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MidCoast	  Council	  has	  iden(fied	  the	  significant	  poten(al	  of	  tourism	  as	  a	  key	  driver	  of	  economic	  growth	  in	  the	  region.	  
The	  recent	  local	  government	  amalgama(on,	  which	  led	  to	  the	  crea(on	  of	  MidCoast	  Council	  provided	  an	  opportunity	  to	  
take	  advantage	  of	  the	  combined	  strength	  of	  the	  three	  former	  local	  councils	  to	  develop	  a	  Des(na(on	  Management	  Plan	  
that	  recognises	  success	  will	  come	  from	  greater	  collabora(on.	  It	  has	  been	  informed	  by	  a	  comprehensive	  baseline	  
analysis,	  consumer	  research	  and	  analysis	  of	  domes(c	  and	  global	  tourism	  trends,	  an	  understanding	  of	  relevant	  State	  
and	  regional	  plans	  as	  well	  as	  extensive	  consulta(on.	  
	  	  
The	  DMP	  acknowledges	  that	  tourism	  and	  the	  growth	  of	  the	  visitor	  economy	  is	  everyone’s	  responsibility.	  It	  will	  deliver	  
benefits	  to	  our	  communi(es	  and	  contribute	  to	  a	  more	  vibrant	  place	  to	  live	  and	  work.	  This	  means	  that	  the	  DMP	  
iden(fies	  opportuni(es	  for	  the	  private	  sector	  and	  other	  partners	  to	  be	  involved	  alongside	  the	  Council	  and	  our	  
communi(es.	  
	  	  
It	  establishes	  a	  clear	  vision	  and	  a	  dis(nc(ve	  posi(oning	  for	  the	  region,	  which	  underpins	  our	  strategic	  experience	  
themes	  and	  offer	  to	  our	  visitors.	  Our	  vision	  is	  that	  by	  2030,	  MidCoast	  is	  renowned	  as	  a	  place	  where	  outstanding	  
natural	  beauty	  meets	  vibrant	  country	  living,	  inspiring	  healthy	  and	  ac9ve	  lifestyles.	  
	  
The	  Plan	  sets	  out	  both	  short-‐term	  and	  longer-‐term	  ini(a(ves	  covering	  marke(ng,	  experience	  and	  product	  
development,	  capacity	  building	  and	  opportuni(es	  to	  strengthen	  our	  rela(onships.	  It	  highlights	  key	  enablers	  that	  will	  liN	  
the	  performance	  of	  our	  region.	  The	  DMP	  also	  provides	  an	  Ac(on	  Plan,	  with	  relevant	  priori(es	  that	  will	  enable	  MCC	  to	  
evaluate	  and	  report	  on	  our	  success	  in	  implementa(on.	  	  
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There	  are	  some	  major	  ini(a(ves	  that	  would	  ul(mately	  be	  game-‐changers.	  While	  resources	  are	  not	  available	  to	  
implement	  all	  of	  these	  ini(a(ves,	  the	  DMP	  provides	  a	  clear	  roadmap	  of	  ac(ons	  to	  achieve	  our	  long-‐term	  vision.	  It	  also	  
outlines	  an	  architecture	  for	  promo(ng	  our	  region	  and	  achieving	  greater	  cut-‐through	  in	  a	  highly	  compe((ve	  market.	  
	  
It	  is	  clear	  that	  MidCoast	  region	  has	  outstanding	  natural	  assets	  that	  deliver	  on	  the	  growing	  market	  for	  nature	  and	  
adventure-‐based	  tourism.	  This	  includes	  the	  Gondwana	  Rainforests	  of	  Australia	  World	  Heritage	  Area,	  the	  most	  
extensive	  area	  of	  subtropical	  rainforest	  in	  the	  world	  as	  well	  as	  pris(ne	  lakes,	  rivers	  and	  RAMSAR	  wetlands	  and	  many	  
na(onal	  parks	  and	  State	  forests.	  As	  a	  result,	  the	  DMP	  seeks	  to	  posi(on	  our	  region	  to	  take	  advantage	  of	  this	  poten(al	  
while	  also	  recognising	  the	  important	  role	  and	  contribu(on	  that	  other	  sectors,	  especially	  the	  agricultural	  sector,	  will	  
play	  in	  our	  long-‐term	  success.	  
	  
In	  acknowledging	  and	  recognising	  the	  important	  connec(on	  that	  the	  Biripi	  and	  Worimi	  Aboriginal	  people	  have	  to	  their	  
tradi(onal	  lands,	  the	  DMP	  also	  provides	  a	  pathway	  to	  showcase	  and	  share	  the	  local	  Aboriginal	  culture	  with	  visitors	  to	  
our	  region.	  	  
	  
The	  DMP	  aims	  to	  enable	  a	  vibrant	  community	  and	  grow	  the	  visitor	  economy	  through	  addressing	  both	  supply	  and	  
demand	  in	  a	  region	  where:	  
• Tourism	  collaborates	  with	  other	  industry	  sectors,	  from	  agriculture	  and	  produce,	  food	  and	  drink	  and	  arts	  and	  culture;	  
• Revitalising	  our	  towns	  and	  villages	  is	  based	  on	  strategic	  land-‐use	  planning	  and	  policies	  that	  enable	  sustainable	  

businesses	  as	  well	  as	  suppor(ng	  and	  enhancing	  the	  essence	  of	  our	  des(na(on;	  	  
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• Sharing	  the	  benefits	  can	  be	  achieved	  and	  regional	  dispersal	  encouraged	  by	  recognising	  the	  strengths	  and	  
opportuni(es	  of	  the	  many	  towns	  and	  villages	  that	  make	  up	  MidCoast	  region	  as	  well	  as	  iden(fying	  experiences	  that	  
promote	  the	  connec(vity	  of	  the	  region;	  

• Growth	  in	  nature	  and	  adventure-‐based	  tourism	  is	  leveraged	  through	  spor(ng	  and	  recrea(onal	  ac(vi(es	  as	  diverse	  
as	  walking,	  kayaking,	  horse-‐riding,	  cycling,	  diving	  and	  fishing,	  which	  will	  also	  deliver	  benefits	  to	  our	  communi(es;	  
and	  

• Partnerships	  with	  organisa(ons	  such	  as	  the	  new	  North	  Coast	  Des(na(on	  Network,	  NSW	  Na(onal	  Parks	  and	  Wildlife	  
Service	  (NPWS),	  Local	  Aboriginal	  Land	  Councils	  as	  well	  as	  surrounding	  regions	  and	  the	  private	  sector	  will	  enable	  the	  
stories	  and	  offer	  of	  the	  region	  to	  be	  further	  developed	  and	  proudly	  promoted.	  

	  
MCC	  has	  already	  commenced	  implementa(on	  with	  a	  number	  of	  key	  ini(a(ves,	  including	  the	  master	  planning	  and	  
feasibility	  assessment	  of	  the	  proposed	  Great	  Lakes	  Great	  Walk	  and	  Aqua(c	  Trails	  project	  and	  delivering	  product	  
development	  workshops	  to	  industry,	  among	  many	  others.	  Our	  new	  Council	  structure	  has	  also	  been	  designed	  to	  ensure	  
tourism	  is	  integrated	  with	  our	  broader	  approach	  to	  economic	  development.	  	  
	  
Importantly,	  the	  DMP	  will	  also	  deliver	  significant	  benefits	  to	  our	  community,	  whether	  it	  result	  from	  investment	  in	  new	  
infrastructure	  and	  facili(es	  that	  help	  to	  improve	  our	  well-‐being	  or	  create	  a	  more	  vibrant	  place	  that	  a\racts	  new	  
businesses	  and	  residents,	  crea(ng	  employment	  opportuni(es	  and	  delivering	  improved	  services.	  	  
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Des7na7on  Management  Planning

Meaningful	  des(na(on	  planning	  involves:	  	  
• Adop(ng	  a	  visitor-‐centric	  approach	  to	  

boundary	  iden(fica(on,	  product	  and	  
experience	  development	  and	  marke(ng	  

• Strengthening	  partnerships	  with	  
stakeholders	  and	  businesses	  across	  sectors	  

• Applying	  local	  meaning	  to	  global	  and	  
domes,c	  trends	  (Think	  Global,	  Act	  Local)	  
and	  informed	  by	  consumer	  and	  visitor	  
research	  and	  stakeholder	  consulta,on	  

• Iden(fying	  the	  experience	  framework	  and	  
signature	  experiences	  that	  can	  be	  
promoted	  as	  the	  region’s	  lead	  products	  

• Alloca(ng	  resources	  and	  accountabili,es	  
and	  evalua(ng	  outcomes	  against	  Key	  
Performance	  Indicators	  (KPIs)	  

Des,na,on	  management	  planning	  is	  a	  requirement	  of	  Des,na,on	  NSW	  –	  see:	  
h\p://www.des(na(onnsw.com.au/wp-‐content/uploads/2014/03/Des(na(on-‐
Management-‐Planning-‐factsheet.pdf	  	  

Overview	  of	  DMP	  process	  and	  core	  elements	  

9	  



Process  for  developing  the  DMP

The	  MCC	  Des(na(on	  Management	  Plan	  is	  the	  outcome	  of	  a	  process	  that	  has	  involved	  the	  following	  steps:	  	  

Great	  Lakes	  Des(na(on	  
Management	  Framework	  
and	  detailed	  consulta(on	  

with	  stakeholders	  

Council	  amalgama(on	  
crea(ng	  MCC	  

Incep(on	  Mee(ng	  with	  
MCC	  

Baseline	  Analysis	  &	  
presenta(on	  to	  MANEX	  

(Appendix	  2)	  
Product	  &	  Experience	  
Audit	  (Appendix	  3)	  

Consulta(on	  workshops	  
and	  mee(ngs	  across	  	  MCC,	  
including	  with	  NPWS,	  SF,	  
MANEX	  and	  Tourism	  
Expert	  Working	  Group	  

Tourism	  Demand	  Driver	  
Infrastructure	  (TDDI)	  Grant	  
Applica(on	  -‐	  Great	  Lakes	  
Great	  Walk	  &	  Aqua(c	  

Trails	  Network	  

Further	  consulta(on	  
mee(ngs,	  including	  with	  
LALCs	  and	  Tourism	  Expert	  

Working	  Group	  

Consulta(on	  with	  MCC	  
iden(ty	  brand	  consultant	  

Comple,on	  of	  the	  MCC	  
Des,na,on	  Management	  

Framework	  (DMF)	  

High-‐level	  consulta(on	  on	  
the	  DMF,	  including	  with	  
Tourism	  Expert	  Working	  

Group	  and	  MANEX	  

Prepara,on	  of	  the	  
exhibi,on	  dra]	  of	  the	  

MCC	  Des,na,on	  
Management	  Plan	  (DMP)	  

Public	  exhibi,on	  process	  
and	  final	  community	  and	  
industry	  consulta,on	  on	  
the	  exhibi,on	  dra]	  of	  the	  

DMP	  

Presenta,on	  of	  final	  DMP	  
to	  Council	  

High	  Priority	  Ac,on:	  
Development	  of	  the	  

des,na,on	  Brand	  Strategy	  
&	  Guidelines	  

10	  



MCC  Goals  for  the  DMP
Goals	  set	  for	  the	  MCC	  Des,na,on	  Management	  Plan:	  	  
1. It	  addresses	  both	  supply	  and	  demand	  –	  that	  is,	  experience	  development	  and	  

marke(ng	  
2. Long-‐term	  vision	  with	  priori(sed	  short,	  medium	  and	  longer-‐term	  ini(a(ves	  	  
3. Short-‐term	  Ac(on	  Plan,	  which	  includes	  priori(es	  achievable	  within	  exis(ng	  

resources	  	  
4. Iden(fy	  game-‐changing	  projects	  that	  would	  require	  addi(onal	  resources	  and/or	  

partner	  organisa(ons	  to	  implement	  
5. Clearly	  ar(culate	  the	  region’s	  compe((ve	  advantage	  or	  point	  of	  difference,	  

des(na(on	  posi(oning	  and	  visitor-‐facing	  brand	  framework	  
6. Iden(fy	  strategies	  to:	  

a) Maintain	  and	  poten(ally	  grow	  exis(ng	  markets	  to	  encourage	  repeat	  
visita(on	  and	  increase	  length	  of	  stay	  

b) A\ract	  new	  markets	  (those	  that	  have	  the	  greatest	  poten(al	  to	  grow	  the	  
visitor	  economy)	  to	  increase	  visitor	  numbers	  and	  yield	  

7. Ensure	  seasonality,	  regional	  dispersal	  and	  linkages	  to	  other	  sectors	  are	  
addressed	   11	  



NSW  Government  Priori7es
Delivering	  on	  the	  NSW	  Government’s	  priori,es	  	  	  
	  	  
The	  NSW	  Government	  is	  working	  to	  achieve	  12	  Premier's	  priori(es	  and	  18	  state	  priori(es	  to	  grow	  the	  economy,	  deliver	  
infrastructure,	  increase	  employment	  and	  create	  liveable	  communi(es.	  MidCoast	  Council	  has	  the	  opportunity	  through	  the	  
DMP	  to	  directly	  contribute	  to	  the	  NSW	  Government’s	  goals,	  in	  par(cular:	  
• Building	  infrastructure,	  including	  projects	  that	  improve	  growth	  and	  produc(vity	  across	  the	  state	  and	  those	  that	  

contribute	  to	  liveability;	  and	  	  
• Crea(ng	  jobs,	  including	  growing	  regional	  companies	  as	  well	  as	  enabling	  small	  and	  medium-‐sized	  businesses	  to	  flourish.	  
	  	  
In	  addi(on,	  in	  December	  2012,	  the	  NSW	  Government	  released	  the	  Visitor	  Economy	  Industry	  Ac9on	  Plan	  (VEIAP).	  It	  aims	  
to	  double	  overnight	  visitor	  expenditure	  to	  NSW	  by	  2020	  and	  outlines	  a	  whole-‐of-‐government	  approach	  in	  partnership	  with	  
industry	  to	  achieve	  this	  target.	  The	  VEIP	  includes	  a	  number	  of	  ac(ons	  that	  relate	  directly	  to	  MCC’s	  DMP,	  including	  
contribu(ng	  to	  the	  achievement	  of	  the	  2020	  target	  and	  a\rac(ng	  investment	  to	  regional	  NSW.	  There	  are	  specific	  targets	  
rela(ng	  to	  nature-‐based	  and	  adventure	  tourism,	  including	  crea(ng	  Great	  Walks	  in	  NSW.	  
	  	  
The	  NSW	  Government	  has	  recently	  announced	  a	  record	  $193	  million	  investment	  in	  tourism	  and	  major	  events	  in	  its	  
2017-‐18	  State	  Budget.	  It	  includes	  a	  commitment	  to	  regional	  NSW:	  “Visita,on	  to	  rural	  and	  regional	  areas	  will	  con,nue	  to	  
be	  driven	  by	  a	  record	  $43	  million	  funding	  commitment	  over	  four	  years	  announced	  in	  2016	  to	  drive	  innova,ve	  industry	  
reforms	  such	  as	  the	  establishment	  of	  six	  Des,na,on	  Networks	  across	  NSW.”	  

12	  



Regional  Planning  Priori7es
Delivering	  on	  the	  Hunter	  Regional	  Plan	  2036	  
The	  NSW	  Department	  of	  Planning	  and	  Environment	  has	  developed	  a	  comprehensive	  plan	  for	  the	  
Hunter	  Region,	  which	  includes	  the	  MidCoast	  Council	  area.	  The	  Hunter	  Regional	  Plan	  2036	  includes	  a	  
number	  of	  goals,	  ac(ons	  and	  strategies	  that	  are	  directly	  relevant	  to	  or	  have	  informed	  the	  
development	  of	  the	  MCC	  Des(na(on	  Management	  Plan.	  
	  
Regional	  Economic	  Development	  Strategy	  (REDS)	  
The	  development	  of	  consistent	  Regional	  Economic	  Development	  Strategies	  across	  NSW’s	  regions	  is	  
the	  ini(a(ve	  of	  the	  NSW	  Department	  of	  Premier	  and	  Cabinet,	  through	  the	  Centre	  for	  Economic	  and	  
Regional	  Development	  (CERD).	  CERD	  is	  working	  closely	  with	  local	  councils	  to	  roll	  out	  the	  prepara(on	  
of	  REDS,	  which	  apply	  standardised	  regional	  economic	  development	  methodology	  to	  iden(fy	  exis(ng	  
economic	  strengths,	  new	  opportuni(es	  to	  enhance	  the	  region's	  development,	  performance	  and	  
compe((veness	  and	  to	  set	  the	  region	  on	  a	  path	  to	  sustainable	  economic	  development.	  This	  has	  been	  
a	  key	  considera(on	  in	  the	  development	  of	  the	  DMP,	  which	  adopts	  an	  approach	  that	  ensures	  tourism	  
and	  the	  visitor	  economy	  are	  integrated	  with	  the	  broader	  economic	  priori(es	  of	  the	  region.	  
	  
Rural	  Opportunity	  Land	  Use	  Strategy	  (ROLUS)	  
The	  overall	  objec(ve	  of	  ROLUS	  is	  the	  provision	  of	  clear	  and	  informed	  land	  use	  planning	  
recommenda(ons	  that	  will	  provide	  a	  framework	  for	  the	  prepara(on	  of	  a	  new,	  comprehensive	  
MidCoast	  Local	  Environmental	  Plan	  and	  Development	  Control	  Plan.	  As	  a	  result,	  the	  ROLUS	  will	  be	  
fundamentally	  important	  to	  enable	  and	  encourage	  key	  ini(a(ves	  iden(fied	  in	  this	  DMP.	   13	  
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Role  of  the  the  DMP
The	  DMP	  is	  primarily	  focused	  on	  the	  visitor	  economy	  of	  the	  region.	  However,	  the	  DMP	  can	  clearly	  deliver	  benefits	  for	  the	  region’s	  
communi(es	  and	  businesses.	  As	  a	  result,	  the	  DMP	  takes	  into	  considera(on	  ini(a(ves	  that	  also	  benefit	  other	  sectors	  or	  industries	  as	  
well	  as	  the	  region’s	  communi(es,	  including	  infrastructure	  and	  contribu(ng	  to	  the	  vibrancy	  and	  sense	  of	  place.	  This	  approach	  reinforces	  
the	  important	  role	  of	  the	  DMP	  as	  well	  as	  the	  intrinsic	  value	  of	  the	  visitor	  economy	  to	  the	  region’s	  broader	  economic	  growth	  poten(al	  
and	  its	  appeal	  as	  a	  des(na(on	  to	  live,	  work	  and	  visit.	  
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Visitor	  
economy	  

Other	  
sectors	  and	  
industries	  

Community	  

High	  priority	  ini(a(ves	  
with	  benefits	  to	  the	  visitor	  
economy,	  other	  sectors	  or	  
industries	  and	  the	  
community	  

Primary	  focus	  of	  the	  DMP	  

Other	  key	  sectors	  
considered	  in	  the	  DMP	  
include	  (but	  are	  not	  
limited	  to):	  
• Agriculture	  	  
• Health	  Services	  
• Sport	  &	  Recrea(on	  

Community	  benefits	  would	  
result	  from	  investment	  in	  
infrastructure	  that	  enhances	  
accessibility	  to	  nature	  and	  the	  
outdoors,	  promotes	  ac(ve	  and	  
healthy	  lifestyles,	  including	  
sport,	  and	  contributes	  to	  the	  
vibrancy	  of	  the	  region	  through	  
quality	  produce,	  arts,	  culture	  
and	  events,	  among	  other	  things	  



2.  Insights  and  Consulta7on  
  

Overview  of  key  insights,  strengths,  weaknesses,  
opportuni7es  and  challenges  for  the  MidCoast  region

The	  insights,	  strengths,	  weaknesses,	  opportuni(es	  and	  challenges	  have	  been	  informed	  by	  three	  
components	  undertaken	  as	  part	  of	  the	  DMP	  process:	  

1. Detailed	  Baseline	  Analysis	  –	  see	  a	  summary	  report	  in	  Appendix	  2	  

2. Extensive	  Product	  and	  Experience	  Audit	  –	  see	  the	  report	  in	  Appendix	  3	  

3. Comprehensive	  Stakeholder	  Consulta,on	  –	  see	  a	  summary	  of	  the	  consulta(on	  mee(ngs	  
and	  workshops	  held	  in	  Appendix	  4	  
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Baseline  Analysis  and  Research

|    2iis Consulting © 2016 |  Tourism in the MidCoast of NSW: Baseline Analysis |  Confidential  |  September 2016 |    Page 1 |

A Baseline Analysis of Tourism 
in MidCoast New South Wales
Exploring the Potential for Sustainable Tourism Growth 
in the MidCoast Region of New South Wales

Baseline Analysis Summary
7 September 2016

Produced by 2iis Consulting in collaboration with

Cover image © Craig Fardell and Christina Armstrong | Barrington Tops National Park.

Consumer	  research	  and	  assessment	  
of	  the	  economic	  contribu(on	  and	     

poten(al	  for	  growth	  of	  MCC’s	  visitor	  
economy	  has	  been	  outlined	  in	  
significant	  detail	  in	  the	  Baseline	  
Analysis	  prepared	  for	  MidCoast	  

Council	  as	  part	  of	  the	  DMP	  project.	  	  
The	  Baseline	  Analysis	  is	  included	  in	  

Appendix	  2.	  

| 2iis Consulting © 2016 | Tourism in the MidCoast of NSW: Baseline Analysis | Confidential | September 2016 | Page 12 |

OVERVIEW
The Baseline Analysis of Tourism in MidCoast New South Wales report summarises the current state 
of Tourism in the MidCoast and explores some of the opportunities for Sustainable Tourism Growth in the 
region over the next 15 – 20 years. It was produced in August & September 2016 for MidCoast Council.

It identifies a number of significant opportunities for the region – some very significant – that have the 
potential to grow the MidCoast Tourism Industry to over AUS $1.55 billion by 2030; an increase of more 
than 270% from its current value of AUS $570.4 million.

In exploring these various opportunities, a potential future for the MidCoast’s Tourism Industry has 
emerged that is quite different from its current state.

A future where Tourism makes full use of the region’s exceptional Natural Tourism assets much more 
effectively and where:
+ The overall Tourism mix is a much more balanced and sustainable one;
+ Over 25% of the MidCoast economy is directly or indirectly supported by Tourism; and
+ The MidCoast is renowned both domestically and Internationally as one of Australia’s leading

Nature and Adventure-based Tourism regions.

This future is certainly an ambitious one, but also an attainable one based on the overall growth forecasts 
and various opportunities that have been uncovered through this baseline analysis.

2 | A SUMMARY OF THE KEY CONCLUSIONS
SECTION 16
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Current	  and	  Forecast	  Value	  of	  
MidCoast	  Visitor	  Economy,	  
including	  Nature–based	  and	  
Adventure	  Tourism	  (2015	  vs.	  
2030)	  	  

Baseline  Analysis  and  Research

Nature-based and adventure 
tourism are clear opportunities 
that leverage the region’s 
natural assets, proximity to 
Sydney and international air 
access into Newcastle. 

As detailed throughout the 
Baseline Analysis, these 
segments are particularly strong 
opportunities, forecast to grow at 
almost twice the rate of the other 
tourism segments in the region; 
going from a value of $142.6 
million in 2015 to an estimated 
value of $695.3 million in 
2030. 	   Table	  included	  in	  the	  Baseline	  Analysis,	  which	  was	  prepared	  as	  part	  of	  the	  DMP	  process	  

17	  
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2 | A SUMMARY OF THE KEY CONCLUSIONS
SECTION 16

Table 63: Current and Forecast Value of MidCoast Nature– and Adventure–based Tourism (2015 vs. 2030)
Sources: UN Statistics Division, Tourism Research Australia and Destination NSW.



Baseline  Analysis  and  Research
MidCoast	  Tourism	  Gap	  Analysis	  
	  
As	  part	  of	  the	  Baseline	  Analysis,	  an	  
assessment	  of	  the	  key	  gaps	  was	  undertaken	  
to	  iden(fy	  those	  opportuni(es	  that	  have	  the	  
greatest	  poten(al	  to	  contribute	  to	  the	  
growth	  of	  the	  visitor	  economy	  within	  the	  
MidCoast	  region.	  
	  
The	  Gap	  Analysis	  highlights	  the	  areas	  for	  
ini(al	  focus,	  which	  are	  essen(al	  for	  future	  
growth	  although	  currently	  underdeveloped.	  
These	  areas	  have	  been	  further	  inves(gated	  
through	  the	  DMP	  process	  and	  consulta(ons.	  
	  
This	  does	  not	  preclude	  con(nued	  efforts	  in	  
those	  areas	  that	  are	  categorised	  as	  ‘useful	  
for	  future	  growth’	  or	  ‘well-‐developed’	  as	  
these	  areas	  will	  con(nue	  to	  contribute	  to	  the	  
broader	  appeal	  of	  the	  des(na(on.	  

Gap	  Analysis	  included	  in	  the	  Baseline	  Analysis,	  which	  was	  prepared	  as	  part	  of	  the	  DMP	  process	   18	  | 2iis Consulting © 2016 | Tourism in the MidCoast of NSW: Baseline Analysis | Confidential | September 2016 | Page 27 |

DRAFT ONLY
For further development
during DMP process 1| Natural Assets 

for Tourism

WELL DEVELOPED

UNDERDEVELOPED

USEFUL 
FOR FUTURE 

GROWTH

ESSENTIAL 
FOR FUTURE 

GROWTH

11| Local Food 
and Wine

10| Accommodation
(Quality & Range)`

6| Family Centric 
Experiences

12| Luxury 
Accommodation

1 2 3 4 5–5 –4 –3 –2 –1

1

2

3

4

5

–5

–
4

–3

–2

–1

13| Flashpacker 
Infrastructure

7| Access to 
National Parks

5| ‘Great Walks’/ 
Range of Walks

15| Hinterland 
Tourism Offerings 
and Infrastructure

2| Unique NABT 
Positioning

4| Tourism Promotion 
(Particularly Digital)

14| Cycling 
Infrastructure

3| NABT 
Experiences

8| Coastal 
Facilities

9| Basic Tourism 
Infrastructure

16| Kids Tourism 
Offerings

INITIAL FOCUS

18| Access to 
Marine Park

17| Clear Tourism 
Promotion Structure

(4–5 Nodes)

19| Combination 
Adventure 

Experiences

20| Events and
Festivals

21| Youth market 
Experiences

MIDCOAST REGION
SUMMARY OF GLOUCESTER, 
GREAT LAKES & MANNING REGIONS

22| Culture/ Heritage 
Offerings

23| Coastal Tourism 
Development

24| Aboriginal–based 
Tourism

25| Next Generation 
Grey Nomads

26| Sports Facilities 
(incl. Golf)

2 | A SUMMARY OF THE KEY CONCLUSIONS
MIDCOAST TOURISM GAP ANALYSIS



Latest  Na7onal  Visitor  Survey  results

	  
	  

Australia’s	  domes(c	  visitor	  economy	  con(nues	  to	  set	  
new	  records	  with	  the	  latest	  figures	  for	  2017	  revealing	  
strong	  growth	  in	  overnight	  trips,	  nights	  and	  
expenditure.	  In	  the	  year	  ending	  March	  2017,	  there	  
were	  91.7	  million	  overnight	  trips	  (up	  three	  per	  cent),	  
335.5	  million	  visitor	  nights	  (up	  four	  per	  cent)	  and	  
$61.7	  billion	  in	  overnight	  expenditure	  (up	  six	  per	  cent).	  
Domes(c	  and	  interna(onal	  tourism	  expenditure	  has	  
grown	  $6.3	  billion	  to	  $121.2	  billion	  in	  the	  year	  to	  
March	  2017,	  which	  has	  placed	  the	  visitor	  economy	  just	  
ahead	  of	  the	  mining	  industry's	  economic	  contribu(on	  
to	  Australia.	  	  
	  
The	  domes(c	  tourism	  results	  highlight	  the	  trend	  for	  
more	  Australians	  to	  holiday	  or	  undertake	  short-‐breaks	  
in	  Australia.	  A	  significant	  posi(ve	  change	  relates	  to	  the	  
purpose	  for	  travel	  being	  to	  visit	  friends	  and	  rela(ves,	  
which	  has	  increased	  by	  8%.	  

Overnight	  trips	  and	  regional	  expenditure	  by	  state	  

Source:	  
h\ps://www.tra.gov.au/research/domes(c-‐tourism-‐by-‐
australians/na(onal-‐visitor-‐survey-‐results/na(onal-‐visitor-‐survey-‐
results	  	   19	  



Consumer  research  –  Nature  Tourism

	  
	  

Nature-‐based	  Tourism	  to	  NSW	  –	  Year-‐ended	  December	  2015	  
Des,na,on	  NSW	  |	  Key	  Findings	  
	  
• Nature-‐based	  travel	  is	  a	  strong	  and	  growing	  segment	  of	  the	  

tourism	  industry	  in	  NSW.	  NSW	  received	  nearly	  25.3million	  
interna(onal	  and	  domes(c	  nature-‐based	  visitors	  in	  the	  year	  
ended	  December	  2015	  –	  up	  by	  10.5%	  on	  Y/E	  December	  2014	  

• Nature-‐based	  travellers	  represented	  37.8%	  of	  visitors	  and	  43.4%	  
of	  nights	  by	  domes(c	  overnight	  travellers	  to	  NSW.	  	  

• On	  average,	  Nature-‐based	  visitors	  spent	  $743	  per	  visitor	  and	  $199	  
per	  night	  in	  NSW	  

• Source	  markets	  -‐	  NSW	  received	  67.1%	  of	  domes(c	  overnight	  
nature-‐based	  visitors	  from	  intrastate	  and	  32.9%	  from	  interstate.	  
Sydney	  (35.3%)	  was	  the	  biggest	  source	  market,	  while	  Queensland	  
(12.8%)	  was	  the	  biggest	  interstate	  market	  

• Domes(c	  nature-‐based	  visitors	  stayed,	  on	  average,	  3.7	  nights	  in	  
NSW.	  This	  was	  longer	  than	  the	  average	  for	  all	  visitors	  to	  the	  State	  
(3.2	  nights)	  

MidCoast	  region	  has	  outstanding	  natural	  assets	  
that	  deliver	  on	  the	  growing	  market	  for	  nature	  and	  
adventure-‐based	  tourism.	  
	  
This	  includes	  the	  Gondwana	  Rainforests	  of	  
Australia	  World	  Heritage	  Area,	  the	  most	  
extensive	  area	  of	  subtropical	  rainforest	  in	  the	  
world	  as	  well	  as	  a	  spectacular	  coastline,	  pris(ne	  
lakes,	  rivers	  and	  RAMSAR	  wetlands	  and	  many	  
na(onal	  parks	  and	  State	  forests.	  	  
	  
The	  Baseline	  Analysis	  (see	  Appendix	  2)	  specifically	  
inves(gated	  the	  capacity	  of	  the	  region	  to	  deliver	  
to	  this	  market	  and	  includes	  up	  to	  date	  research	  on	  
the	  nature	  and	  adventure-‐based	  market.	  
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Short  Breaks  Market  Insights

	  
	  

Des,na,on	  NSW,	  Short	  Breaks	  to	  NSW	  March	  2015	  |	  Key	  Findings	  
	  
The	  annual	  study	  into	  the	  Australian	  travel	  mindset,	  Domes(cate,	  reported	  
that	  short	  breaks	  are	  a	  vital	  component	  of	  a	  happy	  life,	  offering	  a	  chance	  to	  
get	  away	  from	  ‘city	  busyness’	  and	  to	  refresh	  and	  relax.	  	  
	  
Domes(c	  short	  breaks	  oNen	  a	  mix	  of	  planned	  and	  spontaneous	  trips,	  spread	  
across	  the	  calendar	  to	  provide	  milestones	  to	  look	  forward	  to.	  Australians	  like	  
to	  make	  short	  domes(c	  trips	  oNen,	  even	  aNer	  returning	  from	  long-‐haul	  
overseas	  trips.	  	  
	  
• The	  short	  breaks	  market	  to	  Australia	  accounts	  for	  a	  quarter	  (25%)	  of	  total	  

overnight	  visitors	  (domes(c	  and	  interna(onal)	  to	  the	  country.	  	  
• The	  largest	  propor(on	  of	  short	  break	  visitors	  to	  NSW	  is	  youth	  segment	  (15	  

to	  29	  years);	  however,	  the	  number	  of	  visitors	  aged	  60	  years	  and	  over	  has	  
seen	  the	  strongest	  (and	  con(nuous)	  growth	  over	  the	  past	  ten	  years.	  	  

Short	  Breaks	  are	  a	  growing	  market	  in	  Australia	  –	  in	  the	  past	  decade,	  the	  short	  breaks	  market	  in	  NSW	  grew	  by	  14%.	  In	  Y/E	  
September	  2015,	  Regional	  NSW	  received	  three	  quarters	  (76%)	  of	  domes(c	  short	  break	  visitors	  to	  NSW.	  	  

Short	  Breaks	  NVS	  &	  IVS	  results	  Sept	  2015	  

See:	  
hjp://www.des,na,onnsw.com.au/wp-‐content/uploads/
2014/03/short-‐breaks-‐to-‐nsw.pdf	  	  
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While New Zealand visitors may have travelled to Australia for short breaks, the medium to long-haul
markets could have possibly travelled to Australia as part of a dual or multi-country trip. 

There is a lot of dual destination travel out of the US, with almost three-quarters of Holiday travellers
visiting another country during their trip. Australia is the preferred option for upwards of 60 per cent of
travellers over the summer period with the Pacific Islands (Fiji, Tahiti and Cook Islands) more popular
during other periods of the year. The Chinese market continues to be predominantly dual destination
and most Chinese holiday visitors visit Australia and another country (usually New Zealand) as part of 
the same trip. 4

Chart 5: Short Break visitors to NSW by Country of Origin - Top 5

Source: International Visitor Survey, YE September 2006 – YE September 2015

Destination
Table 3: Travel to NSW
 Destinations Domestic 

Visitors (%) 
International 
Visitors (%) 

Sydney 24% 98% 
Regional NSW 76% 4% 
          North Coast NSW 16% * 
          South Coast 16% * 
          Hunter 12% * 
          Central NSW 6% * 
          Central Coast 5% * 
          Blue Mountains 5% * 
          The Murray 4% * 
          Snowy Mountains 4% * 
          Capital Country 4% * 
          New England North West 3% * 
          Riverina 2% * 
          Outback NSW 1% * 

*Data unavailable due to small sample size

Source: National and International Visitor Surveys, Year Ending 
September 2015.

4 Tourism New Zealand market profiles, www.tourismnewzealand.com
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In YE September 2015, Regional NSW received
three quarters (76%) of domestic short break
visitors to NSW. The most popular regional
destinations were coastal areas, i.e. South Coast
and North Coast (16% each), followed by The
Hunter (12%). 

Nearly all international short break visitors
(98%) came to Sydney and only a small
proportion (4%) dispersed to Regional NSW.

Over the past ten years, the total number of
short break visitors to NSW increased by 14%. 
Short break arrivals to Sydney grew by 28% and
to Regional NSW by 10%. 

March quarter is the most popular time of year
for domestic short break travels to NSW. 

The most popular quarter for international short
break travels within NSW is December quarter. 
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Activities
Table 4: Main Activities Undertaken 
Activities Domestic 

Visitors (%) 
International 
Visitors (%)* 

Social activities 87% 96% 
Outdoor or nature activities 47% 73% 
Sports or active outdoor activities 30% 5% 
Local attractions or tourist activities 22% 66% 
Arts / heritage /  festival activities 22% 62% 

 

Participating in sporting and/ or outdoor activities was more common amongst domestic travellers (30%
vs 5% international travellers). 

Accommodation
Table 5: Main Accommodation Types Used (nights) in NSW
Accommodation Type Domestic

Visitors (%)
International
Visitors (%)

Standard hotel/motor inn (below 4 star) 22% 40%

Friends or relatives property 17% 6%

Luxury hotel or luxury resort (4 or 5 star) 14% 40%

Caravan park or commercial camping ground 14% *

Rented house/apartment/flat or unit 11% *

Backpacker or hostel * 6%

*Data unavailable due to small sample size

Source: National and International Visitor Surveys, Year Ending September 2015.

Transport

In YE September 2015, car travel (84%) dominated transport choices amongst domestic visitors who
travelled to NSW for short breaks. Almost half (43%) of international short break visitors used long
distance transport (train, coach or bus) while some used local public transport (19%) and taxi or
chauffeur driven hire car (18%). 

Table 6: Main Transport Types Used for Domestic Travel
Transport Type in NSW Domestic

Visitors (%)
Transport Type in NSW International

Visitors (%)
Private or company vehicle 84% Long distance transport 43%
Air transport 8% Local public transport 19%
Railway 3% Taxi / chauffeur driven hire car 18%

Source: National and International Visitor Surveys, Year Ending September 2015.

In YE September 2015, the top activities
for domestic and international short break
visitors to NSW were social activities such
as: eating or dining out, sightseeing, going
to the beach and/ or doing shopping. 

International visitors had a higher
participation rate in visiting local
attractions or undertaking tourist activities
than domestic visitors (66% vs 22%).

In YE September 2015, preferred
accommodation choices amongst
domestic short break visitors to NSW
included staying in a standard hotel,
motel or resort (22%) and staying with
friends or relatives (17%). Australians
taking short breaks were more likely to
stay with their friends or relatives than
overseas visitors.

Majority of international short break 
visitors chose to stay in a commercial
type of accommodation (standard or

Source: National and International Visitor Surveys, Year Ending September 2015.

luxury). The commercial accommodation is utilised more amongst overseas short break visitors than
Australians.
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• Growth	  market	  segments	  globally	  
§ There	  is	  a	  con(nuing	  rise	  in	  the	  numbers	  of	  contemporary	  female	  travellers,	  who	  are	  more	  likely	  to	  have	  a	  higher	  

disposable	  income	  and	  to	  travel	  either	  on	  their	  own	  or	  in	  small	  groups	  of	  friends.	  
§ The	  fiNies	  are	  the	  new	  demographic	  for	  travel	  brands	  –	  more	  people	  are	  choosing	  to	  travel	  earlier	  than	  re(rement	  

to	  enjoy	  the	  more	  ac(ve	  or	  immersive	  experiences	  that	  des(na(ons	  have	  to	  offer.	  

• New	  experiences	  
§ Tourism	  ac(vi(es,	  such	  as	  tours	  are	  finally	  coming	  into	  their	  own.	  However,	  the	  focus	  is	  on	  small-‐scale,	  immersive	  

and	  locally	  curated	  ac(vi(es.	  This	  is	  par(cularly	  important	  in	  rela(on	  to	  Indigenous	  and	  nature-‐based	  tourism;	  	  
§ New	  luxury	  is	  defined	  by	  small	  brands	  with	  big	  stories.	  This	  is	  driven	  largely	  by	  the	  opportunity	  for	  genuine	  

engagement	  and	  interac(on	  with	  local	  people,	  nature,	  heritage	  and	  arts	  and	  culture.	  The	  story	  of	  the	  place	  and	  its	  
people	  is	  increasingly	  cri(cal	  to	  the	  success	  of	  the	  experience.	  

§ ‘Fes(lisa(on’	  of	  mee(ngs	  and	  events	  –	  fes(vals	  add	  to	  the	  excitement	  of	  a	  des(na(on	  and	  increasingly	  appeal	  to	  
those	  organising	  major	  conferences	  and	  events.	  	  

• Dining	  out	  as	  the	  main	  event	  –	  this	  trend	  is	  no	  longer	  just	  about	  the	  ’super-‐star’	  (or	  mul(ple-‐ha\ed)	  restaurants	  but	  is	  
now	  about	  ‘local	  heroes’	  who	  create	  immersive	  and	  curated	  experiences	  rather	  than	  simple,	  expected	  service.	  	  

	  
For	  a	  highly	  credible	  review	  of	  all	  the	  megatrends	  defining	  travel	  in	  2017	  see	  the	  SKIFT	  report	  at:	  
h\ps://skiN.com/2017/01/12/the-‐megatrends-‐defining-‐travel-‐in-‐2017/	  	   22	  
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The	  appeal	  of	  holidaying	  in	  Australia	  to	  Australians	  con,nues	  to	  grow:	  
§ Escapism	  and	  short	  breaks	  have	  become	  the	  norm	  as	  Australians	  look	  to	  escape	  the	  

frene(c	  pace	  of	  everyday	  life	  
§ Domes(c	  holidays	  provide	  a	  perceived	  ‘safety	  net’	  to	  Australians	  with	  easy	  and	  

affordable	  trips	  at	  home	  that	  offer	  fun	  and	  relaxed	  holiday	  experiences	  –	  for	  younger	  
Australians,	  this	  includes	  carefree	  and	  spontaneous	  experiences	  

§ Domes(c	  holidays	  are	  more	  about	  the	  value	  of	  the	  experience,	  with	  Visi(ng	  Friends	  
and	  Rela(ves	  (VFR),	  mid-‐range	  hotels,	  motels,	  and	  serviced	  apartments	  the	  desire	  at	  
home	  -‐	  indulgence	  is	  on	  the	  rise	  in	  rela(on	  to	  products	  and	  experiences	  

§ Reconnec(on	  with	  family	  or	  friends	  remains	  central	  to	  the	  Australian	  holiday	  
experience	  

§ Camping	  and	  caravanning	  con(nue	  to	  increase	  in	  popularity	  -‐	  30	  to	  54	  year-‐olds	  make	  
up	  47%	  of	  the	  market,	  visitors	  aged	  55	  years	  and	  over	  (30%)	  and	  20	  to	  29	  years	  (16%)	  

Sources:	  For	  a	  snap-‐shot	  of	  the	  trends	  defining	  domes(c	  travel	  
in	  2017,	  see	  the	  Kantar	  TNS	  Australia’s	  annual	  syndicated	  
study	  into	  the	  Australian	  travel	  market:	  
h\p://www.des(na(onnsw.com.au/wp-‐content/uploads/
2012/04/Domes(cate_2017_Factsheet_Australia.pdf;	  and	  
Caravan	  Industry	  Associa(on	  of	  Australia	  (CIAA)	  –	  see:	  
h\p://www.caravanindustry.com.au/research	  	  

Regional	  NSW	  is	  the	  most	  visited	  
regional	  des(na(on	  in	  Australia	  
(41%)	  and	  the	  most	  popular	  
regional	  des(na(on	  (43%)	  that	  
people	  are	  seriously	  considering	  
visi(ng	  in	  the	  next	  12	  months	  for	  
a	  holiday	  or	  short	  break.	  	  
	  
Regional	  NSW	  fulfils	  what	  
Australians	  look	  for	  from	  
holidays:	  ‘Peaceful,	  a	  moment	  of	  
quiet’	  (20%)	  and	  ‘Reconnec(ng	  
with	  family	  or	  friends’	  (23%).	  
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Kantar TNS Australia’s annual syndicated study into the 
Australian travel market; their mind-set, attitudes to 
travel, and outlook for the Australian travel industry.

Rejuvenation is more important than ever
Australians are making holidays work for them
Despite concern over staying on top of things, holidays are a non-negotiable in Australians’ lives, with re-connection
remaining central to the Australian holiday experience. Indulgence is more important than ever before – indulgence in 
products, experiences, and taking time to relax and escape everyday life.
 
Regional Australia best fulfils Australians’ needs
Top 5 experiences Australians want from holidays 

Australians’ domestic holiday needs are best fulfilled through regional Australia - 1 in 4 associate regional Australian destinations 
with peaceful moments of quiet and reconnecting with family and friends, key experiences Australians want on holidays. 

Sydney is the most visited destination in Australia for holidaying (44%) and the most popular short break destination (1-3 nights). 
Around 43% are intending to visit Sydney in the next 12 months. Regional NSW is the most visited regional destination in
Australia (41%) and the most popular regional destination (43%) that people are seriously considering visiting in the next 12
months for a holiday or short break. Regional NSW fulfils what Australians look for from holidays: ‘Peaceful, a moment of quiet’
(20%) and ‘Reconnecting with family or friends’ (23%).

Luxury overseas, value at home
While Australians look for luxury overseas, domestic holidays are more about the value of the experience, 
with VFR, mid-range hotels, motels, and serviced apartments the desire at home. Despite this desire for 
value, accommodation costs have surpassed flights as the number one barrier to domestic travel.

Fear that Australia is losing itself
The gap is widening between the haves and have nots
As the Australian economy shifts away from resources, housing becomes increasingly
unaffordable, and job security a thing of the past, concern is growing about the ever-
widening gap between the ‘haves’ and the ‘have nots’. For many, survival and the family
unit are more of a focus than ever as the goal posts shift out of sight.

Brexit and Trump are just the beginning…
Globally, confidence in Governments looks to be low, and Australia has not escaped this, 
with low confidence in the Turnbull government. Trump and Brexit are leading the way
with a shift, particularly in Europe, towards non-careerist politicians who hold ‘outsider’
viewpoints that are resonating with people.

Aussie laid back spirit is diminishing
Globally, Australians are still seen as laid back and easy going; however, Australians’
view of ourselves is diminishing – we feel that our service, attitudes, and warm and
welcoming character are not as strong as they once were. 

52% 48% 40% 37% 36% 
Peaceful, 

a moment of quiet 
Leaving the cares of 

the world behind 
Re-connecting 

with family or friends 
Enriching 

and fulfilling 
Indulging 

and rewarding 

1
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• Word	  of	  mouth	  the	  most	  influen,al	  in	  holiday	  decision-‐making	  
§ Word	  of	  mouth	  from	  family	  and	  friends	  influences	  holiday	  decisions	  for	  1	  in	  

2	  Australians,	  specifically	  des(na(on,	  accommoda(on,	  and	  des(na(on	  
choices.	  In	  2016,	  60%	  of	  young	  Australians	  said	  their	  decisions	  were	  
influenced	  by	  the	  experiences	  of	  friends	  and	  family	  on	  social	  media	  

§ Digital	  is	  s(ll	  important	  and	  impacts	  decisions	  about	  des(na(on,	  
accommoda(on,	  and	  ac(vi(es.	  For	  many	  Australians,	  brand	  websites	  and	  
Facebook	  are	  the	  preferred	  platorms,	  with	  2	  in	  3	  Australians	  sharing	  about	  
their	  holidays	  on	  Facebook	  as	  they	  experience	  them	  

§ Australians	  want	  authen(c	  experiences	  and	  look	  to	  locals	  and	  local	  
informa(on	  bureaus	  for	  recommenda(ons	  on	  how	  to	  do	  this	  

• Sharing	  economy	  set	  to	  grow	  
§ 1	  in	  8	  Australians	  already	  use	  share	  economy	  accommoda(on	  when	  

holidaying	  domes(cally	  –	  this	  is	  expected	  to	  grow	  by	  33%	  in	  the	  short	  term,	  
mostly	  from	  new	  users.	  Share	  economy	  users	  are	  more	  likely	  to	  be	  aged	  
25-‐44	  (54%),	  be	  middle-‐income	  earners	  (49%),	  and	  be	  based	  in	  NSW	  (35%)	  

§ The	  sharing	  economy	  also	  includes	  access	  to	  camping	  sites	  on	  private	  land,	  
including	  farms,	  through	  new	  digital	  enterprises	  such	  as	  Youcamp.	  This	  is	  
already	  proving	  popular	  with	  younger	  adults	  and	  ac(ve	  families.	  

Source:	  Kantar	  TNS	  Australia’s	  annual	  
syndicated	  study	  into	  the	  Australian	  travel	  
market	  2016	  &	  2017	  – see:	  
h\p://www.des(na(onnsw.com.au/tourism/
facts-‐and-‐figures	  
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Bundles and packages are the way forward

Packages to international destinations exist, however, finding similar offers for 
domestic holidays is more difficult. Pricing for flights and accommodation is 
a particular challenge and many Australians long for an industry standard on 
pricing – 1 in 2 Australians say the cost of accommodation is a key barrier to 
domestic travel. 

Does it include...

How can we make it easier?

Booking travel isn’t fun anymore

What was once fun is now an arduous process due to information overload. 
The digital environment makes travel planning fun and easy; however, the 
sheer number of sites is overwhelming. There are now two stages to travel 
planning: information seeking and information validation, adding time and 
frustration to the process.

Hard to find out information about domestic travel

It’s also difficult to find out information about the Australian domestic offer 
– it lacks visibility compared with international destinations. Australians are 
turning back to travel agents, but the knowledge of the Australian travel 
offer is low, particularly for regional destinations. Operators and government 
organisations alike are failing to truly meet the needs of today’s tech savvy 
travellers. Educating the industry on the Australian offer will both help 
promote Australia and crash through the barrier of information overload on 
the online travel environment.

The Australian youth traveller

Young Australians love to travel

Young Australians travel domestically more than any other age group and are 
the largest group when it comes to interstate travel. While they look to relax 
at home, a thirst for knowledge and different experiences drives travel to both 
interstate and international destinations.

Youth travel has become a little bit fancy

The days of ‘always keep it cheap’ have gone as young Australians have 
a continued sense of making the best out of life and its experiences. 
Accommodation in hotels or staying with friends and family are popular at 
home and abroad, while serviced apartments are popular for interstate travel.

Greater focus on experiences and personal enrichment

Young Australians are less materialistic and more focused on experiences 
-cultural and personal enrichment drive travel and young Australians are 
motivated to travel to try something new. There is also a strong desire 
to connect with Australian culture, particularly through traditional and 
indigenous experiences. 

Career pressures are a barrier to travel

The inability or lack of desire to take time off from work or study is a key 
barrier for youth domestic travel. One-third (36%) feel time is a barrier to 
intrastate travel, with a similar for proportion for interstate (38%) travel.
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Friends and family - a key driver of domestic travel

Not only do Australians look to friends and family for holiday inspiration, but 
visiting them is a key driver of domestic travel. Australians are looking to go 
shopping and have good drinking and dining experiences while visiting friends 
and family. This presents an opportunity for the industry to target both visitors 
and hosts, broadening the challenge and the audience.

FLIGHTS ACCOMMODATION

BAGGAGE BREAKFAST

MEALS

PARKING

WI-FI

ENTERTAINMENT

What is on young Australians’ minds? 

Keep up and get ahead: Rising rent and housing 
costs and challenges in finding full time employment 
are contributing to the disappearance of the 
Australian dream for young Australians. There is a 
rising resignation of the chance of owning your own 
home.

Focus on the moment: With the increasing resignation to financial 
pressures comes the attitude of ‘I might as well enjoy what I have’.  
Young Australians value their holidays and the quality is more refined 
than it once was for travellers of this age. Experience is crucial – young 
Australians are looking to expand their knowledge and perspective and 
enrich their lives. 

Time pressures:  With pressure to get ahead in their careers and 
financially, young Australians are feeling time pressure and free time is 
limited given the focus work requires. Holidays are more important than 
ever as a tonic to these pressures and are a good way to spend time with 
friends and family.

Occasion-based travel: Young Australians are travelling domestically 
for special occasions (birthdays, weddings, sporting and music events), 
and are looking to make the most of these events by extending their 
holidays around these occasions. The challenge is therefore promoting 
the destination and encouraging young Australians to extend their trips.  

TRAVEL PLANNING

Information overload

FROM FUN

TO FRUSTRATING

Fragmented information/planning & booking channels

Multiple touchpoints

Contradicting information (e.g. reviews & pricing)



Consulta7on  Insights

Consulta,on	  workshops	  and	  mee,ngs	  were	  held	  with	  key	  stakeholders	  from	  within	  the	  
tourism	  industry,	  hospitality	  sector,	  State	  Government	  agencies	  and	  various	  interest	  
groups.	  A	  summary	  of	  the	  stakeholder	  consulta(on	  process	  is	  outlined	  in	  Appendix	  4.	  
	  
The	  key	  insights	  from	  the	  consulta(on	  process	  are	  summarised	  below:	  
• Recogni(on	  of	  the	  beau(ful	  nature-‐based	  a\ributes	  of	  the	  region	  and	  the	  rivers	  and	  

waterways	  connec(ng	  the	  mountains	  to	  the	  sea	  
• Genuine	  country	  living	  –	  there	  are	  opportuni(es	  to	  experience	  the	  real	  Australian	  country	  

and	  coastal	  lifestyle	  –	  rodeos,	  saleyards,	  agricultural	  shows	  
• Importance	  of	  maintaining	  the	  integrity	  of	  the	  local	  feel	  of	  the	  villages	  of	  the	  region	  –	  

collec(vely	  part	  of	  the	  broader	  story	  of	  the	  region	  in	  terms	  of	  their	  history	  and	  heritage	  
• While	  the	  region	  offers	  tradi(onal	  country	  and	  coastal	  villages	  and	  towns,	  many	  of	  the	  

communi(es	  have	  an	  entrepreneurial	  spirit	  as	  well	  as	  many	  ar(sts	  and	  ar(sans	  
• Sustainability	  viewed	  as	  very	  important	  for	  both	  liveability	  and	  the	  ‘clean,	  green’	  

percep(on	  of	  agricultural	  produce	  (a	  compe((ve	  advantage)	  
• Strong	  support	  for	  the	  con(nua(on	  of	  the	  Manning	  River	  Naturally	  industry-‐led	  branding	  

for	  local	  produce	  and	  agricultural	  industry	  as	  well	  as	  strengthening	  the	  farm	  gate	  offer	  
25	  



Consulta7on  Insights

• A	  lack	  of	  Aboriginal	  cultural	  experiences	  was	  iden(fied	  as	  a	  gap	  across	  the	  region	  although	  
the	  opportunity	  to	  link	  more	  closely	  with	  places	  such	  as	  the	  Manning	  Regional	  Art	  Gallery	  

• Manning	  Regional	  Art	  Gallery	  perceived	  as	  a	  strength	  of	  the	  region	  –	  a\rac(ng	  high-‐quality	  
exhibi(ons	  and	  events	  and	  popular	  educa(onal	  programming	  

• Many	  adventure	  ac(vi(es	  and	  opportuni(es,	  especially	  rela(ng	  to	  World-‐Heritage	  
Barrington	  Tops,	  rivers	  and	  other	  natural	  areas.	  However,	  significant	  community	  tension	  
over	  mining,	  especially	  coal	  seam	  gas	  –	  highly	  divisive	  in	  Gloucester	  and	  impac(ng	  on	  access	  
to	  rivers	  and	  waterways,	  including	  safety	  concerns	  for	  locals	  and	  visitors	  

• Link	  between	  the	  mountains	  and	  the	  sea	  through	  the	  rivers	  and	  waterways	  –	  ‘Leaves	  touch	  
the	  waters	  from	  the	  mountains	  to	  the	  sea’	  

• Many	  natural	  events,	  including	  wildlife	  seasons	  and	  migra(ons,	  snow	  in	  winter,	  high	  river	  
flows	  for	  white-‐water	  raNing	  

• Many	  outdoor	  recrea(on	  facili(es	  and	  ac(vi(es,	  from	  golf	  courses	  to	  fishing,	  triathlons	  and	  
sailing	  

• High	  quality	  events	  and	  fes(vals	  program,	  including	  markets	  -‐	  importance	  of	  local	  events	  was	  
recognised.	  However,	  volunteer	  fa(gue	  was	  raised	  as	  a	  poten(al	  challenge	  for	  con(nued	  
event	  programming,	  especially	  in	  smaller	  communi(es	  	  
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• Strategic	  urban	  planning	  is	  a	  key	  issue	  that	  has	  also	  been	  iden(fied	  as	  a	  weakness	  –	  
opportuni(es	  for	  appropriate	  and	  sensi(ve	  redevelopment	  of	  key	  sites	  such	  as	  the	  Dairy	  
Factory	  in	  Gloucester	  and	  Taree	  Fishing	  Coop	  

• A	  clear	  desire	  to	  avoid	  over-‐development	  and	  provide	  a	  contrast	  to	  other	  coastal	  towns,	  such	  
as	  Port	  Stephens,	  Port	  Macquarie	  and	  Coffs	  Harbour	  –	  as	  well	  as	  the	  opportunity	  to	  revitalise	  
and	  improve	  maintenance	  of	  key	  sites	  etc	  

• Opportuni(es	  for	  sports	  tourism,	  par(cularly	  to	  leverage	  locally-‐popular	  sports	  such	  as	  
hockey,	  equestrian	  sports,	  rowing,	  etc.	  The	  poten(al	  for	  Taree	  to	  become	  the	  host	  of	  
spor(ng	  associa(ons	  (eg	  Hockey)	  and	  to	  become	  a	  spor(ng	  hub	  for	  the	  north	  coast	  -‐	  could	  
make	  greater	  leverage	  to	  encourage	  par(cipants	  to	  stay	  longer	  or	  bring	  friends	  and	  family	  	  

• Regula(on	  and	  Council	  planning	  policies	  perceived	  as	  a	  barrier	  to	  a\rac(ng	  new	  businesses.	  
Some	  examples,	  such	  as	  the	  Vibrant	  Spaces	  policy	  perceived	  posi(vely	  and	  supported	  

• Roads,	  tracks,	  trails	  and	  signage:	  
• Maintenance	  required	  as	  well	  as	  clearer	  direc(onal	  signage	  
• Some	  roads	  are	  very	  busy	  and	  limit	  opportuni(es	  for	  cycling	  due	  to	  safety	  concerns	  
• Poor	  signage	  and	  traffic	  conges(on	  during	  peak	  periods	  contribu(ng	  to	  a	  lack	  of	  regional	  

dispersal	  
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Consulta7on  Insights

• Perceived	  nega(ve	  avtudes	  by	  some	  people	  within	  the	  broader	  community	  to	  tourists	  
ie	  local	  residents	  do	  not	  wish	  to	  see	  an	  influx	  of	  mass	  tourism	  into	  the	  region	  –	  coastal	  
areas	  experiencing	  hyper-‐seasonality	  during	  summer	  season	  and	  impacts	  on	  liveability	  of	  
some	  places	  eg	  Forster	  

• Need	  for	  greater	  collabora(on	  in	  industry	  –	  levels	  of	  industry	  engagement	  across	  the	  
region	  inconsistent	  –	  However,	  Gloucester	  was	  highlighted	  as	  an	  example	  of	  stronger	  
collabora(on	  within	  industry	  and	  with	  Council	  staff,	  who	  were	  praised	  as	  dedicated	  

• Inconsistent	  standards	  of	  customer	  service	  and	  low	  levels	  of	  collabora(on	  between	  
hospitality	  and	  agricultural	  sectors	  re	  cross	  promo(on	  for	  local	  produce	  or	  lack	  of	  
availability.	  Some	  outstanding	  examples	  of	  collabora(on	  based	  on	  the	  values	  and	  
produce	  of	  the	  region	  (eg	  Kingfisher	  Café	  in	  Pacific	  Palms	  and	  Bent	  on	  Food	  in	  Wingham)	  

• Perceived	  need	  for	  greater	  marke(ng	  effort,	  par(cularly	  in	  the	  digital	  space	  	  
• Lack	  of	  a	  range	  of	  accommoda(on,	  par(cularly	  to	  a\ract	  new	  markets	  	  
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STRENGTHS OPPORTUNITIES 
• Natural	  environment	  including	  world	  heritage	  listed	  

na(onal	  parks,	  wetlands	  of	  interna(onal	  significance,	  
waterways,	  lakes	  and	  river	  systems	  

• Range	  of	  exis(ng	  outdoor	  recrea(on	  and	  nature-‐based	  
facili(es	  and	  places	  

• Villages	  showcasing	  rural	  heritage,	  history	  and	  rural	  
lifestyle	  

• High-‐quality	  local	  produce	  including	  Wallis	  Lake	  oysters,	  
local	  wineries,	  etc	  –	  Manning	  Valley	  Naturally	  brand	  
doing	  well	  in	  agriculture	  sector	  

• Proximity	  to	  Sydney	  and	  Newcastle	  	  
• Established	  tourism	  industries	  e.g.	  dolphin	  &	  whale	  

watching,	  kayaking	  and	  some	  exis(ng	  high-‐quality	  
accommoda(on	  

• Cycling	  and	  walking	  trials	  
• Wide	  range	  of	  popular	  events	  and	  fes(vals	  	  
• Contemporary	  coastal	  villages	  
• Manning	  Regional	  Art	  Gallery	  a\racts	  high	  quality	  

exhibits,	  has	  an	  ac(ve	  events	  and	  educa(onal	  program	  
and	  strong	  community	  support	  

• MCC’s	  and	  region’s	  commitment	  to	  sustainability	  	  
• Urban	  renewal	  in	  Taree	  and	  Forster	  to	  take	  advantage	  of	  

and	  improve	  access	  to	  the	  Manning	  River	  and	  Wallis	  Lake	  
respec(vely	  	  

• Amalgama(on	  offers	  a	  unique	  opportunity	  to	  iden(fy	  the	  
common	  ground	  and	  create	  economies	  of	  scale	  to	  build	  
awareness	  of	  and	  promote	  the	  region	  

• Short	  breaks	  market	  is	  growing	  –	  tailor	  regional	  offer	  to	  
capitalise	  on	  this	  growth	  

• The	  rise	  of	  the	  female	  traveller	  offers	  an	  opportunity	  for	  
the	  region	  to	  create	  products	  to	  meet	  market	  demand	  
(see	  2017	  SkiN	  report	  on	  travel	  trends)	  	  

• Strengthen	  rela(onships	  with	  poten(al	  partners	  to	  
deliver	  new	  products	  and	  experience,	  such	  as	  NPWS	  and	  
the	  Local	  Aboriginal	  Land	  Councils	  and	  private	  sector	  

• Strengthen	  collabora(on	  through	  crea(on	  of	  a	  single	  
des(na(on	  brand	  that	  encapsulates	  or	  reflects	  the	  
values,	  emo(onal	  territory	  and	  a\ributes	  of	  the	  three	  
former	  local	  government	  areas

Strengths  and  Opportuni7es
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Weaknesses  and  Challenges

WEAKNESSES CHALLENGES 
• Limited	  range	  of	  accommoda(on	  types	  
• Alloca(on	  of	  exis(ng	  resources	  not	  maximising	  

opportuni(es	  to	  build	  awareness	  or	  promote	  the	  region	  
to	  key	  target	  markets	  

• Online	  and	  digital	  presence	  confusing	  –	  mul(ple	  sites	  
requiring	  review	  including	  content	  profiled	  on	  Visit	  NSW	  
website	  	  

• Maintenance	  required	  to	  some	  visitor	  infrastructure	  and	  
facili(es	  eg	  walking	  trails	  

• Inconsistent	  standards	  of	  customer	  service,	  including	  
some	  villages	  not	  offering	  7	  day	  or	  weekend	  services	  	  

• Limited	  resources	  for	  implementa(on	  of	  signature	  
experiences	  

• Inconsistent	  levels	  of	  capacity	  within	  the	  industry	  and	  
visitor	  services	  

• Inconsistent	  levels	  of	  industry	  engagement	  

• Reconciling	  and	  ongoing	  resourcing	  of	  three	  visitor-‐
facing	  des(na(on	  brands	  	  

• Hyper-‐seasonality	  over	  summer	  along	  the	  coast	  
• Lack	  of	  awareness	  of	  the	  region	  as	  a	  single	  des(na(on	  
• How	  to	  geographically	  locate	  the	  region	  in	  a	  marke(ng	  

sense	  
• Inconsistent	  promo(on	  and	  use	  of	  local	  produce	  in	  local	  

restaurants	  and	  cafes	  
• Managing	  visitor	  economy	  infrastructure	  projects	  across	  

mul(ple	  land	  tenure	  	  
• Growing	  demand	  during	  non-‐peak	  (low	  and	  shoulder)	  

seasons	  and	  increasing	  regional	  dispersal	  
• An	  aging	  popula(on	  impac(ng	  on	  available	  labour	  

resources	  and	  visitor	  services	  versus	  community	  services	  
• Access	  to	  waterways	  eg	  rivers	  in	  the	  hinterland	  and	  

easements	  across	  private	  land	  	  
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3.  Target  Markets
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Target  Markets

The	  strategic	  approach	  is	  to	  maintain	  exis,ng	  
markets	  but	  also	  target	  new	  higher-‐value	  

markets	  

Exis,ng	  markets:	  
Tradi(onal	  family	  
holidays;	  Visi(ng	  

Friends	  &	  
Rela(ves;	  Event	  
par(cipants	  (incl.	  
sports);	  Grey	  

nomads	  (market	  
evolving)	  

New	  markets:	  
Ac(ve	  children	  &	  
families;	  women's	  
adventure,	  health	  

&	  well-‐being	  
market;	  younger	  
adults;	  more	  
ac(ve	  55+	  	  

High-‐level	  objec,ves	  
	  
1.  Exis,ng	  markets	  –	  strengthen	  appeal	  of	  the	  

des(na(on	  to	  exis(ng	  markets	  to:	  
a. Extend	  length	  of	  stay	  
b. Encourage	  repeat	  visita(on	  
c. Increase	  par(cipa(on	  in	  tours	  and	  ac(vi(es	  
d. Increase	  regional	  dispersal	  (especially	  during	  

peak	  coastal	  periods)	  

2.  New	  markets	  –	  focus	  on	  those	  markets	  with	  
greatest	  propensity	  to	  grow	  the	  visitor	  economy:	  
a. Increase	  visitor	  numbers	  
b. Increase	  visita(on	  during	  non-‐peak	  periods	  
c. Increase	  yield	  (through	  development	  of	  higher-‐

yield	  experiences	  and	  accommoda(on	  offer)	  
	  
These	  objec(ves	  are	  measurable	  and	  should	  have	   
targets	  iden(fied	  for	  each	  one	  to	  monitor	  performance	  
(refer	  Action	  2	  under	  Growing	  Demand, page 60).	  

32	  



Target  Markets  –  insights  to  new  markets

Women’s	  adventure,	  health	  and	  well-‐being	  market	  is	  con(nuing	  to	  experience	  significant	  
growth	  and	  is	  the	  fastest	  growing	  segment	  for	  great	  walks.	  However,	  there	  are	  few	  if	  any	  
des(na(ons	  that	  have	  iden(fied	  this	  target	  market	  segment	  as	  key	  to	  the	  growth	  of	  their	  visitor	  
economy.	  MidCoast	  region	  has	  an	  opportunity	  to	  be	  an	  early	  adopter	  in	  this	  space	  by	  directly	  
targe(ng	  this	  market	  and	  promo(ng	  exis(ng	  and	  developing	  new	  experiences	  that	  suit	  this	  
market	  and	  leverage	  the	  region’s	  high	  quality	  local	  produce	  and	  its	  health	  and	  well-‐being	  
sector.	  Importantly,	  women	  within	  this	  market	  segment	  are	  also	  more	  likely	  to	  be	  the	  key	  
influencer	  on	  holiday	  decision-‐making	  within	  the	  Ac(ve	  Families	  market	  (see	  below),	  so	  by	  
targe(ng	  this	  market	  segment,	  MCC	  would	  also	  be	  raising	  awareness	  of	  the	  region	  as	  a	  holiday	  
des(na(on	  for	  Ac(ve	  Families.	  

Ac,ve	  families	  are	  a\racted	  to	  a	  des(na(on	  that	  offers	  happy,	  healthy,	  sustainable	  and	  safe	  
family	  adventure.	  There	  is	  a	  strong	  trend	  in	  tourism	  driven	  by	  the	  mo(va(on	  of	  many	  city-‐
living	  families	  to	  escape	  the	  urban	  environment.	  They	  seek	  opportuni(es	  for	  their	  children	  to	  
experience	  the	  great	  outdoors	  and	  self-‐select	  a	  break	  from	  screen	  (me	  by	  providing	  a	  fun	  
and	  exci(ng	  alterna(ve.	  This	  increasingly	  includes	  short	  breaks.	  The	  MCC	  region	  is	  well	  
posi(oned	  to	  offer	  this	  type	  of	  holiday.	  
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Target  Markets  –  insights  to  new  markets

Younger	  adults,	  in	  the	  age	  group	  of	  25	  –	  35,	  are	  changing	  the	  way	  they	  travel.	  This	  
market	  is	  highly	  likely	  to	  be	  a\racted	  to	  the	  region	  as	  they	  seek	  more	  sustainable,	  
nature-‐based	  des(na(ons	  that	  offer	  a	  variety	  of	  accommoda(on,	  quality	  food	  and	  
wine	  and	  contemporary	  arts	  and	  culture.	  They	  travel	  in	  couples	  or	  small	  groups	  of	  
close	  friends,	  avoid	  youth	  hostels	  and	  desire	  to	  experience	  a	  des(na(on	  ‘like	  a	  
local’	  (ie	  seek	  out	  local	  experiences)	  

More	  ac,ve	  re,rees	  or	  55+	  market	  –	  there	  has	  been	  a	  clear	  segmenta(on	  
of	  the	  re(ree	  market,	  with	  more	  ac(ve	  re(rees	  seeking	  more	  than	  a	  ‘grey	  
nomad’	  holiday.	  This	  market	  prefers	  a	  more	  ac(ve	  holiday,	  especially	  with	  
recrea(onal	  opportuni(es	  in	  nature	  or	  the	  outdoors.	  Many	  travel	  with	  
their	  bikes	  or	  kayaks.	  
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4.  Des7na7on  Vision,  Posi7oning  and  Experience  
Framework
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Des7na7on  Vision  and  Posi7oning

The	  vision	  and	  posi(oning	  are	  the	  region’s	  DNA	  and	  set	  
the	  direc(on	  of	  MCC’s	  DMP,	  specifically:	  

• A	  clean,	  green	  environment	  for	  the	  well-‐being	  of	  the	  
communi(es	  and	  quality	  of	  the	  produce;	  

• Sustainable	  development	  to	  grow	  the	  visitor	  
economy,	  which	  is	  in	  keeping	  with	  the	  values	  and	  
character	  of	  the	  communi(es	  that	  make	  up	  the	  
region;	  

• Crea(ng	  opportuni(es	  that	  are	  a\rac(ve	  to	  
residents	  and	  visitors	  alike,	  reinforcing	  the	  
integrated	  approach	  to	  planning	  of	  infrastructure,	  
places	  and	  spaces,	  experiences	  and	  products	  that	  
benefit	  the	  community	  as	  well	  as	  the	  visitor	  
economy;	  

• A\rac(ng	  new	  events,	  ac(vi(es	  and	  exhibi(ons	  that	  
reflect	  the	  local	  character	  of	  the	  region	  and	  
contribute	  to	  a	  vibrant	  community	  and	  des(na(on.	  

A	  des(na(on	  posi(oning	  statement	  should	  
be:	  

• Aspira(onal	  
• Invita(onal	  
• Based	  on	  consumer	  insights	  and	  

resonate	  with	  the	  target	  market	  
	  
It	  provides	  the	  context	  and	  an	  emo(onal	  
reason	  to	  choose	  your	  des(na(on	  over	  any	  
other.	  It	  is	  NOT	  your	  tagline.	  

A	  best-‐prac(ce	  approach	  to	  
strategic	  tourism	  planning	  involves	  
iden(fying	  a	  clear	  place	  vision	  and	  
des(na(on	  posi(oning	  for	  the	  

region	  at	  the	  outset.	  	  
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Des7na7on  Vision  for  2030

The	  vision	  encompasses	  three	  core	  ambi,ons:	  
• Outstanding	  natural	  beauty:	  The	  diverse	  and	  beau(ful	  natural	  environment,	  encompassing	  rivers,	  lakes,	  beaches,	  

mountains	  and	  forests	  is	  a	  clear	  compe((ve	  advantage	  of	  the	  region,	  which	  con(nues	  to	  a\ract	  people	  to	  live	  and	  
holiday.	  The	  communi(es	  of	  the	  region	  have	  expressed	  a	  strong	  desire	  to	  maintain	  or	  improve	  the	  natural	  
environment	  as	  it	  contributes	  to	  liveability	  and	  underpins	  the	  success	  of	  many	  industries	  across	  the	  region.	  	  

• Vibrant	  country	  living:	  The	  region	  takes	  great	  pride	  in	  its	  rural	  heritage	  and	  con(nues	  to	  honour	  this	  through	  a	  
genuine	  rural	  lifestyle.	  However,	  it	  has	  also	  commi\ed	  to	  ensuring	  that	  this	  lifestyle	  is	  sustainable,	  helping	  to	  drive	  
the	  percep(on	  of	  the	  region	  as	  providing	  high	  quality	  produce,	  reinforcing	  the	  importance	  of	  a	  ‘clean,	  green	  
environment’	  and	  providing	  a	  legacy	  for	  future	  genera(ons.	  	  

• Healthy	  and	  ac,ve	  lifestyles:	  A	  clear	  benefit	  for	  both	  the	  communi(es	  of	  and	  visitors	  to	  the	  region	  of	  being	  
surrounded	  by	  a	  beau(ful	  environment	  is	  that	  it	  helps	  to	  promote	  more	  ac(ve	  and	  healthy	  lifestyles.	  As	  more	  and	  
more	  people	  lead	  busy	  lives	  that	  are	  increasingly	  disconnected	  from	  nature	  and	  the	  outdoors,	  opportuni(es	  to	  easily	  
access	  nature	  will	  become	  more	  a\rac(ve.	  

MidCoast	  is	  renowned	  as	  a	  place	  where	  outstanding	  natural	  beauty	  meets	  vibrant	  
country	  living,	  inspiring	  healthy	  and	  ac9ve	  lifestyles 
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Des7na7on  Posi7oning

Blaze	  your	  own	  trail	  and	  revel	  in	  new	  possibili9es	  as	  energising	  as	  our	  
nature	  is	  breathtaking	  

Reinforces	  the	  strength	  of	  the	  natural	  
environment	  –	  breathtaking	  is	  energising	  
and	  helps	  to	  build	  intrigue	  and	  excitement	  

Ac(ve	  sense	  of	  discovery	  –	  could	  be	  
physical	  or	  sense	  of	  self-‐discovery	  

Envision	  your	  future	  –	  reinforces	  that	  
there	  are	  many	  op(ons	  that	  are	  
personalised	  to	  your	  tastes	  and	  

mo(va(ons	  Freedom	  of	  happiness;	  joyous	  -‐	  reinforces	  
sa(sfac(on	  with	  the	  experience	  

A	  core	  benefit	  of	  visi(ng	  the	  region	  is	  
that	  you	  leave	  feeling	  refreshed	  and	  

recharged	  but	  avoids	  nega(ve	  
connota(on	  of	  needing	  to	  ‘recharge’	  

The	  posi(oning	  statement	  is	  upliNing,	  energising	  and	  inspiring.	  	  
It	  is	  not	  a\ribute	  focused	  (although	  reinforces	  the	  natural	  a\ributes	  of	  the	  region)	  nor	  intended	  as	  a	  tag	  line.	  
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Blaze	  your	  own	  
trail	  and	  revel	  in	  
new	  possibili9es	  
as	  energising	  as	  
our	  nature	  is	  
breathtaking	  

Nature's	  Bounty	  

Natural	  Adventure	  

Contemporary	  Coast	  

Vibrant	  Country	  Life	  

Celebra,ng	  Culture	  
on	  Country	  

MidCoast	  is	  renowned	  as	  a	  place	  where	  outstanding	  natural	  beauty	  meets	  vibrant	  
country	  living,	  inspiring	  healthy	  and	  ac9ve	  lifestyles 

1.  Nature’s	  Bounty	  
• Produce,	  food	  and	  drink	  
• High	  quality,	  accessible	  and	  more	  
personalised	  experiences	  

2.  Natural	  Adventure	  
• Healthy	  outdoor	  living	  
• Quality	  recrea(onal	  opportuni(es	  

3.  Contemporary	  Coast	  
• Revitalising	  our	  places	  
• Exci(ng	  coastal	  experiences	  
• Ar(sans	  and	  craN-‐people	  

4.  Vibrant	  Country	  Life	  
• Revitalising	  our	  places	  
• Genuine	  country	  experiences	  
• Ar(sans	  and	  craN-‐people	  

5.  Celebra,ng	  Culture	  on	  Country	  
• Immersive	  Aboriginal	  cultural	  experiences	  
• Ar(sans	  and	  craN-‐people	  

Experience  Framework  –  Strategic  Themes
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5.  Enabling  Implementa7on  
  

Key  Considera7ons

40	  



Enabling  implementa7on

In	  order	  to	  provide	  context	  for	  the	  priori(es	  iden(fied	  within	  this	  DMP,	  it	  is	  important	  to	  consider	  some	  of	  the	  cri(cal	  issues	  with	  regard	  
to	  implementa(on.	  A	  goal	  of	  this	  DMP	  is	  to	  iden(fy	  short,	  medium	  and	  longer-‐term	  ini(a(ves	  that	  would	  contribute	  to	  the	  growth	  of	  
the	  visitor	  economy	  and	  strengthen	  economic	  development	  for	  the	  region.	  However,	  it	  is	  recognised	  that	  not	  all	  ini(a(ves	  are	  easily	  
implemented	  and	  would	  require	  a	  strong	  commitment	  from	  MCC,	  community	  and	  business	  support	  and	  in	  some	  cases,	  significant	  
resources.	  	  
	  	  
The	  short	  and	  medium-‐term	  priori(es	  iden(fied	  are	  more	  easily	  achieved,	  albeit	  with	  poten(al	  realloca(on	  of	  exis(ng	  resources	  or	  
through	  adop(ng	  new	  procedures	  or	  prac(ces.	  The	  longer-‐term	  ini(a(ves	  are	  more	  ambi(ous	  or	  require	  further	  inves(ga(on	  or	  
nego(a(on.	  They	  represent	  a	  significant	  reposi(oning	  for	  the	  region	  and	  would	  require	  addi(onal	  resources,	  not	  all	  of	  which	  would	  be	  
able	  to	  be	  funded	  by	  MCC.	  However,	  if	  implemented	  in	  a	  mul(-‐year,	  staged	  approach,	  they	  would	  contribute	  significantly	  to	  the	  
economic	  growth	  of	  the	  region.	  
	  
Summary	  of	  key	  considera,ons	  for	  implementa,on	  of	  the	  DMP	  include:	  
• Availability	  of	  resources,	  including	  financial	  and	  human	  resources.	  The	  resourcing	  of	  enabling	  ac(vi(es,	  such	  as	  support	  to	  grow	  

networks,	  facilitate	  collabora(on	  and	  build	  industry	  and	  Council’s	  capacity,	  is	  just	  as	  cri(cal	  as	  the	  funding	  of	  capital	  works	  for	  
infrastructure.	  This	  will	  require	  a	  review	  of	  exis(ng	  resources	  and	  poten(al	  realloca(on	  to	  meet	  the	  needs	  of	  the	  future	  as	  well	  as	  
iden(fying	  alterna(ve	  or	  addi(onal	  funding	  sources	  to	  supplement	  MCC	  budgets,	  such	  as	  the	  NSW	  Government’s	  Regional	  Tourism
Fund	  or	  Rebuilding	  NSW	  Program.	  

• Not	  all	  ini,a,ves	  iden,fied	  in	  the	  DMP	  will	  be	  the	  sole	  responsibility	  of	  MCC	  to	  implement	  or	  fund.	  However,	  notwithstanding	  
probity	  considera(ons,	  the	  Council	  may	  be	  able	  to	  facilitate	  or	  encourage	  an	  outcome	  through	  its	  policy	  framework,	  in-‐kind	  support	  
or	  other	  enabling	  func(on.	  
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Enabling  implementa7on
• Need	  for	  collabora,on	  between	  MCC,	  communi(es,	  businesses	  and	  other	  key	  stakeholders	  across	  the	  region	  and	  beyond.	  Building	  

and	  maintaining	  networks	  and	  ensuring	  ongoing	  communica(on	  with	  local	  communi(es	  and	  businesses	  is	  essen(al	  and	  requires	  a	  
consistent	  and	  planned	  approach.	  

• Accessibility	  to	  the	  experience	  offer	  is	  cri(cal,	  including	  to	  the	  rivers,	  lakes	  and	  waterways	  for	  kayaking	  or	  white-‐water	  raNing	  or	  trails	  
for	  hiking	  and	  mountain	  biking.	  This	  may	  include	  the	  need	  for	  public	  easements	  or	  improving	  signage	  and	  trail	  markers.	  

• Council’s	  planning	  policies	  and	  processes	  are	  essen(al	  to	  facilitate	  economic	  development,	  including	  incen(ves	  to	  a\ract	  the	  right	  
type	  of	  investment.	  In	  a	  compe((ve	  environment	  in	  which	  many	  regions	  are	  ac(vely	  working	  to	  a\ract	  new	  investment,	  MCC	  will	  
need	  to	  communicate	  its	  vision,	  ar(culate	  its	  long-‐term	  direc(on	  and	  ensure	  it	  is	  reflected	  in	  the	  Council’s	  planning	  policies,	  
development	  applica(on	  processes	  and	  decision-‐making.	  It	  is	  essen(al	  that	  the	  DMP	  is	  viewed	  as	  a	  whole-‐of-‐Council	  plan,	  which	  
fosters	  collabora(on	  and	  coopera(on	  between	  all	  the	  Council’s	  service	  areas.	  This	  highlights	  the	  importance	  of	  integra(on	  with	  the	  
ROLUS	  project	  and	  development	  of	  the	  new	  Local	  Environmental	  Plan	  and	  Development	  Control	  Plan.	  

• Partners	  are	  cri,cal	  to	  long-‐term	  success.	  There	  will	  be	  a	  need	  to	  work	  closely	  with	  Des(na(on	  NSW,	  the	  newly	  formed	  DesEnaEon	  
North	  Coast	  Des(na(on	  Network	  and	  other	  poten(al	  partners,	  such	  as	  the	  NSW	  Na(onal	  Parks	  &	  Wildlife	  Service	  (NPWS),	  Forestry	  
Corpora(on	  of	  NSW	  (FC),	  Local	  Aboriginal	  Land	  Councils	  as	  well	  as	  other	  public	  and	  private	  sector	  organisa(ons.	  

• Individual	  ini(a(ves	  iden(fied	  in	  the	  DMP	  link	  to	  other	  ini(a(ves.	  That	  is,	  there	  is	  an	  opportunity	  to	  consider	  how	  each	  experience	  
development	  ini,a,ve	  can	  leverage	  or	  strengthen	  the	  appeal	  of	  other	  ini,a,ves.	  When	  considering	  the	  experience	  development	  
agenda	  proposed	  in	  this	  DMP,	  there	  is	  value	  is	  considering	  the	  broader	  outcome	  achieved	  by	  looking	  for	  elements	  that	  integrate	  across	  
themes	  or	  support	  specific	  strategies.	  This	  will	  assist	  with	  staging	  development	  priori(es	  to	  maximise	  resources	  and	  grow	  the	  appeal	  of	  
the	  des(na(on.	  

• A	  key	  challenge	  for	  MCC	  is	  to	  deliver	  on	  the	  State	  Government’s	  agenda	  for	  the	  amalgama,on	  of	  Councils.	  The	  DMP	  provides	  an	  
opportunity	  for	  Council	  to	  build	  internal	  resources	  and	  collabora,on	  to	  ensure	  that	  the	  region’s	  economy	  con(nues	  to	  grow	  and	  
deliver	  on	  the	  State	  Government’s	  priori(es	  to	  build	  infrastructure,	  create	  jobs	  and	  enhance	  the	  visitor	  economy.	  
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Descrip,on	  	  
The	  enabling	  priori(es	  outlined	  below	  include	  a	  number	  of	  ac(ons	  that	  would	  address	  some	  of	  the	  challenges	  or	  issues	  with	  regard	  to	  
implementa(on	  of	  the	  DMP.	  However,	  this	  is	  not	  intended	  as	  an	  exhaus(ve	  list	  of	  ac(ons	  required	  to	  facilitate	  all	  priori(es	  iden(fied	  
throughout	  the	  DMP.	  It	  is	  essen(al	  that	  the	  DMP	  is	  viewed	  as	  a	  whole-‐of-‐Council	  plan,	  which	  fosters	  collabora(on	  and	  coopera(on	  
between	  all	  of	  the	  Council’s	  service	  areas	  as	  well	  as	  ensuring	  the	  ROLUS	  project	  considers	  key	  implica(ons	  for	  the	  visitor	  economy.	  
	  
Key	  ac9ons	  	  
1. Review	  the	  Council’s	  planning	  policies,	  processes	  and	  framework	  to	  iden(fy	  opportuni(es	  for	  providing	  incen,ves	  that	  ajract	  the	  

right	  type	  of	  investment	  in	  the	  visitor	  economy	  or	  to	  ac(vate	  and	  beau(fy	  precincts,	  or	  enable	  small	  businesses	  and	  trading	  –	  for	  
example,	  this	  could	  include	  opportuni(es	  to	  extend	  or	  expand	  on	  the	  exis(ng	  Vibrant	  Spaces	  policy,	  which	  reduces	  regula(on	  and	  is	  
designed	  to	  encourage	  businesses	  to	  make	  be\er	  u(lisa(on	  of	  outdoor	  areas	  for	  dining,	  sea(ng,	  pop-‐up	  promo(ons	  and	  markets	  
etc.	  It	  should	  also	  encourage	  and	  support	  a	  beau(fica(on	  program,	  for	  example	  integra(ng	  public	  art.	  Likewise,	  this	  should	  consider	  
the	  impact	  of	  trading	  regula(ons	  on	  Farm	  Gate	  Trails	  and	  small	  or	  bou(que	  agricultural	  producers.	  

2. Develop	  a	  Visitor	  Accommoda,on	  Strategy	  –	  MCC	  should	  adopt	  a	  proac(ve	  approach	  to	  a\rac(ng	  investment	  in	  a	  more	  diverse	  
range	  of	  visitor	  accommoda(on.	  This	  includes	  ecolodges,	  holiday	  parks,	  nature-‐based	  accommoda(on	  and	  adap(ve	  reuse	  of	  
heritage	  assets	  for	  bou(que	  accommoda(on.	  The	  Strategy	  should	  iden(fy	  priori(es,	  opportuni(es	  for	  a\rac(ng	  investment	  and	  
proposed	  reforms	  to	  the	  Council’s	  planning	  policies	  and	  involve:	  	  
• Audit	  of	  exis(ng	  visitor	  accommoda(on	  to	  iden(fy	  the	  style	  of	  accommoda(on	  as	  well	  as	  assessment	  and	  quan(fica(on	  of	  

supply	  by	  style	  across	  key	  visitor	  nodes	  throughout	  the	  region	  -‐	  iden(fy	  areas	  with	  an	  over	  or	  under	  supply	  as	  well	  as	  gaps	  and	  
opportuni(es	  rela(ng	  to	  the	  various	  styles	  or	  types	  of	  accommoda(on	  	  

• Review	  of	  exis(ng	  planning	  policies	  in	  rela(on	  to	  visitor	  accommoda(on	  and	  assessment	  of	  capacity	  of	  the	  policies	  to	  a\ract	  
investment.	  For	  example,	  adap(ve	  reuse	  of	  heritage	  assets	  or	  providing	  development	  approval	  incen(ves	  for	  certain	  types	  of	  
accommoda(on	  such	  as	  sustainable	  buildings	  (for	  example,	  ecolodges)	  

Enabling  priori7es
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Key	  ac9ons	  con9nued	  
3. Review	  land-‐use	  planning	  policies	  in	  rela(on	  to	  opportuni(es	  to	  facilitate	  cross-‐tenure	  projects,	  such	  as	  the	  Great	  Lakes	  Great	  

Walk	  and	  Aqua(c	  Trails	  project.	  This	  should	  consider	  aspects	  such	  as:	  
• Poten(al	  for	  re-‐zoning	  of	  some	  areas	  to	  enable	  community	  access	  or	  off-‐set	  requirements	  of	  new	  development	  proposals.	  
• Access	  to	  waterways	  and	  rivers,	  especially	  in	  the	  hinterland,	  including	  easements	  across	  private	  land.	  

4. Iden(fy	  opportuni,es	  for	  grants	  or	  partnerships	  with	  other	  organisa,ons	  to	  enhance	  the	  funding	  of	  key	  ini(a(ves,	  par(cularly	  
in	  rela(on	  to	  marke(ng	  campaigns	  and	  product	  or	  experience	  development.	  This	  approach	  would	  involve:	  	  
• Accessing	  the	  NSW	  Government’s	  Regional	  Tourism	  Fund	  or	  other	  grants	  that	  offer	  matched	  funding	  (dollar	  for	  dollar),	  as	  

was	  achieved	  in	  2016/17	  with	  the	  Tourism	  Demand	  Driver	  Infrastructure	  (TDDI)	  grant	  for	  the	  Great	  Lakes	  Great	  Walk	  and	  
Aqua(c	  Trails	  Network	  project.	  These	  grants	  can	  be	  u(lised	  for	  tourism	  marke(ng	  or	  product	  development.	  Also	  consider	  
the	  NSW	  Government’s	  Rebuilding	  NSW	  Program	  -‐	  Regional	  Growth	  –	  Environment	  and	  Tourism	  Fund	  (RGETF),	  which	  aims	  
to	  increase	  tourist	  visita(on	  by	  inves(ng	  in	  regional	  environment	  and	  tourism	  infrastructure,	  par(cularly	  focusing	  on	  assets	  
that	  will	  grow	  and	  further	  diversify	  NSW	  regional	  economies.	  Applica(ons	  for	  2017	  closed	  in	  April.	  However,	  the	  fund	  may	  
be	  available	  again	  in	  2018.	  There	  are	  oNen	  condi(ons	  that	  apply	  to	  successful	  grant	  applicants.	  	  

• Co-‐op	  marke(ng	  campaigns	  with	  the	  local	  tourism	  and	  hospitality	  industry,	  which	  provides	  partnership	  funding	  for	  the	  
development	  and	  delivery	  of	  campaigns	  to	  market.	  

• Encouraging	  private	  sector	  investment	  on	  Council-‐managed	  lands	  through	  appropriate	  probity	  processes.	  
5. Build	  collabora,on	  between	  MCC,	  communi,es,	  businesses	  and	  other	  key	  stakeholders	  within	  and	  beyond	  the	  region,	  including	  

through	  regular	  communica(on.	  Ini(ate	  an	  agreement	  with	  Des(na(on	  NSW,	  the	  newly	  formed	  DesEnaEon	  North	  Coast	  
Des(na(on	  Network	  and	  other	  poten(al	  partners,	  such	  as	  the	  Local	  Aboriginal	  Land	  Councils,	  NPWS	  and	  FC.	  Refer	  to	  priority	  7	  in	  
the	  Growing	  Demand	  sec(on.	  

6. Iden(fy	  appropriate	  resources	  and	  opportuni,es	  for	  internal	  collabora,on	  to	  support	  implementa,on	  of	  the	  DMP.	  

Enabling  priori7es
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6.  Delivering  Supply    
  

Signature  and  suppor7ng  experiences

This	  sec(on	  outlines	  the	  signature	  and	  important	  suppor(ng	  experiences	  that	  align	  with	  the	  Experience	  
Framework	  and	  Strategic	  Themes	  outlined	  above	  and	  would	  enable	  the	  des(na(on	  to	  deliver	  on	  MCC’s	  
goals	  for	  the	  region,	  its	  unique	  posi(oning	  and	  compe((ve	  advantage	  in	  the	  tourism	  market	  place.	  It	  delivers	  
on	  the	  MidCoast	  Tourism	  Gap	  Analysis	  provided	  in	  the	  Baseline	  Analysis	  and	  includes	  ‘game	  changer’	  
projects	  that	  require	  longer-‐term	  planning	  and	  investment.	  	  
	  
Importantly,	  the	  signature	  and	  suppor(ng	  experiences	  iden(fied	  in	  this	  sec(on	  would	  contribute	  to	  the	  
opportunity	  to	  grow	  the	  region’s	  visitor	  economy	  and	  contribute	  to	  the	  achievement	  of	  the	  Tourism	  2020	  
target	  to	  double	  tourism	  expenditure	  by	  2020.	  	  
	  
These	  experiences	  are	  summarised	  in	  the	  table	  below	  an	  include	  both	  exis(ng	  and	  proposed	  ini(a(ves.	  
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Signature  &  suppor7ng  experiences

Strategic	  Themes Signature	  &	  Suppor,ng	  
Experiences Links	  &	  Value-‐Adds 

Nature’s	  Bounty 

Soil	  to	  Sea	  Produce	  Event	  and	  
Markets 

Manning	  Valley	  Soil	  to	  Sea	  
Produce	  Precinct	  (Taree) 

Farm	  Gate	  Trail 
Living	  Country	  

Gloucester	  Dairy	  Factory	  
Redevelopment 

Sharing	  our	  Produce	  program 

Local	  events	  
Capacity	  building	  ini(a(ve	  and	  
network	  facilita(on	  within	  the	  
hospitality	  and	  local	  produce	  

sectors 
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Strategic	  Themes	   Signature	  &	  Suppor,ng	  Experiences	   Links	  &	  Value-‐Adds	  

Natural	  Adventure	  	  

Great	  Lakes	  Great	  Walk	  &	  Aqua(c	  Trails	  (game	  
changer	  project)	  

Contemporary	  Coast	  
Extend	  out	  to	  Barrington	  Tops	  and	  along	  the	  coast	  in	  stages	  

Cycling	  touring	  trails	  (road	  &	  mountain	  biking)	   Contemporary	  Coast	  
Living	  Country	  

Weekend	  Warriors’	  Event	  Series	   Health	  &	  Well-‐being	  
Mountain	  biking	  technical	  track	  in	  Forster	   Nature’s	  Child	  

Teen	  Spirit	  Events	   Nature’s	  Child	  –	  focus	  on	  teenage	  events	  
High	  Ropes	  Adventure	  Park	  (game	  changer	  

project)	   Nature’s	  Child	  

Junior	  Aqua(c	  Trails	  Discovery	   Nature’s	  Child	  &	  Great	  Lakes	  Great	  Walk	  &	  Aqua(c	  Trails	  

From	  Secret	  Waterholes	  to	  Snow	  Flurries	  –	  
natural	  events	  program	  

Nature-‐based	  and	  wildlife	  events	  –	  platypus,	  whales,	  
fishing	  seasons	  (eg	  Black	  Bass	  and	  deep	  sea	  species),	  snow,	  

high	  river	  flows	  

Nature	  &	  Adventure	  I(neraries	  
Highlight	  exis(ng	  nature-‐based	  and	  recrea(onal	  

experiences,	  including	  tracks	  and	  trails,	  fishing,	  cycling,	  
kayaking,	  horse-‐riding,	  etc	  

Outdoor	  Recrea(on	  and	  Spor(ng	  Events	  &	  
Facili(es	  

Create	  content,	  i(neraries	  and	  support	  organised	  spor(ng	  
events	  to	  encourage	  event	  par(cipants	  to	  extend	  their	  stay	  

or	  bring	  family	  and	  friends	  

Forster	  Tuncurry	  ‘Lake	  to	  Ocean’	  (L2O)	  Trail	   Nature’s	  Child/	  Great	  Lakes	  Great	  Walk	  &	  Aqua(c	  Trails	  

Signature  &  suppor7ng  experiences
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Strategic	  Themes	   Signature	  &	  Suppor,ng	  Experiences Links	  &	  Value-‐Adds	  

Contemporary	  Coast	  

Smith’s	  Lake	  Eco	  Village	  &	  markets	  (game	  
changer	  project) Great	  Walk	  and	  Aqua(c	  Trails	  

Great	  Lakes	  Ecolodge	  (game	  changer	  
project) Great	  Walk	  and	  Aqua(c	  Trails	  

Health	  &	  Well-‐being	  Event	  
Weekend	  Warriors	  

Aboriginal	  Health	  &	  Well-‐being	  
Retreat	  

Sustainability	  Showcase:	  Centre	  of	  
Excellence	  for	  the	  Environment	  &	  Wetlands	  
in	  two	  loca(ons:	  Smiths	  Lake	  and	  Ca\ai	  

Wetlands	  (game	  changer	  project) 

Smith’s	  Lake	  Eco	  Village	  (co-‐located	  
with	  the	  eco-‐village)	  and	  recogni(on	  

of	  Ca\ai	  Wetlands	  

Main	  Beach	  Strategy	  &	  Forster	  urban	  
revitalisa(on	  (game	  changer	  project)	  –	  

integrate	  planning	  for	  the	  visitor	  economy 

Linking	  town	  centre	  with	  Main	  
Beach	  and	  coastal	  walk;	  open	  public	  

space;	  func(ons	  &	  events	  –	  in	  
keeping	  with	  local	  character	  

Signature  &  suppor7ng  experiences
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Strategic	  Themes	   Signature	  &	  Suppor,ng	  Experiences Links	  &	  Value-‐Adds	  

Vibrant	  Country	  
Life	  

Gloucester	  to	  Forster	  by	  Air	  Balloon	   Contemporary	  Coast	  

Gloucester	  Dairy	  Factory	  Redevelopment	  
(game	  changer	  project) 

Farm	  Gate	  Trail	  
Soil	  to	  Sea	  Produce	  Event	  and	  Markets	  

Adap(ve	  reuse	  bou(que	  
accommoda(on	  

Gloucester	  Visitor	  Hub	  (game	  changer	  
project) 

Services	  and	  local	  retail	  for	  visitors	  to	  
Barrington	  Tops	  and	  hinterland	  

Manning	  Valley	  Soil	  to	  Sea	  Produce	  
Precinct	  (game	  changer	  project)	  -‐	  Taree 

Farm	  Gate	  Trail	  
Soil	  to	  Sea	  Produce	  Event	  and	  Markets	  

World-‐class	  Equestrian	  Des(na(on	  (game	  
changer	  project) 

Leverage	  country	  events	  program	  and	  
race	  days,	  rodeos,	  horse-‐riding	  trails,	  
beach	  riding	  and	  equestrian	  events	  

Nabiac	  Agricultural	  Hub	  economic	  
development	  ini(a(ve	  (game	  changer	  

project)	  

Experience	  real	  country	  living	  –	  
saleyards,	  rodeos,	  Agricultural	  Shows,	  

etc	  	  
Sustainable	  Futures	  Conven(on	  

Town	  Hall	  Akoos(ks	  (ac(va(on	  for	  small	  
towns	  and	  villages	  eg	  Stroud,	  Bulahdelah,	  

Gloucester,	  etc)	  

Leverage	  Wingham	  Akoos(k	  &	  
Gloucester	  Music	  Fes(vals	  

Farm	  Gate	  Trail	  

Signature  &  suppor7ng  experiences
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Strategic	  Themes	   Signature	  &	  Suppor,ng	  Experiences Links	  &	  Value-‐Adds	  

Celebra,ng	  
Culture	  on	  
Country	  

Waters	  and	  Wetlands	  Tours	   Great	  Lakes	  Great	  Walk	  and	  Aqua(c	  Trails	  
Profiling	  cultural	  tourism	  sites	  

Dark	  Point	  Ecolodge	  or	  glamping	  
experience	  (game	  changer	  project)	   Great	  Lakes	  Great	  Walk	  and	  Aqua(c	  Trails	  

Develop	  a	  permanent	  contemporary,	  
local	  Aboriginal	  Art	  Collec(on	  at	  Manning	  

Regional	  Art	  Gallery	  

Leverage	  the	  extraordinary	  success	  of	  the	  
Manning	  Regional	  Art	  Gallery	  and	  its	  
Cultures	  of	  the	  Manning	  Fes(val	  –	  
including	  an	  Aboriginal	  Art	  Prize	  as	  a	  

category	  in	  the	  annual	  art	  prize	  
compe((on	  

Aboriginal	  Health	  &	  Well-‐being	  Retreat	  
(game	  changer	  project)	  

Weekend	  Warriors	  
Our	  Country	  Tours,	  Bush	  Tucker	  Dining	  
and	  Natural	  Healing/Remedies	  ‘Day	  Spa’	  

Signature  &  suppor7ng  experiences
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Descrip,on	  	  
The	  DMP	  process	  has	  iden(fied	  a	  number	  of	  signature	  and	  suppor(ng	  experiences	  aligned	  with	  the	  five	  strategic	  themes.	  Some	  of	  these	  
experiences	  already	  exist	  and	  simply	  require	  a	  stronger	  or	  more	  coordinated	  approach	  to	  promo(on	  while	  others	  are	  game	  changes	  that	  
with	  investment	  over	  the	  longer-‐term	  could	  significantly	  assist	  to	  reposi(on	  the	  region	  as	  a	  des(na(on	  of	  choice.	  The	  priori(es	  below	  
have	  been	  arranged	  to	  highlight	  key	  priori(es	  for	  the	  more	  immediate	  ac(ons	  required	  for	  the	  exis(ng	  experience	  offer	  as	  well	  as	  for	  
the	  game	  changer	  projects.	  

	  	  
	  
Key	  priorities	  

1. Develop	  a	  regional	  events	  strategy,	  including	  ini(a(ng	  or	  a\rac(ng	  proposals	  for	  three	  events:	  
• ‘Soil	  to	  Sea’	  produce	  event	  or	  markets	  to	  recognise	  and	  promote	  the	  diverse	  and	  seasonal	  produce	  or	  ‘nature’s	  bounty’	  

offered	  by	  the	  NSW	  Mid	  North	  Coast	  region	  and	  leverage	  the	  global	  trend	  rela(ng	  to	  experience	  locally-‐curated	  food	  and	  drink	  
experiences.	  This	  would	  raise	  the	  profile	  and	  contribu(on	  of	  the	  region’s	  agricultural	  sector.	  It	  would	  also	  provide	  insights	  into	  
and	  an	  early	  ’taste’	  of	  the	  poten(al	  for	  the	  development	  of	  a	  Manning	  Valley	  Soil	  to	  Sea	  Produce	  Precinct	  (game	  changer	  
project).	  This	  could	  involve	  the	  rebranding	  or	  leveraging	  of	  exis(ng	  markets	  or	  events	  that	  promote	  local	  produce,	  food	  and	  
drink	  

• Health	  and	  well-‐being	  event,	  poten(ally	  linked	  in	  the	  longer-‐term	  to	  the	  development	  of	  an	  Aboriginal	  Health	  &	  Well-‐being	  
Retreat	  (game	  changer	  project)	  

• ‘Town	  Hall	  Akoos,ks’	  music	  event,	  which	  leverages	  the	  Wingham	  AkoosEk	  FesEval	  and	  poten(ally	  the	  new	  Grow	  your	  Own	  
FesEval	  but	  creates	  an	  ac(va(on	  for	  the	  towns	  and	  villages	  of	  the	  MCC	  region,	  including	  Stroud,	  Bulahdelah	  and	  Gloucester.	  
The	  event	  could	  be	  delivered	  over	  mul(ple	  weekends	  and	  involve	  local	  ar(sts	  or	  high-‐profile	  ar(sts	  from	  outside	  the	  region,	  
poten(ally	  including	  ‘warm-‐up’	  or	  ‘cool-‐down’	  gigs	  by	  key	  performers	  in	  the	  Wingham	  Akoos(ks	  Fes(val.	  Discussions	  and	  
nego(a(ons	  would	  first	  need	  to	  be	  conducted	  with	  Wingham	  AkoosEks	  FesEval	  and	  Grow	  your	  Own	  FesEval	  event	  producers	  

Signature  &  suppor7ng  experience  priori7es
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Key	  priorities	  con9nued	   	  

2. Ini(ate	  a	  ‘Sharing	  Our	  Produce’	  capacity	  building	  and	  networking	  program	  to	  encourage	  greater	  awareness,	  use	  and	  promo(on	  
of	  local	  produce,	  including	  food	  and	  drink	  –	  this	  may	  involve	  an	  event	  to	  bring	  producers	  and	  the	  hospitality	  sector	  together	  

3. Undertake	  an	  audit	  of	  the	  key	  nature-‐based	  assets,	  spor,ng	  facili,es,	  recrea,onal	  ac,vi,es	  and	  events	  across	  the	  region,	  
including	  those	  delivered	  by	  tour	  operators	  or	  community	  groups	  –	  u(lise	  informa(on	  for	  i(nerary	  crea(on	  and	  content	  (see	  
following	  ac(ons)	  

4. Create	  day	  or	  mul,-‐day	  i,neraries	  rela(ng	  to	  strategic	  themes	  and	  appealing	  to	  target	  markets,	  which	  involve	  profiling	  
accommoda(on,	  produce,	  product	  and	  experience	  providers.	  These	  should	  be	  incorporated	  into	  the	  MCC	  Content	  Strategy	  (see	  
Priority	  5	  in	  the	  Growing	  Demand	  sec(on	  below)	  and	  include:	  
• Food	  and	  drink,	  including	  Farm	  Gate	  Trails	  
• Nature	  and	  adventure,	  for	  example,	  cycling	  touring,	  bushwalking	  and	  kayaking	  trails,	  including	  ‘Junior	  Discovery’	  trails	  and	  

‘Waters	  and	  Wetlands	  Tours’	  	  
• Outdoor	  recrea(on	  opportuni(es	  and	  spor(ng	  facili(es,	  for	  example,	  from	  golf	  to	  rowing,	  mountain	  biking	  or	  surfing	  
• Vibrant	  country	  living,	  for	  example	  saleyards,	  rodeos	  and	  other	  ’real’	  country	  experiences	  
• Arts	  and	  culture,	  for	  example,	  from	  contemporary	  art	  through	  to	  Aboriginal	  cultural	  experiences	  

5. Develop	  a	  calendar	  of	  events	  and	  posi,on	  and	  promote	  event	  series,	  such	  as	  a	  Weekend	  Warriors’	  Series.	  This	  may	  involve	  the	  
linking	  or	  cross-‐promo(on	  of	  events	  delivered	  by	  different	  third-‐party	  event	  producers	  and	  raise	  the	  profile	  of	  the	  region’s	  
commitment	  and	  capacity	  to	  deliver	  outstanding	  opportuni(es	  to	  enhance	  visitors	  (or	  the	  community’s)	  health	  and	  well-‐being.	  
This	  should	  include	  events	  targe(ng	  junior	  par(cipants	  in	  line	  with	  the	  concept	  of	  ‘nature’s	  child’	  and	  leveraging	  the	  Junior	  Spirit	  
concept	  (poten(ally	  expanded	  to	  a	  series	  dedicated	  to	  the	  ‘Teen	  Spirit’),	  ini(ated	  by	  the	  former	  Forster	  Adventure	  Race	  event	  	  

Signature  &  suppor7ng  experience  priori7es
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Key	  priorities	  con9nued	   	  

6. Develop	  a	  calendar	  of	  nature-‐based	  and	  wildlife	  events,	  such	  as	  a	  ‘From	  Secret	  Waterholes	  to	  Snow	  Flurries.’	  This	  should	  include	  
major	  wildlife	  and	  seasonal	  events,	  such	  as	  the	  whale	  migra(on,	  the	  best	  (me	  for	  platypus	  sigh(ngs	  and	  fishing	  seasons	  (eg,	  black	  
bass	  and	  deep	  sea	  species).	  It	  should	  be	  dynamic	  to	  enable	  no(fica(on	  for	  events	  such	  as	  snow	  flurries	  and	  high	  river	  flows.	  A	  
nature-‐based	  or	  adventure	  special-‐interest	  database	  should	  be	  created	  to	  enable	  communica(on	  with	  those	  interested	  and	  
facilitate	  content	  development	  and	  sharing	  of	  content	  through	  social	  media	  platorms	  such	  as	  Facebook	  and	  Instagram	  

7. Inves(gate	  the	  opportunity	  for	  a	  third-‐party	  provider	  to	  offer	  a	  Gloucester	  to	  Forster	  by	  air	  balloon	  experience.	  While	  this	  could	  
become	  a	  signature	  experience	  of	  the	  region,	  it	  would	  require	  the	  involvement	  and	  delivery	  by	  a	  professional	  air	  balloon	  tour	  
provider	  as	  well	  as	  detailed	  logis(cal	  considera(on,	  including	  take-‐off	  and	  landing	  points.	  The	  experience	  would	  offer	  spectacular	  
views	  of	  the	  region	  and	  reinforce	  the	  ‘Soil	  to	  Sea’	  concept	  

8. Develop	  a	  concept	  and	  detailed	  proposal	  for	  the	  crea(on	  of	  a	  permanent	  contemporary	  Aboriginal	  Art	  Collec,on	  at	  Manning	  
Valley	  Regional	  Art	  Gallery.	  It	  would	  enhance	  the	  profile	  of	  regional	  ar(sts	  while	  also	  assis(ng	  to	  a\ract	  exhibi(ons	  of	  Indigenous	  
art	  from	  other	  regions	  of	  Australia	  or	  interna(onally.	  This	  proposal	  would	  leverage	  the	  extraordinary	  success	  of	  the	  Manning	  
Regional	  Art	  Gallery	  and	  its	  Cultures	  of	  the	  Manning	  FesEval.	  The	  proposal	  should	  include	  the	  inclusion	  of	  an	  Aboriginal	  Art	  Prize	  
as	  a	  category	  in	  the	  annual	  art	  prize	  compe((on	  

9. Implement	  the	  proposal	  for	  the	  development	  of	  a	  mountain	  biking	  technical	  track	  in	  Forster.	  This	  would	  enhance	  the	  ’nature’s	  
child’	  offering	  of	  the	  region	  and	  appeal	  to	  the	  ac(ve	  families’	  market	  
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Key	  priorities con9nued	   	  

10. Inves(gate	  the	  poten(al	  to	  increase	  or	  enhance	  the	  spor,ng	  facili,es	  available	  across	  the	  region.	  While	  this	  ac(on	  will	  deliver	  
benefits	  for	  the	  local	  communi(es	  of	  the	  region,	  it	  also	  offers	  benefits	  to	  the	  visitor	  economy	  by	  facilita(ng	  spor(ng	  events	  that	  
encourage	  increased	  visita(on	  to	  the	  region.	  As	  noted	  above,	  a	  first	  step	  would	  be	  to	  iden(fy	  and	  promote	  spor(ng	  and	  
recrea(onal	  facili(es	  and	  events.	  This	  would	  also	  support	  the	  game	  changer	  project	  to	  posi(on	  MCC	  as	  a	  world-‐class	  equestrian	  
des(na(on.	  Other	  key	  sports	  for	  which	  the	  region	  already	  has	  a	  compe((ve	  advantage	  include	  fishing,	  golf,	  hockey	  and	  rowing	  

11. Implement	  the	  Great	  Lakes	  Great	  Walk	  &	  Aqua,c	  Trails	  project	  Master	  Plan	  and	  Feasibility	  Assessment	  in	  line	  with	  the	  2016/17	  
Tourism	  Demand	  Driver	  Infrastructure	  (TDDI)	  grant	  

12. Implement	  the	  proposal	  for	  the	  development	  of	  a	  ‘Lake	  to	  Ocean	  (L2O)	  Trail’	  in	  Forster	  Tuncurry.	  This	  would	  enhance	  the	  
‘Nature’s	  Child’	  offering	  of	  the	  region	  and	  appeal	  to	  the	  ac(ve	  families	  market.	  It	  would	  also	  provide	  linkages	  to	  the	  Forster	  
Revitalisa(on	  and	  Great	  Lakes	  Great	  Walk	  and	  Aqua(c	  Trails	  network	  project,	  through	  crea(ng	  linkages	  to	  Cape	  Hawke	  the	  Bi-‐
Centennial	  trail	  
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Game	  changer	  projects:	  Summary	  of	  the	  game	  changer	  projects	  recommended	  for	  the	  MCC	  region	  
• Great	  Lakes	  Great	  Walk	  and	  Aqua(c	  Trails	  project,	  which	  involves	  developing	  an	  interna(onally	  significant	  Great	  Walk	  along	  a	  100km	  

stretch	  of	  coast	  between	  Forster	  and	  Hawks	  Nest,	  incorpora(ng	  Myall	  Lakes	  and	  Boo(	  Boo(	  Na(onal	  Parks.	  It	  would	  be	  enhanced	  by	  
aqua(c	  trails	  extending	  from	  Port	  Stephens	  into	  Myall	  Lakes,	  Smiths	  Lake	  and	  Wallis	  Lake	  (recipient	  of	  the	  2016/17	  Tourism	  Demand	  
Driver	  Infrastructure	  grant)	  –	  poten(al	  future	  extension	  of	  this	  ini(a(ve	  into	  the	  Hinterland/Barrington	  Tops	  World	  Heritage	  Area	  

• High	  Ropes	  Adventure	  Park,	  which	  could	  be	  developed	  with	  a	  private	  sector	  provider	  and/or	  NPWS	  or	  FC	  
• Smith’s	  Lake	  Eco	  Village	  (linked	  to	  the	  Great	  Lakes	  Great	  Walk	  and	  Aqua(c	  Trails	  project)	  
• Great	  Lakes	  Ecolodge	  –	  linked	  to	  and	  loca(on	  to	  be	  iden(fied	  through	  master	  planning	  of	  the	  Great	  Walk	  and	  Aqua(c	  Trails	  project	  
• Centre	  of	  Excellence	  for	  the	  Environment	  and	  Wetlands,	  which	  would	  reinforce	  MCC’s	  commitment	  to	  environmental	  sustainability	  
• Main	  Beach	  Strategy	  &	  Forster	  urban	  revitalisa(on,	  which	  should	  integrate	  planning	  for	  the	  visitor	  economy	  and	  tourism	  	  
• Gloucester	  Dairy	  Factory	  Redevelopment,	  which	  would	  be	  a	  significant	  adap(ve	  reuse	  of	  quality	  heritage	  assets	  

• Gloucester	  Visitor	  Hub,	  which	  could	  be	  developed	  in	  collabora(on	  with	  the	  local	  tourism	  and	  hospitality	  industry,	  NPWS	  and	  FC	  
• Manning	  Valley	  Soil	  to	  Sea	  Produce	  Precinct	  (linked	  to	  Taree	  urban	  revitalisa(on),	  which	  would	  offer	  benefits	  to	  the	  local	  

communi(es	  and	  business	  (especially	  the	  Manning	  Valley	  agricultural	  sector)	  as	  well	  as	  visitors	  
• World-‐class	  Equestrian	  Des(na(on,	  which	  would	  leverage	  race	  days,	  rodeos,	  horse-‐riding	  trails,	  beach	  riding	  and	  equestrian	  events	  

• Nabiac	  Agricultural	  Hub	  -‐	  economic	  development	  ini(a(ve	  with	  significant	  benefits	  and	  integrated	  planning	  for	  the	  visitor	  economy	  
• Dark	  Point	  Ecolodge	  or	  glamping	  experience	  (linked	  to	  the	  Great	  Lakes	  Great	  Walk	  and	  Aqua(c	  Trails	  project	  –	  LALC,	  Aboriginal	  

community	  and	  NPWS	  involvement	  required)	  
• Aboriginal	  Health	  &	  Well-‐being	  Retreat	  –	  poten(ally	  the	  first	  of	  its	  kind	  in	  Australia	  and	  involving	  produc(on	  of	  na(ve	  plants	  
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Game	  changer	  projects: Developmental Process	  	  
The	  priori(es	  for	  the	  game	  changer	  projects,	  which	  relate	  to	  the	  development	  of	  signature	  experiences,	  relate	  primarily	  but	  are	  not	  
limited	  to	  master	  planning,	  feasibility	  assessment	  and	  partnership	  iden(fica(on	  and	  agreements.	  These	  projects	  would	  significantly	  
reposi(on	  the	  region	  as	  a	  high-‐quality	  nature-‐based	  and	  cultural	  tourism	  des(na(on	  in	  Australia.	  A	  diagram	  outlining the

	  developmental	  process	  is	  included	  on page 58, following	  the	  outline	  provided	  below for	  Priority	  11. See	  Appendix	  5	  for	  more	  detail	  
on	  the	  proposed	  Game-‐Changer	  projects.	  

Example	  –  	  Key actions for 	   Priority	  11: Great Lakes Great Walk & Aquatic Trails
1. Implement	  the	  Great	  Lakes	  Great	  Walk	  &	  Aqua,c	  Trails	  project	  master	  plan	  and	  feasibility	  assessment	  in	  line	  with	  the	  2016/17	  

Tourism	  Demand	  Driver	  Infrastructure	  (TDDI)	  grant	  –	  this	  process	  should	  deliver	  on	  Ac(ons	  5	  and	  6	  outlined	  below	  
2. High-‐level	  concept	  development	  as	  well	  as	  the	  iden(fica(on	  of	  key	  partners	  and	  project	  objec(ves	  –	  where	  this	  involves	  urban

revitalisa,on	  or	  strategic	  planning,	  ensure	  visitor	  economy	  considera(ons	  are	  integrated	  into	  the	  master	  planning	  process	  
3. Iden(fy	  poten,al	  funding	  sources	  and	  key	  stages	  to	  be	  funded,	  commencing	  with	  development	  of	  a	  Master	  Plan	  and	  Feasibility	  

Assessment	  (ini(al	  phase)	  
4. Prepare	  and	  submit	  funding	  applica,ons,	  in	  collabora(on	  with	  project	  partners	  where	  appropriate.	  These	  applica(ons	  should	  

provide	  the	  broader	  context	  for	  the	  project,	  including	  how	  it	  delivers	  directly	  on	  Tourism	  2020	  and	  NSW	  Government	  priori(es	  
such	  as	  the	  NSW	  Visitor	  Economy	  Industry	  Ac(on	  Plan	  and	  the	  NSW	  Aboriginal	  Tourism	  Ac(on	  Plan.	  For	  example,	  the	  Great	  Lakes	  
Great	  Walk	  and	  Aqua(c	  Trails	  project	  iden(fied	  opportuni(es	  for	  experience-‐based	  product	  development	  for	  a	  high-‐yield	  and	  fast	  
growing	  niche	  market	  to	  contribute	  to	  the	  target	  of	  doubling	  tourism	  expenditure	  by	  2020,	  which	  also	  delivers	  on	  the	  Aqua(c	  and	  
Coastal	  theme	  promoted	  by	  Tourism	  Australia	  and	  Ac(ons	  29C	  and	  29E	  of	  the	  VEIAP,	  including	  the	  development	  of	  Great	  Walks	  in	  
NSW.	  As	  part	  of	  this	  phase,	  prepare	  and	  seek	  endorsement	  of	  agreements	  with	  partners,	  including	  those	  from	  the	  private	  and/or	  
public	  sector	  	  
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Game	  changer	  projects:	  Developmental Process con,nued	   	  

Key	  ac9ons	   for  Priority	  11	  
5. Subject	  to	  success	  in	  a\rac(ng	  funding	  for	  ini(al	  stages,	  prepare	  a	  detailed	  Master	  Plan	  and	  Feasibility	  Assessment,	  which	  

involves	  detailed	  consulta(on	  with	  the	  community	  and	  stakeholders.	  This	  phase	  should	  address	  feasibility	  and	  iden(fy	  
infrastructure	  requirements	  and	  key	  links	  to	  the	  broader	  tourism	  and	  hospitality	  offer	  of	  the	  region.	  The	  Master	  Plan	  should	  also	  
outline	  a	  staged	  approach	  to	  implementa,on	  that	  provides	  a	  clear	  roadmap	  for	  securing	  resources	  for	  capital	  works.	  It	  should	  
also,	  where	  required	  such	  as	  the	  Great	  Lakes	  Great	  Walk	  and	  Aqua(c	  Trails	  project	  and	  the	  crea(on	  of	  a	  world-‐class	  equestrian	  
des(na(on,	  involve	  the	  mapping	  of	  exis,ng	  and	  poten,al	  terrestrial	  and/or	  aqua,c	  trails	  as	  well	  as	  iden,fy	  land	  tenure	  
arrangements	  and	  exis,ng	  accessibility	  or	  barriers	  thereto	  

6. Prepare	  a	  prospectus	  to	  ajract	  public	  and/or	  private	  sector	  investment	  to	  implement	  the	  project	  in	  line	  with	  the	  endorsed	  
Master	  Plan	  –	  this	  should	  include	  development	  of	  promo(onal	  collateral	  (images,	  short	  video	  and	  copy)	  	  
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Signature  Experiences  –  Developmental  Process  

58	  

1.	  High-‐level	  concept	  
development	  as	  well	  as	  the	  

iden(fica(on	  of	  key	  partners	  and	  
project	  objec(ves	  

2.	  Iden(fy	  poten,al	  funding	  
sources	  and	  key	  stages	  to	  be	  
funded,	  commencing	  with	  

development	  of	  a	  Master	  Plan	  
and	  Feasibility	  Assessment	  

(ini(al	  phase)	  

3.	  Prepare	  and	  submit	  funding	  
applica,ons,	  in	  collabora(on	  
with	  project	  partners	  where	  
appropriate.	  Prepare	  and	  seek	  
endorsement	  of	  agreements	  

with	  partners	  

4.	  Prepare	  a	  detailed	  Master	  
Plan	  and	  Feasibility	  Assessment,	  

which	  involves	  detailed	  
consulta(on,	  iden(fica(on	  of	  
infrastructure	  requirements	  etc	  

5.	  Prepare	  a	  prospectus	  to	  
ajract	  public	  and/or	  private	  

sector	  investment	  –	  this	  should	  
include	  development	  of	  

promo(onal	  collateral	  (images,	  
short	  video	  ,	  copy)	  	  

See	  Appendix	  5	  for	  more	  
detail	  on	  the	  proposed	  
Game-‐Changer	  projects.	  



7.  Growing  Demand    
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Des7na7on  Branding,  Marke7ng  &  Visitor  Services

Summary	  of	  the	  high	  priority	  des,na,on	  branding,	  marke,ng	  and	  visitor	  services	  ac,ons:	  

1. Endorse	  the	  proposed	  des,na,on	  brand	  architecture	  and	  posi,oning	  outlined	  in	  the	  DMP	  and	  prepare	  a	  
Des,na,on	  Brand	  Strategy	  &	  Guidelines.	  

2. In	  order	  to	  be\er	  understand	  who	  comes	  to	  the	  MidCoast	  region	  and	  why	  as	  well	  as	  determining	  the	  best	  
measures	  of	  performance	  of	  the	  region’s	  visitor	  economy,	  MCC	  should	  undertake	  further	  consumer	  research	  and	  
develop	  a	  simple	  yet	  robust	  repor,ng	  dashboard,	  which	  includes	  clear	  goals	  for	  the	  MCC	  visitor	  economy.	  

3. Prepare	  a	  five-‐year	  des,na,on	  Marke,ng	  Plan,	  which	  includes	  clear	  tac(cs	  targe(ng	  various	  visitor	  segments	  and	  
is	  structured	  or	  developed	  in	  considera(on	  of	  the	  recommended	  marke(ng	  models	  outlined	  in	  the	  DMP	  (see	  
below).	  It	  should	  integrate	  measurable	  objec(ves	  and	  set	  key	  performance	  indicators	  (KPI)	  and	  targets	  for	  
evalua(on	  of	  outcomes.	  A	  key	  outcome	  will	  be	  to	  ini(ate	  a	  domes(c	  marke,ng	  campaign	  for	  the	  NSW	  Mid	  North	  
Coast.	  

4. Engage	  a	  public	  rela(ons	  (PR)	  agency	  to	  provide	  a	  tac,cal	  marke,ng	  communica,ons	  plan	  for	  more	  immediate	  
promo(onal	  ac(vi(es,	  including	  PR	  and	  digital	  marke(ng,	  and	  facilitate	  some	  ‘quick	  wins’	  for	  industry	  and	  key	  
stakeholders.	  

5. Develop	  an	  inspira(onal	  content	  strategy	  and	  create	  content	  for	  mul(-‐channel	  distribu(on	  (short	  videos,	  images	  
and	  copy).	  The	  content	  strategy	  should	  include	  (but	  not	  be	  limited	  to)	  i(neraries,	  the	  events	  program,	  seasonal	  
calendar,	  regional	  highlights	  (such	  as	  wildlife	  and	  natural	  events)	  and	  signature	  experiences	  and	  products.	  	  
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6. Enhance	  online	  and	  digital	  promo,on,	  in	  par(cular	  involving	  greater	  collabora(on	  across	  the	  region.	  This	  is	  a	  high	  
priority,	  including	  developing	  a	  new	  online	  structure	  and	  digital	  strategy,	  based	  on	  the	  visitor-‐facing	  posi(oning	  and	  
des(na(on	  brand	  architecture	  (refer	  to	  brand	  architecture	  below)	  

7. Facilitate	  capacity	  building	  within	  industry	  and	  develop	  stronger	  networks	  to	  improve	  the	  percep(on	  and	  
promo(on	  of	  produce,	  products	  and	  experiences	  in	  the	  region.	  Ini(ate	  networking	  events	  and	  capacity	  building	  
sessions	  or	  seminars	  that	  value-‐add	  to	  local	  businesses.	  There	  is	  also	  an	  opportunity	  to	  adopt	  a	  new	  approach	  to	  
the	  engagement	  of	  the	  industry	  and	  encourage	  greater	  par(cipa(on	  in	  co-‐op	  marke(ng	  campaigns.	  In	  addi(on,	  
MCC	  should	  encourage	  experience	  development	  or	  enhancement	  through	  packaging	  and	  bundling	  of	  products	  as	  
well	  as	  the	  crea(on	  of	  mul(-‐day	  i(neraries.	  	  

8. Undertake	  a	  review	  of	  visitor	  services	  across	  the	  region	  and	  develop	  a	  visitor	  services	  strategy,	  which	  allocates	  
resources	  to	  highest	  priority	  needs	  –	  this	  should	  adopt	  a	  mul(-‐channel,	  visitor-‐centric	  approach	  to	  maximise	  the	  
use	  of	  resources	  to	  achieve	  an	  increase	  in	  awareness	  and	  appeal	  of	  the	  des(na(on	  within	  target	  markets.	  

9. Given	  the	  recent	  amalgama(on	  between	  Gloucester	  Shire,	  Great	  Lakes	  and	  Greater	  Taree	  City	  councils	  as	  well	  as	  
the	  commencement	  of	  interna(onal	  flights	  into	  Newcastle	  Airport,	  it	  is	  important	  to	  raise	  awareness	  of	  the	  
tourism	  poten,al	  within	  the	  region	  and	  for	  day	  visitors	  from	  surrounding	  places	  such	  as	  Newcastle	  and	  the	  
Hunter	  region.	  This	  could	  be	  achieved	  through	  a	  ‘Discover	  Your	  Own	  Backyard’	  (DYOB)	  styled	  campaign,	  the	  
primary	  purpose	  of	  which	  is	  to	  target	  local	  communi(es	  who	  are	  hosts	  and	  key	  decision	  makers	  with	  regard	  to	  the	  
Visi(ng	  Friends	  and	  Rela(ves	  (VFR)	  market	  as	  well	  as	  the	  providers	  of	  share	  economy	  accommoda(on.	  

Des7na7on  Branding,  Marke7ng  &  Visitor  Services
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Recommended  marke7ng  models

1.	  Customer	  Journey	  

These	  marke,ng	  models	  should	  inform	  and	  guide	  the	  development	  of	  marke,ng	  strategies	  and	  tac,cs.	  

A	  customer-‐centric	  approach	  has	  long	  underpinned	  the	  success	  of	  products	  and	  experiences.	  Smart	  des(na(ons	  also	  consider	  the	  
customer	  journey	  to	  priori(se:	  
• Marke(ng	  efforts	  to	  shiN	  poten(al	  visitors	  from	  awareness,	  through	  conversion	  and	  to	  create	  advocates	  of	  the	  place;	  and	  
• Partnerships	  and	  investment	  in	  new	  experiences	  or	  to	  revitalise	  exis(ng	  assets	  to	  deliver	  on	  the	  promise	  of	  the	  des(na(on.	  
	  	  
A	  cri(cal	  step	  is	  to	  inves(gate	  the	  customer	  journey	  as	  it	  relates	  to	  each	  market	  segment,	  across	  both	  domes(c	  and	  interna(onal	  
markets,	  to	  be\er	  understand	  the	  tac(cs	  required	  to	  reach,	  inspire,	  engage	  and	  create	  advocates	  for	  your	  des(na(on.	  By	  crea(ng	  
advocates,	  MCC	  will	  be	  able	  to	  boost	  its	  marke(ng	  efforts	  through	  word	  of	  mouth,	  the	  most	  influen(al	  marke(ng	  tool	  (par(cularly	  as	  
a	  result	  of	  social	  media).	   62	  
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2.	  Paid,	  Owned,	  Earned	  Model	  

Recommended  marke7ng  models

3.	  Reach,	  Inspire,	  Engage	  &	  Connect	  Model	  

In	  today’s	  disrupted	  media	  environment,	  it	  is	  cri(cal	  to	  iden(fy	  
the	  right	  channels	  to	  reach	  the	  target	  audience	  for	  each	  
communica(on	  ac(vity.	  The	  importance	  of	  this	  model	  lies	  in	  the	  
interac(on	  and	  opportuni(es	  for	  leveraging	  each	  channel	  within	  
the	  overall	  communica(ons	  or	  marke(ng	  mix.	  Gevng	  the	  
balance	  right	  by	  iden(fying	  the	  right	  channels	  to	  reach	  the	  target	  
market	  will	  maximise	  effec(veness	  within	  the	  available	  
resources.	  	  

Word	  of	  mouth	  has	  never	  been	  more	  important	  as	  an	  influence	  on	  consumer	  
decision-‐making,	  especially	  in	  travel.	  With	  the	  con(nuing	  rise	  of	  social	  media	  
and	  the	  increasing	  popularity	  of	  user-‐generated	  content	  and	  reviews,	  people	  
seek	  informa(on	  on	  where	  to	  go	  and	  what	  to	  experience	  from	  their	  mobile	  
devices.	  To	  achieve	  real	  engagement,	  the	  stories	  of	  MCC	  must	  resonate	  with	  
the	  target	  audience	  and	  the	  on-‐ground	  experiences	  must	  deliver	  on	  the	  
promise	  of	  the	  des(na(on.	  Images	  and	  video	  content	  should	  also	  be	  
developed	  to	  ini(ally	  inspire	  people	  to	  visit	  and	  then	  be	  shareable	  with	  their	  
own	  peer	  group	  through	  social	  media.	  	   63	  
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Interest	  Group	   High	  Level	  Insights	  

Mountain	  Biking	  	   Audience	  highly	  engaged	  through	  digital	  channels,	  especially	  social	  media	  platorms.	  Generally	  
they	  have	  higher	  disposable	  income.	  Will	  travel	  for	  events,	  oNen	  bringing	  their	  young	  families	  
with	  them	  or	  will	  travel	  in	  groups	  of	  friends.	  Offering	  a	  range	  of	  accommoda(on	  op(ons	  to	  suit	  
families	  and	  groups	  of	  friends	  is	  important.	  SEO	  and	  SEM	  is	  also	  important	  for	  this	  market.	  There	  
is	  also	  a	  number	  of	  dedicated	  websites	  and	  forums	  that	  will	  review	  and	  make	  sugges(on	  about	  
where	  to	  find	  the	  best	  trails.	  

Independent	  
walking/hiking	  	  

Skewed	  to	  a	  female	  market.	  Audience	  engaged	  through	  digital	  and	  tradi(onal	  channels,	  including	  
magazines	  and	  peak	  body	  publica(ons	  or	  newsle\ers.	  Also	  social	  media	  platorms	  including	  
referral	  sites	  such	  as	  TripAdvisor	  are	  important	  for	  this	  market.	  Providing	  a	  range	  of	  
accommoda(on	  op(ons	  is	  also	  important	  to	  this	  market.	  

Guided	  walking/
hiking	  	  

Small	  groups	  –	  strongly	  skewed	  to	  females.	  This	  market	  prefers	  more	  structured	  experiences	  and	  
the	  added	  value	  of	  guided	  interpreta(on.	  This	  market	  seeks	  referral	  from	  their	  peers	  and	  will	  
u(lise	  TripAdvisor.	  They	  will	  also	  use	  social	  media	  platorms;	  mainly	  Facebook	  and	  Instagram.	  

Diving	  	   They	  seek	  referrals	  from	  friends	  and	  peers	  –	  they	  u(lise	  websites,	  magazines,	  Facebook	  and	  
online	  forums.	  Google	  search,	  therefore	  SEO	  and	  SEM	  are	  important.	  They	  are	  members	  of	  or	  
u(lise	  informa(on	  from	  organisa(ons	  such	  as	  PADI	  (Professional	  Associa(on	  of	  Diving	  
Instructors).	  They	  will	  also	  travel	  in	  small	  groups	  of	  friends	  and	  will	  plan	  a	  holiday	  around	  a	  diving	  
experience.	  	  
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Interest	  Group	   High	  Level	  Insights	  

Kayaking	  	   There	  is	  a	  broad	  market	  for	  kayaking	  from	  families	  through	  to	  recrea(onal	  users.	  For	  the	  leisure	  
market	  a	  guided	  experience	  is	  more	  appealing	  as	  all	  the	  equipment	  can	  be	  supplied	  by	  the	  tour	  
company.	  	  Digital	  channels	  are	  important	  to	  this	  market	  including	  social	  media.	  As	  recrea(onal	  
users	  they	  oNen	  are	  a	  member	  of	  a	  club	  and	  will	  be	  influenced	  by	  other	  club	  members	  and	  use	  
newsle\ers	  and	  social	  media	  platorms.	  They	  will	  seeking	  informa(on	  from	  forums	  such	  as	  
Paddle	  Australia.	  

Whale	  watching	  	   This	  market	  is	  across	  all	  demographics.	  They	  can	  use	  tradi(onal	  tourism	  or	  des(na(on	  channels,	  
such	  a,	  des(na(on	  websites	  and	  social	  media	  platorms.	  SEO	  is	  important	  as	  part	  of	  Google	  
search.	  Visitor	  Centres	  are	  also	  important	  to	  provide	  informa(on	  once	  a	  visitor	  is	  in	  a	  region	  
about	  whale	  watching	  opportuni(es.	  They	  u(lise	  social	  media	  platorms	  and	  will	  also	  be	  
influenced	  by	  review	  sites	  (such	  as	  TripAdvsor)	  and	  referral	  from	  friends	  and	  peers.	  This	  market	  
will	  u(lise	  social	  media	  platorms	  to	  share	  their	  experience	  while	  actually	  having	  the	  experience.	  	  

Fishing	   This	  is	  highly	  skewed	  to	  men	  and	  groups	  of	  friends.	  Many	  will	  select	  organised	  tours	  or	  charter	  a	  
boat.	  Highly	  influenced	  by	  recommenda(ons	  from	  their	  peer	  group.	  Google	  search,	  SEO	  and	  SEM	  
are	  all	  important	  to	  this	  market.	  Many	  will	  also	  be	  members	  of	  fishing	  clubs	  or	  forums	  and	  also	  
travel	  for	  fishing	  compe((ons	  or	  events,	  where	  they	  also	  hear	  of	  other	  fishing	  des(na(ons.	  	  
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Interest	  Group	   High	  Level	  Insights	  

Horse-‐riding	  	   There	  are	  a	  number	  of	  different	  horse	  riding	  disciplines,	  from	  trail	  riding,	  to	  dressage	  and	  cross	  
country	  etc.	  Many	  of	  these	  types	  of	  ac(vi(es	  are	  event	  based,	  meaning	  that	  people	  will	  travel	  
with	  their	  families	  to	  a\end	  and	  par(cipate	  in	  an	  event.	  It	  is	  important	  to	  offer	  a	  wide	  range	  of	  
accommoda(on	  op(ons	  for	  this	  market	  at	  different	  price	  points.	  They	  can	  also	  require	  
infrastructure	  to	  support	  their	  equipment	  e.g	  horse	  floats	  and	  also	  stables	  for	  their	  horses.	  They	  
are	  oNen	  members	  of	  clubs	  and	  can	  travel	  with	  families	  and	  friends.	  They	  access	  informa(on	  
about	  events	  through	  their	  clubs	  or	  associa(on	  websites	  e.g	  Dressage	  NSW.	  They	  share	  their	  
experiences	  on	  social	  media,	  mainly	  Facebook	  and	  Instagram.	  

Food	  and	  drink	   This	  market	  is	  across	  all	  demographics	  and	  they	  will	  be	  a\racted	  to	  a	  des(na(on	  if	  they	  know	  
they	  can	  access	  a	  good	  quality	  food	  and	  drink	  experience.	  If	  they	  are	  visi(ng	  a	  regional	  area	  they	  
want	  to	  experience	  local	  produce	  and	  are	  also	  keen	  to	  have	  a	  more	  immersive	  experience	  by	  
visi(ng	  local	  farmer’s	  markets	  or	  a	  local	  provedore.	  Providence	  of	  the	  produce	  is	  important	  to	  
this	  market	  and	  they	  like	  to	  meet	  the	  producers	  and	  understand	  the	  story	  behind	  the	  producer	  
and	  the	  product.	  If	  the	  experience	  is	  compelling	  enough	  they	  will	  share	  with	  their	  friends	  through	  
their	  own	  social	  media	  platorms.	  They	  will	  seek	  informa(on	  through	  sites	  such	  as	  TripAdvisor	  
and	  will	  be	  influenced	  by	  their	  friends	  and	  peer	  group.	  



Review  of  exis7ng  des7na7on  brands

Step	  1:	  Review	  the	  three	  exis,ng	  brands	  
• Great	  Lakes	  
• Manning	  Valley	  
• Gloucester	  

	  
The	  review’s	  goals	  were	  to	  establish:	  	  

• Level	  of	  awareness	  of	  each	  exis(ng	  brand	  in	  key	  source	  markets,	  i.e.	  Sydney	  and	  
Newcastle	  	  

• Brand	  architecture,	  including	  governance	  i.e	  how	  each	  brand	  is	  managed	  	  
• How	  the	  brand	  sits	  within	  the	  context	  of	  the	  MidCoast	  Council	  structure	  and	  

posi(oning	  of	  MidCoast	  as	  a	  des(na(on	  
	  
The	  Baseline	  Analysis	  examined	  the	  exis(ng	  three	  tourism	  brands	  from	  the	  perspec,ve	  of	  a	  
poten,al	  visitor.	  The	  DMP	  consulta(on	  process	  provided	  further	  insights	  into	  the	  marke(ng	  
of	  each	  des(na(on	  and	  the	  level	  of	  resources	  made	  available	  for	  each	  of	  the	  three	  
des(na(ons.	  	  
	  
These	  insights	  inform	  the	  brand	  architecture	  recommenda(ons	  and	  also	  provide	  the	  
founda(on	  for	  a	  number	  of	  ac(ons	  iden(fied	  in	  the	  DMP.	  
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Summary  of  the  findings  from  des7na7on  brand  review

Key	  findings	  of	  the	  review	  of	  exis,ng	  des,na,on	  brands	  included:	  
• Due	  to	  limited	  resources,	  there	  has	  been	  a	  lack	  of	  marke(ng	  for	  each	  of	  these	  des(na(ons	  into	  key	  source	  
markets	  

• There	  is	  low	  awareness	  of	  Manning	  Valley,	  Gloucester	  and	  Great	  Lakes	  as	  holiday	  or	  short	  break	  des(na(ons	  in	  
the	  market	  place	  -‐	  this	  is	  not	  about	  the	  region’s	  internal	  percep(on	  (for	  example,	  Manning	  Valley	  Naturally	  has	  
been	  very	  visible	  within	  the	  region)	  

• When	  comparing	  the	  three	  sub-‐regions	  of	  MCC	  with	  its	  immediate	  compe(tor	  des(na(ons	  (other	  North	  Coast	  
and	  South	  Coast	  regions,	  eg	  Sapphire	  Coast	  and	  Coffs	  Harbour),	  as	  a	  general	  rule	  none	  of	  the	  MCC	  des(na(ons	  
have	  iden(fied	  or	  executed	  their	  posi(oning	  well	  –	  for	  example,	  all	  three	  have	  adopted	  generic	  posi(oning,	  
which	  is	  not	  based	  on	  detailed	  visitor	  insights	  

• All	  the	  des(na(ons	  reviewed	  in	  the	  Baseline	  Analysis	  (including	  the	  compe(tor	  des(na(ons)	  showcase	  nature	  as	  
being	  their	  compe((ve	  advantage.	  However,	  even	  though	  each	  des(na(on	  can	  rightully	  claim	  nature,	  there	  is	  
very	  li\le	  to	  differen(ate	  one	  des(na(on	  from	  another	  

• The	  customer	  proposi(on	  for	  each	  des(na(on	  has	  been	  based	  on	  broad	  appeal	  across	  a	  number	  of	  audiences.	  
This	  has	  lead	  to	  a	  very	  generic	  and	  weak	  proposi(on.	  Coffs	  Harbour	  and	  Clarence	  Valley	  are	  the	  only	  two	  
des(na(ons	  that	  appear	  to	  have	  a	  specific	  market	  in	  mind.	  Coffs	  Harbour	  broadly	  appeals	  to	  the	  family	  market	  
and	  Clarence	  Valley	  is	  more	  focused	  on	  the	  ac(ve	  family	  market	  as	  opposed	  to	  the	  broader	  family	  market	  (or	  the	  
more	  tradi(onal	  beach	  holiday	  market).	  	  
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A	  very	  clear	  brand	  strategy	  and	  posi(oning	  provides	  the	  best	  opportunity	  to	  promote	  a	  des(na(on.	  This	  is	  even	  more	  
important	  when	  resources	  are	  limited.	  As	  a	  result,	  the	  architecture	  provides:	  	  
• A	  name	  that	  clearly	  locates	  the	  des,na,on	  and	  reinforces	  the	  region	  as	  one	  des(na(on	  (albeit	  offer	  diverse	  

opportuni(es)	  
• A	  posi,oning	  statement	  that	  differen,ates	  the	  des,na,on	  from	  other	  des(na(ons,	  including	  key	  compe(tors	  
• Signature	  experiences	  that	  deliver	  on	  the	  posi(oning	  and	  leverage	  the	  a\ributes	  of	  the	  region	  
• Ajributes	  or	  sub-‐geographical	  regions	  where	  these	  experiences	  are	  delivered	  in	  a	  visitor-‐centric	  context	  (ie	  sub-‐

regions	  make	  sense	  to	  visitors	  or	  poten(al	  visitors)	  

A	  cri(cal	  point	  is	  that	  the	  architecture	  outlined	  in	  the	  diagram	  that	  follows	  acknowledges	  that	  visitors	  or	  poten(al	  visitors	  
search	  for	  informa(on	  through	  either	  their	  interest	  in	  a	  specific	  loca(on	  or	  an	  experience	  or	  ac(vity.	  As	  a	  result,	  the	  
architecture	  provides	  an	  easy	  way	  for	  visitors	  to	  geographically	  locate	  the	  MidCoast	  region	  while	  enabling	  the	  stories	  of	  
the	  region	  to	  be	  brought	  to	  life	  within	  the	  experience	  framework.	  

Des7na7on  brand  architecture
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The	  brand	  architecture	  has	  been	  based	  on	  three	  principles:	  
	  
1.   Customer-‐focused	  –	  ensuring	  that	  the	  structure	  and	  names	  make	  sense	  to	  the	  visitor	  or	  poten(al	  visitor	  is	  

paramount.	  You	  know	  where	  you	  live	  but	  do	  the	  people	  in	  your	  source	  markets?	  Have	  you	  made	  it	  as	  easy	  as	  possible	  
for	  them	  to	  find	  you	  by	  an	  internet	  search	  or	  by	  prior	  geographic	  knowledge?	  Keep	  it	  simple	  to	  get	  the	  greatest	  cut-‐
through.	  

2.   Collabora,on	  –	  working	  together	  will	  strengthen	  the	  offer	  and	  enable	  MidCoast	  to	  more	  easily	  develop	  partnerships	  
beyond	  the	  region	  as	  a	  result	  of	  a	  single	  point	  of	  delivery	  (rather	  than	  across	  three	  separate,	  compe(ng	  des(na(on	  
brands).	  

3.   Compe,,ve	  advantage	  –	  given	  the	  highly	  compe((ve	  tourism	  market,	  par(cularly	  in	  rela(on	  to	  many	  surrounding	  
regions	  also	  iden(fying	  as	  nature-‐based	  des(na(ons,	  it	  is	  cri(cal	  that	  MidCoast	  is	  able	  to	  stand	  out	  from	  the	  crowd.	  

	  
In	  addi(on,	  it	  is	  important	  to	  consider	  the	  resourcing	  impact	  for	  managing	  and	  promo(ng	  the	  des(na(on.	  Managing	  
three	  des(na(on	  brands	  in	  the	  market	  place	  is	  expensive	  and	  would	  impact	  on	  resources	  –	  a	  collabora(ve	  approach	  will	  
deliver	  a	  more	  sustainable	  business	  model	  and	  enable	  more	  effec(ve	  sharing	  of	  resources.	  

Des7na7on  brand  architecture
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Des7na7on  brand  architecture

NSW	  Mid	  North	  
Coast	  	  

Nature’s	  Bounty	   Natural	  Adventure	  	   Celebra(ng	  
Culture	  on	  Country	  

Vibrant	  Country	  
Life	  	  

Contemporary	  
Coast	  	  

Blaze	  your	  own	  trail	  and	  revel	  in	  new	  possibili9es	  as	  energising	  as	  
our	  nature	  is	  breathtaking	  	  

Great	  Lakes	  &	  Coast	   Manning	  Valley	  Barrington	  Tops	  &	  Hinterland	  

Strategic	  
themes	  and	  
experiences	  

Content	  
should	  s(ll	  be	  
organised	  in	  
rela(on	  to	  the	  
exis(ng	  key	  
visitor	  hubs	  

The	  architecture	  should	  inform	  the	  
organisa,on	  of	  content	  and	  profile	  within	  
a	  NSW	  Mid	  North	  Coast	  tourism	  website	  

Beaches	  &	  Lakes	   Mountains	  &	  Hinterland	   Rivers	  &	  Valleys	  
Key	  natural	  a\ributes	  for	  
each	  of	  these	  visitor	  hubs	  

Two	  key	  ways	  that	  
visitors	  or	  poten(al	  
visitors	  search	  for	  
informa(on	  on	  
des(na(ons	  is	  either	  
through:	  
a. Experience	  offer;	  or	  
b. Loca(on	  

To	  achieve	  greatest	  cut	  through	  in	  terms	  of	  the	  
region’s	  geographical	  loca(on,	  it	  is	  recommended	  that	  
MCC	  adopt	  the	  des(na(on	  naming	  of	  NSW	  Mid	  North	  
Coast,	  which	  reinforces	  the	  MidCoast	  context	  of	  the	  
NSW’s	  north	  coast	  and	  dis(nguishes	  it	  from	  NSW’s	  
North	  Coast	  and	  Central	  Coast.	  The	  early	  adop(on	  of	  
this	  naming	  conven(on	  for	  tourism	  would	  provide	  a	  
compe((ve	  advantage	  in	  the	  market	  place.	  
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1.	  DEVELOP	  A	  DESTINATION	  BRAND	  STRATEGY	  &	  GUIDELINES	  	  
	  
Descrip,on	  
A	  very	  clear	  brand	  strategy	  and	  posi(oning	  provides	  the	  best	  opportunity	  to	  promote	  a	  
des(na(on.	  At	  the	  heart	  of	  the	  brand	  strategy	  is	  the	  des(na(on’s	  vision,	  which	  together	  with	  
the	  brand	  should	  guide	  strategic	  des(na(on	  planning	  and	  product	  and	  experience	  
development	  as	  well	  as	  providing	  consistency	  in	  communica(on	  and	  marke(ng	  ac(vi(es.	  
	  
Key	  ac9ons	  	  
1. Endorse	  the	  proposed	  des(na(on	  brand	  architecture	  and	  posi(oning	  outlined	  in	  the	  

DMP	  as	  well	  as	  the	  proposed	  naming	  conven(on	  for	  tourism:	  NSW	  Mid	  North	  Coast	  
2. Develop	  a	  Des(na(on	  Brand	  Strategy	  for	  MCC,	  which	  incorporates	  the	  vision	  for	  the	  

region’s	  visitor	  economy,	  its	  brand	  archetype,	  key	  target	  markets	  and	  posi(oning.	  It	  
should	  iden(fy	  the	  des(na(on’s	  brand	  values,	  emo(onal	  territory,	  a\ributes	  and	  
personality,	  which	  together	  will	  provide	  the	  framework	  for	  establishing	  the	  region’s	  
compe((ve	  advantage	  in	  the	  tourism	  market	  place	  

3. Develop	  Brand	  Guidelines	  to	  ensure	  consistency	  and	  achieve	  greater	  cut-‐through	  in	  the	  
market,	  including	  across	  copy,	  tone	  of	  voice	  and	  look	  and	  feel.	  This	  should	  also	  
incorporate	  a	  tag-‐line	  for	  the	  region,	  deliver	  a	  des(na(on	  logo	  for	  the	  NSW	  Mid	  North	  
Coast	  and	  provide	  examples	  of	  crea(ve	  expression	  

4. Encourage	  the	  con(nued	  use	  of	  Manning	  Valley	  Naturally	  industry-‐led	  branding	  for	  
produce	  by	  the	  agricultural	  sector	  (and	  poten(ally	  other	  businesses	  of	  the	  Greater	  Taree	  
City	  region)	  

Des7na7on  branding,  marke7ng  &  visitor  service  priori7es
Role	  of	  vision	  &	  branding	  

A	  brand	  is	  more	  than	  a	  logo	  –	  it	  sets	  the	  
strategic	  direc(on	  for	  the	  organisa(on	  or	  
des(na(on.	  A	  des(na(on	  brand	  should	  
appeal	  to	  your	  target	  markets	  and	  may	  
therefore	  be	  different	  to	  your	  community	  or	  
other	  industry	  sector	  brands.	  
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2.	  VISITOR	  RESEARCH	  &	  EVALUATION	  	  
	  
Descrip,on	  	  
In	  order	  to	  be\er	  understand	  who	  comes	  to	  the	  MidCoast	  region	  and	  why	  as	  well	  as	  determining	  the	  best	  measures	  of	  performance	  of	  the	  
region’s	  visitor	  economy,	  MCC	  should	  undertake	  further	  consumer	  research	  and	  develop	  a	  simple	  yet	  robust	  repor(ng	  dashboard.	  These	  
ac(ons	  would	  inform	  the	  development	  of	  the	  MCC	  five-‐year	  Marke(ng	  Plan,	  provide	  enhanced	  repor(ng	  to	  MANEX	  and	  the	  new	  MidCoast	  
Council	  and	  enable	  important	  insights	  for	  the	  MCC’s	  tourism	  industry.	  
	  
Key	  ac9ons	  	  
1. Undertake	  domes(c	  visitor	  research	  to	  iden(fy	  the	  primary	  audiences	  for	  MCC	  and	  the	  mo(va(ons,	  expecta(ons,	  barriers	  to	  travel	  

and	  preferred	  channels	  of	  communica(on	  to	  reach	  target	  markets.	  Consider	  the	  use	  of	  third-‐party	  profiling	  tools,	  such	  as	  the	  Roy	  
Morgan	  Helix	  Personas,	  which	  is	  a	  powerful	  consumer	  segmenta(on	  and	  data	  integra(on	  tool	  that	  combines	  sophis(cated	  
psychographic	  and	  behavioural	  data	  to	  classify	  the	  Australian	  popula(on	  into	  Community	  Groups	  and	  further	  break	  it	  down	  into	  
Persona	  Profiles	  using	  a	  combina(on	  of	  Roy	  Morgan	  Single	  Source	  data	  and	  other	  third	  party	  data	  sources	  	  

2. Con(nue	  to	  monitor	  interna(onal	  inbound	  sta(s(c	  provided	  by	  Tourism	  Research	  Australia	  (TRA)	  and	  interna(onal	  trends	  iden(fied	  
by	  global	  tourism	  research	  agencies	  such	  as	  SKIFT	  

3. Implement	  specific	  consumer	  research,	  such	  as	  a	  Brand	  Tracker,	  to	  monitor	  changes	  in	  awareness	  and	  appeal	  of	  the	  des(na(on	  and	  
inten(on	  to	  visit	  –	  this	  should	  be	  done	  as	  a	  high	  priority	  to	  establish	  a	  benchmark	  for	  measuring	  future	  performance	  

4. Create	  a	  simple	  yet	  robust	  and	  reliable	  dashboard	  to	  evaluate	  outcomes	  achieved	  by	  the	  visitor	  economy,	  including	  iden(fica(on	  of	  
appropriate	  key	  performance	  indicators	  (KPI)	  linked	  to	  MCC’s	  overall	  objec(ves	  or	  goals	  for	  tourism.	  For	  example,	  this	  should	  include	  
but	  not	  be	  limited	  to	  visitor	  numbers	  (by	  source	  markets)	  and	  direct	  annual	  contribu(on	  to	  the	  region’s	  visitor	  economy.	  Undertake	  
ini(al	  analysis	  to	  determine	  the	  baseline	  for	  repor(ng	  future	  performance	  against	  each	  KPI	  and	  to	  inform	  future	  marke(ng	  strategies	  
and	  tac(cs.	  Note:	  sources	  for	  data	  for	  these	  performance	  measures	  may	  include	  TRA,	  DesEnaEon	  NSW	  or	  other	  third-‐party	  sources

Des7na7on  branding,  marke7ng  &  visitor  service  priori7es
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3.	  DEVELOP	  A	  5-‐YEAR	  DESTINATION	  MARKETING	  PLAN	  	  
	  
Descrip,on	  	  
Prepare	  a	  five-‐year	  des(na(on	  Marke(ng	  Plan,	  which	  includes	  clear	  tac(cs	  targe(ng	  various	  visitor	  segments	  and	  is	  structured	  in	  
considera(on	  of	  the	  marke(ng	  models	  outlined	  in	  the	  DMP.	  It	  should	  also	  integrate	  measurable	  objec(ves	  and	  set	  targets	  for	  evalua(on	  
of	  outcomes.	  A	  key	  outcome	  will	  be	  to	  ini(ate	  a	  domes(c	  marke(ng	  campaign	  for	  the	  NSW	  Mid	  North	  Coast,	  with	  a	  clear	  and	  unifying	  
campaign	  idea	  that	  reinforces	  MCC’s	  des(na(on	  brand	  and	  builds	  awareness	  and	  appeal	  of	  the	  des(na(on.	  
	  
Key	  ac9ons	  	  
1. Commence	  discussions	  with	  Des(na(on	  North	  Coast	  (the	  new	  Network	  Des(na(on)	  and	  Des(na(on	  NSW	  on	  the	  ini(a(ve	  to	  develop	  

an	  MCC	  des(na(on	  Marke(ng	  Plan	  to	  ensure	  key	  partner	  considera(ons	  and	  opportuni(es	  are	  iden(fied	  	  
2. U(lising	  the	  customer	  journey,	  ‘Paid,	  Owned,	  Earned’	  and	  ‘Reach,	  Inspire,	  Engage	  &	  Connect’	  marke(ng	  models,	  iden(fy	  key	  ac(ons	  

to	  build	  awareness	  of	  and	  promote	  the	  region,	  including	  through	  PR	  (television,	  print	  and	  online	  media),	  travel	  media	  famils	  
(including	  special	  interest	  publica(ons)	  and	  influencers	  such	  as	  bloggers	  and	  vloggers	  

3. U(lise	  the	  des(na(on	  posi(oning	  and	  strategic	  themes	  to	  iden(fy	  exis(ng	  signature	  products	  and	  experiences	  that	  can	  be	  promoted	  
as	  lead	  products	  for	  the	  region	  	  

4. Undertake	  consulta(on	  with	  industry	  and	  key	  stakeholders	  to	  iden(fy	  opportuni(es	  and	  gaps	  and	  clarify	  roles	  and	  responsibili(es	  –	  
the	  implementa(on	  will	  require	  collabora(on	  between	  industry,	  MCC	  and	  partner	  organisa(ons	  

5. Develop	  a	  domes(c	  marke(ng	  campaign	  for	  the	  NSW	  Mid	  North	  Coast	  to	  provide	  a	  framework	  for	  consistency	  and	  to	  drive	  
promo(on	  of	  the	  region.	  Commence	  with	  a	  clear,	  unifying	  campaign	  idea,	  which	  should	  reinforce	  the	  MCC	  des(na(on	  brand,	  be	  
based	  on	  insights	  from	  the	  domes(c	  target	  markets	  (addressing	  mo(va(ons,	  barriers	  and/or	  expecta(ons)	  and	  be	  developed	  in	  
collabora(on	  with	  industry	  and	  regional	  partners	  

6. Build	  new	  partnerships	  and	  con(nue	  to	  strengthen	  and	  leverage	  exis(ng	  rela(onships	  such	  as	  the	  Barrington	  Tops	  Promo(on	  Group	  
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4.	  DEVELOP	  &	  IMPLEMENT	  A	  TACTICAL	  MARKETING	  COMMUNICATIONS	  PLAN	  
	  
Descrip,on	  	  
A	  high	  priority	  for	  MCC,	  in	  par(cular	  following	  the	  amalgama(on,	  is	  to	  develop	  and	  implement	  a	  tac(cal	  marke(ng	  communica(ons	  
plan.	  The	  purpose	  would	  be	  to	  provide	  con(nued	  promo(on	  of	  the	  region	  and	  engage	  key	  industry	  stakeholders,	  which	  will	  facilitate	  
‘quick	  wins’	  while	  a	  longer-‐term,	  strategic	  Marke(ng	  Plan	  is	  developed.	  
	  
Key	  ac9ons	  	  
1. Engage	  a	  public	  rela(ons	  (PR)	  agency	  to	  provide	  a	  tac(cal	  marke(ng	  communica(ons	  plan	  for	  more	  immediate	  promo(onal	  

ac(vi(es,	  including	  PR	  and	  digital	  marke(ng,	  and	  facilitate	  some	  ‘quick	  wins’	  for	  industry	  and	  key	  stakeholders.	  This	  may	  also	  
involve	  hos(ng	  travel	  media	  famils	  and	  broadcast	  television	  programs,	  such	  as	  Sydney	  Weekender,	  to	  con(nue	  raising	  
awareness	  of	  the	  NSW	  Mid	  North	  Coast	  

2. As	  part	  of	  this	  process,	  develop	  a	  12-‐month	  content	  calendar,	  incorpora(ng	  organised	  events	  (arts	  and	  culture,	  spor(ng,	  etc),	  
natural	  events,	  seasonal	  ac(vi(es,	  highlights	  or	  produce,	  etc	  –	  this	  process	  should	  inform	  and	  assist	  with	  the	  development	  of	  the	  
Content	  Strategy	  iden(fied	  in	  Priority	  5	  

3. Iden(fy	  local	  ambassadors	  who	  are	  accessible	  and	  can	  help	  to	  liN	  the	  percep(on	  of	  the	  region	  through	  the	  PR	  campaign,	  
including	  through	  social	  media	  platorms	  such	  as	  Facebook	  or	  Instagram	  –	  this	  could	  include	  local	  Aboriginal	  leaders,	  ar(sts,	  
ar(sans,	  farmers,	  wine-‐makers,	  restauranteurs,	  nature-‐lovers,	  local	  heroes	  or	  spor(ng	  iden((es	  	  
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5.	  DEVELOP	  A	  CONTENT	  STRATEGY	  &	  CREATE	  CONTENT	  FOR	  MULTI-‐CHANNEL	  DISTRIBUTION	  
	  
Descrip,on	  	  
In	  today’s	  compe((ve	  tourism	  marketplace,	  high-‐quality	  and	  up-‐to-‐date	  content	  is	  cri(cal	  to	  enhance	  des(na(on	  awareness	  and	  
appeal.	  It	  also	  encourages	  user-‐generated	  content	  and	  leverages	  marke(ng	  budgets	  by	  providing	  content	  that	  visitors	  (or	  poten(al	  
visitors)	  can	  share	  with	  their	  peer	  group.	  A	  key	  considera(on	  is	  the	  need	  to	  provide	  content	  for	  distribu(on	  through	  third-‐party	  and	  
partner	  organisa(ons,	  including	  Des(na(on	  NSW	  on	  the	  Visit	  NSW	  website	  and	  social	  media	  platorms.	  
	  
Key	  ac9ons	  	  
1. Develop	  an	  inspira(onal	  Content	  Strategy	  and	  create	  content	  for	  mul(-‐channel	  distribu(on	  (short	  videos,	  images	  and	  copy)	  –	  

this	  includes	  i(neraries,	  events,	  seasonal	  calendars,	  regional	  highlights	  (such	  as	  wildlife	  and	  natural	  events),	  signature	  
experiences	  and	  products	  and	  local	  ambassadors.	  Ensure	  content	  is	  developed	  for	  Search	  Engine	  Op(misa(on	  (SEO).	  	  

	  
Key	  elements	  include:	  
• Assess	  and	  priori(se	  gaps	  in	  exis(ng	  content	  assets,	  including	  images,	  video	  and	  copy.	  	  
• Determine	  the	  most	  appropriate	  channels	  for	  content	  distribu(on	  to	  reach	  target	  markets	  –	  this	  is	  par(cularly	  important	  in	  

rela(on	  to	  reaching	  nature	  and	  adventure-‐based	  travellers	  as	  well	  as	  those	  interested	  in	  more	  immersive	  cultural	  experiences,	  
spor(ng	  events	  or	  art	  exhibi(ons	  as	  well	  as	  for	  providing	  content	  to	  partners	  such	  as	  Des(na(on	  NSW	  

• Iden(fy	  local	  ambassadors	  who	  are	  accessible	  and	  can	  help	  to	  liN	  the	  percep(on	  of	  the	  region	  –	  this	  could	  include	  local	  
Aboriginal	  leaders,	  ar(sts,	  ar(sans,	  farmers,	  wine-‐makers,	  restauranteurs,	  experience	  providers,	  local	  heroes	  or	  spor(ng	  
iden((es.	  Local	  ambassadors	  are	  par(cularly	  effec(ve	  for	  social	  media	  platorms,	  media	  interviews	  or	  to	  host	  travel	  media	  
famils	  
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6.	  ENHANCE	  ONLINE	  AND	  DIGITAL	  PROMOTION	  
	  
Descrip,on	  	  
Enhance	  online	  and	  digital	  promo,on,	  in	  par(cular	  involving	  greater	  collabora(on	  across	  the	  region.	  This	  is	  a	  high	  priority,	  including	  
developing	  a	  new	  online	  structure	  and	  digital	  strategy,	  based	  on	  the	  visitor-‐facing	  posi(oning	  and	  des(na(on	  brand	  architecture	  
(refer	  to	  brand	  architecture	  above).	  This	  is	  cri(cal	  to	  provide	  the	  most	  contemporary	  and	  effec(ve	  platorm	  for	  promo(ng	  the	  NSW	  
Mid	  North	  Coast	  region	  and	  enable	  the	  staged	  integra(on	  of	  the	  former	  three	  local	  government	  areas	  (Gloucester	  Shire,	  Great	  Lakes	  
and	  Greater	  Taree	  City	  councils).	  The	  integra(on	  should	  be	  staged	  in	  a	  way	  to	  ensure	  that	  visitor	  informa(on	  channels	  are	  not	  
disrupted	  while	  a	  framework	  and	  digital	  strategy	  for	  MCC	  is	  developed.	  

Key	  ac9ons	  	  
1. Review	  current	  websites	  and	  digital	  platorms	  with	  regard	  to	  the	  online	  and	  digital	  presence	  and	  content	  of	  the	  region	  
2. Develop	  an	  overarching	  framework	  for	  MCC	  that	  integrates	  the	  tourism	  platorms	  of	  the	  previous	  three	  local	  government	  areas	  

amalgamated	  into	  MCC.	  This	  should	  enable	  the	  prepara(on	  of	  a	  Digital	  Strategy	  that	  provides	  clear	  guidance	  for	  the	  
priori(sa(on,	  development,	  promo(on	  and	  distribu(on	  of	  online	  and	  digital	  content	  and	  assets,	  including	  social	  media	  platorms	  

3. Implement	  the	  new	  online	  and	  digital	  presence	  in	  line	  with	  the	  recommended	  brand	  architecture	  and	  review	  Goggle	  Analy(cs	  
over	  a	  three-‐month	  period,	  including	  sevng	  Goggle	  analy(c	  goals,	  to	  find	  out	  who	  is	  searching	  and	  what	  for	  (for	  example,	  age,	  
gender,	  geographical	  loca(on).	  The	  outcomes	  of	  this	  review	  should	  be	  feed	  into	  the	  development	  of	  the	  brand	  strategy	  –	  
ongoing	  monitoring	  through	  Google	  Analy(cs,	  including	  performance	  of	  the	  region	  in	  rela(on	  to	  search	  engine	  op(misa(on	  
(SEO)	  should	  be	  undertaken	  
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7.	  FACILITATE	  CAPACITY	  BUILDING	  WITHIN	  INDUSTRY	  AND	  STRENGTHEN	  PARTNERSHIPS	  	  
	  
Descrip,on	  	  
Facilitate	  capacity	  building	  within	  industry	  and	  develop	  stronger	  networks	  to	  improve	  the	  percep(on	  and	  promo(on	  of	  produce,	  
products	  and	  experiences	  in	  the	  region.	  By	  ini(a(ng	  networking	  events	  and	  capacity	  building	  sessions	  or	  seminars,	  MCC	  can	  provide	  
forums	  that	  value-‐add	  to	  local	  businesses.	  There	  is	  also	  an	  opportunity	  to	  adopt	  a	  new	  approach	  to	  the	  engagement	  of	  the	  industry	  
and	  encourage	  greater	  par(cipa(on	  in	  co-‐op	  marke(ng	  campaigns.	  In	  addi(on,	  MCC	  should	  encourage	  experience	  development	  or	  
enhancement	  through	  packaging	  and	  bundling	  of	  products	  as	  well	  as	  the	  crea(on	  of	  mul(-‐day	  i(neraries,	  which	  can	  be	  promoted	  in	  
collabora(on	  with	  event	  organisers,	  spor(ng	  associa(ons	  or	  partner	  organisa(ons.	  	  

Key	  ac9ons	  	  
1. Ini(ate	  networking	  events	  and	  capacity	  building	  sessions	  or	  seminars	  for	  the	  tourism	  and	  hospitality	  industry	  within	  the	  region.	  

This	  should	  include	  product	  development	  workshops	  that	  encouraging	  the	  packaging	  and	  bundling	  of	  products	  and	  experiences,	  
involving	  accommoda(on,	  transport	  and/or	  tours	  as	  well	  as	  the	  development	  of	  mul(-‐day	  i(neraries.	  For	  example,	  nature-‐based	  
adventures	  in	  collabora(on	  with	  NPWS	  and	  private	  sector	  providers	  

2. Review	  the	  exis(ng	  structure	  of	  the	  tourism	  associa(ons	  or	  commi\ees	  of	  Gloucester	  Shire,	  Great	  Lakes	  and	  Greater	  Taree	  City	  
councils	  and	  develop	  an	  integrated	  and	  coordinated	  approach	  to	  industry	  engagement.	  The	  new	  approach	  should	  enable	  strategic	  
advice	  and	  input	  from	  key	  industry	  players,	  reinforce	  the	  new	  des(na(on	  brand,	  be	  structured	  around	  the	  key	  visitor	  nodes	  and	  
staged	  in	  subject	  to	  availability	  of	  resources.	  It	  should	  enable	  the	  industry	  to	  par(cipate	  in	  and	  contribute	  to	  marke(ng	  campaigns.	  

3. Foster	  par(cipa(on	  of	  local	  businesses	  in	  the	  NSW	  Tourism	  Awards	  	  
4. Develop	  a	  cross	  regional	  event,	  such	  as	  ‘Soil	  to	  the	  Sea’	  or	  ‘Produce,	  Plate	  and	  Drink’	  
5. Consider	  developing	  a	  partnership	  agreement	  with	  NPWS	  and	  FC	  to	  ar(culate	  key	  opportuni(es	  and	  benefits	  of	  collabora(on	  and	  

clarify	  roles	  and	  responsibili(es	  or	  involve	  them	  in	  the	  proposed	  new	  tourism	  associa(on	  for	  MCC	  
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8. DEVELOP	  A	  VISITOR	  SERVICES	  STRATEGY 	  

Descrip,on	  	  
Providing	  visitor	  services	  can	  be	  resource	  intensive	  and	  may	  not	  necessarily	  meet	  the	  needs	  or	  expecta(ons	  of	  visitors.	  However,	  
visitor	  services	  can	  also	  enhance	  the	  experience	  for	  visitors	  through	  high-‐quality	  informa(on	  and	  customer	  service.	  While	  the	  use	  of	  
visitor	  informa(on	  centres	  has	  generally	  been	  declining	  na(onally	  over	  the	  last	  decade,	  there	  is	  a	  new	  trend	  indica(ng	  that	  they	  can	  
become	  popular,	  par(cularly	  when	  linked	  to	  high-‐quality	  interpreta(on	  or	  genuine	  local	  knowledge.	  To	  ensure	  that	  MCC	  is	  delivering	  
high-‐quality	  visitor	  services,	  it	  is	  recommended	  that	  MCC	  undertake	  a	  review	  of	  the	  current	  visitor	  services	  across	  the	  region	  and	  
develop	  a	  visitor	  services	  strategy,	  which	  allocates	  resources	  to	  highest	  priority	  needs.	  This	  should	  adopt	  a	  mul(-‐channel,	  visitor-‐
centric	  approach	  to	  maximise	  the	  use	  of	  resources	  to	  achieve	  an	  increase	  in	  awareness	  and	  appeal	  of	  the	  des(na(on	  within	  target	  
markets.	  Ini(a(ves	  that	  can	  assist	  in	  sharing	  the	  cost	  of	  the	  delivering	  face-‐to-‐face	  visitor	  services	  with	  partner	  organisa(ons	  and/or	  
the	  private	  sector	  should	  also	  be	  considered.	  
	  
Key	  ac9ons	  	  
1. Review	  visitor	  services	  across	  the	  region,	  including	  loca(on	  of	  key	  visitor	  informa(on	  centres,	  volunteer-‐based	  services,	  online	  

and	  digital	  delivery	  of	  visitor	  informa(on	  and	  published	  collateral	  (eg	  visitor	  guides)	  as	  well	  as	  signage	  and	  interpreta(on	  sites	  
2. Develop	  a	  Visitor	  Services	  Strategy,	  which	  drives	  consistency	  in	  the	  levels	  of	  service	  and	  allocates	  resources	  to	  highest	  priority	  

needs.	  This	  should	  adopt	  a	  mul(-‐channel,	  visitor-‐centric	  approach	  to	  maximise	  the	  use	  of	  resources	  to	  achieve	  an	  increase	  in	  
awareness	  and	  appeal	  of	  the	  des(na(on	  within	  target	  markets.	  The	  strategy	  should	  strike	  the	  right	  balance	  between	  visitor	  
informa(on	  and	  promo(on	  of	  the	  region	  via	  online	  and	  offline	  channels	  as	  well	  as	  improving	  signage	  and	  interpreta(on	  

3. For	  visitor	  services	  staff,	  conduct	  informa(on	  sessions	  on	  the	  new	  brand	  strategy	  and	  marke(ng	  plan	  as	  well	  as	  providing	  a	  famil	  
involving	  visits	  and	  exposure	  to	  experiences,	  products	  or	  produce	  from	  all	  areas	  across	  the	  MidCoast	  region	  
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9.	  BUILD	  AWARENESS	  OF	  THE	  TOURISM	  POTENTIAL	  WITH	  LOCAL	  COMMUNITIES	  AND	  BUSINESSES	  
	  
Descrip,on	  	  
Given	  the	  recent	  amalgama(on	  between	  Gloucester	  Shire,	  Great	  Lakes	  and	  Greater	  Taree	  City	  councils	  as	  well	  as	  the	  
commencement	  of	  interna(onal	  flights	  into	  Newcastle	  Airport,	  it	  is	  important	  to	  raise	  awareness	  of	  the	  tourism	  poten(al	  within	  the	  
region	  and	  for	  day	  visitors	  from	  surrounding	  places	  such	  as	  Newcastle	  and	  broader	  Hunter	  region.	  This	  could	  be	  achieved	  through	  a	  
‘Discover	  Your	  Own	  Backyard’	  (DYOB)	  styled	  campaign,	  a	  primary	  purpose	  of	  which	  is	  to	  target	  local	  communi(es	  who	  are	  the	  hosts	  
and	  key	  decision	  makers	  with	  regard	  to	  the	  Visi(ng	  Friends	  and	  Rela(ves	  (VFR)	  market.	  The	  interna(onal	  and	  domes(c	  VFR	  markets	  
con(nue	  to	  strengthen	  while	  there	  is	  also	  increasing	  demand	  for	  share	  economy	  accommoda(on.	  As	  a	  result,	  there	  is	  an	  opportunity	  
to	  promote	  the	  region	  to	  local	  hosts	  or	  share	  economy	  accommoda(on	  providers	  and	  enhance	  advocacy	  of	  local	  ac(vi(es,	  tours	  and	  
produce,	  among	  other	  things.	  There	  are	  addi(onal	  benefits	  of	  a	  DYOB	  campaign	  for	  MCC,	  including	  fostering	  civic	  pride	  and	  building	  
loyalty	  within	  the	  communi(es	  of	  the	  region.	  It	  is	  recommended	  that	  MCC	  priori(se	  this	  campaign	  ahead	  of	  a	  domes(c	  marke(ng	  
campaign	  (outlined	  in	  Priority	  3	  above).	  
	  
Key	  ac9ons	  	  
1. Implement	  a	  Discover	  Your	  Own	  Backyard	  (DYOB)	  styled	  campaign	  –	  either	  by	  acquiring	  a	  three-‐year	  licence	  from	  Des(na(on	  

Melbourne	  (which	  ini(ally	  developed	  the	  DYOB	  program)	  or	  alterna(vely	  developing	  an	  in-‐house	  content	  strategy	  and	  regional/
local	  campaign	  to	  grow	  awareness	  of	  the	  region’s	  tourism,	  hospitality	  and	  events	  offer	  with	  residents	  and	  businesses,	  including	  
those	  based	  in	  Newcastle	  

2. As	  part	  of	  the	  implementa(on	  plan,	  u(lise	  local	  ambassadors	  for	  the	  campaign	  and	  incorporate	  regular	  updates	  on	  the	  MCC	  
website	  and	  social	  media	  platorms,	  provide	  local	  media	  PR	  ac(vity	  as	  well	  as	  an	  e-‐newsle\er	  to	  which	  local	  residents	  and	  
businesses	  can	  subscribe	  
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8. Appendices

Appendices	  to	  the	  DMP	  

1. DMP	  Ac(on	  Plan	  
2. Baseline	  Analysis 	  
3. Product	  &	  Experience	  Audit	  
4. Summary	  of	  Stakeholder	  Consulta(ons	  
5. Game-‐Changer	  Projects	  
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For  further  informa7on  or  any  inquiries  regarding  the  DMP,  please  contact:  
  
Ms  Sharon  Bul7tude  
Destination Management Coordinator
MidCoast  Council  
Email:  sharon.bultitude@midcoast.nsw.gov.au  
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