates, fuel price, cost/risk/appeal of overseas
travel, extreme weather, household disposable incomes, etc). Visitor projections for the Geographe
region have been prepared based on anticipated progress in regionalising tourism leading to a more
robust and sustainable tourism sector. Using the status quo (i.e. change nothing) as a benchmark,
three visitation scenarios were developed as outlined in the table below with projected visitor levels
and visitor nights shown on a following page.

SCENARI | ASSUMPTIONSRATIONALE

Minimal investment in tourism infrastructure & product; minimal addition to activit&s
Low experiences offered; minimal regional collaboration; fragmented promotionb&nding
Growth prevails; minimal investment in sadfive routes; minimal improvements in wdipnding tools;
Low1.3%p.a.averagegrowthin visitation

Modest investment in tourisminfrastructure & product;notable additions to activities &
Moderate | experiences offered; regional collaborati@merging regional promotion& branding gains
Growth momentunt selfdrive routes dispersng visitorsacross the regionnew tourism ventures
establishedmoderate1.9%p.a.average growth in visitatiagn

_ Moderate investment in tourismnfrastructure & productnew, additional & uniquectivities
High & experiences offered;regional collaborationdriving growth & opportunity branding &
Growth promotion delivers a regional identity extended visitor season, strong regidnarofile &
appeal, increased visitation; moderakegh 2.6%p.aaverage growth in visitatign

Underlying the forecast, the medium term outlook for tourism is favourable based on the following:
Low Aus$, below averagefuel price, low interest ratesjeartrend GDP neartrend unemployment,
below trend investment; abovérend international visitation; neatrend domestic travel inclding
daytrips; and belovirend outbound travel by Australians;Overall:the recent headwinds limiting

32 . . . . . . . . N .
Soft adventure is generally low riskequires minimal experience and is often more convenient; can include bicycling, snorkelling,
fishing, canoeing, walking, wildlife viewing and swimming.
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growth in Austrah | dardestic tourismmay soon becoméailwinds helpingto stimulate growth in
domestic and internationalisitation; this could translate into increased visitation to the Geographe
region This has been factored into the projections shown below (ndte, dtatus quo is included

for comparative purposes).

GEOGRAPHE VISITORS.
2,100 SCENARIOS 2015-2019

2,000

Visitors '000
(=
(Vo]
=]
=]

1,800 -

1,700 T T T T T T
2013 2014 2015 2016 2017 2018 2019

TOTALVISITORS High 2.6% AAGR
= TOTAL VISITORS Medium 1.9% AAGR
== TOTAL VISITORS Low 1.3% AAGR
= === TOTAL VISITORS Status Quo 0.6% AAGR

GEOGRAPHE VISITORS 2014-2019 ('000) 201 2015 2016 2017 2018 2019
TOTAL VISITORS Low 1.3% AAGRL790] 1,813 1,836 1,860 1,884 1,908

TOTAL VISITORS Medium 1.9% AAGRL790| 1,824 1,859 1,894 1,930] 1,966

TOTAL VISITORS High 2.6% AAGRL790| 1,836 1,884 1,933 1,983 2,035

TOTAL VISITORS Status Quo 0.6%|AAGR790 1,801 1,813 1,824 1,836 1,847

GEOGRAPHE VISITOR NIGHTS 2014-2019 ({000) 2014 2015 2016 2017 2018 2019
TOTAL VISITOR NIGHTS Low 1.6% AAGR92 1,617 1,643 1,670 1,698 1,727
TOTAL VISITOR NIGHTS Medium 2.8%| AAGE592 1.633 1.676 1.720 1.767 1.815

TOTAL VISITOR NIGHTS High 3.299 AAG} GEOGRAPHE VISITOR NIGHTS.
TOTAL VISITOR NIGHTS - Status Quo 0.4% AAG 1200 SCENARIOS 2015-2019
1,800

o 1700

S 1600 -
4.3 TOURISM AUDIT a

< 1,500

2 1400
A desktopaudit of each Shirénvestigated thetou 1’300 / S,
accommodatiorand access (i.e-6 Qa 2 T . 11200 / 5
I )f R 2 LJLJ2 |\V|~IJ dZ)(A ursa FyR ’ 2013 2014 2015 2016 2017 2018 2019 A S S| OF
0St29 AYyOtdzRAYy3 | & dzy TOTAL VISITOR NIGHTS High 3.2% AAGR YyAYy3 A
Plans and Corpate Business Plans. ——— TOTAL VISITOR NIGHTS Medium 2.8% AAGR

——— TOTAL VISITOR NIGHTS Low 1.6% AAGR

¢ K S N\B JA 2 y Q3 l:l 2dzNR &Y ====TOTAL VISITOR NIGHTS - Status Quo 0.4% AAGR L'J K S F 3

A 314 Attractions & 300 Activities

A 192 Accommodation facilities

A 75+ Awareness (communication) modes

A Significant stock & capacity to support growth in tourism
A Some duplicatio but no discernible gaps.

(0p))
<
w»
-
>
[«tN
|

¢KS NBIA2YyQa (2dzNRAY O2dzAZ R LRGSyaGaAlrtte o
A More accommodation (i.e. a steady, gradual increase in capacity)
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A More places for activities (i.e. an increase in choice)
A Dispersing visitors across the region (i.e. via tdrdrive routes and regional maps)
A Rationalise and combir@mmunication(i.e. visitor centresmaps, brochures, websites)

Ofthe6! QazX FRYAYAAGNIGA2Yy Aad NBLRNISR SftaSsgKSNBE g
public toilets, signage, telecommications emergency servicepicnic facilities, boat ramps, parking

areas, rubbish bins, water fountains and general services. Information on amenities was scant and
irregular (i.e. a gap to address) and subsequently not reported in detail in thisrsectio

CITY OF BUNBUR®URISM AUDIT FINDINGS

Bunbury is a regional city, port and hub located 180km south of Perth, 1.5 hours drive. Bunbury has
a significant stock of accommodation, with a prominent array of shopping, hospitality and
entertainment optiors, supplemented with a mix of nature, heritage, culture, recreation, sport,
aquatic and adventure activities and attractions. Awareness is communicated through three
websites (Bunbury Visitor Centre, ASW and TWA), two holiday planners (Bidogyaphe ad

ASW), mapbrochures, tourist radio, social media and Bunbury Visitor Centre. Access is year round
via the Forest Highway from Perth or the Albany / Southwest highways from the southeast. The City
is serviced twice daily by trains from Perth as wsllragular bus / coach lines, and also has an
airport for light aircraft, a safe harbour for boats and yachts, and a local bus service operating within
the city boundaries. Bunbury hosts a range of events, drawing visitors from Perth and the
surroundingregion. As a regional city, Bunbury is also a prominent business centre and business
GAAAG2NR LI ONRYAAS F aA3dyAFAOLyG akKFENB 2F . dzy o d:
number of sites / establishments identified in the tourism audit areva below.

ACTIVITY |ATTRACTIQN ACCESS |AWARENESSAMENITY | ACCOMMODATIO

92 76 6 11 61
GAPS
1 Some of the short stay accommodation is aged, of mixed standards and is in contrast to
gKIFEG OAAAG2NAR YAIKEG SELISOG 2F 1 wOAGeQ Ay (81

9 5 star accommodation and RV (24hr) stopcdiegilities are limited.

9 The visitor centre is located within a shopping precinct, in the centre of town, where
driving and parking long vehicles (e.g. towing vans / trailers) can be difficult.

9 Bunbury undespromotes the quieter, natural, lesselevelopedplaces, reducing the
choices available to visitors.

 .dzyodzNEQ& LIzt AO FYSYAGASE |INB yz2i 6Sftf Y I L.
FIOAfAGASE 6Sdad G2AfS0Gaszx 61 0GSNE . .vQas LIAOY;

OPPORTUNITIBRSFRIORITIES

f Encourage investment in accomodation F2NJ SEF YLX § &SNBAOSR | LI
backpacker / flashpackdodges (i.e. up marketcaravan/ transit parks, a fivestar resort
hotel; and support the use of residential (share) accommodation for short stay visitors.

1 Encourage thedevelopment of tours, hires/rentals and cultural activife$ractions,
increasngthe range of experiences available to visitargl as potential product to package

1 Develop a wider range oégionalitinerary options and shorédased actiities for cruig ship
and highyield visitors.
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1 Encourage half/full day setirive routesextendinginto the broader Geographe regioby
incorporating experiences in wirdgspitality, artculture, adventurerecreation and food
produce anddetailedin maps, signage and ptominent stopovers.

1 Develop a wharf (jetty) facility for cruise ship tenders and passengers to embark/disembark.

91 Develop suggested itineraries (half and full day) and themeedse# routes encompassing
Bunbury and the regions popular experiences.

1 Encarage wider promotion of regional food and produce; supparobile food service
facilities at events andpopular locations(supplying locally grown foods); encourage
stronger linkages between regional fopdoduce suppliers, itineraries and drive routes.

1 Develop targeted communications to grow business tourism (MICE, visits) via partnerships
with business groups (e.g. CCl, Rotary, Apex, Lions, etc), packages / itineraries and online.

1 Bpand the visitor experience year rouridrough greater diversity imecreation and soft

adventure theme park hires/rentals, events/sports, tours, viewing areas and a slside

tourist hub (e.g. at KBSC, Dolphin DC, Koombana North, Marlston North).

Continue development of Bunbury Wildlife Park and Big Swamp as Hadsed attractions.

Support upgrades to Koombana Bay foreshore, marina and Outer Harbour redevelopment.

Investigate collocation of Bunbury Visitor Centre at the Dolphin Discovery Centre and the

outsourcing of visitor servicing to the Dolphin Centre.

= =4 =

HARVEYOURISM AUDIT FINDINGS

The Shire of Harvey is a prominent producer of beef, dairy, citrus and wine and extends from the
coast to inland, covering a range of landforms (dams, rivers, estuary, beach, escarpmeuntjst T
attractions include a brewery, wimies, the big orange cheese factory, Leschenault Waterways
Discovery Centrethe Yarloop Steam Workshopkloffman Mill, and Harvey and Logue Brook dams
¢tKS {KANBQa G2dz2NAaY A& 3ISySNI Awaréness S driven mbs@yS f 2 LIS F
through two visitor centres, a collection of maps, a website and a local holiday planAecess is
primarily by sealed roadbighway with a network ofmostly sealed roads across thehire, and
regular public bugoach serviceso/from Perth linking with majr towns of the south west.The

Shire has several walk or bike trails (23),-gdife trails (9) and a range of attractions dominated by
heritage (21), hospitality (10), winery (7) and nature (6). Visitoenities aredispersed across the
Shire, gendally in proximity to popular day use areas and are reasonably well presented on maps.
The number of sites / establishments identified in the tourism audit are shown below.

ACTIVITY [ ATTRACTIOI ACCESS | AWARENES AMENITY | ACCOMMODATIO

59 57 3 15 53 26

GAPS

1 Overnight (24 hour) rest arease limited, especialljn towns, at roadside parking bays
and/or near popular day use sites

1 Half and full day itineraries are lacking.

1 Limited supply of premium quality nictezale accommodation to supplement thene /
hospitality experiences on offer.

1 A comparatively weak presence on social media (Facebook, Instagram, Twitter, etc).

1 Blackspots in mobile communication make it difficult for visitors to use smart devices /
applications reliably across the Shire.

9 Limited presence on Google Maps, with very few listings of day use sites, operators, etc
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1 Universal access amenities andgdriendly destinations across th8hire are not well
promoted, and not easy for visitors to locate

9 Operating hours of tspitality services are not always conducive to visitors and
potentially limit the choices available to visitors;

OPPORTUNITIES & PRIORITIES

1 Creatinga variety ofplaces forRVkeltcontained travellers to stay f@4-48hrs.

f Providing better quality informationkl & Sy O2dzN»F 3Sa wxQSNE (2 S
communities, clubs, events and regional suppliers to purchase local food and services

1 Encourage local tourism operators to become RV Friendly Destinations and/or rural
enterprises/land owners to establish a nattbased park for short stay visitors.

1 Promoting a seasonal list t¢tie top five mustsee attractionsactivities, presented o
map, showingsuggested routes to experience multiple sites in a half/full day.

1 Encourage half/full day setfrive routesextendinginto the broader Geographe regioby
incorporating experiences in wirgospitality, artculture, adventurerecreation and food
produce andletailedin maps, sighage and at prominent stopovers.

1 Foodwine experiences packaged into séffve trails aml/or itinerary options, covering a
range of visitors / budgets, encouraging visitors to stay overnight at boutique places.

9 Facilitating a stronger presence on social media via links with -hdspitality
accommodation facilities promoting events, packaggscials, happenings, etc .

T 12aLAGEHEAGE 2LSNIFG2NB NRAGSNAY3I WK2dzZNE 2LISyQ
establishments; ideally promoting local produce and lodabyired cuisines.

1 Upgrade parking capacity at the Harvey Dam amphithetitrenable event participants
to selfdrive.

91 Develop the walk/bike trail between the tourism precinct and Harvey Dam, adding to the
appeal (purpose) of the tourism precinct (e.g. bike hire, guided walks, tours, picnics, etc).

91 Develop the Regional Paths Bram, enabling additional cycle/walk opportunities and
increasing visitor access to a wider range of sites.

f 9adlroftAakK ,FNI22L) 22NjlakKz2Lla la | w3rasSeglreq ¢
capturing traffic diverted off Forest and South West highways.

DARDANUP TOURISM AUDIT FINDINGS

Dardanup Shire is located near the centre of the Geographe wine region, with popular tourism
features including Crooked Brook Forest, Dardanup Heritage Park, Ghomesville, Ferguson Valley and
eleven wineries. The Shire is emerging as a prominent wine,-autture and nature destination.
Access is primarily by sealed roads that arevalither and serviceable yeaound and publicbus

coach servicethat pass througlon a regular basis Awareness is driven nstly byFerguson Valley
Marketing and Promotions Inc. along with a website, brochures/maps and a seasonal visitor centre.
The number of sites / establishments identified in the tourism audit are shown below.

ACTIVITY [ ATTRACTIOI ACCESS | AWARENES AMENITY | ACCOMMODATIO

19 46 2 10 8 10

GAPS
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TheShirehasno formalcamp sitedisted on the Shire or Ferguson Valley website. If not
camping in the Taralea caravan park, visitors would be camping outside the Shire.

A limited supply ofpremium accommodationmay be preventing high yield visitars
especially groupgrom staying overnightespecially in and around Ferguson Valley.

There is a lack of maps, suggested itineraries and themeddse#f routes that
encompass the broader range of sites / places within the Shire.

Walk and bike trails are undeeveloped, with limited maps and details for visitors to
plan and execute thebisit.

Nature-based experiences, other than Crooked Brook Forest, are ymdenoted and
y20 FdZ te& AydSaANIGSR Ayd2 (GKS Wi2dz2NRaAY 27FFSN]
Art-culture is promoted as a feature of the Shire, listing 4 establishments, overlooking
other potential sites / @ces that could be added to embellish the-auniture experience.
Visitor and universal amenities are not listed or displayed on maps making it difficult for
visitors to know where such facilities can be found.

When the visitor centre is closed thereiigited scope to get information.

The Shire boasts three websites for visitors includaydanupShire Ferguson Valley
and Crooked Brook Foresthowever, gaps remain (maps, drive routes, itineraries,
bookings) and there is limited coherence across sites.

The Shire hosts around 83 places of interest however very few dgentified on a map
andthere is limited wayfinding directionsfor selfdrive visitors.

OPPORTUNITIES & PRIORITIES

T

Encourag the development ofpremium quality farmstays, B&B and self contaned
chaletsappealing ¢ high yield visitors (i.e. axtulture & winefood enthusiasts)

Enhance existing walk and bike trails with the addition of shaded rest stops, geocache
sites, lookouts, pichic sites, water points, designated -pjakirop-off points, flora
viewing sites, trail markers and interpretidirectional panels.

Encouraging local tourism operators to become RV Friendly Destinations or rural
landowners to host a naturbased park for short stay visitors.

Naturebased experiences mer actively encouraged by referencing / promoting
wildflowers, bushland, birds, waterwaysS G f I yYRa YR @AalGlF Qakf2212
interest in walk / cycle trails, picnic areas, lookouts or stopovers on drive routes.

A wider collection of art and culturestablishments incorporated into a themed route or
suggested itineraries.

A more detailed listing of places @nmap andbr directionsfor selfdrive visitors, along

with listings on Google Maps, so a broader range of sites can be located and visited.
Stronger promotion of wallbike trails,24hr stopover areadheritagesites,conservation
initiativesand sites with natural featuret® showcase a wider range of options in aiming

to extendthe visitor season

Encourage half/full day setfrive routesextendinginto the broader Geographe regioby
incorporating experiences in widgspitality, artculture, adventurerecreation and food
produce anddetailedin maps, sighage and at prominent stopovers.

Provisions in the Town Planning Scheme to supgevelopment of touristaccommodation

in the Dardanup and EateMillbridge subregions.

The development of Gnomesville as a formal tourist attraction with associated infrastructure
(e.g. acquire adjacent land, improve the range of amenities, contain the eitkance
product / service offerings to visitors, more prominent signage, links to surrounding sites).
Investigate the feasibility of a restaurant/café being developed at an appropriate location
along the Collie River Foreshore as part of the ForeshaldevRépment Plan.
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DONNYBROGEBALINGUP TOURISM AUDIT FINDINGS

The shire of DonnybroeRalingup is centrally located in the broader south west and is characterised
by its orchards, vineyardfrests, rolling hilleand the BlackwoodiRer valley. The Sherhosts three
towns including Donnybrook, Kirup and Balingup, and has a comparatively diverse industry base
including tourism, which has been gaining prominenéecess is primarily by sealed relaighway,

with a network of sealed roads across thigire and regular public busoach servicew/from Perth

and major towns of the south westAwareness is driven mostly through twesitor centres, three
websites, brochures and listings in regional holiday planners (e.g. ASW, B@Gdngyaphe). The
Shireis comparatively well developed in terms of infrastructure, however, visitor amenities and way
finding (e.g. maps, guides) are not visitdendly. The number of sites / establishments identified
in the tourism audit are shown below.

ACTIVITY |ATTRACTIQN ACCESS |AWARENESSAMENITY | ACCOMMODATIO

32 51 2 12 5 44

GAPS

1 Maps on the Donnybrook Visitor Centre website are generic and do not show places of
interest (e.g. attractions, amenities, accommodation, activities, etc). It would be difficult
to pre-plan a visit and/or to find places using the avaiainiaps (i.e. if selfriving).

9 Itis unclear if any other venues (e.g. CRC, Shire Office, Petrol Station, General Store) have
tourism information when the visitor centres are closed.

1 Trip preplanning and selfiriving are both challenged by not having asyggested
itineraries, tourism maps or setfrive routes.

1 Other than transit / caravan parks, visitor options for camping and overnight (24 hour)
staysare not detailed.

1 Limited presence on Google Maps, Social Media websites and online tourism directories.

9 It is unclear if the shire has anygifriendly sites (e.g. camping, picnics, recreation,
walking)

1 Donnybrook Shire has no listing on the accesswa.com.au website sngnclear where
universal access facilities are located within the Shire, with none listed on tourism maps.

OPPORTUNITIES & PRIORITIES

1 Additional premium quality nichecale accommodation could be encouraged to
complement the wine / hospitality expences on offer.

1 Foodwine-produce experiences packaged into a-sklfe trail and itinerary options.

1 A stronger social media presence (Facebook, Instagram, Twitter) via partnerships with
wine-hospitalitxaccommodation facilities promoting events, packag specials and
KFELIISYyAYy3a G2 NFrAaS GKS {KANBQa a20AFf LINRTFAL

1 Encourage half/full day setfrive routesextendinginto the broader Geographe regioby
incorporating experiences in widgspitality, artculture, adventurerecreation and food
produce andletailedin maps, sighage and at prominent stopovers.

1 Providing information that encourages RVs to engage with local communities, clubs,
regional events, local gatherings, etc and to purchase local food and services
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f Promoting a list othe { K A kB fivd mustsee attractionsand activities ona map
showingsuggested routes to experience multiple sites in a day.

1 Preparation of aMap that guidesselfdrive visitorswith itineraries, routes and seasonal
options, including places to dine, stay, shop arplere.

1 Encourage local tourism operators to become RV Friendly Destinations and/or rural
enterprises to establish a natwteased park for short stay visitors.

1 Develop adventurdased infrastructure and amenities along the Blackwood river to
increase theaange of offerings to visitors.

T {SS1 TFdzyRAy3I (2 RS@St 2L) uBaBdus DailSNRaSer Blan} A f & Ay
for example, in Golden Valley Tree Park, along Preston River, links to Bibbulmun and
Munda Biddi trails, Racecourse Flora ReserveGnmiwade Settlement.

1 Establish a regional entry statement in Balingup, for example, at the Golden Valley Tree
Park with an information panel (on the region), mamchure display and directory list.

9 Develop local trails highlighted in the South West Moimike Trails Master Plan.

T wWSRS@St2L) (KS {KANBQa GNIAf ONBOKdZNBA dAGK
incorporate them into one broader map (e.g. 2 x A2, dowditied, folded into A4).

BOYUP BROOK TOURISM AUDIT FINDINGS

The Shire of Boyup Bok is rich in rurakcenery,forests and river valleynd is also the country

music capital of WA, hosting the annual Boyup Brook Country Music Festival. The shire is
predominantly a rurabgricultural area and tourism is generally well developed and ovghnised

(e.g. RV Friendly, caravan park with large overflow area, choice of campsites, walk trails, signage,
tourism websites, etc). Access is primarilpy sealed roaghighway with a network of sealed roads
across theshire. Most of the{ K A NXB/ifie% ankl &tiadtionsire within close proximity to the town

site making it relatively easy for selfive visitors The tourism amenities aregeared to supporting
fIFNBS S@OSyda 6A0GK YIlye f2O0Av&diess iy driverBrough2twioy Q& O
websites, a visitor centre, a collection of maps/guides and listings in regional holiday planners (e.qg.
ASW, Geographe). The number of sites / establishments identified in the tourism audit are shown
below.

GAPS

1 There are no formal tracks / trails for mountain bikes within the Shire. Informal bike
tracks exist in surrounding forest and are used regularly by locals and enthusiasts.

1 Suggested half / full day itineraries could be developed and offered via dowioad
the Boyup Brook tourism and/or Shire websites.

1 Limited accommodation for business and travel groups within the town.

91 Blackspots in mobile communication.

9 The Shire has one universal amenity listed on the accesswa.com.au website for disabled
visitors. L1 Q& Ll2aairotsS GKIFIG 20KSNI I YSyAadGasSa SEAaEL
tourism websites.

1 Locations ofdog-friendly destinations across th&hire (e.g. camping, picnics, recreation,
walking, canoeing) are not marked

OPPORTUNITIES & PRIORITIES
1 Promoting a seasonal list tfe top five mustsee attractionsaand activitieson a brochure
showing their locatiorand a suggested route to multiple sites.
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1 Preparation of anapthat guidesselfdrive visitorsshowing a selectionf itinerariesand
routesto established sites in close proximity to accommodation/stopovers

1 Encourage halfffull day setfrive routesextendinginto the broader Geographe regioby
incorporating experiences in wirgospitality, artculture, adventurerecreation and food
produce anddetailedin maps, sighage and at prominent stopovers.

T 9y O02dzN>y 3S Ay@SadaqyYSyid Ay 2@SNO2YAy3a WwWotl O alLJ
visitors to use smart devices / applications across the Shire along wiki &Yiselected
hot spots (e.g. in townnusic park, caravan park).

1 Additional accommodation (e.g-B) room establishments) to supplement capacity for
the annual events and/or to encourage additional visitors to stay in the shire.

9 Encourage local tourism operators to become RV Friendly Dastisaand/or rural
enterprises to establish a natwteased park for short stay visitors.

1 Increased presence on Google Maps, by listing all the popular day use sites

T 'y AYLNRBOGSR fleézdai 2F GKS CtlFEYAtt [-F N @y

frontQ aAidSa YR AYLNRBOSR F00Saa (G2 GdKS NRARDBSNDI

fishing, swimming).

Support tourism through events, fairs, arts, produce, history and cultural experiences.

Investigatethe development ofimproved amenities and facilities #te music park.

Develop and implemerd streetscaping / landscaping plan the town centre

Investigate options to ermrage owners of businessasrenovate shop frontages.

Upgrade facilities at the caravan pafi example, new camp kitchen and BBQ area, plus

shade trees in overflow area.

1 Develop nature based attractions/activities such as wildflower walks and bike trails.

=A =4 =4 =4 =9

COLLIE TOURISM AUDIT FINDINGS

Collie is a prominent mining, power and forestry tologated 200km south of Perth, and popular

for its waterways (river and dams), forest, national park, motorplex and outdoor recreation pursuits.
¢tKS {KANBQa (2dz2NAaY A& 3IASySNrftfte ¢Sttt 2NAHIFIYyAaSR
attractions, mostly outdootworiented. The Wellington National Park is a primary attraction along
with annual events including those held regularly at the Motorplex. Access is year round via sealed
roadshighways and Collie is serviced almost daily by bus andhctiaes. Awareness is
communicated through two websites (Collie River Valley & Shire), Collie River Valley and Discovery
trail maps, two holiday planners (Bunbe@eographe and ASW), tourist radio (98.4FM), social media
and the visitor centre.  The numbof sites / establishments identified in the tourism audit are
shown below.

ACTIVITY |ATTRACTIQN ACCESS |AWARENESSAMENITY | ACCOMMODATIO

49 62 2 10 58 24

GAPS
1 Some of the short stay accommodation is aged, of mixed standards, and possibly more
suited to blue collar workers than holid#gisure visitos.
1 4-5 star accommodation is limited and only one caravan park (recentgased).
1 The Discovery setirive routes are scenic drives. There are no themeddselé routes
focusing on mountain bikes, walk trails, heritage, nature, waterways,-foio@, etc.
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9 There is a lack of promotion afforded to local produce, wine and hospitality venues that
might otherwise tie in with nichecale accommodation in the Shire and surrounds.
1 RVsand selfcontained travellers are potentially overlooked with no dedicated facilities
or amenities listed on websites, maps or planners.
T/ 2ttAS A& +y AYRdzZAOGNRI € L2 6 SNK2dzaS Ay 21! Qa .
opportunity for visitors to éarn, experience or engage in the industrial activities
surrounding Collie (excluding the replica mine and museum).

OPPORTUNITIBRSFRIORITIES
1 Develop arange of themed itinerary options incorporating local sites, places and
experiences; with varieduration, activity levels and hospitality stopovers
1 Encourage half/full day setfrive routesextendinginto the broader Geographe regioby
incorporating experiences in wirA®spitality, artculture, adventurerecreation and food
produce andletailedin mays, signage and at prominent stopovers.
Continue to support development of a nature based park or campground at Minninup Pool.
Continue to spport the Department of Minesand Petroleum and PaW in obtaining
funding to develop Black Diamond pool as a dayfastity, especially an inland dive facility
supplemented by diving amenities / facilities at Lake Kepwari and Stockton Lake.
1 Encourage rural enterprises / landowners to establish a nabased park for short stay
visitors.
1 Development of a Drag Strip ahe Collie Motorplex and partnering witllotoring South
West to continue develapg and improving theiability of the Motorplex
1 Upgrade the Velodrome and through-operative programs support road cycling events and
road cycling routes / touring acroise Shire and into the broader region.
1 Develop a selfirive loop Bunbury to Collie via the (sealed) Munglafilp road and
through maps and signage encourage cycling along scenic sections from Collie to Dardanup.

=a =

CAPEL TOURISM AUDIT FINDINGS

The Shire of Capel is located 200km south of Perth and hosts around 50km of coast, beaches and
seaside retreats. Capel is a producer of beef, dairy, wine, poultry, produce and mineral sands.
Tourism is in a developmental stage, an emerging sector ofidb& economy, with each of six
towns experiencing growth in tourism infrastructur&heShire has a comparatively narrow range of
activities and attractions, albeih proximity to nichescale accommodation making it convenient for
visitors to explore tB Shire Access is primarilgy sealed road and highwawith a network of
sealed roads across thehire, and public coach servicesfrom Perth and major towns of the south
west. Awareness is driven throughe Shire website, listings in regional llaly planners (e.g. ASW,
Geographe), an information bay in Capel and a local tourism brochufbe number of sites /
establishments identified in the tourism audit are shown below.

ACTIVITY A'I_I'RACTICJN ACCESS |AWARENESSAMENITY | ACCOMMODATIO

12 19 2 3 ? 9

GAPS
1 A downloadable map of attractionsactivities, amenities and suggested routes /
stopovers to help visitors plan their visit and orientate across the region.

Page 54




BUNBURY WELLINGTON & BOYUP BROOK REGIONAL TOURISM DEVELOPMENT STRATEGY 2015

1 Overnight (24 hour) rest areas near towns, at roadside parking bays and/or near day use
sites to accommodatstopovers byselfcontained travellers

9 Suggested half / full day itineraries across a range of themes (e.g. heritage, nature, wine,
beachaquatic, wildflowers, recreation).

T /1 LISt Qa QA aA aadiied afdot liagdh and hak ¢asily found in public
forums.

1 Presence on @gle Maps and listing of popular day use sites is lacking

1 Marked locations ofdog-friendly destinations across th8hire (e.g. camping, picnics,
recreation, walking)

OPPORTUNITIES & PRIORITIES

9 Encourage premium quality nicteeale accommodation tsupplement the wine /
hospitality experiences on offer, encouraging visitors to stay longer in the shire.

1 Foodwine experiences packaged into a gdfive trail encouraging visitors to stay longer
in the shire.

1 Encourage rural enterprises to become RVrigtig Destinations or to establish a nature
based park for short stay visitors.

1 Encourage half/full day setfrive routesextendinginto the broader Geographe regioby
incorporating experiences in wir®spitality, artculture, adventurerecreation and dod-
produce anddetailedin maps, signage and at prominent stopovers.

T h@SND2YS Wofl 01alLlRiaaqQ Ay Y20AtS 02YYdzyAOF (A2
applications across the Shire or encourageR\at selected sites.

f Providing better informationK I i Sy 02 dzN»} 3Sa w+QSNHR G2 Sy3ar3as
sport-rec clubs, regional gatherings and to purchase local food and services

1 Promote a list ofthe top five mustsee attractionsactivities on a map showing their
locationand a suggested route &xperience multiple sites in a day.

1 Develop selected trails from the Capel Trails Master Plan and specifically those linking the
beach, town and Capel River (e.g. bike, walk, canoe).

1 Develop Goodwood Road as a scenic tourist drive incorporating Ironstale Kalls,
farmstays, fooebroduce suppliers, bush walks and mountain bike trails in State Forest
and linking directly to/from Donnybrook and Capel town sites

91 Develop mountain bike trails and facilities as outlined in the South West Mountain Bike
Traik Master Plan.

1 DevelopCapef @ivic Precincas a stopover with aalectric car chargstation,a dump point
andother amenities, to accommodate traffic whéme outer ring road goes past Bunbury.

91 DevelopFettlers Park in Boyanwgs astopoverfor cyclissand caravanswvith a dump point,
toilet facilities(with shower) and traveller amenities

1 Encouragelevelopnent ofa European Heritage Trail near the Ludlow settlement (Tuart
Forrest) as part of thenine rehabilitationprogram.

4.4 VISITOR SERVICING

Theregion has eight visitor centres servicing approximately 190,200 visitors annually (on average)
GAGK . dzyodzNBE +A&A02N) / SYyGNB GKS fFNBSadz I O002dzy
105,000p.a.). The eight visitor centres are supported lpyr@pmately 235 financial members with

Bunbury having the most financial members followed by Harvey and Collie. Recurring financial
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support from theLGAdor the eight visitor centres is estimated at approximately $445,000 annually,

which equates to an @&rage cost per visitor of approximately $2.34 (ranging from a low of $1.05 at

| I NB¥Se G2 PbPodcc G .28dzlJ . NR210® ¢ KBalichlmaE A 2 y Q&
valued locally on a social level, however their capacity to generate econatuie (and financial
sustainability) is limited given their comparatively low level of visitation, narrow range of tourism

LINE RdzOG (2 WwasStftQ |yR o0daAaAySaa Y2RSt o0Sd3d fAYA
A0NRY3AQ 0 dzR 3 S irality codRavitsi®liimedr ke@inst, sgaSotal closures, Jetc

VISITOR CENTF AVERAGE ANNUAL VISITAT| AVERAGE No. FINANCIAL MEMB
Bunbury 105,000 115
Harvey 31,800 70
Collie 22,100 50

Australind 13,000

Donnybrook| 7,100 -
Boyup Brook 4,100 -
Balingup 3,700 -
Ferguson Valle 3,400 -
TOTAL 190,200 235

Trends impacting on visitor centres and visitor servicing are expected to further impose challenges
2y GKS adzadlAylroAftAde | yR SdemBsQibchdngy Saa 2F GKS

9 Visitors are increasingly booking online before leaving homecantinue to bookwhilst on
holiday (using mobile devices), eroding bookings revenue for visitor centres.

1 Group bookings remain an important source of revenue forarigientres, butonly where
tourism operators are available to support packages, tours argpevative marketing.

1 The long term sustainability of a visitor centre is highly dependent on door traffic volumes,
which is highest when a Centre is located at gpydar site/attraction with high level
visitation. Visitor centres at louraffic sites aresusceptible to ateadily declineover the
medium term unless they can4iavent their vision/mission/modus operandi

1 Without growth in visitor service levethe revenue of visitor centres is expected to decline
as bookings, merchandise sales and memberships decli@embined with increases in
wages and operating costisere will beheightened financial pressure on their sustainability.

9 Alternate forms of visir servicing such as collocation, pop shops, information nodes and
online portals (websites, apps), can be effective provided high quality information, seyvicing
accesand utilisationis achieved.

1 Online booking systemsespecially global systemspntinue to proliferate allowing visitor
centres (and/or subregional tourism organisations 2 WLIJA 33806 GpaRing2y G2 3
systems to access higher volumes of traffic for comparatively low fees (e.g. via subscribing to
sites such as Wotif, LastMinutdrivago, etcand listing local operators, tours, service
providers etc to facilitate online bookindsr the regionthat generate commission revenje

1 A potential sustainable business model for visitor centres is to manage and/or operate
tourismrelated dtractions (e.g. tours, rides, hires, facilities, access/entry, etc) across
multiple sites (e.g. Augustelargaret River & Busselton Tourism Associations); this may
require a visitor centre to be independent from an LGA to avoid restrictions arising from
competitive neutrality policies.
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Larger accredited or financially sustainable centres lstter placedto surviveover the medium
term provided they can adapt to changes impacting visitor servicing. Survival of smaller and/or
seasonal visitor centres idreatened due to increased financial pressure, declining volunteer
resources, increased use of mobile technologies and the rise of disruptive business models. The
NEIA2YyQa I NHSNJ) GAaA(2N) OSy(iNBa AyOf dzRwivea . dzy o
provided they can build additional revenue through location advantages, commercial arrangements
or enterprise activities whilst reducing costs through rostering, seasonal operation, cooperative
marketing, technology, collocating and partnerships2 N9 SEI YLJ S5 /2t f ASQa QA&
to improve its sustainability including:
1 Managing the adjacent replica underground mine and selling tickets (e.g. 4,000 visitors
annually, $5 entry fee, $20,000 additional gross revenue).
1 Establishing an onlinevent ticketing facility and selling tickets for ALL ticketed events
in the region (e.g. 40,000 ticket sales annually, $1 per ticket handling fee, $40,000
additional gross revenue).
 Expanding the i@ 4§ 2 NS YSNODKIFYRA&S NIy3aS {2iseAyOf dzZRS |
Gnomesville merchandise, Collie River Valley apparel, local artisan products, etc. (e.g.
3000 visitors spend $20/each, 40% gross margin, $24,000 additional gross revenue).

9 LyadlttAay3a I WwWolarao0Q O2FFSS YI O@&#3k&h, yR &St
$12,000 additional gross revenue).
¢ .S802YAy3a | Wi A0SYyaSRQ ald&fintade wingsdidA &Y Fl OA

consumption off site (e.g. 2,000 bottles sold annually @ $1/gross margin per bottle,
$2,000 additional gross revenue).

9 Establishinga canoe/SUP hire venture, operating within Wellington NP under a DAW
license, hiring canoes/paddles/life jackets storedsiie in the Park (e.g. 1,000 half
day hires annually @ $25, $25,000 additional gross revenue).

i Establish a 4WD park on unused Couowihed or controlled land (e.g. 2000 vehicles
entering @ $40/vehicle, $80,000 additional gross revenue).

9 Establish a You Tube channel and encourage residents and visitors to submit videos of
adventurenature experiences; highly popular videos with expodentt WKA Ga Q F G 4 N.
advertising revenue the visitor centre benefits from.

Commercial responsibility and risk could be partially absorbed via Collie River Marketing
Incorporated taking a more active role andh turn employs additional staff, funds marketing
campaigns and indirectly supports the visitor centre. Variations of this approach could be
investigated.

Alternate approaches to visitor servicing at Balingup, Boyup Brook and Dardanup could be trialled,
for example, through seasonal operation (i.e. cgderfrom a popup shop, open during peak periods
only), collocation (e.g. with the CRC, museum/gallery, library, sporcentre, shire office, post
office), replaced by information nodes at selected outlets (e.g. general store, cafe, post office,
service station, shire office) or via technology applications (e.g. enhanced website, loeai, Wi
regional App, strongr digital presence). Financial savings from restructuring smaller visitor centres
could be reallocated to regional tourisnmitiatives  Apotential approach tarestructure smaller

visitor centres is presented in the appendix.
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4.5 BRANDING

The sevenLGAshave traditionally usedLGAbased approaches to branding resulting in multiple

identities and no clear brand or position in the minds of visitors. In local business circles the region

is referred to as Bunbury Wellington whilst in some government circles it is referred to as

Ged NI LK S @ ¢tKS 20! f +AAYSNRBYQa | 4aae@Sidithel 2y | yF
regiort® as Geographe and in tourism circles the regioncisasionallyeferred to as Geographe. If

regional branding is adopted, a stronger and more consisteno@iséeographeanay be possibler

alternatively rebranding (i.e. a new name) is requirbgfore regional marketing can commence.

The features, themes (shown beloahd competitive advantages (refer to the appendix) used to

promote tourism need to be captad into a regional brand. Regional workshops identified a

selection of words relating to the region including rivers, valleys, dams, boutique, gateway, fresh,

jewel, getaway, coast and waterways; descriptions of the region (i.e. potential sfdgarse also
ARSYUGAFASR RdAdzZNAYy3I GKS g2N)laK2LlA Ay Of dzRAYy 3 vy I {dzNJ
OK2A0S @glrittSeazr @rttsSeqQa 2F | ROSYyldzNBZ yI (dz2NBQ:
adventure. Some of he variationscurrentlyused fa branding each Shire are outlined below.

SHIRE FEATURES, THEMES & DESCRIPTIONS

Adventure, nature, excitement, culture, art, shopping, culinary delights
éBunbury has something for everyohe 2 KSNBX & 2 dzZQNB ¥
Nature, beacheswineries, dairy & beef & citrus, heritage; a relaxing

Bunbury

Harvey AR ) AR -
K2f ARFé RSAUAYIHUAZ2YDdP a9aO0Ol LIS T2

Dardanup Agrigylture,jarming, beef, dgi[y, wine, hospitality_{_, rjvers, waterwgty/_s,
VIUdzZNET | KISy 2F 2dzuR22NJ | OUA

Capel Fores_t, river, beaches, wineries, dairy, produce, flora and fauna; explo
and discover nature.

Donnybrook Sunning forests, winding rivers, rolling hills, vineya@kckwood River

Balingup Valley lush orchardswalk trails, aentrallocaton W1 S| £ 4§ KX |

I F NY2WeSasNII 2F GKS {2dziK 2SaidQ
Boyup Brook Lush farmland & bush, wildflowers, Blackwood river Valley, heritage,
O2dzy i NBE YdzaA O3 yI GdzNBEX NBONBI (A
Collie Collie River Vay, Forest, Camping, Waterways, Adventure, Shops,
a2 2NLIX SETX /2t FAStRad a{2dziK

Commonalities | Nature, adventure, waterways, river, valley, wintod, explore escape

The region is steeped in nature and adventure supplementefbbg-wine, culture, heritage, event

and shopping experiences. In comparison, Busselton aims to be the event capital, Margaret River
aims to be the windood capital and BridgetowsManjimup-Pemberton aim to be the foresind

nature capital (with food andwine overtones) Collie and Wellington National Park and to a lesser

extent Bunbury, Donnybrook and Balingup are poised to become dominant mountain biking
destinations, attracting adventure seekers. Wellington NP along with the dams, river vallegs, fore

and beaches have distinct appeal to nature seekers. The prevalence of wineries, food producers,
cafes and restaurants, produce outlets and farmers markets acrogsebgrapheegion has distinct
FLILISEFE (2 WF22RASAQS g A gdthy Sgstyl&sdaidls Elasar proximigyRo (G K2 & S

s Boyup Brook and Balingup, situated on/near the Blackwood Rivepafdially outside the boundary fothe Geographe wine and
tourism region and whilst connected to the Southern Forests tourism region are also connected to the Geographe tourism region

3 Experience wonder, Think Geograph@his example of a slogasmbased o5 | NRI ydzLd { KARNB Q& K ¥ Rand feRi8R S a
AGaSt¥T G2 Ylye 20§KSNJ LISNNdzil GA2ya adAGSR (2 (GKS NBIA2YyQa (2dz2NRAYc
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Perth than more southern destinations isdastinct advantage. The region is well placed to be a
leading adventurenature getaway in the south west supported by boutique experiences in wine,
food, culture, heitage, events and shopping. Positioning as an adventatare getaway enables

the region to highlight many of its natural features whilst appealing to a range of visitors residing in
Perth and surrounding regioralral areas.

ANXB 3 AbRayd@ndist shavcase the opportunities fovisitors toengagewith the destinationg its

attractions, people, cultureand nature ¢ seedng a relationship between the destination and the

visitor; reflecting all it has to celebrate in itsulture, spirit, personality andspirations ideallya

brand must tell a unique, authenti@and compeling story about the destination. Currently, this is

y2i GKS OrasS 3IAgSy (KIFIG dGd2¢ya NB LINRY2GSR a &
not widelyused to promote the rgion as a destination.

Regional branding is about positioniagd creating and influencing a perception of the region in the

mind of visitors, to occupy a clear and unigue position, relative to competitors. Core issues in
RSTAYAY3I | Lidatis it ha yisitoksygél ffrozRvsiting the regisrQ 0 A S St ae
O2lad g9 @GrttSeasz | OAlGex o02dziAljdzS o6 Ay ShowareF22 R 1
GKS NBIA2y Q& SELISNASYRSa6RO®E®S RSB | dural ol Yodell® $ £IS (0 §
NADSNE 39 GFffSeas wntOkSsR @dgon nBcOKSEROFT O NIROIYNE 9
nightlife, boutique facilities). In defining how the region is positioned it is important to consider the
NEIA2Y Q& Y tsknll théipeditidning, dich is outlined befbw {2YS 2F GKS N
uniquedescriptors, which could be used for positioning, are shown in bold font.

REGION POSITIONING DESCRIPTORS

Augusta, Margare] Natural playground, gourmet foo&l wine & beer, fresh produce, art

River, Busselton | crafts, inspirational venues, pristine natural attractions, forest, beac
world class events

Magnificent forests, wineries & orchards, scenic & rugged coast
Southern Forests | national parks, gourmet & fresh pdace, wildflowers, waterways /¢
inlets, outdoor adventures, famous events & local markets, art
crafts, tracks & trails

bl GdzNEQa& RISy GdzNBE L} I @ INRdzy R
Peel water, beach, coastline, estuaries, escarpment, forests & natiparks,
food & wine & breweries, explore, play, thrill, relax

Something for everyone, forestsr&ers & valleys& beach, gourmet
Geographe food & wine & producssity delights & shopping & nightlifemuseums
& galleries, walking &iking trails, canoeing, arts & craftsarine life

dolphin§6, natural experiences, exciting eventlams, rural towns, ar
adventure playground

¢KS NBIA2YyQa O2YLISGAGAGS FROFyYylGFr3Sa Ydzad Ffaz of
in the appendix). Of the competitive advantages, the most unique that differentiate the region

include Bunbury City, dams, rivers, rural towns and unique facilitieShese and the elements

outlined above should be explored if the region pursaenew name andlentity. Alternatively, the

¥ L aSR 2y RSAONALIIA2ya G(F 18y FNRY SDhsbrknakdirgpranomas. 6 S04A 065 K2t ARF&
% Dolphins are also found in Rockingham, Mandwaati Busselton/Dunsborough. They are not unique to Koombana Bay.

3 Unique facilities such a3ollie MotorplexBunburyTurf Club, Dolphin Discovery Centre, Gnomesville, Donnybrook Apple Orchards,
Music Park Boyup Brook, Dardanup Heritage Park, Logue &rdlakvey Dams, BREC and replica underground coal mine.
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NEIAZ2Yy O2dzZ R NXaye§idnaltdubsiBrandandefBesh it with updated slogans and
graphics based on these competitive advantages.

4.6 PACKAGING

The region is a setfrive destination. Bunbury and Busselt@irports are not expected to
commence regular passenger services of a sufficient scale to establistirivdlynarket during the

term of this plan. Bus and train passengers are predominantly residents and friends/family such
that packaging bus or traitravel would be a small niche market at best. In comparison, the
NB 3 A 2 yva maikét fiskthe largest visitor group and potential packages could be developed
centring on events, activitiesxperiences and incentivised offers. The challenge isngetiperators

to collaborate in promoting and delivering packaged products and services.

The region has over 300 enterprises associated with visitors and tourism, however, it appears very
few operators offer packaged accommodation, hospitality, activitiessport, entertainment, etc.

There are limited examples of visitors being offered a package of services/experiences on websites,
holiday planners or brochures (other than a few offered by transport/tour operators). The region
has considerable potentisto begin developing packages for domestic visitors and later target
international visitors once a larger pool of operators are accredited, support live booking systems or
have accumulated expertise in packaging. Examples of potential packages thatopeeuld
explore are outlined below:

1 1-4 day self guided walking packages within Wellington NP or the Bibbulmun Track,
incorporating transfers, accommodation, food hampers & evening meals, flora &
fauna guides (books), water, first aid kits, maps aad trotes.

1 2-4 day seHguided mountain bike packages centred on Mt Lennard and other
regional tracks / facilities, incorporating transfers, food hampers, first aid kits, maps
and trail notes, accommodation and evening meals.

1 2-3 day heritage package (segjfiided or guided) centred on prominent sites such as
Dardanup Heritage Park, Yarloop Workshops, Harvey Heritage Precinct, King Cottage
Museum, Collie Historical Rail Precinct, Boyup Brook Pioneer Museum, etc, and
incorporating accommodation, transport, raks, heritage notes and entry fees.

1 2-3 day seHguided cultural package centred around prominent sites such as BRAG,
Dardanup Studios, Gnomesville, Mangrove Tour (indigenous product), Collie Art
Gallery, Wardandi Memorial Park and private artisan studimgorporating
accommodation, transport, meals and entry fees (where applicable).

1 1-4 day seHguided or guided wine tours centred around the forty wineries in the
region and incorporating cellar door tastings, wine specials, wine appreciation notes,
accanmodation, meals, maps and transport (where required).

1 1-2 day seHguided or guided tour of farms growing fresh produce and/or sites
producing food (e.g. cheese, olive oil, preserves, etc), incorporating accommodation,
transport, tastings, meals and gui@ehere required).

1 1-2 day fauna tour seljuided or guided centred around sites such as Bunbury
Wildlife Park, Farm stays, bird watching sites (lakes, dams, creeks, inlets), State
forest, etc, incorporating accommodation, transport, meals and guide (where
required).
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1 2-day guided 4WD tour centred on beach driving, state forest tracks, secluded
WYOKIFffSyaSQ (NrOl1az ONBS|Y ONRaaiay3aaz al ¥Sai
AYO2NLI2NFGAY3 OO0O2YY2RFEGA2Y X YSIfaz SljdaLYSy

1 1-4 day advenire tour incorporating soft and hard adventure such as mountain
biking, canoeing, abseiling, dolphin swim, supping, Bibbulmun hike, wildflower walk,

AYy2N] StfAYy3IT FAAKAYIZIT n25QAy3IAZ ljdz2F R 6A1AYy3Z
meals, transfers and traport (if required).

Higher levels of collaboration are required among operators and service providers to investigate,
develop and promote packages. It would be essential for participating operatorspmowte and

sell the packages to reach a bdsa range of potential visitors.  Similarly, establishing a-¢ade

phone number, a central email address and a central booking facility (i.e. a local coordinator) would
AAYLIE AFTe (GKS @GrairidzNna GFal 27 Sy GpdratdidwéiBites, Y R 0 2 :
a Dlsized brochure at visitor centres, advertising in the holiday planner and proposed regional maps

would help reach potential visitors. Inclusive pricing and complementary offerings are
recommended to enhance the perceived valugpatkages. Operators who are tourism accredited

and/or operate a live booking facility can consider offering packages to Inbound Tour Operators
and/or tour wholesalers for marketing to international visitors. If considering packages for
internationalLINR Y2 0 A2y S LINAOAY3 LI Ol 3Sa BENommissicRa NBIj c
payable to the ITO. Operators wanting to participate in domestic or international packages should

0S SyO02dzNY ISR (2 22AYy ! dza (NI f A | &nd thelpdpxedAsia S& G Qa
Tourism Development Centre.

4./ MARKET RESEARCH
+AAA02N) RIFGE F2NJ 6KS DS23INYLIKS NB3IA2Y A& ol asSR
program (i.e. IVS and NVS) and specifically covers Bunbury and the surroundingreiedsg
Waroona but excludes Boyup Brook and DonnybfBakngup). TRA data is reported based on ABS
statistical boundaries and no longer provides consistent data on all the towns or LGAs within this
dddzRe o 'f O SNY I GA DS datdshdudiibé ddopted hcdNdng:OK S & G2 (2 dzNX
1. A multifaceted data gathering approach surveying visitors at selected popular sites (e.g.
accommodation & hospitality outlets, art galleries/studios, visitor centres, train stations, hire
car depots, cellar doors, evengs)traffic counters at popular day use sites and intercept
surveys at popular/large events.
2. Utilise the visitor centres to gather data continuously from visitors using a standardised
guestionnaire (e.g. sedddressed postcard survey1® questions, inputentrally quarterly,
reported annually).
3. Collate monthly data on visitor centre bookings, dgounts, phone/email enquiries,
merchandise sales and visitor comments.
4, vdzr NI SNI & waolyqQ 2F (NI @St NBOASY vSo6airidsSa
indications of satisfaction, complaints and observations relating to the region.
5. Website hits, Facebook likes, You Tube views, etc.

The collection of 2000+valid survey responses annually would provide reliable, high quality data
from across the region. Oveime the data will highlight trends in visitor movements, routes,
activities, profiles, preferences, expenditure, length of stay and visitor servictogsupplement
generic data sourced from Tourism Research Australia.
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4.8 MARKETING

Tourism marketing red promotion across the Geographe region is 08aAtric with the exception of
Bunbury where a regional marketing approach is well resourced and established. In moving
towards a regional approach to marketing the L&tric approach needs to be scaledckato
remove duplication and present regional information more effectively.  The existing array of
marketing communication formats is outlined below.

COMMUNICATION MEDIUM QUANTITY IN THE REGIC
Tourism Websites 12
Holiday Planners 2
Tourism Brochureg Maps 30
Visitor Centres 8
Information Bays 12
Other 11

Ly NBIAZ2YylIftA&aAyd GKS YINJSGAy3Is a02Uuerefdaadl aiia 2
pre-trip and wayfinding planning tool (e.g. preip information includes itinerary options, drive

routes, themed experience options, budget options; wiaygling information includes maps showing

locations, routes and directions to popular sitwggh enroute stopover options such as hospitality,

tours, trails, amenities).

A regional destination website should be the focal point listing ALL operators and tenetisted
enterprises in a globalinked booking system and providing a higheveleof functionality for
events, packages, training, wéipding, drive routes, itineraries, forums, media, etc.  The various
LGAbased maps and brochures should be incorporated into a series of regional drive route maps
including themed maps (e.g. mowh biking, natureadventure, winefood and heritageculture).

An App should be developed as a wiaing tool, powered by GPS rather than mobile phone or Wi

Fi network, and providing visitors with a range of functionality (e.g. list of operators, plaee of
interest, geeT SY OA Yy 3 (12 &aK2¢g aArAGSakLIi | 0Sa Ay GKS GAOAY]
significant experiences, etc.). Some of the eight visitor centres operate seasonally and/or by
volunteers and in these instances other formisvisitor servicing could be introduced to fill gaps
when centres are closed. Expenditure on targeted advertising and promotion is limited and will
require contributions from operators and private enterprise given th&Asare unlikely to have
capaciy to fund marketing campaigns outside the region. However, before a regional marketing
approach can be developed the region needs to agree on a regional branding strategy (e.g. hame,
logo, slogan, style guide) as recommended in this report.

4.9 REGIOIAL LINKAGES

Regional linkages will be critical in growing tourism on a regional scafgortOnitiesto facilitate
linkageswith neighboumgregionsinclude:

1 Continued promotion of the Bunbury to Albany route via Boyup Brook, utilising maps,
signageand references across print/digital/online media.

1 Promoting an eastvest route between ColliBunbury and wesbound travellers from
the Goldfields and Wheatbelt (e.g. Coolgardie> Merredin> Kondinin> Narrogin> Collie>
Bunbury; and Norseman> Hyden> KondiNarrogin> Collie> Bunbury). Aimed at
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drawing westbound visitors from the wheatbelt and/or encouraging their ebstind
departure via Bunbury and Collie.

1 A 24 day drive loop via Perth, Bunbury, Margaret River, Albany and Perth, with
diversion linkage to key sites across the Geographe region (e.g. Ferguson Valley,
Gnomesville, Wellington NP, Dolphin Discovery, Tuart Forest, Apple Fun Park, etc)

1 Geotourism site¥ linking to the Great Southern, Wheatbelt and lower South West.

1 Promoting a wildflower gute to national parks and conservation reserves across the
broader south west region (e.g. Wellington, Greater Preston, Leschenault, Yalgorup,
Tuart Forest, Lane Poole, Leewhit G dzNJ f A43GS2E 5Q9y(GNBOI &GS dzE
Beedelup, etc).

1 Bunbury traveplanner highlighting feeder routes into the region and showing where
visitors can accommodate overnight while enroute to/from the region;

T WAITOC and successful aboriginal tourism operators (from other regions) helping
develop new aboriginal tourism verres in the Geographe region;

1 Forming a list of regional airstrips suited to / accessible to recreational light aircraft
where accommodation is within close proximity; a collection of airstrips forming an
Wi SNX I § GNI AT Q f AYy1 Ay Iwitht thanskrs Kok passenge&l NJ | 002"
to/from the airfields.

9 Establishing a package of rail transport (i.e. The Australind), accommodation and
transfers linking stopovers from Perth to Bunbury (e.g. midweek escapes, weekend
getaways, eventestival packages, bikj escapes, etc).

1 Working with the Southern Forests Food Council in developing regional events, co
operative marketing and strategic projects (e.g. suppliersoperative, regional
branding, presence at farmers markets, etc).

9 The development of trail link® the Munda Biddi and Bibbulmun trails and bike paths
as outlined in the Greater Bunbury Regional Bike Plan.

4.10 VALUE OF TOURISM

At 2013, the value of tourism in the region was estimated to be in the range of $285,000,000 and
$305,000,000, based on @INA &Y wS a S N #rofile dasitorNastimates @uiad ajem@de
visitor expenditures used by TRA and Tourism WA respecfivelfCombining the Tourism
C2NBOlIadAy3a /2YYAGUSSQa ANRGUOK F2NBOFadGa F2NI HA
GKS SO2y2YAO LINRFALS 27T { rodtlinddBebw Reydghar yiH2 dzRRA ¥ & &
averages for visitor expendite. Refer to footnote 36 belojv.

At 2014%
I The region hosted approximately ®M visitors, including daytrip and overnight visitors (i.e.
international + domestic).
1 Visitor expenditure in the region was approximatel\33®00,000.
1 Generating employmentfor approximately 2,80 FTE staff, employed within 08+
businesseglirectlyinvolved in tourism.

* Geosites in GeographedludeBasalt on Back Beach, Ironstone Gully, Donnybrook Stone, Codiields and White Rocks Harvey.

3 Average daily expenditureRaytripsTRA $123. TWA $115. ASW $10®mestic Overnight VisitofBRA $123, TWA $126, ASW $152.
International Visitor'RA $57, TWA $83, ASW $67.

40 Employmentmultipliers are based on TRA national estimates taken ftogh dzZNJ& & Y Q &n td theyAlishtalian dinokng &State of
the Tourism Economy024 3 ¢ 2 dzNRA &Y ! dz& ( NJ f #2019 &1,000y090dplurism exSehdauslipportsd AT BS1 spent
in the tourism economy becomes $1.87 in the broader economy (i.e-dlowffect); and $1,000,000 tourism exditure supports
$500,000 expenditure on wages & salaries.
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1 Approximately $16,000,000 was paid in staffowner wages & salaries, within the tourism
sector.

T ¢ 2 dzNA & Y-éha effedt firdas the broader regional economy waapproximately
$483,000,000.

During 2014+ nMmpX A F GKS NBIA2yQa G2dz2NRaYy 61 & adzo0Saa
marketing, visitor servicing, product development, infrastructure, events and standards and
assuming a favourable shemiedium termmacroeconomic outlook' for tourism,during 20152019
the region couldachieve average growth inisitation of 1.9% p.a. or approximatel23,000p.a.
additional visitors annually. Ancdrease of this magnitudeould deliver significant economic benefit
to the region, for example:

1 Anadditional$24,000,000in visitor expenditure;

1 Create aroun®16additional FTE jobs;

1 Generatean additional$34,000,000 flowon into the regional economyand

1 Add21 new ventures to the local economy.

Thevalueoftour SEGSYR&a Ayid2 GKS NBIA2yQa &a20AlLt Sy ghaN
growth in tourism the potential social benefits could include:

an increase in training & skills

anincrease in community participatiomncluding volunteers and interest groups,

new amenitiesand/or facilities into the local area,

enhanced quality of lifand anincreasen civicpride,

new outlooksand opportunities and

strengthened social vibrancy and economic diversification.

= =4 =4 =4 -4 =9

411 REGIONAL CHALLENGES.
The situation analysisnd tourism audit have highlighted a range of challenges the region will need
G2 FRRNBaa (2 | OKAS@S AdGa LRIGSYdGAFEt Fa F WNBIAZ2y

A ¢KS NBEIOBYQARODG2dzNAAY Kl a F2aGSNBR RAaAGAYOIl
visitors based on multiple brands (i.e. towns). A stronger regional identity is required in
order to compete with more developed tourism regions. This requiressLap
operators contributing to a coperative program of regional branding, packages and
promotion, which will require a rallocation of tourism marketing budgets.
A The region has a limited profile in the minds of visitors. The LGAs have vsirgdg
tourism budgets however regional promotion is a comparatively low priority among the
broader community (i.e. Councillor support will be limited). Similarly, there is no existing
structure to organise operators to fund a regional budget for destinationketarg (i.e.
G2 &adzllud SYSyd /Ade 2F . dzyodz2NEQa LINBANF YO O I
segments in establishing a regional profile however funding for a promotional campaign
may be problematic.
A The name Geographe is well entrenched in ASWA and Agency communications as a
wine producing region and to a lesser extent as a tourismregion. The Geographe
wine region has boundaries that closely follow six of the se&m& ! WO NI YRAY =

“ 20152019. Australia & WALow A$, low fuel price, low interest rates, below trend Gaifgve trend unemployment, below trend

investment/expansion; abov&end international visitation; abowerend domestic travel incl. daytrips; beletnend outbound travel
by Australians; Overall: recent headwinds limiting growth in domestic tourism are becoming tailwinds helping growth irncdanaest
international tourism visitation.
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OKI fftSy3aS Aa ¢KSGKSNJI dieflentials 18y Sraddidy$he sultgion NS I A 2 Y Q
4 WDS23INI LKSQ 2N Ay@dSaid Ay RS@St2LMAYy3 | yS
Geographe Rivers; Five Rivers, Wonderous Valleys, Greater Wellington, etc).

A Intra-region collaboration will be critical in organisinggional approaches to daytrips,
drive routes, marketing materials, events, etc. The existing tourism associations are
focused largely on Shiteased objectives and purpose (i.e. as defined in their
Constitutions). TheGAsare similarly constrained.A regional alliance or collaborative
forum is required that ignores boundaries and focuses on regional outcomes. Very few
tourism operators are accustomed to working cooperatively with fellow operators
making collaboration to develop packages and itinexsa challenge.

A An online booking system linked into global booking channels along with an offline
mapping App, towrbased WAFi and enhanced use of social media would help drive
regional collaboration and grow visitation (i.e. especially among Gen X, &). &
Establishing and maintaining digital platforms requires resourcing and staffing beyond
current levels. Tourism budgets may need to baltecated to areas of regional priority.

A Investment is required to provide greater choice for smifitained tavellers who travel
between places and stop locally overnight. Where the development of RV Friendly
Towns is problematic it may be more appropriate to encourage development of RV
Friendly Destinations and/or nature based parks on private land (e.g. iesner
restaurants, galleries/studios, breweries, rural enterprises, etc). Private investors and
landowners need to be encouraged and supported by Shire Planning Departments.

A The region has limited tourism data to inform decision making and manage toutissn.
important that a tourism data collection system is established that over time provides a
rich understanding of visitors to inform future plans and strategies. National or State
tourism data should become secondary to the primary data gatheredeimetgion.

A Tourism operators have difficulty recruiting quality staff to facilitate the growth of
tourism. Intervention may be required to promote or incentivise VET enrolment in
tourism-hospitality; encourage maturage residents to consider upgradingethtourism
hospitality skills and provide work experience opportunities for youth to gain the
SELISNASYOS IyR alArffta (KSe& NBIdANB (2 3INRg 0l

A The region has an impressive range of tourism attractions and activities, suppknieynt
nichescale accommodation, linked by a network of scenic roads and a growing reputation as
a boutique fooawine-LINE RdzOS RSa0GAY Il A2y ®d ¢KS OKLFffSy3:!
traditional approaches and budgetary allocations to shift towards regiar@laborative
approaches to tourism development. This needs to be driven from the top down, reinforced
by community leaders and communicated regularly to residents and stakeholders.

A The regioncan differentiate itself based omnique nature-based tourisn?, outdoor
adventure, seldrive routes, city and rural town experiences and boutiggale offerings. If
presented effectively these will appeal to a wide range of market segments. The challenge is
establishing a regional brand, theme and identity thahde supported unreservedly by
operators, stakeholders and community.

42 For example river & Vigly landscapes, dams, lakes (natural and smeatle) and dolphins.
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A. TARGET MARKBAISITOR SEGMENTS

TKS NBIA2Yy QaindubdeNBSG YI NJ Sida

DAYTRIP VISITORS
U Day trip visitors live within 0.5 to 2hrs drive; many visit popular sites/events as repeat visithusles sporrec enthusiasts.
i Family Groups: single families and groups of families, socialisingsrepogtition, natureadventure, shopping and events;
U Friends & Relatives: 1®8y.0., socialising, participating in spogcreation, adventurébased activities, shopping and events;
U Solo Travellers: all ages, visiting friends and relatives, participating in sport & irecreaiture and shopping.

Common themes: sperécreation, nature, adventureshopping, eventand visiting friends and relatives.

INTERNATIONAL VISITORS
U International Explorers: 265+ years old, selfrive 4AWDs& motorhomes, mostly seeking nature, ahture, culture and heritage;
U Free independent travellers: couples, families & friends;dwdlie cars and motorhomes, seek nature, culture, heritégeine-food;
U Backpackers1835y.0., some self driveépmecasual workers, stayith friends & campingseek nature, adventure & culture;
Common themesnature, adventure and culture, self drive,

DOMESTIC OVERNIGHT VISITORS
U GreyNomads: 60 pb &SI NE 2f RZ O2 dzitdth@ries &cacavarss Géelatue, dérithge RNNr&d&SshopEng;
U Family Holidaymakers: visit annual/school holidays, stay hotel/motel/caravan parksHiiigs, seek nature, adventure & shopping;
U Extended Travellers: 380+ years old, couples & families, mostly interstate -delfe, seek nature, adventure, culgirshopping & heritage;
0  Weekend Warriors: all ages (familiesuplesfriends), often repeat visitors stay familiends, seek spoftec, shopping, events & adventure;
0 Business & Corporate: #BD+ years old, solo & groups, stay commercial accommod&tmmThur, attend events, meetings & projects;
Common themes: nature, shopping and adventure;dseié,

Visitor segments used by Tourism Australia and Tourism Western Aust@gbown below.
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VISITOR

Discoverers

42% have household incomes greater than $100,000
68% fall into the highest socioeconomic grdagsed on
income, education and occupation.

64% are big discretionary spenders.

DEMOGRAPHIC PROFILE MOTIVATIONS
SEGMENT

Equivalent to 1 million consumers across Sydney, A community minded and socially active group | Self development.
Dedicated Melbourne, Brisbane and Perth. looking for something new and different. Adventure.

The highest socieconomic group with the highes
frequency of travel. Big spendersholidays
and will pay a premium for new and authentic.
Like undiscovered destinations so they can be fif

Engaged observation.

Motivating Destinations:
the South West, Broome, other Nortiest and

56% are big discretionary spesrd.

46% have travelled by air in Australia in the last 12
months.

83% like to holiday in Australia, 68% book their own
travel.

41% are heavy internet users, 38% are heavy newsp
readers & 46% are heavy magazine readers.

of their peers to visit. Ningaloo.
Equivalent to 1.3 million consumers across Sydney, | ¢ KA & 3I NP dzLJ K| i@BoséhYididR S | Indulgence.
Aspirational Melbourne, Brisbane and Perth. Frequent travellers but always look for a strong | Relaxation.
Achievers 39% have household incomes greater than $100,000| value proposition before making a decision. Connection.
47% fall into the highest socioeconomic group. Spend big on holidays as a reward. Variety.

Enjoy resorts, wine, food and activity based
holidays.

Look for a variety of experiences, prefer travellin
to aspirational destinations.

Motivating Destinations:
Margaret River & other South West,
Broome, Ningaloo & Coral Bay.

Grey Explorers

Equivalent to 1.1 million consumers across Sydney,
Melbourne, Brisbane and Ré.

2% have household incomes >$100,000 pa, 94% are
retired, 36% fall into the lowest socioeconomic group,
12% are big spenders, 61% budget spenders.

29% recently travelled by air in Australia, 57% book tf
own travel.

Low internet usage (9% heavy), 44% are heavy
newspaper users and 34% are heavy magazine read

The oldest group, also known as grey nomads.
Family is very important, their children have left
home.

Focus on relationships, experiencing what they
missed ait on.

Have time to explore the country and reconnectil
with loved ones.

Travel inRVsand caravans and stay in low cost
accommodation so they can travel longer.
Spend time sightseeing and VFR.

Relaxation.
Connection.

Engaged observation.
Self development

Motivating Destinations:
South West, Broome & other North West,
Kalbarri, Monkey Mia & Coral Coast.

Family

Equivalent of 200,000 consumers in Perth.
27% have household incomes greater than $100,000

36% are big discretionagpenders.

Conventional WA fartieés. Devote a lot of effort
into building home / lifestyle for their children.

Holidays provide a chance to connect with their

Variety.
Connection.
Relaxation.
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