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Upper Lachlam, Yass Valley and Queanbeyan-FPalerang] for their interest and coaperationin this project

We would also like to acknowledge the representatives of stakeholder arganisations across the Tabletands region that
participated in the emgagement pracess representing government, business.and communityinterests, Thank you for your
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region’svisitor econamy over the next five years.
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Executive Summary

on Development Plan has been developed to

The Tablelands Destine
create a roadmap to guide the collaborative work of local, regional
and state tourism stakeholders to grow, develop and promate

the Tablelands region and its towns and villages as a distinct ne-

]

appealing and competitive tourism regionin NS\

The Tablelands' region comprises the five Local Government Areas.[LGAs) - Goulburn Muliwaree Council, Hititops Cauncill
Yass Valley Council, Upper Lachlan Shire Council and Queanbeyan-Palerang Regional Coumeil. DSHSW cammitted funding

to the project that was supported with funding from the LGAs.

The region has achieved incremental gre
with relatively limited resources [human and financiall, to grow their local visitor economies. All stakeholders agree, the
time is right to kick start a new way to think about how to further digvelep and sustainably graw the visitor ecenomy sciit
canbe better positioned as an appealing and emerging tourism regjon in NSW.

th over the past ten years.and each LGA has beeqnworking individually, some

The Tablelands Destination Development Plan 2020 to 2025 is an important autcome of comprehensive research, analysic
and stakeholder engagement processes.and has been prepareditaintegrate and leveragewith ather stakeholder
strategic plans across local, regional and statelterritory levels.

Tourism is currently estimated to contribute $539 million direct visitar expenditure to the Tatidelands visitor economy’.
Daytrips currently account for the bulk of visitors to the region. Inereasing direct visitor expenditure andlovernight
visitation are therefore important to growing the region's visitor-ecanemy, Collaboration is.the-key to emsure-each LGA.

has the op growth as part of the develloprment of the region.

Jortunity to achieve ec

tor Economy Ob

The region s currently not widelyacknowledged and promoted as & tourism region by government, industry, community
stakeholders and visitors. Priorities for the next five years focus orestablishing a sound collaborative delivery framework
totead andimptement the actions.of this Plan, as well as supperting the five LG&s andindustry stakeholders tafurthes
developtourism products, experiences and infrastructure 1o position the region as a distinct tousism region 1o growthe
Tablelands visitor econamy. Six strategic priorfities and asscciated actions have been established te guide the wark of

tourism stakeholders aver the next fiveyaars

Work collaboratively with local. regional and state tourism stakeholders to support the
1 Collabarate positioning of the region and its towns and villages as a distinet tourism region within New
South Wales
Support LG&s ta further develop tourism products andinfrastructure to increase the appeal
F Develop
andattractivesoss of the region andits towns and villages
3 Brand Create a clear brand identity and positioning story for the region
Create 8 J-year cooperative marketing campaign and reviewvisitar information s ce
4 Promote: COntent and delivery ACross the FEZION 10 eNSUre & CONSISLENt APEraschita the promation of
the region terkey visitor markets
Advocate the benefits of growing the visitor economy to local governments, industry and
5 Advocate
communities
Establishaset of consistent evaluation measares tertrack visitor economygrowth and
6 Evaluate
evaluste the implementation of the TDDP and D&Ps annually

Five experience platforms are proposed to driveandicoordinate tourismiproduct and experience developmeat across.
the Tabletands region over the next five years. It is proposed that experience traits be createdito link key tourism
productswith towns.andvillages allowing visitors to experience-and enjoy country life while encouraging visitor dispersal
across theregian.

Tableland
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Country Life The Tabtetands Destination Development Plan 2020 to 2025 will guide the region’s priorities over the next five years.

Create exparience trails to Link key andwill require caoperative-support from ather tourismistakeholders across local, regional and statelterritory
LOUTSM DrOCUCES With COUNEry LOWNS.
andlvillages allowing visitors ta engage X X § X
with country characters endand enjoy governments, towrism businesses, Destination Southerm New South Wales, Destination New South Wates and Visit

countrylife, local arts, artisans snd Canberraio develop asolid warking relationship to achieve the cutcomes prioritisediin this Plan,

levelste successfully implement the Plans'initiatives. Stakeholder engagement confirmed a commitment from locat

culture to encourage visitor disparsal
across the region

oy Cvents EPraduce”
Establish a eerarchy of Leverage the strength
tourism events [hallmark of the Conbrorra District
avents, destination evants, Wine Reglon, developing
APOrts Lourism events and Hillteps Wine Region,
wT:":;,s::;';:: reveonkor opons Regional Visitor Economy Vision:
anddevelop the region's Tablelands restaurants, pubs, cafes,
Experience P fepy ; - ot
’ Plztrorrhs dneries By 2025, the Tablelands will be recognised as a distinct
J0e
tourism region within NSW offering diverse attractions
and experiences to attract overnight and daytrip visitors
UV, Austration Horhage to explore the region year-round. The visitor economy
e S T e will be acknowledged as animportant contributor to the
distinct nature based experience the rich Australian N . . -
inckudngcrvet by, aatods ansopesingsnd social and economic fabric of the region.
camping and cycling contamporary way

Five LGA Destination Action Plans [DAPs| have been prepared that integrate with the prio
Destination Development Plan providing specific local level priorities snd associated act

ithes.of the Tabletands
ms-for each afthie LGAS ta

develop and grow their visitor economies.

The five LGAs have an important lead role in place-making and development of supportinginfrastructureiandfacilitiesito
make their towns and villages good places to live and visit. LGA busimess development suppartto new arid esisting private
investors and entrepreneurs is also critical to create an attr

“tiverinvestrnent environment forthe development of
tourism products and experiences that can drive increased overnight stays and visitation expenditure tatheir tocal areas.
The LGA Destination Action Plans provide-specific actions related ta.this objective.

This Plan is intended ta be a living, practical document and includestangble actions and caralyst opportunities 1o activate
the potential of the region to gain competitive advantage in the regionat tourism marketplace:. A shared annual review
process is also embedded to respond te the dynamic tourism entironment

Tablelands Destination Development Mlan2020
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1.0 Introduction

Destination Southern Ne

preparation of the Tablelands Destination Development

to 2025, and integrated local Destination Actions Pl

collaborative Regional Visitor Economy Ac

on Planning Frame

to guide the work of local, regional and state tourismistakeholders to
¢

's visitor econamy to 2025.

grow, d&“wi—?‘l()[) and promote the regior

T ntified as ome of seven priorities derived tthe Destination

nt Plact [DMP] 2008 to 2020.

he Tablelands Destination Developmen

Project’is

Southern New South Wales Regional Destination Managem

The Project involves Destination Southern New South Wales [DSHS®, Destination New SouthiWales [DNSW] and the five
Local Government Areas [LGAs] - Goulburn Mulwaree Council, Hilitaps Council, Yass Valley Courcit, Upger Lachian Shine
Council and Queanbeyan-Palerang Regional Council. DSNSW committed funding to the project.that wasisupported with

funding from the LGAs.

The aim of the project is to prepare a realistic, achievable and colkahorative Regional Visitor Economy Planaing
Framework that fosters learning. trust and rapport amongst stakehotders Lo create a roadmap towork collaboratively
Lo grow, develop and promote the regiomand its towns and villages as-a distinct new, appealing and competitive tourism
regionin NSW.

The region has achieved incremental grewth over the past tenyears.and each LGA has beemrworking individually, some
ee, the

with relatively limited resources [human and financiall, to grow their tocal visitor economies. &ll stakeholdersag

time is right to kick start a new way to think about how to further dexelop and sustainably growsthe visitor economy scit
can be better positioned as an appealing.and emerging tourism region in NSW.

comprehensive research, anakysis

The Tablelands Destination Development Plan 2020 to 2025 is an tmportant eutconme o

and stakeholder engagement processes, and has been preparedtointegrate and leveragewith ather stakehalder

strategic plans across local, regional and statelterritory levels.

Priorities for the next five years focus on establishing a sound callsborative delivery framewark to lead andlimplement:
the actions of this Plan, as well as sup
products, experiences and infrastructure to position the region as a gistinct tourism regiomto.gre
economy. Six strategic priorities and associated actions have beew established to guide thewark of tourisny stakeholdens
over the next five years

norting the five LGAs and industry stakeholders to further devetoptourism
F -] ¥ F
he Tabletands visitor

Tablelands Dastination Devalop

Work collaboratively with local. regional and state tourism stakeholders to support the
1 Collabarate positioning of the region and its towns and villages as a distinct tourism region within New
South Wales
Support LGAsto furthier develop tourism pr sandinfrastructuretaringrease the appeal
2 Devalog A a
andatiractiveness of the region and its towns. and o5
3 Brand Create a clear brand identity and positioning story for the region
Create a J-yesr cooperative marketing campaign and review visitor infarmation service
4 Promote content andidelivery across the region to.ensure a consistent approachito the prometion of
the region Lekey visitor markets
Advocate the benefits of growing the visitor economy to local governments, industry and
5 Advacate
communities
Establishaset of consistent evaluation measures to track visitor economy growth and
6 Evaluate -
evsluate the implementation of the TDDP and DPs annually

= Tablelands

Five LGA Destination &ction Plans [DAPs] have been prepared that integrate with th
Destination Development Plan providing specific local level priorities andassociated sctions for each of the EGAs to

developand grow their visitor econamies

The five LGAs have antmpor tant lead role in place-making and development of supporting infrastructure and facilities to
art to new and existing private

make their towns and villages goad places to live andvisit. LGA busimess development s

al torereate an attractive investment enviranm orthe development of

nvestors.and entrepreneurs is akso
teurism products and experiences that can drive increased overnight stays and visitation expenditure to their local areas
The LGA Destinatior Action Plans provide specific actions related to this objective.

The Tabtetands Diestination Development Plan 2020 to 2025 will guide the region's priorities over the next five years

andwillrequire cooperative suppart fromiather tourismistakehotders.across tocal, regional and statelterritory
levels to successfully implement the Plans’initiatives. Stakeholder engagement confirmed a commitment from local

goverriments, tourism businesses, Destination Scuthern New South Wales, Destination New South Wates and Visit

Canberra to develop asolid warking relationship to achieve the cutcomes prioritisedlin this Plan.
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Figure 1: Tablelands Regional Visitor Economy Action Planning Framew

NSW Statewide
Destinatiemn

Management Plan

DSNSW Regional
Destination
Management Plan

Tableland's
Destination
Development Plan

5x LGA
Destination
Action Plans

Planning for Riecc

¢ of Regional Tourism in Australia

This Ptan has been prepared inthe context of global, national, state, regional and local trends and issues. This
project commenced in November 2819 at the time whenregional Australia continued to be indrought and then
suffered severe bushfires over the summer period 201912020. From March 2020, the Australianvisitor economy was
thenseverely impacted by the Covid-19 global pandemic that stopped international andl domestic travel. A survey
wndertakenwith 1200 Austratians in March 2020 found aspiration to travel remains strongamong Australians with 43%
of Australians looking to travel. ©lder [55¢], more affluent, educated and socially engaged Australians are most likely
to be opentotravelling Domestic travel is the most likely to recover first - driven by this group with tocal being
king'.Im terms.of internationat travel, the: UNWTO advises ‘considering the unparalleted and fast-evolving mature of
the crisis, itis extremely chaltenging to estimate the impact of COVID-19 aninternational tourism..we don't know

>f this erisis. Co

whenwe will see the e rdinated and strongmitigation and recovery plans to-support the sector
can generate massive returns across the whole economy and jobs'. As suckh, this Plan has been prepared to provide
a framework to best position the Tabletands and its LGAs to growand develop following recovery andlin ahighly

dynamic tourismenvirenment.

The Tabtelands Destination Development Plan has been designed as aliving strategic document that has been
developedto:

Respond toimportant issues and opportunities that were identified in research and engagement processes
undertaken tainformthe devetopment of this Plan

Establish a shared vision withigovernment, business and community stakeholders for the futere of tourismacross
the region

Integrate recognised best practice strategies for the sustainable development, management and marketing of
the region

Encourage a productive and integrated working relationship between indusiry and government stakeholders,
guided by an appropriate collaborative management framework for on-going resourcing for collaborative
marketing and development activities ta hielpgrow the visitor economy across the reglon over the next five years

Determine impartant implementation priorities over the first year
Identify the rotes and responsibilities of tourism stakeholders in the implementation of the plan to 2625

Recognise therole of tocal governments leading the sustainable tourism growth and devetopment of their local
visitor ecanomies through the pravision of financial and human resources, and as the custodian and manager of

key assets, supporting facilities and amenities
Develop, grow and promate the range and quality of tourism product and experiences across the region

Ensure that tourismis recognised as animpor tant source of economic development by local governmentsand
the private sectar

Enable the industry acrossall parts.of the region to be sustainable and contribute positively to the tocal
cammunities and environment

Kdapt to changing conditions, issues and opporiunitiesas they arise

Incerporate amannual monitorimg and evaluationprocess.
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2.0 Integrated Planning Approach

The Tablelands Destination Development Project proposes a new and
integrated approach ta regional tourism planning in Wew South Wales
that is bottom-up, evidence-based and action orientated across local,
regional and state levels.

Acomprehensive strategic planning process was created to informiand guide the developmrient of a five-year Tabtelands.
Destination Development Plan [TDOP] and aligned LGA Destination Actions Plans [DAPs]. The process involved four
stages that were undertaken from Nowvember 2019 to June 2020 [see Tabte 1]. A Tablelands Froject Steering Committee,

rising a represent from DSNSW, DNSW and each of the{
guide and inform the planning process.

e [GAs, was establishedlat the outset of the praject to

:their local areas and

he Project adopts a ‘bottom-up approach’ that considers how LGS plan, manage and marke
stakeholder views about a vision for tourism and opportunities, and chaltenges for developarent.of theirvisitar
economies, Fromthis local levelunderstanding it is then possibleste-understand the regiomas awhole and identify
regional strategic priorities to best support the LGAs to come together as a collaborative teurismn region. The strategjc
approach used toinform the development of this Plan is depictedin Figure 2.

m-Up A

Given the potential of tourism ta cantribute to the sustainability of regional economies, governmentsaround the
world are encouraging the devetopment of bottom-up, locally designed and owned strategies-aimed at promoting
growth potential for local and regional economies, and tappinginto wnused potential withinrregional areas to

address sustainable development and human wellbeing. For tourism, new policies should therefore aim toincrease:
the competitiveness of the local region through improving qualityof the tourism experience and promating

innovation intourism services'.

fable 1 Tablelands

Timing

nfirm October 2019

S tination

lopment Strategic Plar

Consultation undertaken by DSNSW with Council General Managers and tourism staff
representingthe five LGAs, confirmed an understanding that collaboraticn is beneficial and
awillingness to work together and commit funds to contribute to the development of LGA

Destination Action Plans

Explore Project Steering Committee viewsfor aregional visionfor the visitor economy and

1 November 2019
about the mainopportunities sndichallenges te further develop and pe Tther
Prepare a comprehensive Tablelands Visitation Analysis Report of Tourism Research Australia
ITRAl findings for the Tablelands region to YE June 2013 including five-year trends, visitor
January to March profiles, source markets, visitor expenditure, visitor activities and comparison regions
wide:

2020 Undertake consumer perceptions research ta better understand short break travel behaviour
and views about the region as a tourism destination leurrent and potential visitars] in key
source regions le g. Sydney, regional NSW, ACT] and prepare a Report of Findings

Prepare  Situational Analysis Report that reviews backgraundinformation
Analyse relevant to the Tablelands.visitor econamyincluding local segional
strategies. plans.and reseaschrelevant to growing the visitor economy
Engagewiththe five Councits and their industry stakeholders.tohelp
determine & vision for tourism for their local area and identify impor tant
apportunitiesand challenges to sustainably grow tourism aver the nest

February toApril five years

2020

Engage withkeystate and regional & ers [o.g DSMSW, DRSW, Visit

Engage Canberraftoexpto the reg wosktogether to improve
visitor economy outcomes

n
Prepare a Stakeholder Engagement Reportoffindings
Avariety af engagement metheds wereused to engage diverse
stakehalder interests [see Appendis T}
Consider findings from the stages above to develop five individual
LGA draft Destination Action Plans [DAPs] that link Lo adraft regional
Tablelands Destination Development Plan [TDOP)
MaylJune 2020 Develop

Review by Project Steering Committee prior to presentation of Draft
Plans to Council and industry representatives for feedback prior to the
preparation of Final Plans

ment Plan

Tablelands Destination Daw
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-

J e . MERINO

...AFE

Sustainabie Regional Tounsm

Destination Management Framework
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3.0 Regional Vision

The following vision was. created from engagement with local

R T Goulburn Strategic Priority: Our Economy: Strategy
goverﬂm@ﬂt, |r]dUS1.r'jc‘ and communi LY stakeholders and will be Mulwaree To build and maintain sustainable communities while retaining ECZ Jointly develop apprepriate tourism
Yass Valley the region's natural beauty’ opportunities and promote the region as

used to guide the imptementation of the Tablelands Destin
Development Plan to 2025

Upper Lachlan

a destination

In 2030 the Hilltops s a thriving regiomofferinga relaxed

country festyte-and diverse ecomomy. We value.and

dly community spirit, peistine natueal

Objective: & thriving and diverse

Hilltops. environment, anddedep cultural hesitage here are strong economy foF Dusiness, taurismand
connectionsbetweenour commusity, environment, economy, inwestrment
infrastructure.and Council, making the Hillteps region avibrant
place to live, work and visit
Strategic Pillar 2: Cholce
e A place offering 8 wonderful lifestyle for families, a lifestyle P | g e
N - . o i - wi w -
Regjonal Visitor Economy Vision: ” eatedin large part by passive and ac! j of the P ¥
Palerang ) ) Palerang as atourism destination of
natural and built environment "
choice

By 2025, the Tablelands will be recognised as a distinct
tourism region within NSW offering diverse attractions
and experiences to attract overnight and daytrip visitors
to explore the region year-round. The visitor economy
will be acknowledged as an important contributor to the
social and economic fabric of the region.

ons 2025

Local Visitor Economy

Continue to support the development of catalyst infrastructure and facilities to stimulate new business

Goulburn

investment, attract sports tourism and vibrant cultural events Lo grow a year-round visitor economy and
Mulwaree Council

help position the Goulburn area as a great place to live, stay and explore the Tablelands region,

By 2025, Hilltopswitl be-recognised as aquality regionat food, wine and preduceregion olfering visitoes.
. opportunities to stay and experience its beautiful landscapes and authentic country experiences, The visitor
Hilltaps Couscil .
economyis alsorecogaisedby Council and commusity 45 an iIMpOEtant contributer to the wellbeing of the

CommuRity.

By 2025 Council, community and industry are united to ensure that tourism s a leading driver of the
Upper Lachlan

o sustainable development of the Upper Lachlan economy offering appealing products and experiences for
i unci

visitors to stop, stay and spendin the local area

By 2025 Council and industry will beworking cooperatively to-develop and positionthe Yass Valley as home
toithe Canbersa District Wine Regioneffering visitor s opportunities to stay and explore Tablelands"foad,
Yass Valley Councit

wine and drink, local artisans, distinct Australian heritage andculture, nature based tourism opportunities,

and country festivals and events.

Queanbeyan
Palerang Regional
Council

To be adesired short stay destination where our visitor economy connects our region, honours our heritage
and inspires a future of possibilities.

Goulburni-Mulw

YasuValieyand UpperLachlansharetive-same Community Vsionas identified in The Tablelands Regional Community
02006

Steategic Plan2ir

Tablelandcs Destination Developmeat Man2020 to
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4.0 Defining the region

The Tablelands is recognised in the Destination Southern New South
Wales Destination Management Plan [OMP] as & ‘sub-region’ of Southern
, Goulburn

New South Wales. The region comprises the five LGA are

Mulwaree Council, Hilltops Council, Yass Valley Council, Upper Lachlan
Shire Council and Queanbeyan-Palerang Regional Council.

The region includes the major towns of Croakwell, Goulburn, Queanbeyan, Yass, Young andla number of smaller towns and
villages [see Figure 3]

The region's proximity 1o population centres in Canberra and Sydney provide important oppertunities 1o position the
region and its towns and villages as a distinct tourism region in NS The towns of Goulburn and Yass lie omthe main
north-south road between Sydney and Ktelbourne and are important gateways for visitors.to stay and explore the regior
while Queanbeyan and Braidwood provide gateways for Canberrans.and wisitors coming to andlfromthe SouthiCoast of NSW
The region is, however, currently not widely acknowledged and prometed as a tourism regiign by stakehclders -
government, industry, community and visitors.

The cancept of “liveability - a great place-to live, work and invest”is.also identified as an impertant growtii opportunity
across the region’s LOAs, with people attracted Lo live in the regiion far a range of lifestyle and economic opportenities
that may have implications for further enhancing the region as a gaod place to visit. Contiriueditransportinfrastructure
development across the region is recogrised as important to servicing the regions’ growing populations: facifitating
improved visitor access and destinatian appeal. The developmert of ather community infrastructure and place -making
initiatives will also help to strengthen the character andliveabilityof the region for residents amd visitors.

Growing the region's appeal, as a place to live and visit will, howevet, require on-going infrastructure improvements as
identified in the respective Regional Ecomomic Development and [GA stravegies. Consideration of visitdrneedsin terms
of appealing tourism product and experience development and supporting infrastructure, amenities and services will
also be important

Figure 3: The Tablelands R
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22

The ACT Connection

Queanbeyan-Palerang, Yass Valley and parts of Upper Lachlan arehighly conmected to the AET and: this is likely to become

more significant into the future.

Queanbeyan-Palerang is located only Tkm from Canberra International &irport and acts asa regional centre for staves
government service delivery. The ACT Government promotes ‘Canberra plus 3 hours” as an econemic zomne of 800,00«
people that was highlighted as part of the ACT Government's busimess case to secure directinternational flights to

Canberra Airport. Significantly, 63% of people [about 18,500] that likein Queanbeyan-Palerangwork in the:XCT. Projec tions.
indicate a high rate of population growth for the Queanbeyan-Paterang region to 2036, with the populatiomincreasing by
more than 50 per cent toaround B6,200 people.

The Yass Valley areais also fast becominga dormitory area for Canberra and there are increased commuter flows from

Goulburn to Canberra that are predicted to become more significant into the future, The southern regionsof the Upper

Lachlan have also become dormitories for Canberraworkers,

Tablelands Local Government Areas
A brief snapshot of the five LGAs is presented below.

Table 3: LGA Descriptions and Visitor Economy Drivers

A5 Australia’s first
inland city, Goulburn's
rich madern services

® Goulburn isanimportant stopover point for visitors travelling by road land
raill between Sydney, Canberra and Melbourne

» Goulburn h d range of acc options for overnight visitors
including the recent development of new properties

outdoor experiences,

complement the city's & Council has invested in infrastructure and facilities development that help to
Goulburn heritage and natural make Goulburn 8 good place to live, Invest and visit [e.g. new Performing Arts
Mulwaree beauty. The city and Centre, refurbished Regional Art Gallery, Adventure Playground, Wollondilly
villages combine River Walking Track, Aguatic Centre Redevelopment, War Memaorial Museum]
jgenuine country warmth | m Council recognises the importance of taking alead role in the development
with easy access from and marketing of tourism for the Goulburn area
the Humae Highway. & Council is committed to growing a year-round calendar of cultural and sports
tourism events.
w Close proximityvorCanberra and the AustraliamCapital Ferritory.
Yass Valley has a proud . . .
w Canberra District Wine-Region that is positioned as one of the leading wine:
heritage, a modernand )
regionsin New Seuth Wales
well rencwned focd and )
= Yass Valley has a good range of accommodationioptions for dvermight visitors
Yass Valley wing scane, a thriving
including the reicent development of a new Frapertyin Murmumbateman
arts scene, boutique
» Council resourging support for tourism
shopping and abaindant . . .
w Private sector investment and passionate Local entrepreneans that have

recognised the-patestial.of the area

Tablelands Dastination Devalopment Plan 2020 to 2025

Table 3: LGA Descriptions and Visitor Economy Drivers

Named as the Shire
of Villages, the Upper = Well-established nature based tourism assets including Wombeyan Caves
Lachlan is dotted with and Lake Wyangala that attract recreational visitors
picturesque townships w The Argyle Innat Taralga, Laggan Pantry and Collector Wines have put Upper
alongthe Great Lachlan's country villages on the regional NSW Faod and Wine map
Dividing Range each u Distinct country events including the Collector Pumpkin Festival, Crockwell
0 s with their own stories. Potato Festival, Binda Picnic Races and Taralgs Rodeo create authentic
et Tha major townships. opportunities for visitors to take part in fun country expariences
of Gunning, Crockwell u Road infrastructure upgrades have resulted in townships being well
and Taralga offer the positioned as stopover destinations for visitors travelling between Goulburn
wisitor an excellent and Orange and Bathurst and Lithgow, Oberan and the Blue Mountains
base toexplore the s Strategic locations of Gunning on the Sydney to Melbourne corridor [Hume
countryside, caves and Highway] and Collector onthe Canberra to Sydney corridor [Federal Highwayl.
waterways.
The Hillzops Region
inctudes Young, Harden- = Proximityta Canberra, Western Spdney and theregional centres of Wagga
Murrumburraby, Jugiong ‘Waggmand Orange
G Boorows. It yINﬂS » Theareais f(‘ﬁ(:gm&el:‘f)l its Qudh!y andauthentic reg nal Dlndu((“ and
some of Australia's bautigue wineries.
finestfoodiand wine. » Youmgisknewn as the ‘Cherry Capital of Australia’
Theoughwide opear = The Cherry Festival is.a well-established event that attracts visitors and
Hilltops. countryandintimate creates awareness forthe region
valleys, our bowns sad » Council delivers.other authentic destination events that are linked to the
villages offer the visitor area’s herivage and culture [e.g. Irish Wioolfest, Kite Festival and Lambing Flat
heritage buildings, a Chinese Festival]
varied retailesperience | m Jugianghasatiractedprivate investors that have created a cluster of
for shoppingenthusiasts appealing qualityfood, wine, boutique shopping and accommadation
andthe warmthof experiences that hasput lugiong onthe road-tripper map.
country hospitaliy.
Heading east out of . . .
» Close proximity to Canberra and the Australian Capital Territory
Canberra, experience . .
) » Growing appeal of Braidwood as a gateway destination to the South Coast
the diversity of one
. = Part of the Canberra District Wine Region that is positioned as one of the
of New South Wales' 3
) ) leading wine regions in New South Wales
Queanbeyan- largest regional cities in b )
. = Council resourcing support for tourism
Palerang Queanbeyan - the city . .
= Passionate local entrepreneurs and artisans that have recognised the
that built Canberra and
: potential of the area
the rural and historic
; ® The significant NSW State Heritage asset of the township of Braidwood
wvillages of Bungendore P 5
B » The easy acess to unspoilt natural areas and National Parks.
and Braidwood.

Tablalands Destination Development Plan 2020 te 2025
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5.0 Growing the
regional visitor economy

Increasing direct visitor expenditure and overnight wisitationis
important to growing the region’s visitor economy.

Analysis of recent visitation data shows that tourism is currently esttmated to cantribute S53%million in direct visitor
expenditure to the Tablelands visitoreconomy’,

The industry directly employed an estimated 1910 people, with a further 784 indirect jobs created - accqunting for 2
combined 6% of the total workforce im the region®. Visitation to cafes.restaurants and beverage-services.dccount for
the highest portion of jobs generated [3%), followed by retail foodiand shepping [2%), and
Tablelands has an estimated 1,000 tourism businesses, many of which are SMEs - 70% of these hiave less than Semployees’
See Appendix £ for breakdown for each LGA.

ammodation (1], The

The Tablelands visitar economy is estimated to contribute $242 million of value added for tiie Tablelands region [5.1%of
$4.7 billion] ", This is slightly below tourism-eontribution to NSW Grass Value Added [GVA] [57%]",

Table 4: Estimated number of jobs (number and % of total v
and indirectly supported by

rkfarce] that are directly

Direct jobs in region” 1910 4%
Indirect jobsinregion 784 2
Total for region 2064 B

*This is in line with the average for NSW (7% total] "

Table 5: Estimated number of tourism businesses

Non-employing 465 43
1to 4 employees 333 £1]
5o employees an 2
20 or more employees 57 5

Total 1086 100

"TRA [2018] visitor regional expenditure data at LGA Prafiles
*As shown in econo INIER) - This datase

nmodel of the Tourism Satellive Account atthelocablevel,
e FTE employmant farthelourism sectan

resents National Economics microsh

@ value of tatal sales and value o, a5 well as snnusl estimates of empli
*TRA. [208] LGA profiles-Mumber of tourism businesses
by
State Tourism Sotellite Accounts 2017-18. Canberr

s measur
"DNSW.L
"DNSW. [2078]. Econamic C

neconomyid

Tablelands Dastination Devalopment Plan 2020 1o 2025

ytrips currently account for the bulk of wisitors to the region and there has been

incremental growthin overnight visitors

Tourism Re ch Australia visitation trends over the past five years show:

Domestic daytripwisitation represent 64% of visitation to the region and has increased 12% per year over the past 5
years, with 2.2 million day visitorsin 207819

Domestic overnight visitation represents 35% of visitationand has achievedincremental growth of 6% per year over the
past Syears, with 1.Umillionwisitors that spent 2.4 million visitor nightsin the area at an average of 2.2 nightsin 20819

Intermational visitation is very low and accounts for 20,000 visitors [1%] and 364,000 visitor nights, which are decreasing
[see Table 6]

Visitor expenditure by domestic overnight, day and international visitors.is also less than NSW
regional averages:

Domiestic day visitors to the Tabletands LGA's spend an average of 599 per trip, a littte lower than the average for
regional HSW [S118 per trip 2019]

Domestic overnight visitors spend anaverage of $127 per night, whichiis lower thanthe $159 per night estimated for
Regional NSW

Intermational visitors spent anavenage $42 per night, which is lower than Regional NSW at 570 per night.

Table 6: Wisitor Summary: 5 Year Average Domestic Overnig

Domestic Overnight

# of visitars ‘000 621 828 823 996 1,090 882
Lincrease-onyr 9% 23 T - [+ 6%
Nights 1576 2,100 1,836 25 2400 202
Avnight £3 25 &2 2z 2.2 23
Sample: K B2e k[:} 79 4o 354
Domestic Day

# of visitors 000 1,546 1196 1,509 1,608 213 16
LRincrease onyr nia 23T E6% s kL4 43
Samplesize” 185, 161 75 184 245

Intarnational Overnight l
# of visitors: & 16 Fal 2 20 20
Lchange omyesr n 30 i1 5% ™
Hights 458 353 432 275 oo k]
A night:stay 289 a6 203 7e 150 200
Samplesize™ e N " 121 1"

* R Cautianshould be givente these statisties givenlimited semplesizes

* Tourismisitation Analysis. Repect 2020

TablelandsDestination Developmeat Man2020 ta 2025
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6.0 Visitor Economy Objectives

IS Visitor ec

Based on the previc normy anatysis the following outlines

YE June 2016 YE June 2019

Domestic visitar nights 21m 4 40 3.4m
mestic day &3 ]
International visitor nights 16,000 20,000 23 =40 28,000

NSW Av. 2018 Difference
Dlarastic Shmarnight siend par reght 127 159 w -40 I 180
m ic day i & 1 ] i)
International overnight spend per night 4 70 40 40 I 60
able 9: Vi rec Ty Ubpe 4o’

ry Measures Benchmark 2018

28 sbielands Dastination Devalopment Plan 2020 Lo 2025
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7.0 Key Visitor Markets

The Tablelands current main visitor markets are shown in Table 1G:

m Families [27%] = Families [28%)
m 55 retired [22%) » 55 retired (27 » Youngnomads [39%]
Lifecycle )
= 45 workers [20%) = 45+ workers [16%) = Couples [38%)
= Young singles [18%] = Young singles [247%)
» Sociak [dining, VFR) m Social [dining, VFR)  Social & dining
Activities n Outdoosinature » Nature
w AcHur-sports rismeritage w Ettractioss:
® Sydne [3a1) = UKIEurope [42%)
yaney w Canberra (3a%) <
® SouthCoast [10%) = NZ [20%)
Source markets s Intraregion [26%)
= Victoria voz) = NthAmerica [143]
= Sydney e
= ACT (o) = Asia[19%)
u VFR
Purpase of Visit . NHA
= Haoliday [36%)

Key
Based onvisitation research findings and recommendations of the Tourism Research Australia ‘The Beach, Bush and
Beyond'repart™ on theregicnal dispersal for Australian tourists, the focus for Tablelands marketing initiatives should
be concentrated omthe following key visitor marketswith the intention of attracting repeat and new visitors and

encouraging them torstay and explore the region:

Domestic visitors from Sydney, ACT and Regional
WSW targeting family read trippersand affluent 45+
Kustralians

Young travellers - Traditional Market Gen ¥iZ
&ustralians and Internationats

Domestic visitors travelling between Melbourne and

Visiting Friends. and Relatives [VFR) Sydney targeting affluent 45+ Australians

Esfurther explained in Strategic Priority 3, a brand review and identity process should confirmwhich visitor markets
[geographic, demographic and psychographic| are best targeted to achieve effective growth over the next five years.

See Appendix Ifor adescription of persomas meost likely and least likeby to visit Australia’s region identified inthe
TRA report.

slia| 2019 The Boach anciBeyonc: Undiarsta Vol Austrabian Tousisty, Oct

Tablelands Destination Development Mlan2020ts
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8.0 Strategic Priorities

Priorities for the next five years focus on est
re delivery dea

Ll as supporting the five LGAs to further develop tourism

blishing a sound

nt the actions of

framework to

products, experiences and infrastructure to position the regionas a

distinct tourism regi the Tabtelands visitor economi.

Six strategic priorities and associsted actions have been establishedite guide the work of towurism stakeholders over the
next five years.

Work collaboratively with local, regional and state tourism stakeholders 1o support the
1 Collaborate pasitioning of the region and its towns and villages as a distinct tourism region within New

South Wales

LGAs to furthe slopourism products andinfrastructare to increase the appea

2 Develop

andattractiveness of the region andiits towns and villages
3 Brand Create a clear brand identity and positioning story for the region

» marketing campaign and

4 Promote content and ry #cross the r 10 ENSUNE 8 CONSIStent

the region to key visitor markets

Advacate the benefits of growing the visitor economy to local governments, industry and
5 Advocate ¥ ¥

communities

Establish a set of consistent ¢ of measures to track visitar economy growtk and
] Evaluate )

evaluate the implementation of the.THDP and DAPs annually

Priorities and associated ac y time frame.

s in this Plan have been assigned stakehotder responsibilitywithina prios

® IMMEDIATE within six months [by Drec 2020)
w HIGH within the first year [by July 2621]
® MEDIUM within two to three years.[by July 2023]

= LOW within the next four to five years [by July 2025]

The following pages explain these pricrities and identify associated actions to be implemented over the mext five yearstc
2025 to drive and grow the Tablelands visitor economy.

To ensure the effective implementation of this Ptan, itisimportant that the roles and re: bilities of Destinatien

pon

Southern New South Wales, the five local governments and other key tourism industry stakeholder organisations
are clearly understoodand communicated.

Itis recommended that:

» Destinaticn Southern New South Wates adwocates the Plans”endorsement with towrism stakeholdersacross
local, regional and stave levels, and coordinates resources toassist with implementation of key priofity strategies

and actions
The Tablelands Destination Development Project Steering Committee is responsible for implementing the
prioFities and actions.in this Plan over the next five years

Other key stakeholder organisations andagencies identified in this Plan as having & supporting role are
encouraged to provide on-gaing suppont to assist with the implementation of strategies over the next five years
e adoptionandinclusien of retevant actions into their own plans.and initiatives.

inaddition te
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Collaborate

Critical to the success of the delivery of this Plan will be the establishment of an agreed and reliable coltabarative delivery
framework across local, regional and statelterritory levels to further develop and promote the Tabletandsregion.

ollab:

the collaborative delivery arrangements could be facititated in the fourth year of implementation of the TDDF

Attachments to Reports — Page 20 of 35
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Table 1.

ves undertakento infor collaborativ

eventsand '\“r]f-x"a‘:: Init

dapproach

2015 Tablelands' Councils separate from Inland New South Wales Regional Tourism Organisation,
Tablelands' LGAs work cosperatively with consultants toidiavelop Canberra Region Tablelands. - People, Place,
Produce Brand Book, Following this brand work, a Canbeqia Region Tablelands websitewas-developediand islinked:
2016 onthe Visit Canberra website. A regional visitor guide was.atso-developed. Other cooperative marke!
include some collaboration at Consumer Shows and contributions 16 social media changels
NSW Local Government amalgamations take effect [ Tablelands™Councils become 5l
Australian Regional Tourism Network [ARTN] report on Local Gavernment Spend Report highlights large investment
2017 of regional and remote Councils in the operation of visitor information centres prompting the opportunity for review
of local spend.
2017 Destination Southern New South Wales is established as oneof six Destination Netwarks in NSW comprising eight
LGAs.
The Tablelands Desti Develop Project is identified as one of seven priority projects in the Destination
2018 Southern New 5outh Wales Regional Destination Management Plan 2018 10 2020. The DMP also identifies that greater
collaboration and partnership with the ACT was needed to leverage relationships in 8 coordinated and consistent way.
The DMP identifies three distinct sub-regions of Tablelands, Snowies and Coast.
The Canberra Region Tabletands Tourism Services and Structural Review identified aclear apportunity fior ‘an all of
2018 region approach’ to reduce duplication, improve efficiencies.for destination management activities and provide
the cpportunity 1o scale up destination marketing, research and industry developmeat acEivity Lo improve the
competitiveness of the region, subject to ‘the establishment of anappropriste model ta guide collaboration™,
2019 Meeting with Destination New South Wales to explore potential of regional collaboration for the Tablelands’ LGAs
2019 ATourism Partnership Framework for the Destination Southesn New South Wales Region and ACT is established
following extensive stakeholder engagement.
The Tablelands Destination Development Project was initiated by DSNSW to create a framework for the Tablelands
2019 LGAs to work collaboratively to further develop and promote the region and its towns and villages as a distinct new,
appealing and COMPatitive Lourism region in NSW.
"Agora Consulting [2099] Canberrs Rey smServices and Structusiak ReviewFinal Report
36 Tablelands Destination Development Plan 2

Researchand engagement activities undertaken toinformthis Planhave confirmed support for regional
collabioration and hightighted the following opportunities and chaltenges to working collaboratively to devetop and
prom the Tabtelands regian

Ifeach LGA continues to work individually, oy incremental growth in local visitor economies will accur at best

LGAs have already started to work collaboratively but need a strategic framewaork to guide collabaration moving
forward

Hilttops and Upper Lachlanrecognise that Yass Valley and Goulburn Mulwaree are more developed and have
greater resources for tourism lincluding accommodation] so coltaborationis important to encourage dispersal
totheir areas

Yass Valley and Goutburn Mulwaree recognise that Hilliops and Upper Lachtan provide different experiences that
camextend visitar length of stay and spemd

Triere is hesitationabout how Queanbeyan-Paterang fits geographically withina regional positioning framework

EachLGA currently has their own financial and human resources for taurism and events and creation of areg
willrequire consideration of resourcing to implement the directions of the Tablelands Destination Development
Plan

Thiere are shifting attitudes amongst Councils that are- beginning to recognise the value of tourismito locat econemies

Thereis goodinitiat support fram Destination New South Wales.and Visit Canberra to further developand
pasition the reglomn.

There is more wark to do to further develop infrastructure, town amenities.and tourism praductsand
experiences to enhance the visiter appeal of the-region

Thereis aneedtodeterminea streng brand positioningand story for the region based onits collective and distinct

experience stréngths and determine howlocal area marketing activities.and visitor information services bestalign

The development of adistinct tourismregion may help to teverage funding and support for key projects from
gewernment stakehotders across.different sectors [e.g tourism, arts, heritage, infrastructure)

The Industry Have Your Sayconfirmed that 69% of respondents IN=32] reallytiked the idea of regional

callaboration, there were fo participantswho dida't like thisidea,

The Role of Lacal Governments in Tourism in Developing

In Australia, local govesnments inremote and regional areas of ten lake greater responsibility for community economic
eutcomes and to improve their tourism competitiveness throughinnovative economic development strategies. ks a
consaquence of the need for destinations to act

ely compete at domestic and international levels, local governments
n developing regional areasoftenassume a strang leadership position within their communities as compared to more
popular andwell-established destinations™. Destimation Action Planning is used as a mechanism to guide the work of local
governmentstobetter coordinate local resources and engage with their local towrism industry and other stakeholders
to support the sustainable development of taurism.

ack: The Case-of BrokenHill, Australia,in procesdings of

stainataity

Tablalands Destination Davelopment Pan 2020
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MMEDIATE

MMEDIATE

IMMEDIATE

110

IMMEDIATE within six
HIGH with f

MEDIUM with
LOW within the ne;

& Group to provide advice to the TODP Steering

on of the TDDP.
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Develop

Priority 2: Support LGAs to further dewelop tourism products and
infrastructure to increase the appeal and attractivemess of the region
and its towns and villages

To compete effectively in a clutteredregional tourismlandscape willrequire on-geing devetopment of appealing and
contemporary tourism product and experiences across the Tablefands region. On-going infrastructure and facilities
development is also essential to improve the attractiveness and armenity of the region and its towns and villages for
residents and visitors.

There is, however, much more work meeded to further develop, cluster and promote tourfsm products andlexperience:
strengths acress the region. This willrequire the LGAs focusing omfurther development ofitfieir key experience strengths
and continuing to undertake place-making planning and develop public infrastructure and amenities to enhance the
appeal of their local towns and villages [for residents and visitorsl, They atso frave a role in encouraging and supporting:
appropriate private sector investment and development,

Current ‘herc experiences’ for the ‘Canterra Region Tablelands’ as.identified in the NSW Syatewide- DMP fiave been
identified as ‘'extensive and varied authemtic experiences on the doorstep of the nation's capital’ Realistically, the
Canberra District Wine Region can be considered as the only current draw card experiencerin region thatis strong
enoughin its own right to attract potential new and repeat visitors to the area. There is potential te better leverage
this experience strength to attract visitors to stay and explore the-region and link to the region's reputation for quality
food, produce and new distilleries and distinct natural experiencesincluding caves, waterways, campingand cycling
experiences.

The Tablelands offers significant opportunities to capitalise on ifs strategic location and aceess fo important visitor
markets from Sydney and Canberra. The towns of Goulburn and ¥ass that lie an the main north-south road between
Sydney and Melbourne are important gateways for visitors to stagandexplore the region. Bath destinatizns.offer a gead
range of affordable accommodation aptions, including some new.preperties. Braldwood alsahas the ability to capture:
visitors from Canberra traveling to and from the South Coast

Consumer perceptions research undertaken to inform this Plan idemtified that the Tablelands is.perceived as.a relaxirg,

interesting, family friendly destination for short breaks. The mostappeaking attractions and eéxperiences fior visitors relate

Lo its scenic countryside, country life towns and villages that provide-an escape from city lifie. This may bean advantage in
the short-term, given the health and economic consequences of tie Covid-19 global pandemic, with peaple seeking safe,
risk-free, authentic and affordable breaks from their urban Lifestyle. This was confirmed by research undertaken by the:
University of Queensland with 528 Australians that found participartswere keen to travel clase to hamewhen Covid-T9.
restrictions are lifted with coastal destinations the most popular; fellowed by country andlregional destiriations. Cities
were the least appealing destination for future travel, and half of thie travellers stated thegwould prefer to drive to their
destination™.

Furthermore, potential visitors seek a diversity of attractions and experiences when travelling far short Bireaks. Althcugh
each LGA across the Tablelands has different product and experiemce strengths, collectively tirere are opportunities.

1o Create strong integrated experience Clusters Lo attract visitors.to stay and explore the regicn. Creating experience
clusters or themes involves taking a helicopter perspective of the region to identify distimef.attractions and experiences.
interms of their accessibility, visitor appeal and ability to encourage visitor dispersal.

* htt gl Ineveslarticl look-d. -tourism-pest-covid-10-restrictions.

Tablelands Dastination Development Plan 2020 1o 2025

Five experience platforms are proposed to drive and coordinate tourismproduct and experience development across
the Tabletands regionover the next five years. Itis proposed that experience traits be createdito link key tourism
productswith country towns and villages allowing visitors to experience and enjoy country life whilst encouraging visitor
dispersal across the region. Thesealign withthe four experience pillarsidentified in the Destination Southern New South
Wales Regional DMP - Savour the Southern, Remarkable Journeys, Challenge Yourself in Nature, and Our Heritage Past.

Country Life

Create experiencs tralls to link key
TOUTIST PrOGUCES With COLNEry Lowns
and villages sllowing visitors Lo engage
with country characters and and enjoy
countrylife, local arts, artisans and
culture to encourage visitor dapersal

acrossthe region

Country Festivals
GEvents
Establisna hierarchy of
tourism events |hallmark
events, destination events,
SPOTLS LOUriSM events and
community events) across
the region 1o promote
and dovelop the ragion's Tablelands
suthentic country festivals -
andevents i Experience
Platforms
Nature & Outdoors Australian Heritage
INCrease awareness and Provice
activetion of the Tablelands” for vistors to engage end
distinct nature based axparionce the rich Australian
axperiances heritage story of the
including caves, waterways, Tablelands inan appesling and
camping and Cycling contemporary wey

The five LGAs have animportant lead role inplace-making and development of supportinginfrastructure and facilities to
make their ilkag es to live and visit. LGA busi SUPPOrt to new and existing private
investors.and entrepreneurs is.also critical to create an attractive investment environment for the development of tourism:
products and experiences that candrive increased overmight stays and visitation expenditure to theirlocal areas. The LGA
Destination Action Plans provide specific actions related to this objective.

Tablalands Destination Developmant Plan 2020 to 2025
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Research and engagement activities undertaken to inform this Plaridentified a number of opportunities.and
challenges for each of these experience themes:

= Foodand Wineis animportant towrism experience, particutarky for the Yass Valley amd Hilltops. Opportunities for
further development of agri-towrism and wine experiences.were identified for Upper Lachtan, and Queanbeyan:
Palerang. Goulburn Mulwaree also recognise the need to-strengthen their food andwine offerings.

The Tablelands already hosts a number of key Food and Wine festivals and events that.cetebrate local wine and
produce that can be further leveraged to position the regiom as an important food amd wine destinationin NSW

The Tablelands is fortunate to have established wine induskry associations that actively develop and promote the
region's food and wine products and events

Identifying and supporting regionalproducers to add tourisn ko their business plan magrepresent.an
opportunity to offer authentic agri-tourism experiences

The DNSW Statewide Wine Product Audit and Gap Analysis provides recommendations tainform thefuture
development of wine tourismin the Canberra District Wine:Begion and Hilltops Wine fegion

Other themes identified as providing opportunities for further development relate to: Heritage &-Culture; Nature
& Dutdoors lincluding cycle towrismd; Drives & Trails; and Festivats E-Events [includingsports sourism)

Promotion of local art and culture - e.g. artisans, handmade trades

Goulburn Mulwaree Council hasinvested in the development of a new Performing Arts.Centre andlrefurbishment
of the Regional Gallery that wilk help position Goulburn as.aculiturat bub in the regicm

There is opportunity to establish a national significant Heritage €entre in Braidwwod to offer artisamworkshops,
an'lost crafts’ and ancillary heitage tourism activities aroundresearch, education, museam conservation, evests
and accommodation development

There are some seasonality issues.associated with nature-traseditourism in cooler manths

Cycling tourism is recognised as providing growth opportunities.for Golburn Mulwaree, Queanbeyan-Palerang,
Upper Lachlan and Hilltops

DSNSW recognise the need to support the growth of everits and collate regional, themed and seasanal event
calendars to increase visitation and leverage Canberra's major events, highlighting seasonal opportenities

Attracting sports tourism is a key focus for Goulburn Mulwaree and Queanbeyan-Paterang

Long-term sustainability of events isimportant - volunteer fatigue, lack of accommodation can limit destinations
ability to attract major events and maintain community runegents

There is a need to continue to improve the quality and capacityof accommodation scross the regicm,

Effective tourism product and experience development requires consideration of a number af featuces.

oftenin combination including clustering, critical mass, accessibility and uniqueness, There s also a needito
provide a diversity of visitor products and activities to complement core visitor attractions including airange of
accommodation types to suit different visitor markets, vibrant.esents and festivals, nature-based expertiences,
recreational and leisure activities, guality food and beverage-experiences, and culturakand freritage experiences.
Support is also required to identify the gaps and opportunitiesto.encourage entreprengurs to establish quality amd
innovative tourism products,

2. Develop

21

Review tourism products and experiences across the region related to 4 experience
platforms [Country Life, Regional Food & Drink, Australian Heritage, and Nature and Outdoors)
tocreate a Tablelands Product and Experience Framework that establishes a hierarchy of
tourism products and experiences based on visitor appeal and cluster strengths.

HIGH

2.2

Baseden(indingsof the Tablelands Product and Expesience Frameworkreview, establish
experiencetrailsiroadiripsrelated to the fourexperience platforms [Country Life; Food, D
B Produce; AustralianHeritage; andNature and Outdoors] to package, promoteand cannect
experignces lincluding bockable productslite-drive-visitor dispersal across thereglon:

HIGH

23

Create a Toblelands Events Framework that establishes a hierarchy of tourism events [hallmark
events, destination events, Sports Lourism events and community events] across the region to
identify opportunities to develop new tourism events.

HIGH

24

Develop-a Tabletands Industry Mentoring Program that identifies the skills and trainingneeds
of tourismand event cpecators and provides.on-going support tokey operators wishing
togrowanddevelop their businessispecific tothe Tablelands” four experience platforms
[CountryLife; Food, Drink & Produce; Australian Heritage; and Nature and Outdoors),

2.5

Support LGAs to prepare Destination Event Strategies that establish ahierarchy of tourism
events [hallmark events, destination events, Sports tourism events, community events] 1o
identify strategies and ACtGRS 1O PrOCUNe aNd SUPPOFL LOUFISM BVENts LOINCrease visitation
expenditure across the year, attract event funding support, and to leverage public and private
sector investment for new event infrastructure and facilities relevant to each local area.

MEDIUM

26

Explore aregion-wide policy approach to supportthe regulation of short termiholiday letting
asawaytodiversifyrtourism accommedationofferings andigrow capacity.

MEDIURM

27

Prepare a Tablelands food, drink and Produce Growth Strategy that identifies strategiesto
further develop andconnect food, drink and produce experiences across the regionincluding
local art and culture [e.g. artisans, handmade trades).

MEDIUM

2.8

Prepane: a Tablelands Fourism Signage Strategythat considersin region andien route signage
andwayfinding that aligas with findings of the brand reviewand Marketing Coordination
Framework [Action 3.2] to.create new and distinc tive signage 1o encourage- dispersat and
promotethe diversity of experiences.across theregion.

MEDIUR

29

Investigate the development of a Tablelands Australian Heritage Cultural Experience Trail to
provide opportunities for visitors to engage and experience the rich Australian heritage story
of the Tablelands in an appesling and contemporary way.

MEDIUM

210

Support LGAS toideatify andleverage govesnment grant funding forinfrastructure and
tourismpraduct, experience and event development

ON-GOING

n

Support LGAs 1o assess and plan for potential environmental and economic risks related to
the local visitor economies thal ensures visitor safety and security is assessed andintegrated
into current and future Council plans and policies.

ON-GOING

)

y: Timing
IMMEDIATE within six months (by Dec 2020]
HIGH within the first year [by July 2021]

MEBIUM within two to three years (by July 2023]
LOW withir the next fowr to five years |by July 2025]

Tablalands Destination Davelopment Plan 2020
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Brand

Priority 3: Create a clear brand identity and positioning story for the region

ory for the region based on its collective and distinct
vices best atignto promate

There is a need to determine a strongbrand identity and
experience strengths and to determine haw LGA marketing activit md visitor infor
the region.

Research and engagement activities undertaken to infarm the develapment of this Plan hashighlighted the potential for
establishing the region as a distinct regionin NSW, Changing perceptions and growing awareness.of the regjon will require
determining a clear brandidentity and positioning story for the regiongiven there are a number of consumer facing
names that are used for the Tablelands region in NSW and the ACTiincluding:

NSW Southern Tablelands

Canberra Region Tablelands [Visit Cankerral

Canberra District

Canberra District Wine Region

Capital Country [previously used by Visit NSW).

Destination NSW have also proposed the need for a brand reviewfor the region, explainingithiat perceptians for the
region need to be shifted.

The need to develop a strong regiomak character was also identified as.a strategic priority aspart of the development of
the Destination Southern NSW Tourism Partnership Program with:the ACT in 2019. The goalisto-develop ‘gishared re gianal
narrative’ that describes the region, its features and value proposition, ensuring the narrative is based o sound market
research and customer feedback when determining the use of terms, names and descriptions.amd is respomsive to market
demand. In addition this priority seeks 1o capatilise on internatiomal visitors and those visitimg friends and relatives by
ensuring that packages hubbing inand out of Canberra are marketed effectively.

The five LOAs worked cooperatively in 2816 to create a unified regionallbrand to assist the LG#s and tourismindustry tor
communicate consistently to target audiences about the experignces the region has to offer: Time project adopted the
regional brand positioning - ‘Canberra Regien Tablelands', The People, Place, Produce Bramd Book was the:key output:
from this work, Given this brand positioning work is now four years old it should be reviewed as part of any proposed
brand review, including consideration of the regional positioning Canberra Region Tablelamds..

A brand review process should also consider the LGA sub-regionidentities under any propesed umbrella regional
positioning,

s Goulburn Australia - ‘right now in Soulburn®

Queanbeyan, Palerang & Braidwood - “take time to wander’

Crookwell Gunning - Taralga - "so close but a world away”

Yass Valley NSW Australia - ‘the bestof the Canberra region’

HILLTOPS, Boorowa, Harden, Young, Jugiong

Consumer perceptions researchundertaken to inform this Planidentified:

Confusion about regional brandidentity - NSW Seuthern Tablelands, Capital Country, Canberra District Wine

Region were allidentified

7% of participants had heard of the NSW Southern Tablelands

Thie-name that was identified as best identifying the regianis NSW Southern Tablelands [55%)
Thereis high awareness of the Tablelands towns and viltages for participants iving in the ACT
Thereislow awareness for LoA.sub-region names, particularly Hilkiops and Upper Lachlan
There is work to-do to differentiate the region from the Southern Hightands

40% of participants indicated there are better places to visit’ - so there iswork to do

Themost appealing attractions and experiences of visitors to the NSW Sowuthern Tablelands related to its scenic
countryside, country life, towns and villages that provide an escape from city life

The Tablelands regionis perceived as.a retaxing, interesting, family-friendly destimation
Price of accommodatian is: most important indeciding on a destination as well as quality and range:
Wisitors seek a range of attractions, local food sndproduce:, quality of restaurants and cafes, shopping, VEER

Emjoying Food E-Wine ratesin the middle — so part of the mix

There isstrong preference for coastal destinations highlighting the need for devetopment and promation of

appealing product and experiences to attract visitors to country areas
Although sumener ismain travel time, peopte also travelin spring and autumn, but not winter

People from Sydney, ACT and Regional NSW will travel 2 to 4 hoursfor a short break which is a good/fit for the
geographic location of the Tablelands

Events, sports, arts, adventure nat currently key mativators for potential visiters to travel.

Tablel ands Dastination Dew 02010 2025

Tablelands Destination Development Mlan 202016 2025
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Other research and engagement activities undertaken to infesm this Plan identified a number of opportunities and
challenges to inform a brand identity and positioning story for the-reglon:

The region, and its LGAs, currently have low visitor awareness and appeal

Visitors don't visit LGAS or recognise LGA borders [consider tourism marketing vs LGEmarketing]

Food, wine, drink and produce is akey opportunity for the region

There is an opportunity to bring destination silos together, like Orange 360 and Mudigee, to be eut there
marketing as a destination

There is greater opportunity to compete as a region than as adestination

Make the region the destination with sub-destinations

It's impertant to retain local identity & positioning for locallareas as they do offer something different

Hilltops, Yass & Upper Lachlan are-on the same page in terms.of experiences and marketing and thishas
developed organically and collaborate at consumer shows: with good success

Queanbeyan-Palerang & Goulburn Mulwaree may have different.directions, e.g. Goukburn - sports fowrism, gocd
place to live and invest

wisitors to find Tabtelands

Tablelands ‘People, Place, Froduee’ needs some more thinkimg and it's difficult
website

There is a need to consider how far apart LGAs are geographically and how this affects potential product offering,
marketing and packaging with sub-destinations.

3

of the Canberra Region

Engage tourism mar ng toundertake abrand
People, Place, Produce Brand Book and current regional brandidentities to develop a
Tablelands Brand Identity Strategy to determine a single brandidentitylstory and associated
crealive concepts to best position and promote the region and its towns and villages to key
visitor markets.

IMMEDIATE

32

Establish a Tablelands Marke CoordinaticnEramewark that determines & cloar brand

architecture for the regionthat explains the cannections.between the region. its LGAs

andtowns andivillages, wine regions, andrales and respos s.of stakeholders inthe

promationof the region terkey visitar markets.

Ebased smoutcomes.af Action 1,11

IMMEDIATE

33

Develop a Tablelands Brand Style Guide and Marketing Tocl Kit for the region and deliver
WOrkshops with LGA tourism and events staff and industry Sperators to explain the brand
identity, creative concepts and Marketing Coordination Framework Lo ensure consistent
messaging, imagery and promational activities across the region that link with LGA marketing

activities,

HIGH

Tablelands Destination Development Pan

KG"_.' Tirmir 18

= IMMEDIATE within six months by Dec 2820]
® HIGHwithin the first
L]
L]

pear [by July 2021]

MEBIUM withir two Lo three years by July 2023]
LOW within the next four ta five years lby July 2025)

Tablelancs Destnat-on Dews
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Promote
Priority 4: Create a 3-year cooperative marketing campaign and review

4. Promote

visitor information service content and delivery across the region to Based onfindings of the brandidentity process [Action 1) prepare a 3-year Tablelands

B . B 41 Cooperative Marketing Plan that identifies cooperative marketing campaign and promational HIGH
ensure a consistent approach to the promotion of the region to key activties [ex-region andin-region, budgets, and responsibilities to promate the region.
visitor markets. Reviewcurcent 1O event calendars o createa Tablelancs Regional Events Calendar using

42 ahieranchy of tourismevents [hallmank events, destination events, sponts tourism meents, HIGH
N § . community events] to pramate festivals snd events acrosstheregion [seealsa Action2. 3],
Each of the Tablelands' Councils undertakes significant effort andinvests considerable resaorces to coondinate their awn
destination marketing initiatives and visitor information services within their budgets and staff resourcesto-promote thein Based on findings of the brand review [Action 3.1] create astand-alone Tablelands website
local areas. 43 and other consumer channels for the region that can also be linked to Visit Canberra and LGA HIGH
websites
It is estimated that the five LGAs currently contribute around 53 millian to grow their local visitor economies.through
the delivery of similar services:visitor information services; product devetopment and research; marketing; festivals.and Review [GAwebsites, online channels andvisitor informationcollaterakto ensure the
event; and industry development and partnerships. LGA marketirg activities are mainly focused an operation of Visitor Tablelands brandidentityand experience pillacs are linkeditheough content and imagery
Information Centres, content updates-af BGA tourism websites, preparation and ad-sales of visitar guides, social media, b toensure-aconsistent approach to casmmunications, prometional messaging andvisitor e
andin-house brochure preduction distributed through Visitor Infarmation €entres with limited strategic marketing informationacross thewregion.
campaign activity. The LGAs do not currently prepare a dedicatedifMarketing Strategy or Plamte coordinate their
marketing efforts. Some LGA staff are also highly engaged in event.management and coordimation activities.far events Work with DNSW and VC to create new dedicated Tablelands pages on Visit NSW and Visit
that drive destination awareness and visitation. 45 Canberra websites based on the brand review to highlight key experience themes and trails HIGH
and ensure content use of imagery that is reviewed and updated regularly.
This suggests that there are opportunities to create synergies, amdlavoid duplication, in the:developmerit.of promotianal
lex-region] and visitor infermation colkateral [in-region] as part of acensistent regional brane story and cooperative 46 Reviewvisitor infarmation service delivery acsossthe region tarinform a coordinated MEDILIR
campaign. approach,
Each LGA also has it own approach to delivery of visitor informatigmservices e e e e
47 international visitor markets [ex-Canberra and Sydney] including the development of focused MEDIUM
It is estimated that operation of Visitor Centres accounts for $1.4-million across the five LG&s. Visitation tathe VICs has, RERGIOFiSs Of IEATRMNORM reaCy PROCCLS Mg SRILCTVE SupOrisnON.
however, declined 15% in the period 2013/%4 to 2017118, whilst website- usage increased by 9T dnd soclat mediaincreased
significantly [e.g. Facebook *538%]". A review of local government.spend on tourism undertaken by the Austratian Regicnal
Tourism Network in 2016 found that 35% of lacal government spesdingeon tourism was on aperating Visitor Infermation
Centres™ In contrast, 45% of the five Tablelands LGAs' budget is altacated to the operationaFWICs". A comprehensive: Kese: Timi ng
visitor information services review across the region would also help-to ascertain commaon goals.and deliverystrategies. # e
® IMMEDIATE within six months by Dee 2620
There is also work to do to better align Destination New South Wales snd \dsit Canberra consumer chanmels ta = HIGHwithin the first year [by July 2021]
communicate a consistent Tablelands brand story. » MEBIUM withier two to three years (by July 2023]
» LOW within the next four ta five years by July 2025]
* Agora Consulting 12019)  Tablelands Tourism Services and Structucal Review Final Report
* DBM Consultams [2017) Local Government Spend on Tourism: The Contribution eflocal Government to the Australian Tourism Indisstry; January.
48 Tablelands Destination Devalopment Plan 2020 to 2025 Tablalands Destination Development Plan 2020:to 2025 49
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Advocate
Priority 5: Advocate the benefits of growing the visiter econamy to
local governments, industry and communities

Advocating the potential of tourism isimpartant to increase awareness.and support of local governments, focal industry
operators and their communities to grow.their local economi e ity ing

Tourism has not traditicnally been a prierity industry sector for the-Tabtelands. Stakeholder emgagementundertaken
to inform this project highlighted that there are shifting attitudes amongst Councils that arebeginning tarecognise the:
value and potential of tourism to grow lecal economies and enhange community wellbeing.Furthermaore;, many local

communities don't currently recognise the benefits of tourism,

Given the visitor economy across the region comprises many small businesses, many operators dos’t have the time, or

an understanding of the dynamics of regional tourism to engage iminitiatives to grow and dayelop the sector. This has
meant industry engagement is oftendifficult for local governmenmts that.are oftenleft to getonwith thejobr-afleading
tourism development and marketing. Effective industry engagement and development is, however, critical to supportand
encourage existing operators to be sastainable and grow. It will beceritical to drive the positioning of the Tabitelamds as a

distinct region in NSW.

There Is also a need to support LGA Tourism Managers to advancetheir strategic knowledge:of the dynamiics of regiomal
tourism and leadership capacity, so they are well equipped to effectively engage with their Councils, industry and
communities.

51

Establish a Tablelands Professional Development Program that provides professional
development apportunities for LGA Tourism Managers 1o advance their strategic tourism

knowledge andleadership capacity - e.g strategic land-use planning, crisis management
planning & recovery, tourism research, event planning and evaluation, strategic marketing,
industry development,

ON-GOING

5.2

re.and

Develop aFabletands Destination Development Awareness Program Fae Caune
relevant Council staff toadvocate theimpos tance of tausismias part of Councit physical and
community infrastructure planning and development, to sttract qualitytourismand hospitality

ineestment and provide exceptional experiences for visitors andresidents

MEDIUR

53

Create a Tablelands VFR Program that educates and informs the community about the
significance of tourism for their Local areas, enhances their pride and highlights key
experiences to attract their family and friends to visit.

MEDIUM

54

Identifyandpromate opportunitiestor tourism industry operators to-engage imtourism
sm.awards]

eapacitybuitdinginitiatives [e.g tourism forums, networking events

Key: Timing

= IMMEDIATE within six months lby Dec 2020]

m HIGHwithin the: first year [By July 2021]

w MEBIUM within two tothree years (by July 2023

» LOWwithin the next four ta five years fby July 2025]

Tablelands Destination Development Plan
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Evaluate 6. Evaluate
Priority 6: Establish a set of consistent evaluation measures to track

visitor economy growth and evaluate the implementation of the TDDP g1 | Advocstethattho Tablelandsis establshad asarogionwithin the NSW TRA visitation dota o
: collaction.
and DAPs annually
Engage specialist tourismresearchconsultants to prepare a Tabletands Visitor Econamy
6.2 Performance Report thiat monitors anmual tourlsmvisitationacross tharegion, tsack annual HIGH
Findings from the research and engagement processes undertakemtedevelop this Plan ideritified the needito establish wisitationper formance and visitor economy objectives established in this plan
clear evaluation measures to better umderstand the value of tourism and events to tocal ecanomies and fiow they
contribute to community wellbeing, This was considered importantto understand the retugn onlocal gavernment 63 Establisha set of measures to evaluate performance of cooperative marketing campaigns to e
investment in tourism and importance of on-going stakeholder support to grow local visitoreconomies. ’ ensure these provide effective results and to inform future campaign development.
Although some LGAs have established measures to monitor marketingand event performance there is afieed to EstablishiaTablelands Event Evaluation Programia consistently measure attendance, visitor
develop consistent and rebust evaluation methods to monitor visitation, consumer perceptions, marketing.and event 6.4 profiles, satisfaction, and economic outcomes for hallmark and key destination events across MEDILRA
performance across the region. This was also considered something that individual LGAs didimot have expertise to do theregion [see also Actions 2. 3and 2.5
locally. It was also identified that there are new consumer data technologies emerging andlbeing adopted by locat and
—_ -redi I By carT Eat o Establish a consistent approach 10 evaluste the delivery of visitor information services across
state governments [e.g. monitoring consumer credit transactions.such as the Westpac Tourism Meonitor] ehiat. coutd be
ey 6.3 the region annually including visitor use of VICs, digital services, retail and referral services to MEDIUM
used to gain further insights into consumer travel patterns and behavior.
infarm a visitor information service delivery review [see Action 4.6].
The Visitation Analysis Report and Consumer Perceptions Researchiundertaken to gather evidence to infiosm this praject
) . . Engage specialist tourism researchrconsultant s to undertake Consumer perceptions research .
were very well supported by the LGAs, highlighting the need to comtinue this research intarthe future to masitor visitation 6.6 ; Low
. " in key visitr markets Lo manitor brand and awareness of the Tablefandsregion
trends and consumer perceptions of the region.
67 Engage specialist tourism research consultants to establish a tool or dashboard to evaluate e
: community supportisentiment for tourismacross the region.
Key: Timing
= IMMEDIATE within six months by Dec 2820]
w HIGHwithin the first year [by July 2021]
= MEDIUM within two tothree years (By July 2023
u LOW within the next four ta five years iby July 2025

TablelancsDestination Development Man2020 to

§2  Tablelands Dastination Devalopment Plan
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9.0 Action Plan Summary

Determine resource support

Present TDDP to DSNSW Board

Expand TDDP Project Steering Committee toinclude Visit Canberra

Present the TDOP and DiPs.to DNSW

Present the TDDP and DAPs to Visit Canberra

Present the TDDP and DAPs ta the 5 LGA Councils and executive-staff

17

Establish a Tablelands LGA Coordination Agreament with the five LGAs

Facilitate monthly meetings with the TDDP

Engage tourism marketing consultants to develop a Tablelands Brand identity Strategy

Establish a Tablelands Marketing Coordination Framework

21 Review tourism products and experiences across the regionrelated to 4 experience platforms
2.2 Establish experience trails related 1o the four experience platforms
23 Create a Tablelands Events Framework that establishes a hierarchy of tourism events
24 Develop a Tablelands Industry Mentoring Program
L | Develop a Tablelands Brand Style Guide and Marketing Tool Kit
41 Prepare a 3-year Tablelands Cooperative Marketing Plam
4.2 Create a Tablelands Regional Everts Calendar
4.3 Create a stand-alone Tabletands website and other consumies channels
44 Review LGA websites, online channels and visitor information collateral
4.5 Create new dedicated Tabletands pages on Visit NSW andilisit €anberra websites
6.1 Advocate that the Tablelands is established as a region within the NSW TRA visitation data collection.
6.2 Engage specislist tourismresearch consultants to monitors annual tourism visitation
54 Tablelands Destination Development Plan

2.5 Support LGAs to prepare Destination Event Strategies

26 Explore aregicnwide policy approschito short termholiday letting

27 Prepare a Tablelands Food, Drink and Produce Growth Strategy |
2.8 Erepare a Tablelands Fourism Signage Strategy

29 Investigate the development of a Tablelands Australian Heritage Cultural Experience Trail ‘
46 Review visitor information service delivecy scross the region

47 Prepare a Tablelands International Ready Marketing plan |
5.2 DevelopaTablelands Destination Development Awareness Program for Councillors.and Council staff

5.3 Create a Tablelands VFR program |
6.3 Establish aset of measures to evalugte performance of cooperative marketing campaigns

6.4 Establishan Event Evaluation Program l
6.5 Establishaconsistent approach 1o evaluate the delivery of visitorinformation services across the region

1.9 Undertake a review of the TDDP collaborative delivery arrangements in 2024 [Year 4] to evaluate its efficacy
6.6 Emgage specialist tourismresearcheonsultants to review consumer perceptions research
&7 Engage spacialist tourism research consultants to establish a tool or dashboard to evaluate community support for

tourism

210 Support LGAS to identify and leverage government grant funding

n Support LGAS. foassass.and planfor potential environmental and eConomic risks

51 Provide professional development oppor tunities for LGA Tourism Managers

5.4 Identifyandpromote opportunitiesfor tourism industry opesators to engage intourism capacity building initiatives

Key: Timing

u IMMEDIATE within six months tby Drec 2020]

w HIGH within thefirst year by July 2021

® MEBIUM within two to three years [by July 2023]

w LOWwithin the next four tafive years by July 2025]

Tablelancs.Destinat-on Development Man 2020 to 2
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10.0 Review

Monitoring eimj of thi n's str ons
I portant t nst Its vis 1 Al [ Ve

pr > iformation th . e used to inf ynd

lec forth lelands visitOl 1 LTIV

The fellowing review and reperting process is recommended to meniter the implementatiomef the Plan

Destination Southern New South Wates.and the T: s Destination Develop Steering C
annual report to evaluate ommunicate the progress um i

annual review

ons within this Plar

]
...i
R
4
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11.0 Appendices

Appendix 1: Stakeholder Engagement Methods used to Inform
the TDDP Planning Process

Avariety of engagement methods were used to engage diverse stakeholder interests.

DestinationlLGA Engagement

The following engagement activities were undertaken with the five LGAs

LGA Tourism Managers

= Online Survey with the 5 LGA Tourism Managers to explore theit-views about alocal visian for tourism, opportunities

and challenges to grow and enhance-tive local visitor economys: taurism praduct develogment strengths, opportumities
and challenges; key tourism related private and public sector infrastructure projects

Meeting (1 hour phone] with the 5 LGA Tourism Managers to find out more abowt the local fourism context and LOA
specific opportunities and challenges. Feedback from these meetings was distributed ta the Tourism Managers far
feedback, except QPRC - review of Action Plan,

Council & Industry Engagement - Hilltops, Upper Lachlam and Goulburn Mulwaree [February 2020]

= Alocal Government Meeting (up to 2 hours) with representatives.of the LGA [e.g. senior Council executives, tourism
managers, interested Councillors] to explainthe project and to understand their visionfor taurism arid views as ta
important opportunities, challenges and solutions for tourismifer their LGA and the regiom. This included exploring
theirinterest in working more collabroratively as a region

Destination Workshops (up to 2 haursliwith key industry representatives of each of the SLG&s to explainthe project
and review visitation trends. Participants were then asked to eonsider:

m Avision for tourism for their locakareaover the next five yedns [i.e what do they want. faurism to look like in 2025
what would they hope to see achieved over the next 5 years]l

» Important opportunities and challenges to sustainably grow tourism over the next flveryears in theii local areas

m Key priority areas to be delivered within existing Council and industry resources andiextend activities if further
funding was available

@] but limited to 15ta Zkoperators (nfluencers]

These sessions were not open forums fexcept for Goulburn Mulwar
with a good understanding of tourism for their local area [e.g. experienced tourism operatars, event managers, tourism
associationichamber of commerce executive membaers).

See Appendix 1for a list of stakeholder representatives that participated in the worksheips,

Tablelands Dastination Dew

02010 2025

Council & Industry Engagement - Yass Valley

Industry and Council stakeholder engagement ptans for Yass Valley seheduled for mid-Mareh 2020 were cancelled due
to social distancingrestrictions associated with Cowid-19. Plans had previously been detayed awaiting new appointmwent
of Tourism Manager for Yass Valley Council in March.

B a way to continue engagement plans with Yass Valley, avideo recording providing background to the project

was prepared and distributed to key taurismindustry operators. Phone interviews were alsa facilitated with key
tourigm stakeholders (see Appendix 2], It was difficult to schedute an online consultation session with Councillors and
executive staff given she Covid-1¥restrictions, and it was.decided to postpone this.emgagement. The Industry Have
Your Say Surveywas distributed to-all industry operators.

Council & Industry Engagement - Queanbeyan-Palerang

Given the significant consultationthat had beenundertaken toinform the Queanbeyan-Palerang Tourism Plan, the
concurrent timing.of impacts from bushfires and Covid-19and the conducting of impact assessments on businesses,
the most appropriaie consultation was via & ‘Have Your Say' survey tasindustry and presentation to Council's Tourism
Advisery Panel in May. The QPRC tourism Action Plan was also reviewed by the consultant, in consultation withithe
Tourism Coordinator.

Informalsite visits to key tourism businesses across the regionundertaken by the consultant white in the regionin
February J020.

Engagement with Council strategic land use planners was undertakenin May and June-2020 vo understand directions. for
tourismiinLocal Strategic Planning Statements.

Tablelancs Destinat.on Development Pan 202010 2025
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Appendix 3: TRA Persana Descriptions™

THE PERSONAS MOST LIKELY AND LEAST LIKELY TO VISIT AUSTRALIA'S REGIONS
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