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Disclaimer 

Neither Urban Enterprise Pty. Ltd. nor any member or employee of Urban Enterprise Pty. Ltd. takes 

responsibility in any way whatsoever to any person or organisation (other than that for which this report has 

been prepared) in respect of the information set out in this report, including any errors or omissions therein. 

In the course of our preparation of this report, projections have been prepared on the basis of assumptions 

and methodology which have been described in the report. It is possible that some of the assumptions 

underlying the projections may change. Nevertheless, the professional judgement of the members and 

employees of Urban Enterprise Pty. Ltd. have been applied in making these assumptions, such that they 

constitute an understandable basis for estimates and projections. Beyond this, to the extent that the 

assumptions do not materialise, the estimates and projections of achievable results may vary. 
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EXECUTIVE SUMMARY 
PROJECT OVERVIEW 
This report provides a framework for the development of Northern Tasmania as a tourism 

destination over the next three years.  It enables Northern Tasmania to respond to the 

tourism market, whilst growing the value and importance of tourism to its communities. 

NORTHERN TASMANIA 

The Northern Tasmania tourism region includes the Dorset, Flinders, George Town, 

Launceston, Meander Valley, Northern Midlands and West Tamar Councils.   

Based on indications of visitor perceptions of the region, there are two separate visitor 

destinations in the region; the 6 Councils on the main island are one destination and 

Flinders Island is considered as a separate destination.   This definition of destinations 

leads to recommendations for development of the main island Councils as a visitor 

destination and separate recommendations for Flinders Island. 

RESEARCH SUMMARY 

INTRODUCTION 

This framework is based on the following research: 

 The regional tourism context, including regional structures, economic impact and 

tourism strategies; 

 Analysis of tourism market data from Tourism Research Australia and the Tasmanian 

Visitor Survey; 

 Tourism product analysis, based on available databases such as the Australian 

Tourism Data Warehouse; 

 Assessment of marketing and visitor information in the region; and, 

 The consultation process, which is summarised in this document. 

KEY F INDINGS 

The findings taken from this research that have informed the development of 

recommendations are: 

 There are Local Tourism Associations and Chambers of Commerce in Northern 

Tasmania that provide structures to coordinate the development of the region’s 

tourism industry; 

 The economic impact of tourism is significant to the local economy,  providing more 

than 7% of employment and more than $500 million in return; 

 Visitation to Northern Tasmania has been stagnant in recent years, which has 

impacted on the industry’s confidence and the ability to attract private sector capital; 

 The growth in shorter trips to Tasmania and the rapid growth in visitors from China 

and Hong King indicate that these markets should be focused on for developing the 

region; 

 The availability of both private and public sector investment in tourism is a constraint 

on development; 

 Northern Tasmania does not have iconic tourism product, Cradle Mountain or Port 

Arthur for example, but  there is a range of high quality, boutique products and 

experiences across the region; 

 Northern Tasmania  has more recognised high quality restaurants than comparable 

regions in Victoria and NSW; and, 

 Festivals and events are important for tourism in Northern Tasmania, as they can 

provide the motivation to convert consideration into visitation and also provide 

increased visitation during the quieter winter months. 
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NORTHERN TASMANIA AS A DESTINATION 
Northern Tasmania’s competitive advantage is its range of high quality tourism products 

and experiences that combine to create a destination ripe for exploration and discovery.    

The heritage towns and streetscapes, scenic touring opportunities, wildlife attractions, arts 

and culture, events and central Launceston is a product mix that can be used to create a 

range of appealing itineraries in the region.  An important feature of the region’s tourism 

product is that many of its attractions are in the areas surrounding Launceston, creating an 

appealing destination for touring. 

The Launceston Airport is one of the main island’s most important tourism assets: it 

provides easy and affordable access to the region, enabling it to compete for short breaks 

as well as extended visitation.  Importantly, Musselroe Bay, the most isolated main island 

location, is only 2 ½ hour’s drive from the airport, while most of the major towns are under 

an hour.  

Flinders Island is served by direct flights from Launceston and Melbourne, providing a short 

trip to a destination provides a complete escape from the city.  This is an important factor in 

the Island’s growth as a nature based tourism destination.  

Two important initiatives for the region over the forthcoming years are the vision for Flinders 

Island to become the major nature based tourism destination in the State, and the focus on 

mountain bike and cycle tourism development across the main island. 

OPPORTUNIT IES  

The opportunities for Northern Tasmania are: 

 Growing short trip visitation from Melbourne, Sydney, Adelaide, Brisbane and Hobart;   

 Focus development on the region’s strengths: the Tamar Valley, bicycle based 

tourism, innovative use of the heritage sites in the region and nature based tourism; 

and, 

 Generate greater benefits from the resources allocated to tourism across the region, 

through collaboration between Councils on marketing, branding and visitor 

information. 

 Focus on events tourism, focusing on conferences, weddings, and other cultural 

events.  This uses the existing accommodation base and conference facility base in 

the region, centred on Launceston. 

CONSTRAINTS  

The key constraints to the further development of Northern Tasmania as a tourism 

destination are: 

 Limited availability of State Government funding, particularly to support the 

development and/or maintenance of infrastructure on Parks and Wildlife and Forestry 

controlled land; 

 The competitive strength of Northern Tasmania in the nation, if not global, market for 

tourism investment capital.  The demand for tourism product in Northern Tasmania is 

seen as a particular issue for attracting private sector investment; 

 A low level of confidence, particularly in relation to the current successes of Hobart;  

and, 

 A relatively recent commitment to a new regional tourism structure, which has not had 

the time for regional collaboration on marketing, visitor information provision and 

product development to be implemented. 

OVERARCHING STRATEGY 
The overarching strategies for developing tourism in Northern Tasmania are: 

 Make more of existing attributes and high quality products in the region; 

 Romance and intrigue: generate demand through developing an emotional connection 

and image of the region, rather than promoting products; and, 

 Use this marketing externally to generate visitation and demand, and internally to 

improve industry confidence and understanding of its unique value proposition. 
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RECOMMENDATIONS

DESTINATION MARKETING AND VIS ITOR INFORMATION 

The key initiatives for Destination Marketing and Visitor Information are: 

1. Develop an experiential marketing campaign for Northern Tasmania, aimed at 

generating an emotional response to the region; 

2. Prepare itineraries that highlight what the region has to offer as a short break 

destination for target markets, for inclusion in a consolidated Tasmania visitor 

information system; 

3. Progressively implement coordinated and consolidated marketing for the region, to 

replace local initiatives for the main island; 

4. Progress towards an integrated and networked approach to visitor information 

services for the main island; 

5. Promote the inclusion of tourism product on internet database and visitor information 

services, particularly for its impact on visitor dispersal; 

6. Develop marketing and visitor information services to support Flinders’ nature based 

tourism goals; 

7. Develop thematic maps and touring routes, intended for use on smart phones and 

tablets, including art trails, local produce and history and heritage; 

8. Develop packages linking key products in Northern Tasmania, within the region and 

across the state; 

9. Use the Visiting Journalist Program to promote niche products and experiences to 

their core markets; 

10. Promote and invest in the Tamar Valley Wine Route and associated activities as a key 

attraction in the region; and 

11. Identify and secure resources to support a position dedicated to the attraction of 

business events into the region. 

 INVESTMENT ATTRACTION AND REINVESTMENT 

To attract investment and facilitate reinvestment in Northern Tasmania tourism product, the 

following initiatives are recommended: 

1. Undertake a product audit for Northern Tasmania to identify and prioritise investment 

and development in the region; 

2. There is a need to undertake an audit of the region’s nature based tourism assets to 

identify the signature experiences and investment priorities; 

3. Undertake detailed product and visitor mapping in central Launceston to identify 

development opportunities and the location of sites for the promotion of tourism 

precincts, tourism infrastructure and the general development of the city as a regional 

tourism hub;  

4. The product audit data should also provide the basis for the development of smart 

phone and tablet friendly visitor information and touring maps; 

5. Develop a prioritised list of projects that will confirm Northern Tasmania’s position as a 

premium cycling destination, and Identify and pursue public sector funding 

opportunities to deliver priority cycling projects; 

6. Promote the opportunities for private sector development to support cycle related 

tourism in the region, particularly at key regional cycling hubs; 

7. Re-develop and reinvigorate touring routes that contain the key opportunities for 

visitors to experience local produce; 

8. Promote the opportunities for agri-tourism as a part of business models for local 

producers; 

9. Work with regional agriculture and economic development organisations to develop 

systems for increasing the presence on local food and wine on menus of Northern 

Tasmania; 
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10. Work with operators in the Tamar Valley to ensure that the range and quality of food 

offerings is at a standard commensurate with the wine and cellar door experiences;  

11. Develop Indigenous tourism opportunities in the region, including Wybalenna, 

Larapuna and QVMAG; 

12. Support the key projects in the development of Flinders Island as a nature based 

tourism destination: the Flinders Walk and the eco-lodge investment opportunities. 

INDUSTRY DEVELOPMENT 

The priorities for industry development are: 

1. Develop and communicate the case for businesses to extended opening hours to 

include key tourist times and to support events in the city; 

2. Develop and deliver customer service development materials targeted at business 

operators and managers, as well as front of house staff; 

3. Providing advice on business reinvestment to small and medium enterprises, as well 

as highlight grant opportunities such as the Tourism Industry Regional Fund; 

4. Develop links between the region’s agricultural producers and hospitality industry and 

promote the benefits of using local wine and produce on menus; 

5. Increase the online presence of the Northern Tasmania tourism industry; and 

6. Provide seminars and professional development sessions to make businesses China 

ready, to support the growth in this market. 

STAKEHOLDER AND COMMUNITY ENGAGEMENT 

The initiatives for stakeholder and community engagement are: 

1. Develop a calendar of regional tourism development meetings that include Councils 

and representatives from Local Tourism Associations and Chambers of Commerce; 

2. Prepare and distribute regular tourism newsletters directly to industry members and 

stakeholders; 

3. Continue meeting with the business and investment community to keep informed of 

developments in the region and also issues affecting investment;  

4. Undertake an annual health of tourism survey distributed to the business sector; 

5. Develop relationships with local media outlets, such newspapers, radio and television 

to ensure that the information related to tourism and events is related to the 

community.  This may include regular columns or media appearances; 

6. Investigate opportunities to engage with the University of Tasmania’s international 

students;   

7. Be involved in the marketing and development of events that can provide significant 

visitation to the region; and. 

8. Provide leadership for visitor information services and delivery. 
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PART A: PROJECT OVERVIEW 
 



6 
TOURISM NORTHERN TASMANIA    
D E S T I N A T I O N  M A N A G E M E N T  P L A N  F R A M E W O R K    

 

1. INTRODUCTION 
1.1.  BACKGROUND 
This report presents the framework for the development of Northern Tasmania as a tourism 

destination over the forthcoming three years.  The report is developed using the principles 

of Destination Management Planning, which ensures tourism adds value to the economy, 

social fabric and ecology of communities.  

Destination Management Plans draw on research, analysis and consultation to make 

recommendations relating to both the demand for and supply of tourism products and 

experiences within a region. This process also considers the economic benefits to a region 

attributable to tourism, through the attraction of both investment and additional visitation. 

1.2.  OBJECTIVE 
The objective for this destination management framework is to develop a continuous, 

relevant destination management process that involves all its stakeholders and allows 

Northern Tasmania as a destination to respond to the market, whilst growing the value and 

importance of tourism to its communities. 

1.3.  TOURISM NORTHERN TASMANIA 
Tourism Northern Tasmania (TNT) is the regional tourism organisation responsible for the 

development and promotion of tourism across the Dorset, Flinders, George Town, 

Launceston City, Meander Valley, Northern Midlands and West Tamar Councils.  

Tourism Tasmania defines the role of the state’s regional tourism organisations as setting 

the strategic direction for tourism in their region, identifying annual priorities and delivering 

programs that engage the participation of their industry and stakeholders. The organisations 

have the autonomy to plan and deliver programs that effectively develop and market the 

region and are accountable to their industry and key stakeholders1. 

                                                            
1 From: http://www.tourismtasmania.com.au/regional 

1.4.  GEOGRAPHIC OVERVIEW 
The following map provides an overview of the Northern Tasmania region, its cities and 

towns and the major travel routes.   
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PART B: RESEARCH AND ANALYSIS 
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2. RESEARCH SUMMARY 
2.1.  INTRODUCTION 
This section provides a summary of the research undertaken to support the development of 

this destination management framework, including: 

 The regional tourism context; 

 Analysis of tourism market data; 

 Analysis of tourism product, based on the Australian Tourism Data Warehouse; 

 Marketing and visitor information; and, 

 The summary of the consultation process. 

This summary is provided to support the recommendations and initiatives included in Part B 

of this report, the destination management framework. 

2.2.  KEY FINDINGS 

TOURISM ORGANISAT IONS  

Tourism Northern Tasmania is a recently formed Regional Tourism Organisation, 

responsible for setting the strategic direction for tourism in the region, identifying annual 

priorities and delivering programs that engage the participation of their industry and 

stakeholders. The Local Tourism Associations and Chambers of Commerce that operate 

throughout the Northern Tasmania region provide a framework for the delivery of initiatives, 

industry development priorities and engagement.  

ECONOMIC IMPACT 

Tourism is a significant contributor to the Northern Tasmania economy, generating more 

than $500 million in economic return and more than 7% of the regional employment.  This is 

almost a quarter of the total expenditure generated by tourism in Tasmania.  

VIS ITAT ION AND DEMAND 

There has been minimal growth in visitation to Tasmania and the Northern Tasmanian 

region in recent years, particularly in the important domestic overnight visitation sector.  

Growth is mostly occurring in shorter trips, which impacts on tourism yield and also regional 

dispersal. 

This stagnant demand for tourism product in Northern Tasmania impacts on the 

sustainability of existing tourism businesses and their capacity to reinvest and develop new 

products and experiences.  A further impact of this is that it makes the region less appealing 

in the competition for investment capital.  As noted in the Northern Tasmania Economic 

Development Plan, there has been minimal investment in product development in recent 

years and no significant developments on the horizon. 

There are some positive findings in the research.  Launceston’s airport and the mix of 

product in the region make Northern Tasmania a destination for short breaks.  Visitor 

surveys indicate trips of 3 nights or less have been increasing.  The significant growth in 

visitors to Tasmania from China and Hong Kong to Tasmania provides another focus for 

growing visitation to Northern Tasmania, and growing demand for its tourism products. 

FUNDING CONSTRAINTS  

Access to public and private funding for tourism developments and investment is a 

constraint within the region.  As noted above, in the private sector this is related to the 

stagnant visitation to the region.  Forestry Tasmania and the Parks and Wildlife Service do 

not have available resources to develop new visitor attractions, or maintain and repair some 

of the existing ones.  In general, there was a lack of confidence from both the public and 

private sectors in their ability to fund new products. 

NORTHERN TASMANIA  DEST INATIONS  

The visitation data suggests that many visitors to the region use Launceston as base for 

visiting attractions in the surrounding Council areas, indicating that visitors see the main 
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island part of the region as a single destination. Flinders Island is the other destination 

within the region, as visitors travel there independent from the rest of Northern Tasmania. 

ATTRACT IONS AND EXPER IENCES  

Although Northern Tasmania does not have an iconic attraction like Cradle Mountain, Port 

Arthur or MONA, it does have products and attractions that are of considerable quality and 

appeal. These attractions are located across the region and create an opportunity to 

promote touring and exploring across the region. 

An important result from the visitation data analysis is that although the majority of visitors 

stay in Launceston, there is a significant number of people stopping and looking around and 

the region’s towns, indicated that this exploration is already occurring.   It is important to 

note that many of the prominent tourism products in the region are located outside of the 

city.  

This finding that there is a range of high quality attractions in the region is also true of 

central Launceston, where the heritage streetscapes, cultural attractions, shopping arcades 

and Cataract Gorge provide an opportunity for discovery and exploration on a smaller scale. 

Also of note, 7 restaurants in Launceston received hats in the 2013 Australian Good Food 

Guide, more than comparable regional cities such as Ballarat, Bendigo, Wollongong and 

Wagga Wagga. 

PRODUCT STRENGTHS  

Product strengths for the region include: 

 History and heritage, such as the World Heritage convict sites, Beaconsfield Mine and 

Heritage Centre, Low Head Pilot Station, the QVMAG and the historic villages; 

 The cool climate wineries and the Tamar Valley Wine Route; 

 Local produce, particularly those that have developed a brand and a tourism product 

such as Ashgrove Cheese, Bridestowe Lavender Farm, Christmas Hills Raspberry 

Farm and 41 Degrees South; 

 The golf courses in the region, most notably Barnbougle Dunes and Lost Farm; 

 High quality restaurants; 

 Fresh water and sea fishing;  

 Central Launceston’s heritage, shopping, river and Cataract Gorge; 

 The growing number of cycling experiences; and 

 The nature based tourism on Flinders Island and the treetop adventures at Hollybank. 

TOURISM DEVELOPMENT OPPORTUNIT IES  

The review of tourism development strategies and consultation with stakeholders 

consistently identified the following development opportunities in the region: 

 Mountain biking and cycling; 

 Local produce and agricultural based tourism; 

 Central Launceston;  

 Flinders Island nature based experiences and supporting infrastructure; and, 

 Conference facilities. 

It is of note that these development opportunities build on existing strengths in the region 

rather than introducing new product and experiences.  Given the constraints on both public 

and private sector funding discussed above, there is more benefit from focusing on existing 

strengths than attempting to develop new types of products and experiences. 

FEST IVALS  AND EVENTS  

Festivals and events are  important for tourism in Northern Tasmania, as they can provide 

the motivation to convert consideration into visitation and also provide increased visitation 

during the quieter winter months. The hosting of Hawthorn AFL games is an important 

initiative for attracting new visitors to the region.   
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3. REGIONAL TOURISM CONTEXT  
3.1.  TOURISM ORGANISATIONS   
Tourism Northern Tasmanian is a result of Tourism Tasmania’s Regional Tourism Initiative 

of 2011, which organised the state into four regions. Each region established a Regional 

Tourism Organisation governed by an industry led board.   

With the implementation of this new structure, Tourism Tasmania’s focus became interstate 

and international marketing and research, with other roles such as product development, 

industry development and coordination of services in their respective regions. 

In addition to Tourism Northern Tasmania, there are a number of Local Tourism 

Associations and Chambers of Commerce operating within the region: 

 Heritage Highway Tourism Association 

 Northern Midlands Business Association 

 Flinders Island Tourism Association 

 Launceston Tamar Valley Tourism Association 

 Launceston Chamber of Commerce  

 CityProm 

 Great Western Tiers Tourism Association 

 Mole Creek Tourism Association 

 West Tamar Chamber of Commerce 

 North East Tasmania Tourism 

 

3.2.  ECONOMIC IMPACT OF TOURISM 
In total, tourism in Northern Tasmania is estimated to generate $522 million per year in the 

regional economy.  This represents 23% of the annual expenditure attributed to tourism in 

Tasmania, which equates to $2,183 million2. 

The Northern Tasmania Tourism Region – Economic Impact Analysis3 report estimates that 

of the 48,872 people employed in the main island part of the region at the time of the 2011 

Census, tourism supported 3,659 jobs, or 7.5% of total employment.  

The sectors for which tourism generates significant employment are Accommodation and 

Food Services, with 2,260 employees, and Retail Trade with 550 employees.  Combined, 

these two sectors account for 77% of the tourism related employment. 

The report also estimates that the tourism sector generates direct expenditure of $518 

million in annual economic output in the region. 

The Flinders Island Tourism Region – Economic Impact Analysis4 estimates that tourism 

supports 24 jobs on the island, of total employment of 357 jobs.  Therefore, tourism 

supports 6.7% of employment on the island, lower than the 7.5% in rest of the Northern 

Tasmania tourism region. 

The report estimates that tourism generates $4.3 million in annual economic output, 5.5% of 

the total economic output for the island of $76.8 million.     

                                                            
2 Based on the Remplan reports referenced below. 
3 Prepared by Remplan, May 2013. Note that this report excludes Flinders Island. This report includes 
Dorset, George Town, Launceston, Meander Valley, Northern Midlands, and West Tamar Councils. 
4 Prepared by Remplan, May 2013 
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3.3.  TOURISM STRATEGIES 
This section provides a summary of the strategies relating to tourism in Northern Tasmania. 

Key points from State, Regional and Council strategies related to tourism are included in 

the appendices to these documents. 

3.3.1.  STATE STRATEGIES 

State strategies provide context for destination management planning in Northern 

Tasmania.   

Tourism Tasmania’s Strategic Plan 2010-13 includes the goals of maximising Tasmania’s 

tourism potential, driving demand and to foster the supply of tourism products and 

experiences.   

Tourism 21, prepared by Tourism Tasmania and the Tourism Industry Council of Tasmania, 

provides the core tourism attributes of the state: nature, cultural heritage and fine wine and 

food.  These align with the product strengths and development opportunities in Northern 

Tasmania, such as the heritage sites, the Tamar Valley, the Tiers and FIinders Island. 

ARTS TOURISM STRATEGY 2012-2015 

The Arts Tourism Strategy recommends that there is stronger collaboration between the 

tourism and arts sectors, to position Tasmania as an artistically rich destination. 

The strategy identifies the ageing Australian population and current travel patterns as 

drivers for increased arts related tourism to the state.  In particular, there is likely to be an 

increased demand and patronage for museums, galleries, craft shops and gardens as well 

as an increase in the purchasing of Tasmanian arts and crafts.  

To benefit from these broad trends, better communication and improved accessibility of 

existing product, along with support for emerging and innovative arts experiences are 

recommended.   

Smart map Tasmania is an important initiative for the promotion of Arts Tourism in 

Tasmania, as it provides visitors with information regarding artists and galleries and their 

location.  The uptake of this service by the Northern Tasmania arts community should be 

encouraged. 

The three primary goals of the Arts Strategy are: 

 To enhance ownership and collaboration between the arts and tourism sectors;  

 To increase the range and depth of quality arts tourism experiences across Tasmania; 

and,  

 To build demand by positioning Tasmania as an artistically rich destination. 

HISTORIC  HER ITAGE  TOURISM STRATEGY 2012-15  

The Historic Heritage Tourism Strategy for Tasmania notes the importance of Northern 

Tasmanian attractions such as the Heritage Highway, Launceston’s buildings, and 

Woolmers and Brickendon Estates to the range of experiences on offer in the state. 

The strategy lists four primary experiences related to historic heritage within Tasmania: 

 Sites and experiences that reflect convict and early settler history; 

 Heritage journeys; 

 Creative heritage tourism; and, 

 Connecting with your own ancestors and where they’ve been. 

 The strategy will also encourage the development of multi-layered Tasmanian 

experiences, where historic heritage is 

 integrated into the state’s other distinctive offerings of nature, adventure and wine and 

food. 

The strategy notes the importance of using heritage sites and buildings are incorporated 

into a range of attractions, such as wineries, dining, accommodation and events.  

3.3.2.  REGIONAL STRATEGIES 

The regional strategies prepared for Northern Tasmania identify key development 

opportunities and markets for the region, such as mountain biking, food and wine, additional 

resorts across the region as well as history and heritage and Flinders Island. 
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The Northern Tasmania Economic Development Plan identified a range of constraints and 

opportunities for tourism in the region, as summarised below. 

CONSTRAINTS  

 As Tasmania is reliant on domestic visitation, the strong Australian dollar, low-cost air 

carriers and the attractiveness of international destinations has impacted on the 

State’s tourism industry. 

 Reduced air access in 2011 and 2012 made a significant impact on visitation to the 

state, particularly between Melbourne and Tasmania.  This impacted on both price 

and flight availability.  The capacity into the Launceston has increased recently, 

although this may fluctuate and impact on the industry in the future. 

 There is a shortage of skilled tourism employees in the region, including cooks, chefs, 

food and beverage attendants and gaming supervisors. Also, the high turnover in 

hospitality has led to low investment in staff development. 

 It is also difficult for businesses to retain staff during seasonal downturns in the 

industry.  Penalty rates over weekends and public holidays impact on the profitability 

of operating during these periods.  Generally, the seasonality of the tourism industry 

has a greater impact in regional areas than in the city. 

 There is approximately 15% turnover of businesses in the tourism sector. As 

businesses are not required to meet standards to enter the sector, there are new 

businesses that are not providing a quality customer experience, which impacts on the 

reputation of the whole region. 

 The shift of domestic travel behaviour to short breaks has impacted on the dispersal of 

visitors across the region, particularly overnight stays. 

 The current conference infrastructure in the Launceston region impacts on the size 

and appeal of the region as a business event destination. 

 Reinvestment in tourism businesses is important due to the high level of repeat 

visitation to Tasmania. Reinvestment is constrained due to increasing costs while 

visitor growth has stalled.  There has been limited investment in the region over the 

past five years and there are not any significant proposals. 

 Northern Tasmania does not have an iconic visitor attraction with broad based appeal.  

 There would be much benefit in establishing a framework to allow Tasmanian 

restaurants, cafes and food services providers to access local produce to showcase 

within the state. 

 The regulation of the hospitality industry is a key constraint and cost incursion for the 

industry.  

OPPORTUNIT IES  

 Tourism Northern Tasmanian will provide a strategic approach to tourism 

management of the region, and can address industry fragmentation, alignment of 

regional tourism resources, and to drive regional demand and dispersal through 

cooperative industry marketing programs. 

 There is an opportunity to attract more air services into Launceston based on the 

success of recent capacity increases.  

 There is an opportunity to package and promote the range of high quality and 

boutique experiences in Launceston. A distinctive tourism precinct in Launceston 

would draw together a range of tourism experiences and services and build on the 

heritage experiences in the city. 

 The recent World Heritage listing of convict sites around Tasmania, including 

Woolmers and Brickendon Estates, creates recognition of the region’s history and 

heritage product. 

 Food and wine experiences could be further developed to the region’s advantage. 

 Local produce is important for the region, in terms of its importance to the hospitality 

industry and its role in contributing to the Tasmanian brand. 

 The promotion of training, careers and opportunities in tourism and hospitality to 

labour markets would benefit the region’s industry. 

 Further benefits could be gained from the region’s major events if there was a 

strategic approach to scheduling.  These events also have a significant role in 

addressing low visitation levels in winter. 
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 Cycling and Mountain Bike experiences are a significant opportunity for the region. 

 The success of Barnbougle Dunes and Lost Farm provides the impetus for further 

development of golf tourism in the region.  

 There is a need to align the provision of visitor information services with consumer 

demands, where there is a trend towards online information seeking and booking. 

 There is an opportunity for tourism businesses to make use of the new research 

services provided by Tourism Tasmania to improve business planning and marketing. 

 Tourism Tasmania’s recent brand developing and marketing initiatives are moving 

away from commodity based competition, towards identification of unique and distinct 

attributes of the region and using these to appeal to visitors. 

 The review of the Launceston Visitor Centre provides an opportunity to create 

efficiencies in the provision of visitor information across the region. 

3.3.3.  COUNCIL STRATEGIES 

Many of the Local Government tourism and economic development strategies note the 

importance of supporting regional tourism and working with neighbouring Councils.  The 

development of events and festivals is also a recurring theme in the council strategies 

reviewed to inform this report. 

Dorset Council’s Tourism Strategy identifies and prioritises the opportunity to develop 

Derby as a hub for mountain biking.  Other opportunities included in this report are for 

facilitating investment in Bridport, promote the nature of the remote north east and to 

support the development of the industry in the Council area. 

The Launceston Tourism Strategy (Draft) sees advantage in the boutique, heritage nature 

of the city and the range of high quality products available in the surrounding region.   

Recommendations included in the strategy include focusing on the Victorian market, 

improved and contemporary visitor information services, enhancement of existing 

attractions, position Launceston as a hub for a range of activities, and the growth of the 

events and conferencing market. 

Launceston has a pivotal role in the provision of visitor services for the entire Northern 

Tasmania region through its role as a visitor hub. This can promote visitation to the region 

through highlighting the full extent of visitor attractions as well as promoting visitor 

dispersal. 

Flinders Island have a vision to be become Tasmania’s leading nature based tourism 

destination and have initiated a range of reports and studies to identify priority projects and 

markets to support this vision. 
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4. VISITATION AND MARKETS  
4.1.  OVERVIEW OF DATA SOURCES 
There are three surveys that provide data on tourism in Northern Tasmania and the state 

overall, the Tasmanian Visitor Survey carried out by Tourism Tasmania, and two surveys 

undertaken by Tourism Research Australia, the National and International Visitor Surveys.  

Each of these surveys covers different aspects of tourism, as noted below. 

Note that Flinders Island is not included in the Tasmania Visitor Survey and that it is 

combined with Dorset Council in the NVS and IVS.  Therefore, preliminary data from a 2013 

visitor survey currently being undertaken by Tourism Tasmania is used. 

TASMANIAN V IS ITOR SURVEY  (TVS)  

The TVS survey captures visitors entering Tasmania via scheduled air and sea services, 

and therefore excludes intrastate visitors, and charter flights.  The TVS provides greater 

detail on the visitors to Tasmania than the other surveys, including niche markets, and key 

tourism attractors in the state.   

NATIONAL V IS ITOR SURVEY (NVS)  

Tourism Research Australia is responsible for conducting the National Visitor Survey. 

120,000 Australian residents are interviewed annually about their travel for the NVS, 

capturing interstate and intrastate visitation.  The information NVS provides includes visitor 

destinations, origins, activities, nights spent, travel methods, activities and expenditure. 

Respondents can identify Dorset as a destination in the survey. 

INTERNATIONAL  V IS ITOR SURVEY  ( IVS )   

Tourism Research Australia also conducts the International Visitor Survey.  The IVS is 

conducted in the departure lounges of 8 international airports in:  

Australia: Sydney, Melbourne, Brisbane, Cairns, Perth, Adelaide, Darwin and the Gold 

Cost. 40,000 departing tourists are interviewed about their time in Australia. Respondents 

can identify the North West and the West Coast as places visited in the survey. 

4.2.  SUMMARY 
The analysis of Tourism Research Australia and Tasmania Visitor Survey data indicates 

that visitation to Northern Tasmania has been steady over recent years, with the most 

significant growth in the number of daytrips to the region.  This is similar to the comparable 

trends in visitation to Tasmania, with Northern Tasmania’s share of the state’s tourism 

market ranging between 32% and 36% since 2005 in the International, Domestic overnight 

and day trip markets.  

In terms of total domestic overnight visitors, Northern Tasmania receives a comparable 

amount of visitors as the Blue Mountains, Central Murray, Mackay and the Mallee tourism 

regions.   

More than 60% of the total visitation to Northern Tasmania is to Launceston.  The 

proportion of visitation to Launceston is greater in the International and domestic overnight 

markets than this overall percentage, which may be due to the city having the majority of 

accommodation supply in the region.  It is of note that an analysis of regional dispersal 

indicates that although visitors are staying in Launceston, there is a significant number of 

visitors touring and experiencing sites throughout the region. 

There has been a marginal decline in the number of domestic visitor nights spent in 

Northern Tasmania since a peak of 2.38 million in 2007.  Northern Tasmania has received 

between 19% and 25% of domestic visitor nights spent in the state over this period. 

The reduction in visitor nights since 2007 is related to the changes in trip length over this 

period, to both Tasmania and the Northern Tasmania region.  Average visit or nights spent 

in the state have declined, as the number of trips of less than three days has increased, 

while the number of extended visits has declined.  Since 2008, the average length of stay 

for domestic visitors to Northern Tasmania has declined from 3.3 to 2.9 nights. 

More than half of the domestic overnight visitors to Northern Tasmania are from within the 

state. Key interstate markets for Northern Tasmania are Victoria and NSW, which represent 

a further 36% of the total domestic overnight visitors.  Internationally, while traditional 
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markets such as the US, Europe and New Zealand still provide the majority of visitors, there 

has been significant growth in visitation from China and Hong Kong. 

Northern Tasmania visitors are more likely to undertake Arts, heritage and festival activities 

and Local attractions and tourists activities than visitors to Tasmania in general.  Specific 

activities that attract a greater percentage of visitors in Northern Tasmania include wineries, 

heritage sites and industrial tourism attractions. 

A Flinders Island visitor survey for 2013 is currently underway. Draft data for the first three 

months of 2013 indicates that: 

 The main visitor markets for the Island are Tasmania and Victoria, which reflects the 

availability of direct flights ; 

 Holiday visitors accounted for 49% of those surveyed, with 24% visiting friends or 

relatives and 23% for business or employment; and 

 Overall, visitor satisfaction is high with 84% indicating they are likely or very likely to 

recommend a holiday to Flinders Island to others. 

 

4.3.  TASMANIAN VISITATION 
Tasmania visitor statistics for the year ending December 2012 indicates that in all three 

tourism market sectors captured by the Tourism Research Australia surveys, visitation 

overall increased slightly between the year ending December 2001 and the year ending 

December 2012, as shown in Figure 1.  

FIGURE 1  VIS ITATION TO TASMANIA 2001-2012 

 

Source: IVS, NVS 

Total visitation to Tasmania between year ending December 2001 and the year ending 

December 2012 increased by 4%. Day trip visitation peaked noticeably in 2011 and 2012 

with a 10% increase whilst international visitation fell 5%.  
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4.4.  NORTHERN TASMANIA VISITATION 
Total visitation to Northern Tasmania between the year ending December 2001 and the 

year ending December 2012, as shown in Figure 2 has declined slightly at 2%. International 

visitation has increased by 6% overall, but suffered a significant 16% decline in visitation in 

2011 and 2012.  

 

FIGURE 2  VIS ITATION TO NORTHERN TASMANIA 2001-2012 

 

Source: IVS, NVS 

 

4.4.1.  MARKET SHARE 

The percentage of Tasmanian visitors who include Northern Tasmania on their trip ranged 

between 32% and 36% between 2001 and 2012, with the International visitation 

consistently attracting a greater market share.   

FIGURE 3  NORTHERN TASMANIA MARKET SHARE 

 

Source: IVS, NVS Average 2001-2012, Northern Tasmania and Tasmania 

The change in the International market share between 2004 and 2005 can be attributed to 

the doubling of the IVS survey size which improved the accuracy of regional allocation. 

0

400,000

800,000

1,200,000

1,600,000

2,000,000

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

Daytrips Domestic Overnight International

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

Daytrips Domestic Overnight International Total



 

  U R BA N  E N T E RP R I S E  P T Y  L T D  
  17 

 A P R I L  2 0 1 3  
 

4 .4.2.  REGIONAL COMPARISONS 

Of the 77 tourism regions in Australia, Northern Tasmania receives the 37th most domestic 

overnight visitors. In terms of total domestic overnight visitors, it is comparable to regions 

such as the Blue Mountains, Central Murray, Mackay and the Mallee.  Of the visitor types, 

Northern Tasmania is ranked 31st for Business and Other visitors, 37th for Holiday or leisure 

and 41st for Visiting friends and relatives.   

TABLE 1  COMPARABLE TOURISM REGIONS  

TRA Region State 

Average No. Visitors (000s) 

Holiday 
or 

leisure 

Visiting 
friends 

and 
relatives Business Other Total 

Rank 
(Total) 

Bendigo Loddon Vic 264 361 88 34 749 31 

Phillip Island Vic 534 130 44 15 724 32 

Snowy Mountains NSW 486 110 52 21 670 33 

Blue Mountains NSW 378 202 66 20 668 34 

Mackay QLD 178 191 228 37 645 35 

Central Murray Vic 394 192 38 15 643 36 

Northern Tasmania Tas 333 162 113 30 635 37 

Mallee Vic 293 186 85 30 603 38 

Lakes Vic 412 123 45 18 600 39 

Fleurieu Peninsula SA 408 138 35 14 597 40 

Australia's Golden Outback WA 194 167 194 29 596 41 

Australia's Coral Coast WA 373 109 88 21 595 42 

Bundaberg QLD 218 207 93 32 558 43 

Darwin NT 222 110 158 29 529 44 

Source: TRA, Average Domestic Overnight Visitors, Average of years ending 2008-2012. Full list not displayed. 

4.5.  NORTHERN TASMANIA COUNCIL ANALYSIS 

4.5.1.  VISITATION 

On average between 2008 and 2012, Northern Tasmania attracted a total visitation of 2.2 

million visitors, of which 1.5 million were domestic daytrip visitors and 634,800 were 

domestic overnight visitors. 

FIGURE 4  VIS ITATION TO NORTHERN TASMANIA  

 Source: IVS, NVS Average 2008-2012 
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Launceston attracted the highest proportion of visitors to the Northern Tasmania on 

average in the past 5 years, at 65%, followed by Northern Midlands (10%) and Meander 

Valley (10%). 

FIGURE 5  PROPORTION OF TOTAL NORTHERN TASMANIA 
VIS ITATION, SUB REGIONS,   

 

Source: IVS, NVS: Average 2008-2012 

4.6.  DOMESTIC VISITOR NIGHTS 
Since 2002, Northern Tasmania has received approximately 2 million domestic visitor 

nights per year, as shown in Figure 6. The lowest domestic visitor nights recorded was 1.74 

million in 2005 and the highest was 2.38 million in 2007.  Domestic visitor nights in both 

Tasmania and Northern Tasmania peaked in 2007, with both markets being relatively stable 

or declining marginally in the years since. 

The northern region’s share of Tasmanian visitor nights has ranged between 19% and 25% 

over the past decade.  The Northern Tasmania market share declined significantly in 2012, 

due to both an increase in Tasmanian visitor nights and a decrease in Northern Tasmanian 

visitor nights. 

FIGURE 6  VIS ITOR NIGHTS:  TASMANIA AND NORTHERN 
TASMANIA 

 

Source: NVS Overnight Trips 2002 -2012 
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4 .6.1.  AVERAGE LENGTH OF STAY 

There are important trends apparent in the analysis of the length of trips to Tasmania, as 

shown in Figure 7.  Since 2007 the number of Tasmanian trips of more than 8 nights has 

declined by almost 30% while there has been an increase in 1 and 2 night trips of 16% 

since 2009.  Also, there has been an increase in the number of trips between 4 and 7 nights 

over the past 5 years. 

This indicates that Tasmania is shifting from a touring destination to a short break 

destination. 

FIGURE 7  TASMANIAN TRIP LENGTH 

 

Source: NVS, Domestic Overnight Trips. 

 

An outcome of these trends is that the average number of visitor nights spent in Tasmania 

has declined as shown in Figure 8.  In Northern Tasmania the average length of stay 

increased significantly between 2004 and 2008, although there has been as decline since.  

FIGURE 8  AVERAGE LENGTH OF STAY 

 

Source: NVS Overnight Trips 2002 -2012 
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capture greater numbers of touring visitors.  That is, the Tasmania data will include people 
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decline in Tasmanian average visitor nights can be attributed to a decline in the touring 

market in recent years. 
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4 .6.2.  COUNCIL COMPARISON 

The 5 year average length of stay in each of the Council areas within Northern Tasmania is 

shown in Figure 9.  The Meander Valley and Northern Midlands have the longest average 

length of stay at more than 3 nights per visitor, while West Tamar has the shortest at 2.79. 

FIGURE 9  LENGTH OF STAY BY COUNCIL 

Source: NVS, Average 2008-2012 

4.7.  VISITOR DISPERSAL 
The maps on the following page are based on the 2012 Tasmania Visitor Survey data, for 

places that people, stay, stop and look around and pass through.  The mapping of this data 

enables analysis of visitors travel patterns through the region.   

As this data is from the TVS, it only includes visitors entering the state on regularly 

scheduled air and sea transport, so travel within Tasmania is not included.  Also, data is not 

collected for Flinders Island in the TVS. 

OVERNIGHT V IS ITORS  

There is a concentration of overnight visitors in Launceston, with more than 250,000 per 

year. After Launceston, Deloraine receives the second most number of overnight visitors, 

with between 20,000 and 29,999 in 2012.  As referred to in Section 5, most of the 

accommodation supply is in Launceston, so this concentration of visitors may be due supply 

rather than demand. 

Bridport received between 10,000 and 19,999 overnight visitors in 2012, the third most in 

the region.  It is not clear whether visitors to the Barnbougle and Lost Farm Golf Courses 

consider themselves staying in Bridport, which may indicate that this underestimates the 

visitation. 

PLACES  STOPPED AND LOOKED AROUND 

There is a greater dispersal of visitors that stopped and looked around in 2012 than stayed 

overnight, indicating that Launceston is the accommodation hub for tours through Northern 

Tasmania. Although Launceston recorded the greatest number of people stopping and 

looking around, Campbelltown, Ross and Deloraine also recorded significant numbers of 

visitors in this category. 

All towns included in the survey recorded higher numbers of visitors stopping and looking 

around than staying overnight, while for Launceston the opposite is the case. 

PLACES  PASSED THROUGH 

The towns with high levels of visitors passing through without stopping are generally on the 
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4.8.  YIELD 
Interstate Visitors to Northern Tasmania present a significantly lower spend per visitor than 

those Tasmania, which can be attributed to the shorter length of stay, as shown above in 

Figure 8.   

The shorter length of stay may also generate the higher spend per night for visitors to 

Northern Tasmania, as travel costs are allocated across fewer nights than in comparison to 

Tasmanian visitors in general. 

TABLE 2  VISITOR YIELD 

 Visitors '000 Visitor nights 
'000 

Ave Visitor 
Nights 

Spend per 
visitor 

Spend per 
night 

Tasmania             

Intrastate 1,155 2,862 2.48 $303 $122 

Interstate 864 6,014 6.96 $1,057 $152 

Total 2,019 8,876 4.40 $626 $142 

Northern Tasmania             

Intrastate 322 707 2.20 $342 156 

Interstate 319 1,219 3.82 $748 $196 

Total 641 1,925 3.00 $544 $181 

%NT 32% 22% 68% 87% 127% 

Source: TRA Regional Profile: Northern Tasmania, 2012 

 

4.9.  DOMESTIC OVERNIGHT MARKET ANALYSIS 

4.9.1.  STATE OF ORIGIN 

On average, Tasmanians account for over 40% of overnight visitors to each Northern 

Tasmania council area with Launceston having the greatest share of Victorians and New 

South Wales visitors.  

FIGURE 10  VISITOR BY STATE  

 

Source: NVS 5 year average 2008-2012 
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4 .9.2.  PURPOSE OF VIS IT  

The Holiday or leisure market is much greater in the Dorset Council area than other local 

areas, at 67% on average between 2008 and 2012. The region includes world famous golf 

courses and Flinders Island within the data which are both suited to holiday and leisure 

travellers.  

Meander City and George Town Councils receive a higher percentage of visiting friends 

and relatives visitors than the other Councils.  

TABLE 3  REASONS FOR VIS ITING – OVERNIGHT 2008-2012 

 
Holiday or 

leisure 
Visiting friends  
and relatives Business Other 

Tasmania 51% 27% 18% 4% 

Northern Tasmania 52% 25% 18% 5% 

Launceston City 51% 24% 20% 5% 

Dorset 67% 22% 9% 1% 

George Town 58% 33% 8% 1% 

Meander Valley 50% 33% 13% 4% 

Northern Midlands 61% 21% 14% 4% 

West Tamar 61% 35% 4% 1% 

Source: NVS *Dorset Council includes Flinders Island 

4.9.3.  LIFE CYCLE GROUP 

Northern Tasmania attracted overnight visitors in similar lifecycle groups as Tasmania, with 

families and older couples being the dominant visitor groups. 

Off all sub-regions in Northern Tasmania, George Town attracted the highest proportion of 

young/midlife singles and young/midlife couples; West Tamar attracted the highest 

proportion of families, and Northern Midlands attracted the highest proportion of older 

couples. 

TABLE 4  LIFECYCLE GROUP – OVERNIGHT 5 YEAR AVERAGE 
2008-2012 

Young 
Midlife 
singles 

Parent with 
children 

Older 
singles 

Older 
couples 

Young/midlife 
couple, no kids 

Tasmania 17% 36% 8% 29% 11% 

Northern Tasmania 14% 37% 8% 31% 10% 

George Town  16% 30% 10% 27% 17% 

Dorset 13% 36% 9% 33% 10% 

Launceston 14% 37% 7% 31% 10% 

Meander Valley  7% 30% 11% 38% 14% 

Northern Midlands  12% 33% 6% 41% 9% 

West Tamar 10% 41% 11% 31% 8% 

Source: NVS 
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4 .9.4.  CONFERENCES AND EVENTS 

The National Visitor Survey indicates that visitation to Northern Tasmania for conferences 

and business events has averaged approximately 7,000 visitors over the past decade, as 

shown in Figure 11.  Northern Tasmanian visitation in this segment remained stable 

between 2006 and 2008 when there was a marked decline for Tasmania, although the 

fluctuations in visitation have been more in line with Hobart and Tasmania overall since 

then. 

FIGURE 11  CONFERENCE AND EVENT VIS ITORS 

 

Source: NVS: Conference and event visitation for business purposes. 

4.9.5.  HOBART AND THE SOUTH 

The National Visitor Survey estimates that people living in Hobart and southern Tasmania 

make approximately 960,000 overnight trips within Australia per year; about half of these 

are within Tasmania5. 

Of these trips within Tasmania, the Northern region receives the greatest number, as shown 

in Figure 12.  Although there were more trips to the North in 2004, there was steady 

increase in visitation between 2008 and 2011. 

FIGURE 12  HOBART TRAVEL WITHIN TASMANIA 

 

Source: NVS: Domestic Overnight trips within Tasmania, originating from Hobart and the South. 

 

 

                                                            
5 NVS: Average of domestic overnight trips originating from Hobart and the South, for the years ending 
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The growth in the number of trips since 2008 has been for Holiday or leisure or Other 
purposes, as shown in Figure 13.  A significant proportion of the growth in the Holiday or 
leisure market is for visitors to participate in sports. Within the Other category, this growth is 

entirely related to travel for education purposes. 

FIGURE 13  PURPOSE OF TRAVEL 

 

Source: NVS: Domestic Overnight trips to Northern Tasmania, originating from Hobart and the South. 

4.9.6.  VIS ITOR ACTIVITIES  

In comparison to visitors to Tasmania, Northern Tasmania visitors are more likely to 

undertake Arts, heritage and festival activities and Local attractions and tourists activities.  

Other activity types are undertaken with a relatively similar frequency in both areas. 

TABLE 5  TASMANIAN CONTEXT 

Activity Group  Tasmania  Northern Tasmania 

Outdoor or nature activities  40.5% 40.8% 

Sports or active outdoor activities  22.2% 21.6% 

Arts / heritage / festival activities  25.3% 28.3% 

Local attractions or tourist activities  29.0% 32.3% 

Social and others  87.0% 88.9% 

None of these  5.5% 5.6% 

Activities not asked  0.1% 0.1% 

Source: NVS Domestic Overnight Visitation 2008-2012 

Within these groups activities such as visits to wineries, heritage sites and industrial tourism 

attractions occur more frequently in Northern Tasmania, as shown in Table 6.  Of note, 

within these groups only Going to markets receives less visitors in Northern Tasmania: this 

is most likely due to Salamanca Market, which is the most visited attraction in the State6. 

                                                            
6 Based on TVS Table 6: Total Attractions Visited or Stayed Overnight 
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TABLE 6  VIS ITOR ACTIVITY VARIATIONS 

All destination State / Region / SA2  Tasmania  Northern Tasmania 

Visit wineries  12.50% 19.10% 

Visit wildlife parks zoos or aquariums  11.60% 17.00% 

Go on guided tours or excursions  8.80% 12.00% 

Visit industrial tourism attractions 13.00% 17.70% 

Charter boat cruise or ferry ride  18.40% 24.50% 

Visit history heritage buildings sites or monuments  29.00% 36.30% 

Going to markets  39.50% 33.80% 

Source: NVS Domestic Overnight Visitation 2008-2012 

4.9.7.  COUNCIL COMPARISONS 

The table on the following page provides the Top 10 visitor activities for each of the 

Northern Tasmania councils over the past 5 years. Eat out at restaurants, Visit friends and 

relatives, General sightseeing and Go to the beach are common activities amongst the 

Councils areas. 
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TABLE 7  TOP 20 ACTIVITIES UNDERTAKEN, OVERNIGHT VIS ITORS,  AVERAGE 2008 - 2012 

George Town Dorset Launceston Council Meander Valley Council Northern Midlands Council West Tamar Council 

Visit friends and 
relatives 30% 

Go to the beach 
41% 

Eat out at restaurants 
62% 

Visit friends and 
relatives 39% 

Eat out at 
restaurants 42% 

Visit friends and 
relatives 45% 

Eat out at 
restaurants 30% 

Eat out at 
restaurants 37% 

Visit friends and 
relatives 36% 

Eat out at 
restaurants 39% 

General sight 
seeing 37% 

Eat out at 
restaurants 41% 

Go to the beach 
28% 

Visit friends and 
relatives 32% 

General sight seeing 
33% 

General sight seeing 
37% 

Visit friends and 
relatives 35% 

General sight 
seeing 32% 

General sight seeing 
26% 

General sight 
seeing 27% 

Go shopping 
27% 

Go shopping 
16% 

Go shopping 
20% 

Go to the beach 
31% 

Go fishing 
17% 

Pubs clubs discos 
etc 17% 

Pubs clubs discos etc 
16% 

Visit national parks 
or State parks 16% 

Visit history, 
heritage buildings 

sites or monuments 
18% 

Visit museums or 
art galleries 16% 

Visit farms 
14% 

Play golf 
15% 

Visit national parks or 
State parks 13% 

Bushwalking or 
rainforest walks 16% 

Pubs clubs discos 
etc 15% 

Go shopping 
15% 

Visit a health spa or 
well-being centre 9% 

Go fishing 
15% 

Bushwalking or 
rainforest walks 11% 

Pubs clubs discos 
etc 11% 

Go to the beach 
13% 

Visit national parks 
or State parks 13% 

Go on a daytrip to 
another place 9% 

Bushwalking or 
rainforest walks 11% 

Visit museums or art 
galleries 10% 

Play golf 
10% 

Picnics or BBQs 
12% 

Picnics or BBQs 
13% 

Pubs clubs discos 
etc 

8% Go shopping 8% Go on a daytrip to 
another place 

7% Visit museums or art 
galleries 

10% Other outdoor 
activities 

11% Bushwalking or 
rainforest walks 

10% 

Visit national parks 
or State parks 

5% Visit museums or 
art galleries 

4% Charter boat, cruise 
or ferry ride 

4% Visit wineries 5% Attend an organised 
sporting event 

5% Visit history, 
heritage buildings 

sites or 
monuments 

7% 

Source: NVS. 



30 
TOURISM NORTHERN TASMANIA    
D E S T I N A T I O N  M A N A G E M E N T  P L A N  F R A M E W O R K    

 

4.10.  ACCOMMODATION 

4.10.1.  ACCOMMODATION USE 

The majority of overnight visitors to Northern Tasmania stayed in a Hotel, resort motel, 

motor inn or a Friends/relatives property. Most visitors to the sub-regions also stayed in 

these accommodation types on average between 2008 and 2012.  

 

There is a marked difference between the accommodations used in Launceston than in the 

other Council areas.  For Launceston, 53% of visitors stayed in Hotel type accommodation 

while the other Councils ranged between 15% and 19%.  Launceston has significantly lower 

use of camping accommodation, both public and private. 

The data also indicates that there are a sizable number of people staying in their own 

holiday properties in George Town, West Tamar and Dorset Councils.

TABLE 8  ACCOMMODATION TYPE,  OVERNIGHT VIS ITORS AVERAGE 2008 - 2012 

Accommodation Type Northern 
Tasmania 

George 
Town Dorset Launceston 

Meander 
Valley 

Northern 
Midlands 

West 
Tamar 

Hotel resort motel or motor Inn  43% 17% 19% 53% 18% 18% 15% 

Friends or relatives property  31% 40% 30% 28% 34% 31% 41% 

Caravan park or commercial camping ground  8% 15% 13% 5% 19% 14% 15% 

Rented house apartment flat or unit  5% 3% 9% 5% 6% 7% 8% 

Guest house or B&B  5% 4% 7% 4% 11% 11% 4% 

Caravan or camping near road or on private property  3% 8% 12% 1% 10% 10% 2% 

Other  3% 4% 4% 3% 2% 7% 4% 

Own property 2% 9% 6% 1% 2% 2% 10% 

Source: NVS. 
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4.11.  INTERNATIONAL VISITOR MARKETS 
The market profiles for Tasmania and Northern Tasmania from an international visitor 

perspective are relatively similar.  

Northern Tasmania’s international visitors are more likely to be from the United Kingdom, 

Other Europe, Singapore and Hong Kong than Tasmanian visitors in general.  They are 

less likely to originate from the USA, Canada and China.  

Visitation from China to Tasmania although starting at a low base of 3,265 visitors in 2008 

has increased by 247% in 2012 to 8,072 visitors and represents a 5 year average of 5% of 

visitors. For Northern Tasmania, China represents on average 3% of all international 

visitors, indicating an opportunity to grow this market. 

FIGURE 1  VISITORS BY COUNTRY  

 

Source: IVS Average 2008-2012 

As discussed previously, international visitation to Tasmania has been relatively consistent 

over the past decade.  However, there are noticeable trends related to the country of origin 

within this relatively stable overall market. 

Although the Chinese and other Asian markets are relatively small in Tasmania, they have 

grown significantly since 2005.  The IVS recorded more than 7 times more visitors from 

China and Hong Kong to Tasmania in 2012 than in 2005, while Other Asian markets almost 

doubled.  It is also of note that the Other Asian markets exclude Japan, as the Japanese 

visitation has significantly declined over this period. 

Outside of Asia, there has been marginal growth in the Other European markets, but 

traditional sources of international visitors such as the UK and New Zealand have declined 

over this period.   

FIGURE 2  TASMANIAN INTERNATIONAL MARKET GROWTH 

 

Source: IVS, Country of Origin, Tasmania visitors 
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4.12.  FLINDERS ISLAND 
Tourism Tasmania is currently undertaking a visitor survey for Flinders Island, to provide 

comparison with data collected in 2008-09. Draft data for the first three months of 2013 has 

been provided to inform the development of this Destination Management Plan.  

As this report covers the peak summer months for Flinders Island, it is expected that there 

will be some variation for the full year results, and a skew towards holiday/leisure visitation. 

The draft report highlights the following key findings: 

 A total of 427 passengers departing Flinders Island were surveyed  during  3 months 

ending to the 30th of April 2013; 

 Of these, 64% were visitors and 36% were residents of Flinders Island; 

 37% of visitors were from Tasmania, and 36% were from Victoria; 

 Holiday visitors accounted for 49% of those surveyed, with 24% visiting friends or 

relatives and 23% for business or employment; 

 The average spend per visitor was $1195 per trip, and $1536 per holiday trip;  

 Overall, visitor satisfaction is high with 84% indicating they are likely or very likely to 

recommend a holiday to Flinders Island to others; and 

 Aspects of the visitor experience where satisfaction was lower were the availability of 

local produce, and the availability of local cafes and restaurants. 

For these three warmer months, key activities undertaken by visitors to the Island include 

water based activities such as swimming, boating and diving/snorkelling, and bush and 

recreational walks. 

FIGURE 3  FLINDERS ISLAND ACTIVITIES 

Activities Participated In During Trip Total Visitors Holiday/Leisure 

Swimming/time at the beach 52% 55% 

Bushwalking 30% 41% 

Recreational walks 45% 59% 

Fishing 20% 22% 

Gem fossicking 9% 14% 

Sailing/boating 16% 22% 

Organised sport 2% 1% 

Diving/snorkelling 7% 10% 

Hunting 5% 2% 

Bus tours 7% 12% 

Off road tours 10% 10% 

Some other activity 22% 16% 

TOTAL 93% 99% 

No Response 7% 1% 

Source: Draft 2013 Flinders Island Visitor Survey: Preliminary results for the 3 months ending April 2013.  
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5. TOURISM PRODUCT 
5.1.  INTRODUCTION 
This section of the report provides an overview of tourism product within Northern 

Tasmania, based on the TigerTOUR database.  Although this database does not provide a 

comprehensive audit for the region, it does provide an overview of what is visible to 

prospective visitors. 

5.1.1.  ABOUT TIGERTOUR 

The TigerTOUR database provides tourism businesses and destinations with a free online 

listing that receives wide distribution, including: 

 Tasmanian Visitor Information Network; 

 Travelways, a free Tasmanian travel guide; and, 

 Inclusion on the Australian Tourism Data Warehouse; 

 The Australian Tourism Data Warehouse provides information to a range of tourism 

wholesalers and consumers, both locally and internationally.   

5.2.  PRODUCT SUMMARY  
The summary of product across the seven Northern Tasmania councils indicates that 

Launceston City Council accounts for 45% of all product listed on TigerTOUR, as shown in 

Table 9. 

Although Launceston City Council has a lower percentage of the listed accommodation 

establishments, at 33%, the majority of those in the other Councils are of much smaller 

capacity, as discussed in Section 5.2.1.  It is also of note that all but 2 of the region’s 

restaurants listed on TigerTOUR are in Launceston. 

TABLE 9  TIGERTOUR PRODUCT SUMMARY 

Council Accom Attraction Hire Rest’rant Tour Total 

Dorset 24 9 3 36 

Flinders Island 17 1 2 3 23 

George Town 10 11 2 2 25 

Launceston 75 48 17 19 39 198 

Meander Valley 40 19 1 3 63 

Northern Midlands 38 12 3 2 55 

West Tamar 18 21 1 40 

Total 222 121 23 21 53 440 

Source: TigerTOUR database, May 2013 

5.2.1.  ACCOMMODATION SUPPLY 

The ABS Tourist Accommodation Small Area Data provides comparable data for 

establishments of more than 15 rooms in 2002 and 20127. 

In December 2012 there were 44 accommodation establishments of more than 15 rooms 

identified in Northern Tasmania, an increase of 26% since 2002: all but 4 of these were 

within Launceston.   The 5% increase in the average number of rooms indicates that the 

newer developments have been of a larger scale than those built prior to 2002, or that 

existing establishments have been extended. 

                                                            
7 The collection methodology changed in 2005, but as of 2012 it had reverted back to the 2002 method, 
enabling direct comparison 



34 
TOURISM NORTHERN TASMANIA    
D E S T I N A T I O N  M A N A G E M E N T  P L A N  F R A M E W O R K    

 

TABLE 10  ACCOMMODATION SUPPLY 

 

Region Establishments Rooms 

Average 
No. 

Rooms 
Bed 

Spaces Employment 

2002 Tasmania 140 5,797 41.4 17,170 4,129 

Northern Tasmania 35 1,493 42.7 4,792 1,112 

2012 Tasmania 154 6,846 44.5 18,632 4,751 

Northern Tasmania 44 1,967 44.7 5,466 1,249 

%Growth Tasmania 10% 18% 7% 9% 15% 

Northern Tasmania 26% 32% 5% 14% 12% 

Source: ABS Tourist Accommodation, Small Area Data, Tasmania, 2002 and 2012 

5.2.2.  RESTAURANTS 

Although it does not provide an exhaustive list of quality eating places the Australian Good 

Food Guide provides an external view of the high quality restaurants in the region. In 2013 

the Good Food Guide awarded hats to 8 restaurants in Northern Tasmania. Seven of these 

were listed as being in Launceston: 

 Stillwater 

 Black Cow 

 Me Wah; 

 Pierre’s 

 Mud Bar and Restaurant 

 Novaro’s 

 The Terrace at Country Club Tasmania8 

The only restaurant to be awarded a hat outside of Launceston was the Cove bar and 

Restaurant at Pepper’s, York Cove. 

It is interesting to compare this result with other regional centres to provide perspective of 

the number of highly regarded restaurants in the region.   

In Victoria, of the regions outside Melbourne, only the Mornington Peninsula had eight 

hatted restaurant, while the major regional centres had significantly less: Ballarat had 1 and 

Bendigo 2. In NSW, Wollongong and the Illawarra had 3 hatted restaurants while there 

were none in  Wagga Wagga. 

This indicates that when compared to other regional centres, Northern Tasmania supports a 

strong restaurant sector.   

5.3.  PRODUCT LOCATIONS 
The map on the following page indicates the tourism product listings for each of the 

Northern Tasmania locations used in the Tasmania Visitor Survey.   The tourism product is 

predominantly located within Launceston, with significantly more products listed than any 

other location in the region. 

 

   

                                                            
8 Country Club Tasmsnia is located at Prospect Vale, within the Meander Valley Council. 
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6. MARKETING AND VISITOR INFORMATION 
6.1.  INTRODUCTION 
This section provides an overview of marketing activities undertaken by Tourism Tasmania 

and the Councils within Northern Tasmania  

6.2.  TOURISM TASMANIA 
Tourism Tasmania undertakes targeted promotion and marketing to promote Tasmania as 

a destination to domestic and international markets.  Promotions and marketing activities 

include a range of media such as print, digital, cinema and television advertisements, 

advertorials, trade shows, public relations, and media articles and programs.  Tourism 

Tasmania also has a regular online presence through social media and its national 

consumer website, www.discovertasmania.com. 

TARGET MARKETS  

Following quantitative and qualitative research, Tourism Tasmania has identified their target 

audience as ‘Life Long Learners’. This group of people likely to visit the State have a 

common interest in exploring and learning more about themselves and the world in which 

they live.  

This group can be segmented into two age brackets, aged 40+ couples seeking a touring 

experience and aged 25-39 couples wanting a short break. Both groups primarily live on the 

Eastern Seaboard of Australia and go on holidays to either discover and understand new 

people and places or to escape and spend time together and create new memories. 

MARKETING CAMPAIGNS  

Tourism Tasmania currently has two active 2 month marketing campaigns aimed at 

mainland Australians and returning Tasmanians; and has worked closely with RTO’s on the 

current brand campaigning, providing an opportunity for Northern Tasmania to align its 

marketing initiatives.  The current campaigns include: 

TASMANIA :  GO BEH IND THE  SCENERY  

‘Go Behind the Scenery’ is an innovative marketing campaign targeted at Melbourne and 

Sydney which is running from 24 March to 31 May 2013. The campaign seeks to encourage 

mainland Australians to discover Tasmania’s behind-the-scenery experiences, including the 

“nooks and crannies, the offbeat and original, and Tasmania's natural beauty set against 
the brutality of the environment and social history”. 

The campaign is aimed at a core target audience that falls into two age brackets: 40+ 

couples wanting a touring experience and aged 25-39 couples wanting a short break.  The 

media spend for the campaign is $1.7 million and it incorporates a range of free-to-air, SBS 

and pay television, print, digital, cinema and outdoor advertising. 

The campaign includes a dedicated website (gobehindthescenery.com.au) which provides 

a visually informative tool for potential visitors.  It provides visitor information on the main 

tourism regions (North, North West, East and South), potential travel itineraries and an 

online magazine showcasing some of the attractions across the State.  The website is 

highly visual and features a running video on its homepage. 

THE  TASS IE  COMEBACK TOUR 

The Comeback Tour campaign has been prepared in response to recent bushfires in the 

state and encourages Tasmanians to return to and support areas affected by bushfire by 

using accommodation and spreading the word about experiences with friends and family. It 

seeks to provide recognition that tourism and other service businesses in the bushfire-

affected areas are still recovering from the effects of the January 2013 bushfires. 

The campaign has a dedicated website (tassiecomebacktour.com.au), supported by social 

media, which provides specific visitor information on the Derwent Region, the East Coast 

Region and the Tasman Region; as well as links to the Discover Tasmania website and 

Facebook. 
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CAMPAIGNING IN  2012  

Tourism Tasmania has also undertaken recent marketing campaigns to enhance the 

tourism profile of the State throughout 2012.  These include: 

 Tassie Afterglow – a campaign which sought to encourage Australians to visit 

Tasmania during spring.  The program sought to evoke a sense of nostalgia and 

was primarily aimed at younger (25-39) and older (40-64) Australian couples with 

good incomes, education and jobs. 

 Save a Mainlander – delivering a message to Tasmanians via local radio, TV, 

online sites and our regional newspapers; urging them to invite interstate friends, 

relatives and colleagues to Tasmania for a holiday or break. 

 There’s a Place – undertaking advertising and promotional activities to encourage 

Australians to consider and purchase a Tasmanian holiday during the autumn 

and early winter period.  The promotion focused on Tasmania's strengths as a 

touring holiday destination and was primarily aimed at residents in NSW, Victoria 

and SE Queensland, who are predisposed to holidaying in Tasmania, and spent 

more than $200 a day or $2000 on their last trip. 

DISCOVER  TASMANIA  

The Discover Tasmania provides an online visitor tool that provides a range of tourist 

information for current and prospective visitors to the State, including destination 

information, accommodation bookings and listings, themed details of key activities / 

attractions, a calendar of events and travel information for transport to / from and within 

Tasmania.  The website offers consumers the range of tools required to book a full holiday 

experience, with opportunities to book and pay online in real time.  The products listed on 

the Discover Tasmania website are automatically drawn from Tourism Tasmania's 

TigerTOUR database, which contains extensive information on Tasmanian accommodation 

providers, tours and attractions. 

The Discover Tasmania website provides specific destination information on the 

Launceston, Tamar and North Region.  It specifically provides: 

 Accommodation information and booking support; 

 A synopsis of the Region’s key towns and places, including things to do, history 

and travel options/directions; 

 Maps and directional material; 

 Example travel itineraries for the region;  

 An events calendar of major upcoming events and activities;  

 Deals and offers from businesses in the region; and 

 A brochure for the region which provides a visitor guide and all key tourist 

information, including activities, accommodation and maps.  

TASMANIA  EXPER IENCES  

Tasmania Experiences is a website that provides platform for visitors to interactively share 

experiences attractions and activities that they have undertaken across the State.  The 

website provides links to the Discover Tasmania website, where visitors can link to further 

information, such as accommodation. 

6.3.  COUNCIL WEBSITES 

6.3.1.  LAUNCESTON CITY COUNCIL 

The Launceston City Council website provides a range of important tourist information, 

under the following headings: 

 Launceston provides a tourism sub-set which offers information on the history of 

Launceston, details of key tourism organisations and links to the Launceston, 

George Town and Tamar destination website (see below). 

 Facilities provides details of key Council run facilities and attractions, such as the 

Queen Victoria Museum and Art Galley, Launceston VIC and Cataract Gorge 

Reserve. 

 Events - providing details of key council and business run events in Launceston. 

Launceston promotes itself using ‘It all Starts Here’ and ‘Start Something Special in 

Launceston’ brand slogans.  This positions Launceston as a base to discover the many 
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natural and historic attractions of the Tamar Valley and surrounds.  The slogan and 

associated graphics are used in promotional material, the destination website (below), 

social media (such as Facebook) and in a dedicated smartphone app. 

Launceston City Council, in partnership with George Town Council and West Tamar 

Council, provides a destination website (www.visitlauncestontamar.com.au) which builds on 

information based services in the City Centre, Airport and the Launceston VIC locations, 

and promotes the ‘It all Starts Here’ branding.  The website provides: 

 A brief synopsis of the region; 

 A list of things to do and links to further information; themes include food & wine, 

nature & walks, heritage, adventure & sport, arts & culture and wildlife. 

 An accommodation search and online booking platform (including a search and 

booking facility for state-wide accommodation); 

 A tour search and online booking platform; 

 Links to car hire websites;  

 A list of major events in the region; 

 A link to bookeasy.com.au, which provides details of dining options; and 

 Details of upcoming conferences and conference booking details. 

6.3.2.  WEST TAMAR COUNCIL 

The Council website has a dedicated tourism page linked to its homepage.  It provides 

information on attractions, events, history and key contacts; however, it does not provide 

any identifiable or dedicated branding to promote the offer.  Key tourism information is 

contained under the following pages: 

 Key attractions – promoting the areas key tourist attractions including Batman 

Bridge, Brady’s Lookout, Narawntapu National Park, Notley Fern Gorge, Supply 

River Mill Reserve, Tamar Island Wetlands, Auld Kirk Church and the 

Beaconsfield Mine & Heritage Centre; 

 Beaconsfield Mine & Heritage Centre – providing details of the centre and links to 

the website; 

 What’s On – offering an events calendar with details of forthcoming events, with 

links to relevant contacts and websites where applicable. 

 Local History – providing details and links to the West Tamar Historical Society. 

 West Tamar Visitor Centre – with details of opening times, contacts and 

directions, and PDFs of key township maps in West Tamar. 

 Tamar Valley Wine Route – providing an annotated map of the West Tamar Wine 

Route and key attractions. 

 York Town – with details of the site of the first British attempt to establish a 

presence in Tasmania. 

West Tamar is a partner of the ‘Visit Launceston Tamar’ destination website, there is no link 

to the site on the Council’s tourism pages. 

6.3.3.  GEORGE TOWN COUNCIL 

George Town Council markets its tourism product under the ‘Provincial Tamar’ umbrella, 

details of which are provided under ‘The Region’ on Councils homepage and the areas 

tourism website: www.provincialtamar.com.au.   It provides details of the region marketed 

and branded using the following slogans: 

 Wild - Tasmanian experiences to bring you close to nature  

 Renowned - Tasmanian experiences of food and famous wines  

 Remarkable - Tasmanian experiences to make history alive 

The George Town’s visitor website (www.provincialtamar.com.au) provides detailed 

information for visitors to assist planning their visit.  The website is basic and does not 

provide and stylised branding or market campaigning.  Whilst the website contains detailed 

information and contact details, it does not provide a dedicated online booking facility.  Key 

information includes: 

 Information on towns in the region, including histories, attractions and mapping; 
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 Brief details of key attractions, including contact details and addresses; 

 A dining and events guide, with contacts details and addresses; 

 An accommodation guide, with contacts details and addresses; and 

 Details of walks, ride and trails in the region. 

Whilst the Council is a partner in the ‘Visit Launceston Tamar’ destination website, there is 

no link to the site on the tourism pages. 

6.3.4.  DORSET COUNCIL 

Dorset Council has recently launched their redeveloped tourism website, branded as North 

East Tourism Tasmania, with the slogan “North East Tasmania, an experience like no 

other” on the home page. 

The website provides detailed information and mapping of the Dorset tourism offer, with 

contact details for all major events, accommodation and attractions; however it does not 

offer a dedicated online booking service.  Information is provided on: 

 Activities and attractions; 

 Events; 

 Food and dining; 

 Accommodation; 

 Local services and facilities; 

 Local history; and 

 Major townships. 

6.3.5.  FLINDERS ISLAND COUNCIL 

Flinders Island Council website has no easily identifiable tourism marketing on its website 

homepage, but has a link entitled ‘Visit Flinders Island’, linking to information on weather 

and facts about Flinders Island.  Via this link, users can navigate to the visitor information 

page (www.visitflindersisland.com.au). 

Flinders Island has recently undertaken a marketing campaign (February 2013) to 

showcase the tourism on offer.  The theme of this campaign is 'Experience the Good Life', 

which highlights the attractions available on the Island.   The main feature of the $32,000 

campaign is a new TV commercial which is being aired on WIN and Southern Cross 

throughout regional Victoria, supplemented with electronic direct mail and social media 

activities.  The campaign brand is promoted via the visitor information page 

(www.visitflindersisland.com.au). 

The visitor information website provides a range of visitor information in a stylised and easy 

to navigate website, under a number of headings including: 

 Virtual Flinders – providing interactive Google maps which highlight the key 

accommodation opportunities, attractions and transport nodes on Flinders Island. 

 Visit Flinders – providing travel deals, details and directions; 

 Where to stay – offering details for a range of accommodation options; 

 What to do – with details of dining, events, experiences, tours and retail options; 

 The Islands – detailing facts, history, attractions and climate; and 

 When to travel – providing details of weather events and news. 

6.3.6.  MEANDER VALLEY COUNCIL 

Tourism information on the council homepage is located under Economic Development, 

Visitor Information.  The Visitor information page contains 3 sections, including: 

 A PDF online Holiday Guide – including information on touring, things to see and 

do, walks and nature trails, cycle trails, food and wine, places to stay and lifestyle; 

 A Link to the Great Western Tiers visitor information website (see below); and 

 Contact details and directions to the Greater Western Tiers Visitor Information 

Centre. 

Meander Valley markets its tourism offer under the ‘Greater Western Tiers: Village Life & 

Wilderness’ brand.  This branding is characteristic of the visitor information website and 

promotional material. 
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The Greater Western Tiers visitor information site provides a range of information and the 

ability to book online accommodation (linked to bookeasy.com.au).  Key information 

includes: 

 Information on villages in the region; 

 Activities, including cycling trails, trout fishing and walks & wilderness; 

 Attractions, including antiques & collectables, arts & crafts, experiences, history & 

heritage; 

 Events; 

 Food and wine; and  

 Accommodation options (including online booking). 

6.3.7.  NORTHERN MIDLANDS 

Tourism information on the council homepage is located under the ‘Community’ tab.  It 

provides a brief summary of some attractions in the Northern Midlands, such as the Ross 

Bridge, bushwalking, wildlife and well-preserved historic towns and the Heritage Highway.   

The website provides a link to the Heritage Highway visitor information site 

(www.heritagehighway.com.au), which provides visitor information on the historic heart of 

Tasmania, in conjunction with Southern Midlands Council.  It includes information on 

attractions, accommodation, events and travel information; and is marketed using the 

website and social media sources such as Facebook and Twitter.  The website markets the 

heritage highway area as the ‘historic heart of Tasmania’. 
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6 .3.8.  SUMMARY  

Council Strengths Weaknesses 

Launceston Links to destination website. 

Dedicated branding and marketing of the region. 

Destination website is comprehensive and provides online booking facilities. 

Provides information of the TNT region and RTO. 

Links to tourism hard to find / navigate from Council website. 

 

West Tamar Tourism information easily navigable from Council website. No links to ‘Visit Launceston Tamar’ destination website from Council 
tourism information. 

George Town Dedicated visitor information website. 

Some brand awareness and slogan development. 

No links to ‘Visit Launceston Tamar’ destination website from Council 
tourism information. 

Brand not fully developed or stylised. 

Basic visitor information website and no online booking facility. 

Dorset Dedicated and comprehensive visitor information website with mapping of services and 
attractions. 

Links to visitor information website difficult to navigate from Council 
information. 

No online booking facilities. 

Flinders Island Undertaken a recent marketing and branding campaign. 

Branding developed and promoted. 

Dedicated visitor information with interactive and stylised website. 

Links to visitor information website difficult to navigate from Council 
information. 

Minimal tourism information on Council website 

No online booking facilities. 

Meander Valley Branding developed and promoted. 

Dedicated visitor information with interactive and stylised website. 

Links to online accommodation booking (bookeasy). 

Links to visitor information website difficult to navigate from Council 
information. 

Northern Midlands Dedicated visitor information with interactive and stylised website (in conjunction with Southern 
Midlands). 

Links to visitor information website difficult to navigate from Council 
information. 

Minimal branding. 
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6.4.  WEB SEARCH ANALYSIS 

6.4.1.  INTRODUCTION 

Google Trends provides a the comparative frequency of search terms in Google, as well as 

the origin of the searches and other terms used before or after the search being analysed.  

This is used to provide insight into the tourism market and places of interest within Northern 

Tasmania.    

6.4.2.  TASMANIAN CONTEXT 

Figure 3 provides the comparison between the searches for Tasmania Accommodation, 

Hobart Accommodation and Launceston Accommodation.  

The term Accommodation is used along with the destination names to filter out non-visitor 

related searches 

FIGURE 4  RELATIVE ACCOMMODATION SEARCHES 

 

Google Trends: 2007 – May 2013, Launceston Accommodation, Hobart Accommodation, Tasmania 

Accommodation 

The data indicates that Tasmania Accommodation is searched far more than the others, 

and that Hobart Accommodation is searched for 57% as frequently as Tasmania 
Accommodation.  Launceston Accommodation is the least frequently searched for term, at 

29% of the frequency of Tasmania and approximately half as often as Hobart.  

Google Trends also provides the relative frequency of the city that the accommodation 

search was undertaken from, as shown in Error! Reference source not found. 5. 

FIGURE 5  SEARCH CITY OF ORIGIN 

 

Google Trends: 2004 – May 2013, Launceston Accommodation, Hobart Accommodation, Tasmania 

Accommodation 

Although there are variations in the frequency, the order of frequency is the same for the 

three searches, with the majority originating from Hobart, followed by Launceston and 

Melbourne.  It is of note that relatively more frequent searches for Launceston 
Accommodation from within Launceston, possibly indicating that more people may be 

booking at the last minute. 

Google Trends provides analysis on searches that have been conducted before and after 

the phrase being analysed.  Search terms frequently entered with Launceston 
Accommodation are provided in Table 11, which provides some insight into the visitor’s 

accommodation preferences and also perceptions of the region. 
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Not all results are included in the table, as they generally include Accommodation, 

Tasmania, Launceston and Hobart and occur with a relative frequency of between 15 and 

95.   

The importance of online bookings for accommodation providers is highlighted by the 

appearance of wotif three times.  Also, apartments are searched for regularly, indicating a 

demand for self contained accommodation. 

Providers frequently searched for in conjunction with Launceston Accommodation include 

the Country Club and Casino, Peppers, Penny Royal and the Grand Chancellor.   

Of note is the number of destinations outside of Northern Tasmania that are included in the 

list of related searches: Hobart, Cradle Mountain, Devonport and Strahan.  

6.4.3.  NORTHERN TASMANIA ATTRACTIONS 

Similar analysis has been undertaken for search terms that may be used to reference some 

key experiences and attractions in Northern Tasmania, being: 

 Launceston Accommodation 

 Barnbougle 

 Tamar Valley 

 Tasmania convict 

 Cataract Gorge 

TABLE 11  RELATED SEARCHED:  LAUNCESTON 
ACCOMMODATION 

Search Term Relative 
Frequency 

Accommodation Tasmania Launceston 100 

Accommodation Hobart 30 

Cheap Accommodation Launceston 15 

Launceston Accommodation Apartments 15 

Launceston Apartments 15 

Accommodation Cradle Mountain 15 

Wotif Launceston 15 

Cradle Mountain 15 

Wotif Launceston Accommodation 15 

Country Club Launceston 10 

Launceston Airport 10 

Devonport Accommodation 10 

Launceston Casino 10 

Launceston Casino Accommodation 10 

Grand Chancellor Launceston 5 

Strahan Accommodation 5 

Peppers Launceston 5 

Penny Royal Launceston 5 

Launceston Family Accommodation 5 

Tamar Valley Accommodation 5 

Car Hire Launceston 5 

Launceston Caravan Park 5 

Launceston Budget Accommodation 5 

Wotif Tasmania 5 
Google Trends: 2004 – May 2013, Launceston Accommodation. Note that Accommodation Tasmania Launceston 

is included as it is the most frequently occurring related search, and provides some context for the other results.  

Not all results are shown. 
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Launceston Accommodation has been included to provide context from the analysis of 

Google Trends included in the previous section. 

These terms have been selected to provide insight into the profile of these attractions in the 

tourism marketplace and their relative importance for tourism in Northern Tasmania.  The 

results are only for searches originating in Australia, to filter out searches for the River 

Tamar in Cornwall. 

Tasmania Convict is used to develop an understanding of the relative appeal of heritage, as 

other terms such as Heritage Estate Tasmania, Launceston History, Launceston 
Architecture, Woolmers Estate, and Brickendon Estate did not return enough results.  

Google Trends indicates that Port Arthur Is searched for approximately 20 times more 

frequently than Tasmania Convict, indicating that this attraction is the main attraction for 

visitors interested in the State’s convict history.   

FIGURE 6  RELATIVE SEARCH FREQUENCY:  NORTHERN 
TASMANIA  

 

Google Trends: 2004 – May 2013,: search terms as indicated. 

Of the five search terms, Launceston Accommodation is the most frequently occurring, with 

Tamar Valley and Barnbougle occurring with approximately half the frequency.   Tasmania 
convict and Cataract Gorge are less frequently searched for. 

Barnbougle has the broadest geographic spread of search origins, with the only term with a 

significant frequency of search in all State capitals.  Tasmania Convict is a term that is 

searched for along the eastern seaboard capitals, but Tamar Valley and Cataract Gorge are 

predominantly searched for in Hobart, Sydney and Melbourne. 

FIGURE 7  ORIGIN OF SEARCH 

 

Google Trends: 2004 – May 2013, search terms as indicated. Due to smaller sample sizes than the 

Accommodation search analysis, Launceston is not reported separately by Google Trends.  

Table 12provides the searches used before or after Tamar Valley  and Tasmania Convict .  
The results for Cataract Gorge were references to Tasmania and Launceston only, and for 

Barnbougle the results were generally related to the golf resort and the nearby Lost Farm. 
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The results for Tasmania Convict are included to indicate the interest in the State’s heritage 

product.  The related search terms are mainly generic, except for Port Arthur.  This result, in 

conjunction with the search results for terms discussed above, indicates that there may be 

benefits in promoting the World Heritage Convict Sites in the North, Brickendon and 

Woolmers Estates, in conjunction with Port Arthur. 

Tamar Valley Resort was the most frequently used search related to Tamar Valley, with 

Aspect Tamar Valley, the resort at Grindelwald also featuring.  Wine and wineries also 

appear on the list, but occur with a much lower frequency than Tamar Valley Resort. 

TABLE 12  RELATED SEARCHES:  TAMAR VALLEY 

Tamar Valley Relative Frequency 

Tamar Valley Resort 100 

Tasmania Tamar Valley  95 

Launceston Tamar Valley  65 

Aspect Tamar Valley 40 

Accommodation Tamar Valley 35 

Tamar Valley Wine 25 

Tamar Valley Wineries 15 

Tamar Valley Yoghurt 15 

Tamar Valley Map 15 

Google Trends: 2004 – May 2013, search terms as indicated 

 

 

 

 

 

 

6.5.  VISITOR INFORMATION SOURCES 
Before visiting Tasmania, 37% of visitors used websites to source their tourism information 

in 2012. A further 32% used word of mouth and 31% did not use any information sources. 

TABLE 13  INFORMATION SOURCES USED PRE-ARRIVALS 

 

2012 
%Change              

2011 - 2012 

Websites with Tasmanian travel information 37% -3.1 

Word of mouth 32% -3.2 

No other information used prior 31% 12.3 

Airline 31% -10.8 

Online only travel provider 17% -7.7 

Travel/guide books 15% -16.5 

Brochures 14% -10 

Travel Agent 14% -11.4 

Tasmanian tourism operator 11% -18.7 

Some other provider 9% -10.4 

TT-Line (Spirit of Tasmania) 8% -21.6 

Newspapers/Magazines 6% -8.6 

Email/e-newsletters 4% -1.9 

Some other 4% 11.2 

Motoring Club 2% -25.6 

Television 2% -24.2 

Radio 0.2% -21.4 

Source: Tasmania Visitor Survey 
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7. CONSULTATION SUMMARY

7.1.  INTRODUCTION 
The consultation process undertaken to support the development of the Tourism Northern 

Tasmania Destination Management Plan includes: 

 Four Council and tourism operator workshops, held at the Beaconsfield Mine and 

Heritage Centre, Woolmers Estate, Whitemark and in Launceston; 

 A survey of Council General Managers and/or Tourism Managers; 

 A workshop with Council General Managers; 

 A session with investors, representatives from key organisations and government 

agencies; and 

 Telephone interviews with other stakeholders. 

Following is a summary of the outcomes of the consultation process for the four focuses of 

this destination management process. The outcomes of the Council survey are included as 

an appendix to this document.  

7.2.  VISITOR MARKETS 
Discussion relating to the key markets for Northern Tasmania was included in the 

consultation process.  These markets, and the opportunities for growth, are important in 

determining the strategic directions for tourism in the region. 

FAMIL IES  

There family market is seen as important to Northern Tasmania, particularly the appeal of 

the region as being removed from the technology focused and fast paced eastern seaboard 

cities. 

SEASONAL ITY  

Low visitation in the winter months was identified as impacting on business viability.  Events 

held during the winter months are being promoted as a way of increasing visitation, 

including the Hawthorn AFL matches, promotion of conference opportunities and also the 

use of some of the heritage estates as locations for weddings from interstate.  

SELF  DR IVE  TOURISTS  AND GREY NOMADS 

The reduction in visitors undertaking longer self-drive tours of Tasmania is seen as 

impacting on the dispersal of overnight visitors across Northern Tasmania.   

The available capacity for cars and caravans on the Spirit of Tasmania is seen as an 

important barrier to growing this market. 

SHORT BREAK MARKETS  

The accessibility to the region from the eastern seaboard capitals and the range of product 

within short distance of Launceston indicates that the region may appeal to the short break 

market.  Importantly, this market has been growing over the past few years. 

AS IA AND CHINA 

The growth of visitation from China and Asia was been noticed by tourism stakeholders in 

Northern Tasmania and is expected to continue to provide additional visitation in the future.   

MARKET INTO HOBART  

There is a view that Hobart and the South is a largely underdeveloped market for Northern 

Tasmania, particularly for short breaks.  

GENEALOGY 

The region’s history as a convict settlement attracts visitors interested in tracing their family 

history and visiting key sites. 
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CRU ISE  SH IPS  

Bell Bay provides the opportunity for cruise ships to harbour in Northern Tasmania, 

generating international visitation.  

7.3.  PRODUCTS AND EXPERIENCES 
It is an important aspect of the Destination Management Planning process to identify the 

tourism product and experiences that define the region and also differentiate the region 

from competing destinations.   

FOOD AND WINE  

The vineyards of the Tamar Valley were identified as one of the attractions in Northern 

Tasmania, as the region is recognised as a producer of high quality cool climate wines.   

The agricultural product of the region is also highly regarded. There are examples of 

restaurants in the region highlighting the use of local produce on their menus, but there was 

a view that the food and local produce offer could be developed further. 

ADVENTURE  TOURISM 

The region is seen to offer a range of adventure tourism experiences that are easily 

accessible and also provide a range of difficulties to ensure family appeal.  This includes a 

range of adventure activities, such as cycling, bushwalking and climbing. 

In particular, Ben Lomond was identified as being site that may be developed to appeal to 

families seeking adventure experiences. 

WILDL IFE  AND ANIMAL EXPER IENCES  

There are a number of wildlife tourism products in the region, such as Seahorse World, 

Platypus House, Trowunna Wildlife Park and Tasmania Zoo.  The farm animals at 

Brickendon Estate also appeal to visitors. 

GOLF  

Barnbougle Dunes and Lost Farm golf resorts are regarding as two of the best courses in 

Australia and are considerable attractors of visitors to the region.  Country Club Tasmania 

also offers a highly regarded 18 hole course.  

There are several proposals for the development of additional golf resorts in the region. 

F ISH ING 

The trout fishing experience in Tasmania is of world standard, particularly in waters such as 

the Macquarie River, Brumbys Creek and Four Springs Lake. In addition, the Australian Fly 

Fishing Museum has recently opened at Clarendon Estate, near Evandale. 

There is a view that the quality of fishing is not attracting the number of visitors that it could.  

The international market is being drawn to New Zealand, particularly during this period of 

high exchange rates.   

ARTS AND CULTURE  

The Queen Victoria Museum and Art Gallery is the largest facility of its type in Australia, 

outside of capital cities. There are also a number of other galleries in the region, such as the 

Academy Gallery, the Design Centre and several commercial galleries.  The development 

of the North East Art Tour and the inclusion of regional arts and culture products on the 

Smart Art database are important initiatives to generate visitation and regional dispersal. 

There is also a range of performing arts organisations in the region, such as Tasdance and 

Theatre North. 

EVENTS  

Major events such as the Hawthorn AFL Football games and the V8 Supercars fill 

Launceston’s accommodation capacity.  These events also occur in the colder months, 

providing visitation in typically quieter periods of the year.  

The Dark Mofo event to be held in June is an addition to the events calendar that may also 

attract additional visitors into Launceston.  The Junction Arts Festival is a major event in 

Launceston, including street performances and theatre, visual and media arts, literature, 

music and dance. 
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H ISTORY AND HER ITAGE  

The World Heritage Convict sites, Woolmers and Brickendon Estates, are prominent 

heritage attractions in Northern Tasmania.  Other estates to the south of Launceston, such 

as Quamby and Clarendon, are also significant heritage products in the region.  

The Beaconsfield Mine and Heritage Centre provide exhibitions and interpretation of the 

history of the Tamar Valley, with a focus on the region’s gold mining history. 

The preserved 19th century architecture in central Launceston provides an opportunity to 

experience living heritage, as many of the buildings are still in use.   

7.4.  INDUSTRY DEVELOPMENT 
The consultation identified a range of industry development priorities to support growth in 

the region’s tourism industry and improving visitor experiences. 

EXTENDED OPEN ING HOURS  

The need to develop an understanding within industry operators of the importance of being 

open during peak visitor times, such as weekends and evenings was raised as an industry 

development objective.  As there is concern regarding the viability of extended opening 

hours due to penalty rates, advice as to how to maximise the benefits for businesses is an 

important aspect of this industry development. 

This is particularly important for the region to maximise the benefit events that attract 

visitors into the region, such as the Hawthorn AFL games and the forthcoming Dark Mofo 

event.  

CUSTOMER SERV ICE  

Customer service standards were identified as an area that needs to be addressed in the 

region.  This includes improving operators’ understanding of the importance of customer 

service standards as well as providing regular professional development opportunities for 

staff. 

BUS INESS  RE INVESTMENT 

Reinvestment and development of new product is an important aspect of continued visitor 

attraction.  The need for reinvestment and practical advice, particularly for small to medium 

enterprises may facilitate more investment in the region’s tourism product. 

CHINA READY 

Training and education for operators on providing services and product for the growing 

Chinese market was seen as a particularly important area of development for the region’s 

tourism industry.  

ONL INE  PRESENCE   

There is still thought to be a significant number of tourism businesses in the region that do 

not have an online presence, either a website, social media, or online booking facilities. 

Sites such as Trip Advisor and Urban Spoon are becoming increasingly important visitor 

information services and the inclusion of product on the TigerTOUR database is important 

in interstate and international markets. 

7.5.  STAKEHOLDER AND COMMUNITY ENGAGEMENT 
As a recently formed organisation, the consultation process undertaken for the Destination 

Management Plan represents an important stakeholder engagement opportunity for 

Tourism Northern Tasmania.   

Within the region, active tourism and business associations with links to tourism include: 

 Heritage Highway Tourism Association 

 Northern Midlands Business Association 

 Flinders Island Tourism Association 

 Launceston Tamar Valley Tourism Association 

 Launceston Chamber of Commerce  

 CityProm 
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 Great Western Tiers Tourism Association 

 Mole Creek Tourism Association 

 West Tamar Chamber of Commerce 

 North East Tasmania Tourism 

These associations are provided a range of support from Councils, including staffing, 

funding and other resources. 

These associations and their respective Councils provide the basis for ongoing engagement 

with the region’s tourism industry and stakeholders. 

LOCAL  AMBASSADORS  AND AWARENESS  

The benefit of improving the knowledge of locals as to what is on offer to visitors in the 

region was seen as important to tourism.  This may lead to increased patronage of local 

tourism businesses and product by residents, increased visitation and yield in the Visiting 

Friends and Relatives market and improving the informal visitor information provided by the 

community. This may also be supported by the introduction of a local ambassador program. 

HAVE A  COFFEE  W ITH A LOCAL  

A Have A Coffee with a Local program would enable visitors to sit down and talk to 

someone about the region, its attractions and how to get around over a coffee.   

INTERNAT IONAL STUDENTS  

International students staying in Launceston are a driver of international visitation in the 

region, therefore informing these students about the tourism product is an important 

engagement activity.  In addition, these students provide a source of employees for 

businesses that are focusing on international markets. 

7.6.  INVESTMENT ATTRACTION AND REINVESTMENT 
Investment and reinvestment from both the public and private sectors was included in the 

consultation process.  This included discussion related to the industry sectors that may 

increase the region’s profile and visitation, as well as issues and opportunities to realise 

investment. 

The need for tourism developments to be bold and of an international standard in order to 

drive visitation and create interest in further investment was an important theme throughout 

the consultation process.   

Specific investment opportunities that arose during the consultation process are included in 

Section 7.8. 

CYCL ING 

Both mountain bike and road cycling where highlighted as development opportunities for 

Northern Tasmania, due to the high quality experiences on offer or proposed to be 

developed. 

Investment in the cycle friendly infrastructure and products is important to support the 

development of this as a regional attraction.  This includes cycle friendly accommodation, 

identified cycling routes, bicycle wash down facilities, secure storage and safe and easy 

bicycle transport to the region. 

An application for RDAF funding to develop mountain bike trails at Hollybank, the Blue Tier 

and Cascade Falls. If successful in obtaining funding, these tracks could provide the 

impetus for further investment in the region to support mountain bike tourism. 

CONFERENCES  AND EVENTS  

The development of Northern Tasmania’s conference and event market was seen as an 

important initiative for the region, particularly for its capacity to create demand during the 

middle of the year.   

The Launceston Chamber of Commerce has commissioned a feasibility study for the 

development of a conference facility in the city.  In addition to the facilities available, 

compelling tourism product and experiences in the surrounding region and making the 

process easy for conference organisers are also important factors in conference attraction. 
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LOCAL  PRODUCE  

Although the high quality of local agricultural produce is seen as an advantage for Northern 

Tasmania, it is not readily available to visitors, either through farm gate sales, providores or 

on menus in many local restaurants and cafes.   

The development of a local produce centre in Launceston, possibly in conjunction with the 

VIC, was suggested as one way of providing visitor access to a range of goods.  There is 

also a proposal to develop a local produce touring map to compliment the Tamar Valley 

Wine Route. 

FOOD PROV IS ION 

Closely associated with the local produce offer, is the need to provide more quality dining 

experiences in the region, particularly outside of Launceston. This was seen as an issue as 

the region has promoted its food and wine.   

Concerns were raised regarding the viability of restaurants in the regional areas, particularly 

as several establishments have closed in recent years.    

TAMAR VALLEY W INE  ROUTE  

Although still regarded as one of the region’s major attractions, further development of 

cellar doors and the food offer would improve the visitor experience.  A high profile 

investment within this region would also help lift the profile and visitation across the wine 

route. 

LAUNCESTON CBD 

Recommendations for development and infrastructure in central Launceston to improve its 

appeal as a hub for visitation within Northern Tasmania included: 

 Improving the walkability of the city, particularly connections between the city centre 

and the Royal Park and riverfront precinct; 

 Development of Cameron St as the main axis for the city, linking the QVMAG and 

gates to City Park and highlighting the heritage architecture; 

 Making more use of Cataract Gorge as a space for events and soft adventure 

activities; 

 Developing a dining, arts and entertainment precinct within the CBD, such as 

Salamanca Place in Hobart or Lygon Street in Carlton; and, 

 Continue the development of digital information services and thematic tours of the 

city, such as the heritage tour and mapping of arts product. 

PARKS AND FORESTRY  LANDS 

The shortage of funding to develop and maintain tracks and visitor sites on Parks and 

Wildlife Service and Forestry controlled lands is a significant issue for the region.  Tracks 

that have been damaged by flooding or vandalism in recent years have not been repaired 

due to lack of funds, making some visitor sites inaccessible.   

This is also an issue for the development of new tracks and trails in areas controlled by 

these State Government agencies, as there is not any available funding to maintain them.  

The State Government will announce a decision on the future of non-productive Forestry 

controlled lands in August, which may provide guidance as to the use of these areas for 

tourism purposes. 

LOCAL  GOVERNMENT AND INVESTMENT FAC IL ITAT ION 

There was a view that Local Government have a role in facilitating investment in the region 

through assisting with the planning and approvals process and providing clear advise on the 

suitability of proposals and sites. This is important in the context of Northern Tasmania 

competing against other destinations and projects for capital.  

 

7.7.  DESTINATION MARKETING AND VISITOR 
INFORMATION DISTRIBUTION 

The following provides an overview of the outcomes of the consultation regarding marketing 

and visitor information in the region. 
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V IS ITOR INFORMATION 

There are a number of visitors who arrive in the region without having an understanding of 

the tourism product and experience available.  This suggests that there is a need to review 

the provision of visitor information in the region, including the range of products included, its 

presentation and the media used to convey the information. 

REGIONAL APPROACHES  

There was support for the notion that visitors to the region do not recognise local 

government boundaries and that there is a need for an integrated approach to providing 

visitor information and marketing.  

DIG ITAL  INFORMATION SERV ICES  

Smart phone and tablet friendly applications to deliver visitor information, particularly 

touring routes and interpretation of sites are currently being developed or are proposed in 

the region.   

Launceston City Council is investigating using a single data source, such as a TigerTOUR, 

to drive a range of visitor information services.  It is possible that other Councils within 

Northern Tasmania can be integrated into this system.  

Operators could also use the internet and social media to connect with and develop global 

markets for their tourism product.  

VIS IT ING JOURNAL IST  PROGRAM 

Tourism Tasmania’s Visiting Journalist Program was highlighted as being an effective 

marketing tool, particularly for niche products and markets.   

BEHIND THE  SCENERY  CAMPAIGN 

Tourism Tasmania’s Behind the Scenery campaign provides the opportunity to promote a 

wide range of products and experiences in Northern Tasmania.  It is important that Northern 

Tasmania uses this opportunity through the regular provision of high quality material for use 

in the campaign. 

FACE  TO FACE  SERV ICES  

There was a view that the Tasmanian tourism market had declined since the Tourism 

Tasmania stopped attending trade fairs, having offices in major markets and providing face 

to face information and marketing services. 

7.8.  DEVELOPMENT PROPOSALS 
The following table provides an overview of new tourism product development opportunities 

identified within Northern Tasmania. 
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Opportunity Council Description 

Digital trail 
interpretation and 

mapping 

All Development of smart phone and tablet based interpretation and mapping of themed trails throughout Northern Tasmania, including food and wine trail, history and heritage and 
nature based. 

Mountain Bike Tourism 
in Northern Tasmania 

Dorset, 
Launceston 

Opportunities for mountain bike trail development have been identified at Hollybank, near Lilydale and at the Blue Tier and Cascade Dam near Derby.  The region has natural 
advantages with wild, iconic natural and cultural landscapes that are already a major attraction for visitors to the area. The terrain and diversity of environments in a relatively 
small area offers a strong appeal to Mountain Bike visitors. 

These trails would complement the existing trails in the region and provide a comprehensive trail network that will raise the profile of the region as a Mountain Bike destination 
and facilitate the development of supporting businesses and tourism products. 

Northern Tasmania Development have submitted an application to the Regional Development Australia Fund to enable the construction of the trails to proceed. 

Barnbougle Polo Dorset Development of a Polo field is proceeding at the Barnbougle golf resort 

North East Rail Trail Dorset The Dorset Tourism Strategy recommends that the development of the North East Rail Trail be pursued, due to its high quality scenery and its potential to promote tourism 
development in town on the trail, such as Scottsdale, Legerwood, Branxholm and Tonganah.  The entire trail stretches from Launceston through to Herrick,  

The section of the trail from outside of Scottsdale through to Legerwood was opened in 2012. Additional funding is being sought to enable the Scottsdale Rotary Club to continue 
constructing the trail 

Larapuna Dorset (Break 
O’Day) 

Further development of the Indigenous tourism experience at Larapuna, just outside the Dorset Council area. 

Tourism Investment 
Opportunities 

Flinders  Analysis of sites and businesses models for tourism accommodation on Flinders Island identified three suitable sites; Emita, Killiecrankie and Trousers Point. A development of 
8 to 10 self contained units was recommended as providing the best return on investment. 

The key market for the accommodation would be high yield nature based tourism, mostly from Tasmania and Victoria 

Flinders Island Nature 
Based Tourism Market 

Feasibility Study  

 

Flinders Product development opportunities included in the study include: 

 Accommodation that makes the most of the Island’s unique settings 
 Nature-based attraction development. 
 Adventure sports – sea kayaking, mountain bike riding, rock climbing, diving 
 Guided wildlife experiences – day and night time land or water based interactive  
 Wildlife experiences and potentially including wildlife volunteer activities (counting, tagging etc). 
 An iconic adventure experience incorporating overnight stay  

Golf Course 
Development 

Flinders Two possibilities for the development of world class links courses have been identified in the island: the existing course outside of Whitemark, and a proposal to develop a new 
course in the north. 

Indigenous Product Flinders Wybalena redevelopment and working with the Aboriginal communities of Cape Barren island and Flinders to deliver more indigenous based tourism product 

Furneaux Museum Flinders Expansion of the Furneaux Museum 

Lady Barron Safe 
Harbour 

Flinders Development of an all weather safe harbour for yachts and touring vessels at Lady Barron 
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Opportunity Council Description 

Flinders Trail Flinders  Multi day walking trail along the west side of the island. 

North East Art Trail George Town 
and Dorset 

The proposal is to develop an art trail including George Town, Bridport, Scottsdale and Derby including galleries as well as cafes and restaurants that discplay local art. A 
scoping study is underway. 

Cycle Training Hub Launceston Develop the Tasmanian Institute of Sport bicycle training facility in Launceston 

Launceston 
Conference Facility 

Launceston The Launceston Chamber of Commerce are investigating the feasibility of developing a conference facility in the city, to address the city’s declining conference market. 

The possibility of increasing the use of Albert Hall was also raised. 

Local Produce Centre Launceston Proposal to develop a local produce centre in Launceston, possibly in conjunction with the VIC. 

Ben Lomond 
Adventure 

Infrastructure 

Meander 
Valley 

Development of Ben Lomond as an adventure sports hub, including walking and mountain bike trails, rock climbing and skiing. 

Quamby Estate Golf 
Course 

Meander 
Valley 

Upgrade the golf course at Quamby Estate 

World Heritage Convict 
Sites 

Meander 
Valley 

Develop an interpretation strategy linking the Tasmanian World Heritage Convict Sites, including Woolmers and Brickendon.  This may also be expanded to include other 
important estates in the region. 

Craggy Peaks Northern 
Midlands 

Continue the development of the golf resort in Rossarden. 

Clarendon Agricultural 
Centre 

Northern 
Midlands 

The National Trust are proposing the development of an agriculture centre at the historic Clarendon Estate.  This will showcase the region’s contemporary and innovative 
agricultural produce, such as saddleback pigs and wasabi.  

Greens Beach Golf 
Development 

West Tamar The proposal to develop a golf resort at Greens Beach has stalled due to the limited availability of water in the area. 

Beaconsfield Mine & 
Heritage Centre 

West Tamar Further mine shaft development and underground mine tours. A 7 day a week cafe. 

Beaconsfield Festival 
of Golden Words 

West Tamar The inaugural literature festival in Beaconsfield will be held in March 2014, with more than 30 authors attending 

Dining in the wine 
region 

West Tamar 
and George 

Town 

The development of high quality dining experiences to support the Tamar Valley wine route as a visitor experience. 

Tamar Boat Cruise West Tamar & 
George Town 

Introduce boat cruises on the Tamar, linking Launceston to tourism product on the river. 
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PART C: DESTINATION MANAGEMENT FRAMEWORK 
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8. INTRODUCTION

8.1.  OVERVIEW 
This section provides a summary of Northern Tasmania as a tourism destination and the 

overarching strategy for its development over the forthcoming three years.  The strategies 

included here are based on the findings summarised in section 2.2 of Part A: Research and 

Analysis. 

8.2.  NORTHERN TASMANIA AS A DESTINATION 
Northern Tasmania is home to a significant number of tourism products and experiences 

that are of the highest standard, including: 

 Barnbougle Dunes and Lost Farm Golf Courses; 

 World heritage listed convict estates and other significant heritage sites; 

 Exceptional and widely recognised food and wine establishments, such as Stillwater, 

Josef Chromy, and Black Cow;  

 Some of the best trout fishing in the world; 

 A festival and event calendar that attracts visitors to the region throughout the year 

 Awarding winning cool climate wines in the Tamar Valley; and 

 A range of high quality agricultural products. 

These significant attractions are supported by picturesque heritage towns and streetscapes, 

scenic touring opportunities, wildlife attractions, arts and culture and a strong calendar of 

events. Another key, if underappreciated, asset for tourism in the region is the Launceston 

CBD.  By not developing of out-of-centre shopping complexes, Launceston has retained a 

vibrant and interesting shopping experience that contrasts with the vast and overdeveloped 

shopping centres in capital cities.  

Regarding tourism, there is a mutually dependant relationship between the City of 

Launceston and the surrounding Council areas. Launceston provides most of the 

accommodation, restaurants and services while most of the high profile attractions are in 

the regional areas.  For this reason, collaboration is important for the development of the 

Northern Tasmanian tourism sector. 

A key advantage of the region is the Launceston Airport, providing easy and affordable 

access from the major population centres such as Sydney, Melbourne, Brisbane and 

Adelaide.   The airport’s location is important, as most of the towns in the region are less 

than an hour’s drive away, and the furthest, Musselroe Bay, is a 2 ½ hour drive. 

The Spirit of Tasmania lands self-drive tourists in Devonport, just over an hour’s drive from 

Launceston.   Flinders Island is served by direct flights from Launceston and Melbourne, 

providing a short trip to a destination provides a complete escape from the city.   

Two important initiatives for the region over the forthcoming years are the vision for Flinders 

Island to become the major nature based tourism destination in the State, and the focus on 

mountain bike and cycle tourism development across the main island. 

OPPORTUNIT IES  

The opportunities for Northern Tasmania are: 

 Growing short trip visitation from Melbourne, Sydney, Adelaide, Brisbane and Hobart;   

 Focus development on the region’s strengths: the Tamar Valley, bicycle based 

tourism, innovative used of the heritage sites in the region and nature based tourism 

on Flinders;  

 Generate greater benefits from the resources allocated to tourism across the region, 

through collaboration between Councils on marketing, branding and visitor 

information. and, 

 Focus on events tourism, focusing on conferences, weddings, and other cultural 

events.  This utilise the existing accommodation base and conference facility base in 

the region, centred on Launceston. 
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CONSTRAINTS  

The key constraints to the further development of Northern Tasmania as a tourism 

destination are: 

 Limited availability of State Government funding, particularly to support the 

development and/or maintenance of infrastructure on Parks and Wildlife and Forestry 

controlled land; 

 The competitive strength of Northern Tasmania in the nation, if not global, market for 

tourism investment capital.  The demand for tourism product in Northern Tasmania is 

seen as a particular issue for attracting private sector investment; 

 A low level of confidence, particularly in relation to the current successes of Hobart;  

and, 

 A relatively recent commitment to a new regional tourism structure, which has not had 

the time for regional collaboration on marketing, visitor information provision and 

product development to be implemented. 

8.3.  OVERARCHING STRATEGY 
The overarching strategy for developing tourism in Northern Tasmania is to make more of 

existing attributes of the region. The theme for this overarching strategy is creating romance 

and intrigue: developing and communicating a vision of the region as a place of boutique, 

high quality experiences to be discovered.   

This is essentially the form of the campaign that drove growth in Melbourne visitation over 

the past decade, where the focus was on discovering the laneways in the city, filled with 

shops, cafes and bars. The recent Play Melbourne campaign centres on the idea that if you 

are curious enough to take a chance, you’re bound to discover one of Melbourne’s many 

treasures 9 . For Northern Tasmania, the focus would be on regional experiences with 

Launceston as a hub, with the same message of come and explore. Other recent examples 

                                                            
9 http://www.destinationmelbourne.com.au/cms/wp-content/uploads/2011/08/Play-
Melbourne1.pdf?bd78af 
 

of campaigns of this type are the Baroosa. Be Consumed campaign and Daylesford  Lead a 
Double Life.  

The existing product mix in Northern Tasmania lends itself to a marketing campaign that 

provides an intriguing story and promise of a unique experience, rather than the high profile, 

singular must-do product. An advantage of this overarching strategy is that Tourism 

Tasmania’s Go Behind the Scenery campaign provides the vehicle to communicate this 

message.  This also aligns with the Life Long Learners market segment, identified as a key 

audience by Tourism Tasmania. 

Tourism Tasmania’s Tourism Info Monitor (TIM) indicates that people considering visiting 

the state are more likely to be interested in visiting heritage and natural attractions, 

specialist food and wine producers and exploring a region by car.   This provides support for 

the overarching strategy as a means to attract visitors to the region. 

An important aspect of this strategy is that it is not dependant on further investment in the 

region.  It provides the basis for growing visitation to the region without relying on 

investment in high profile product to drive visitation.  In addition, one of the positive 

outcomes of focusing on deriving greater benefits from the existing product mix is that it will 

make the region more attractive for investment, through generating visitation. 
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9. DESTINATION MARKETING AND VISITOR INFORMATION 

9.1.  OVERVIEW 
The marketing of Northern Tasmania is an integral aspect of the strategy for developing 

tourism in the region. 

Tourism markets can be developed on selling a notion, story or idea of what a region has to 

offer, rather than iconic products and high profile experiences: the success of Melbourne’s 

tourism campaigns focusing on exploration of the city’s laneways is an example of this. Go 
Behind the Scenery provides an opportunity to create interest and excitement about 

Northern Tasmania, as products such as the wine, the heritage buildings and streetscapes, 

the local produce and the scenic drives lend themselves to creating some romance about 

the region. 

How the Northern Tasmania region is presented as a tourism destination is a key question 

to be resolved.  Launceston is the largest city in the region, with the majority of the 

accommodation capacity and the greatest recognition outside of the region, therefore it is 

an important part of any regional marketing.  The Council areas surrounding Launceston 

play an integral role in creating visitor appeal and motivation, including the Tamar Valley, 

the golf courses, the heritage sites and villages, fishing and the nature based attractions.   It 

is important that the region is marketed in a way that reflects the consumer’s view of the 

region, as well as ensuring that the branding and marketing is inclusive of all areas.   

It is also important for Launceston to acknowledge its economic leadership across the 

region and as its most prominent visitor location.  There are advantages for the region in 

Launceston focusing outwards and positioning itself as the gateway to a range of 

Tasmanian experiences, such as the 90kms of mountain bike track being built in the North 

East, Hobart and MONA to the South, Freycinet to the East and Cradle Mountain in the 

West. Currently, Launceston has a strong connection to the Tamar Valley, if the city and the 

North East is to reach its full potential, this attraction and dispersal of visitors throughout 

Tasmania is important. 

Launceston is currently undergoing its own branding exercise and is using the Start 

Something Special in Launceston slogan for marketing. There is a risk in Northern 

Tasmania and Launceston undertaking concurrent marketing and branding initiatives, 

leading to confusion in the market place, let alone inefficient use of the resources allocated 

to tourism in the region. 

The integration of Visitor Information across the region is an important action for Tourism 

Northern Tasmania.  Prospective visitors should be able to browse visitor information for the 

entire region from one source, not from a range of Council based guides and web-sites.  

This reflects the visitor perspective that they are visiting a single destination, which is 

Northern Tasmania, not a range of separate destinations.  Flinders Island is an exception, 

although it is part of the Northern Tasmania tourism region, it a separate destination from 

the other Council Areas and should be marketed as such.   

The main opportunity for increasing Northern Tasmania tourism visitation is attracting short 

break visitors from the mainland and Hobart.  The airport provides access from the 

mainland state capitals, and Hobart is seen as an untapped market for the region. The 

development of itineraries that provide potential visitors with a guide to how they can fill 

their time in the region would support the growth in this market. 

Although visitation data indicates that the extended touring market has declined over recent 

years, it is still an important market segment, particularly for the regions that are not on the 

main visitor routes.  Consideration should be given to discussing opportunities for this 

market with the other Tasmanian RTOs, as this type of visitor is more likely to travel widely 

during their stay. 

Festivals and events in the region provide motivation for visiting, particularly in the winter 

months.  There is an opportunity to promote the region to these event markets, particularly 

where there are identifiable market segments, such as the Hawthorn membership 

database. 
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The business events and conference market has also been identified as a priority market 

for Northern Tasmania. Main influences on the decisions of conference organisers are 

whether the organisation is easy and the appeal of other activities on offer in the region. 

Activities in the region that may appeal to the conference market include the Tamar Valley 

Wine Route, golf and the heritage estates.  

Although still representing a small proportion of the region’s visitation, China is becoming 

an increasingly important market for Northern Tasmania, as noted in the discussion relating 

to Industry Development.   As there is a need to develop cultural awareness and invest in 

making product suitable for international markets, it is preferable to focus on one in the 

short term rather than adopting a broader approach to Asia.   

9.2.  MARKETS 
The key markets for growing visitation to Northern Tasmania are: 

 Short breaks from Victoria, NSW, Queensland and South Australia; 

 Attracting more visitors from Hobart, both Hobart visitors and people visiting the city; 

 Connecting tourism products to promote dispersal; 

 Business events and conferences; and 

 The growing Chinese market. 

9.2.1.  NICHE MARKETS 

There are a range of niche marketing opportunities that may be effectively targeted by 

Northern Tasmania, based on the attributes of the region. Niche markets have specialised 

publications that can be used to undertake focussed campaigns. The Visiting Journalist 

Program provides a way to communicate the tourism opportunities directly to these markets 

through specialised publications. 

CYCL ING AND MOUNTAIN  B IKE  R ID ING 

Bicycle related tourism has been identified as a significant opportunity for the region.  If 

these tourism products are to attract their core markets, it is important that they are 

identified as exceptional experiences in cycling publications.   

F ISH ING 

The region provides high quality fishing experiences, such as trout fishing in the rivers and 

lakes, and sea fishing along the north coast and Flinders Island.   Also, accessible fishing 

opportunities, such as at Macquarie River and Four Springs Lake, may also provide 

attractions to be included on suggested short breaks into the region. 

GOLF  

Barnbougle Dunes and Lost Farm are widely regarded as two of the best courses in the 

country and attract significant visitation to the region, although there is a view that the 

economic impact of these visitors is not being experienced across the region. Options for 

marketing and providing visitor information to this golf market prior to organising their trip 

should be considered.  

GENEALOGY 

There is a strong interest in sections of the community in their ancestry.  The genealogy 

market has already been identified as a source of visitation into the region, as people are 

interested in visiting places their ancestors may have lived.  As Northern Tasmania is one of 

the earliest sites of European settlement in Australia, it has significant appeal for this market 

niche.  The Beaconsfield Mine and Heritage Centre, the Low Head Pilot Station, Woolmers 

and Brickendon, Franklin House and Clarendon provide a range of tourism experiences that 

add to the appeal of Northern Tasmania to this market. 

HAWTHORN MEMBERS  

The AFL games played by Hawthorn in Launceston provide an opportunity to market the 

range of product and experiences to the club’s members.   

9.3.  KEY INITIATIVES 

INTRIGUE  AND ROMANCE 

Northern Tasmania’s current range of product and experiences lends itself to an 

experiential marketing campaign, engaging the market emotionally as well as rationally.  

There is a need to create an image in the mind of the prospective visitor of a place to 
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discover and explore, of product offerings of the highest quality if you know where to find 

them and of beautiful scenery. 

The heritage streetscapes and the picturesque landscapes should be used as the 

background for marketing materials, to support the development of an emotional response 

in the market. This is similar to the National Trust strategy of using heritage assets, such as 

Clarendon, as a background for contemporary experiences. The streetscapes and 

landscapes provide the background of romance and intrigue to the range of high quality 

experiences on offer.   

IT INERAR IES  

To develop itineraries that provide the basis for spending weekends away in Northern 

Tasmania would support growth in the short break market.  These should be targeted at 

market segments, such as a family trip, a couples weekend, retirees for example. 

COORDINATED MARKETING 

It is important for the Councils on the main island to move towards a coordinated approach 

to marketing the region, using consistent branding and messages for tourism promotion.  It 

is recommended that this occurs over a 3 to 5 year period, as Councils gain confidence in 

TNT and in the benefits of coordinated marketing efforts.  

INTEGRATED AND NETWORKED APPROACH TO V IS ITOR INFORMATION 

The region should explore moving to a networked approach to visitor information.  The 

exact coordination and management of this needs to be investigated however the following 

is required to improve the existing service and maximise council resources dedicated to 

visitor servicing: 

 Create a network of Gateway and satellite VICs; 

 Leverage off the leadership shown by Launceston in application development and in 

VIC technology by implementing these systems across the  northern region; 

 Move to one content management system, leveraging off Tourism Tasmania's 

investment in the myATDW technology platform; 

 Coordinating information, reducing collateral and focusing on regional dispersal and 

regional information across the network in addition to local information. 

Consideration should be given to the establishment of minimum standards to be met by the 

tourism products and attractions included in visitor information.  Examples of standards 

include opening hours, espresso machines in cafes, online booking capability for 

accommodation providers and regularity of customer service training. 

 

PRODUCT V IS IB IL ITY  

Product visibility is particularly important for generating visitor dispersal.  Opportunities to 

make tourism product across Northern Tasmania visible to potential visitors should be taken 

up, such as the TigerTOUR website and smart map Tasmania.  This should be a particular 

focus for the Councils surrounding Launceston and the towns identified in Section 4.7 as 

having significant numbers of people passing through without stopping, as it will promote 

regional dispersal during the planning of visits to the region.   

FL INDERS I SLAND 

Due to the access, Flinders Island is a separate destination to the other parts of Northern 

Tasmania and is an exception for the recommendations for coordinated marketing and 

visitor information services.   

The core appeal of the island is as an escape from the city. It is a short flight from 

Melbourne or Launceston, yet its remoteness and spectacular nature create a sense of 

distance and release.   

Given the constraints on access and the high cost of development, the high yielding visitor 

markets identified in the tourism strategies for the island should continue to be the 

marketing focus.   

THE V IS IT ING JOURNAL IST  PROGRAM 

Tourism Tasmania’s Visiting Journalist Program has been used to successfully promote 

products and experiences in Northern Tasmania.  It is an important vehicle for generating 

interest for niche products with dedicated publications and information sources.  
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MAPP ING AND APP  DEVELOPMENT 

The development of thematic maps and touring routes, intended for use on smart phones 

and tablets, is an important development for providing visitor information and interpretation 

in the region. The range of proposals includes art trails, local produce and history and 

heritage. 

CONNECT ING PRODUCTS  

The development of packages of products, or tickets that provide multiple entries can drive 

visitation in the region.   The packaging of Seahorse World, Platypus House and the 

Beaconsfield Mine and Heritage Centre is an example of this. 

The connection of the two world heritage convict sites in Northern Tasmania with Port 

Arthur, the most widely recognised heritage tourism attraction in the state, is an initiative 

currently under consideration by Heritage Tasmania.  The connection of the convict history 

of Brickendon and Woolmers Estates to Port Arthur should increase their recognition as 

heritage attractions.  Other opportunities to connect Northern Tasmania product with other 

high profile Tasmanian attractions should also be explored. 

This connection of product is important to ensure that the visitation created by the high 

profile events results in broad economic benefits across the region; an example is 

developing packages for marketing to the Hawthorn membership base.  

TAMAR VALLEY W INE  ROUTE  

The Tamar Valley is recognised as a premium cool climate wine region, with 35 wineries 

listed on the touring route website.  Touring the region also provides visitors with an 

opportunity to take the scenic drive along the western bank of the Tamar Valley, which 

offers spectacular views across the estuary.   

The Tamar Valley Wine Route is recommended as a focus for development as it is a 

tourism product within Northern Tasmania that already has a profile in interstate markets, is 

attractive to high yield visitors and will make an appealing addition to a short break itinerary 

BUS INESS  EVENTS  SUPPORT 

The business events market in Northern Tasmania could benefit from a dedicated resource, 

marketing the city as a conference destination and providing support for conference 

organisers.   

It is important that this role also can provide details and negotiate access to the range of 

tourism products in the region that may appeal to conference visitors.  The activities on offer 

outside of conference times are an important part of being successful in this market.   
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10. INVESTMENT ATTRACTION AND REINVESTMENT 
10.1.  OVERVIEW 
Facilitation of investment and reinvestment in the region’s tourism product is an important 

role for Tourism Northern Tasmania.  The development of new tourism products that 

generate significant demand and interest in the region is seen as important, yet there are 

limited State Government funds to support public sector investment and the region needs to 

compete with other destinations for private sector capital.  

The limited availability of State Government funds hampers the development of nature 

based tourism assets in particular, as both the Parks and Wildlife Service and Forestry 

Tasmania have indicates that their current levels of funding impacts on their ability to 

maintain and repair existing assets, let alone develop new ones. 

To some extent, the region’s competitiveness for private sector capital is based on the 

visitor demand.  Therefore, there is a need to create demand for tourism product in the 

region, through increased visitation, to make the region more attractive for private sector 

investment. 

This need to create visitor demand, plus the uncertainty of public and private funds, 

indicates that there needs to be a focus on the extracting the most benefit from existing 

products and infrastructure in the short term.  Based on this summation, the themes that 

should be focussed on are: 

 Cycling and mountain biking infrastructure; 

 Food and Agritourism; 

 The Tamar Valley Wine Route; 

 Flinders Island nature based tourism; and 

 The Launceston CBD. 

The recommendation to focus on developing demand through existing product and 

infrastructure does not mean that the possibility of private sector investment should be 

discounted. It is of note that some of the more high profile tourism developments in recent 

years have been instigated by locals: Barnbougle Dunes and Lost Farm, the Royal Mail in 

Dunkeld Victoria, and MONA for example.  It is important the Tourism Northern Tasmania 

develops networks within the local investment and development community, to provide 

support for proposals as they arise.   

The examples listed above also highlight that product development of the highest standard 

can drive increased visitation and facilitate further investment in a region.  For the 

development of products such as cycling infrastructure and the Tamar Valley Wine Route, 

the standards attained and subsequent success of these examples should be seen as a 

benchmark. 

Northern Tasmania can position itself as the focal point for Indigenous tourism in the State, 

as there has been little development of this type of experience to date.  Sites such as 

Wybalenna and Larapuna have compelling histories and could be developed as major 

Indigenous attractions within Tasmania.  This could be supported by QVMAG, which could 

become the State’s major institution for the and interpretation of Indigenous Tasmanian 

culture. 

The successful development of products such as the mountain bike trails and the proposal 

to develop Indigenous experiences at Larapuna on the eastern coast of Tasmania will be 

important in driving regional dispersal. There is an opportunity for towns located along the 

travel routes to key visitor destinations such as Hobart, Cradle Mountain and the East Coast 

to develop their tourism offer to generate benefits from this touring market. 

It is important that the region has an agreed set of priorities for Government funding 

applications.  This should include nature based assets and development in Forestry and 

Parks lands, infrastructure within the Launceston and the region’s towns and the 

development of digital media content. 
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FL INDERS I SLAND 

Flinders Island has a clear focus on becoming a significant nature based tourism 

destination and has identified priority projects that support this strategic aim.  The unique 

island location and its proximity to the Melbourne market make the island ideal for boutique 

eco-lodge style accommodation. 

However, in addition to the issues impacting on the rest of Northern Tasmania, the 

additional 30% to 40% cost of development on the island is a further barrier to investment.  

This further supports the view that high yielding but small scale developments are likely to 

provide the most sustainable business model. 

It is also important that development facilitated on Flinders Island is sensitive to the high 

environmental values.  This will reinforce the clean and green brand the island is 

developing. 

10.2.  KEY INITIATIVES 
The following investment initiatives are seen as important drivers for the region’s tourism 

sector. 

PRODUCT AUDIT  AND INVESTMENT PR IOR IT ISAT ION  

A product audit focussed on identifying projects that align with the preferences of the 

region’s target markets and building on its unique selling points is a key initiative for 

Northern Tasmania.  The results of this process should include the investment priorities for 

the public and private sectors within the region. 

There also needs to be a product audit and identification of priorities for the region’s nature 

based tourism assets.  The focuses for nature based tourism audit include 

 Visitor use of existing and new reserves, including forestry reserves and Cataract 

Gorge; 

 Signature walking tracks in the region, including opportunities for new tracks as well 

as the refurbishment and repair of existing tracks; and, 

 Identification of sites where new mountain bike trails should be considered. 

PRODUCT MAPP ING  

A tourism product audit for Northern Tasmania should have a strong spatial focus, to 

provide the basis for developing smart phone and tablet friendly touring maps for the region, 

which is increasingly important form of visitor information services. 

A detailed product and visitor mapping in central Launceston would also be beneficial, to 

identify development opportunities and the location of sites for the promotion of tourism 

precincts, tourism infrastructure and the general development of the city as a regional 

tourism hub. 

The product audit process may also include the collection of operator email addresses and 

contact details, which is important as it enables TNT to communicate with industry. 

MOUNTAIN B IK ING AND CYCL ING 

The recent application for Regional Development Australia funding to development 

mountain bike trails in Northern Tasmania indicates that this has already been identified as 

a regional priority.   

Both road and mountain bike cycling are growing markets, and Northern Tasmania has 

advantages as a destination to attract these markets.  This includes challenging rides in 

picturesque settings, a strong cycling community and an existing profile due to events such 

as the Blue Dragon, the Launceston USM and the Tour of Tasmania. 

In addition to the tracks included in the RDA application, the continued development of the 

North East Rail Trail, facilities at sites such as Ben Lomond and identification of prime road 

cycling routes in the region would support the promotion of the region as a cycling 

destination. 

A key to the development of the region as a cycling destination is becoming cycle friendly.  

This includes cleaning and maintenance facilities at the airport, hire vehicles that can carry 

bicycles, accommodation that provides facilities for bikes and access to spares and 

mechanics.  

Key Projects: 

 The mountain bike trails at Hollybank, Cascade Falls and Derby included in the RDAF 

application; 
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 Development of cycle friendly product and infrastructure to support the development 

of tracks and trials, such as accommodation, cafes and maintenance facilities; 

 Mapping and signage of key road cycling routes and existing mountain bike trails; 

 Investigating road improvements such as shoulder sealing and road sealing of 

challenging road cycling climbs where appropriate (e.g: Ben Lomond). 

FOOD,  LOCAL  PRODUCE AND AGRITOURISM 

Northern Tasmania produces a wide range of high quality food, but there is a view that it is 

not readily available to visitors to the region.  The Launceston Tourism Strategy proposes 

the development of a local produce centre to be operated in conjunction with the VIC as a 

way to provide this type of experience to visitors. 

Mapping and developing touring routes to producers that offer a tourism experience, such 

as Bridestowe Estate, Ashgrove Cheeses and 41 Degrees South would support the 

development of agriculture related tourism in the region.  This would benefit from aligning 

with the Tamar Valley Wine Route, as discussed below. 

K E Y  P R O J E C T S :   

Tamar Valley Food 

Although the Tamar Valley Wine Route is a considerable tourism asset for the region, 

investment in improving the tourism experience could be beneficial. There are some notable 

places to eat associated with wineries in the region, that provide an experience suited to a 

premium wine route, but the range and dispersal of these places is an issue that was 

highlighted in the consultation process.  The local produce map, currently in production, is 

an important addition to the Tamar Valley offer and should provide further encouragement 

for visitation.  

FL INDERS I SLAND  

The Flinders Trail, running from the northern tip of the island around the west coast, would 

create an iconic nature based experience, in line with its vision to become Tasmania’s 

leading nature based tourism destination. 

The route that the trail follows is already in place, with the required development consisting 

mainly of supporting infrastructure, such as camp sites, water, amenities and signage.  

Although there is sufficient accommodation capacity on Flinders Island, it is predominantly 

3 – 3 ½ star holiday house rentals.  The visitor experience on the island could be improved 

through diversifying the range of accommodation on offer.  As identified in the Flinders 

Island Tourism Investment Opportunities report, high quality eco-lodges located at key sites 

would help the Island achieve its goal of becoming a major nature based tourism 

destination.  

K E Y  P R O J E C T S :  

 Flinders Island Trail; 

 National Park facilities including campgrounds, toilets and interpretation; 

 Development of eco-lodge style accommodation. 

LAUNCESTON CBD 

Launceston is the hub for tourism in Northern Tasmania, with most visitors spending at 

least some time in the city.  Due to this, it is important that the experience visitors have of 

the city is a positive one. 

The recent purchase of the Penny Royal precinct by the JAC Group may lead to the 

development of a precinct that links the CBD with the entrance to Cataract Gorge.  A 

redeveloped Penny Royal, alongside Stillwater and the Mill Provedore and Gallery provides 

the basis for a hub for tourism within a short walk from the city centre. 

K E Y  P R O J E C T S :  

Recommendations included in a range of strategies prepared for the Launceston City 

Council form the basis of improving the visitor experience, particularly within the CBD.  

These are: 

 A detailed product audit, gap and visitor node analysis of central Launceston to guide 

the development of the city centre as a tourism hub for the region. 
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 Improving the walkability of the city, particularly the connections to the river and gorge 

precincts; 

 Activating the laneways; 

 Development of tourism precincts in Inveresk and along the riverfront; 

 Creation of a dining and entertainment precinct within the CBD; 

 Making more use of Cataract Gorge, particularly as a unique location for events; and, 

 Extending opening hours to include weekends, and to support major events in the city. 

INDIGENOUS TOUR ISM 

There is an opportunity for Northern Tasmania to become the primary destination for 

Indigenous tourism in the State.  This can be achieved through the development of key sites 

and through QVMAG becoming the main institution of Indigenous cultural heritage in 

Tasmania. 

K E Y  P R O J E C T S :  

Larapuna 

Larapuna, located in the north east of the state, was leased to the Aboriginal Land Council 

of Tasmania in 2006.  Since then, buildings have been upgraded and the site has become a 

significant centre for the promotion of Aboriginal cultural activities10.   

Although located just outside the Northern Tasmania tourism region, it is expected that the 

majority of visitors will come from Launceston and pass through the Dorset municipality.  

Therefore, proposals to further develop visitor experiences at Larapuna should be 

supported and encouraged. 

Wybalenna 

Commencing in 1834, members of the Tasmanian Aboriginal population were sent to 

Wybalenna, on Flinders Island. Approximately 300 Aborigines were sent to the settlement 

                                                            
10 Department of Premier and Cabinet Tasmania, Aboriginal Land Hand Back – Larapuna (Eddystone 
Point) 

when it opened, but high mortality rates meant this had been reduced to 47 when the site 

closed in 1847.  The chapel, cemetery and caretakers house are still visible at the site, 

which could form the basis for the development of Wybalenna as an Indigenous tourism 

attraction. 

 QVMAG 

QVMAG can provide the central hub for Indigenous tourism in the region, through the 

development of installations and interpretation.  This is an opportunity for QVMAG, as there 

is not a prominent or extensive exhibition of Indigenous heritage within Tasmania. 

10.3.  OTHER DEVELOPMENT  

10.3.1.  NORTHERN TASMANIA TOWNS 

For the hub and spoke touring model is to be successful in developing the region, it is 

important for the towns in Northern Tasmania to consider their current visitation and 

opportunities to generate a greater benefit from tourism in the region.  

One of the reasons for the integrated approach to visitor information recommendation is 

that it will generate visitor dispersal across Northern Tasmania.  By making the range of 

product and experience available to visitors in the region will facilitate more interest in 

exploration, particularly for dispersing visitors to Launceston.   

The mapping of Tasmanian Visitor Survey data included in Section 4.7 provides the basis 

for the development opportunities for the towns in Northern Tasmania. 

PLACES  STOPPED AND LOOKED AROUND 

Towns such as Deloraine, Beaconsfield, Evandale, Campbell Town and Ross had more 

than 40,000 visitors stop and look around in 2012, but significantly less overnight stays.  

The continued development of the existing attractions within these towns, such as the 

heritage product, craft and local produce may attract additional visitation. Unique 

accommodation options, particularly that offer a different experience than available in 

Launceston may also be of benefit.    
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PLACES  PASSED THROUGH 

The analysis of the Tasmanian Visitor Survey data for the towns within Northern Tasmania 

indicates towns such as Scottsdale, Derby and Longford have greater numbers of visitors 

passing through rather than stopping and looking around.   

In order to increase the number of visitors stopping and looking around in these towns, 

consideration should be given to the development of visitor amenities in locations visible to 

the passing traffic. This may include the collocation of: 

 Public toilets; 

 Visitor information;  

 Free Wi-Fi access points, which is particularly important given the current level of 

coverage by mobile phone providers; 

 Cafes; and 

 Service Stations. 

The concept is to develop travel service hubs that provide the visitor with sites of interest in 

the local area and therefore extend the time and money spent in the towns.   

10.3.2.  ADVENTURE TOURISM 

A key decision for Northern Tasmania regarding product development is whether to focus 

on cycling and mountain biking or to adopt a broader approach to adventure tourism 

development in the region. 

Although there are opportunities to develop a range of adventure tourism products in the 

region, there is a risk that the limited funding available for tourism development will be 

spread over too many smaller projects.  This would result in a range of adventure activities 

that are not of a scope or standard to motivate visitation.  By concentrating the available 

resources in developing cycle based product, experience and infrastructure, Northern 

Tasmania can be become an essential place to visit for the growing cycling market.  

10.3.3.  GOLF RESORTS 

The success of Barnbougle Dunes and Lost Farm as high profile destinations for golfers 

has provided the impetus for proposals to development a range of golf resorts in region.  

Locations identified in during the consultation process include Greens Beach, Flinders 

Island and further development of Craggy Peaks at the base of Ben Lomond. 

Some caution should be taken in the development of more golf resorts in the region, as 

there is a danger in creating an oversupply.  It is also of note that the success of the two 

courses at Bridport is based on their reputation as two of the top courses in the country, 

consistently appearing near the top of ratings.   

10.3.4.  NATURE BASED TOURISM 

There is limited funding available in either Parks and Wildlife or Forestry Tasmania for 

development of visitor sites and access. Therefore, funding priorities from a regional 

tourism perspective need to be identified to ensure that when funding and/or grants are 

made available the region is in a position to benefit. 

10.3.5.  HERITAGE ASSETS 

The heritage buildings and properties around the Northern Tasmania are a significant asset 

for tourism in the region.  Consideration of how these assets can be used to provide the 

background to visitor attractions, as noted in the State’s Historic Heritage Tourism Strategy 

2012-15.   

10.4.  CRITERIA FOR ASSESSING TOURISM PROJECTS 
The following section provides an overview of four criteria to be used in prioritising the 

projects identified for development in the Northern Tasmania.  

1:  V IS ITAT ION,  LENGTH OF STAY AND/OR Y IELD  

This criterion reflects the economic impact of the project on the region based on 

assumptions regarding three factors: increased visitor numbers, nights and expenditure.  

The ranking will be based on regional impact, not only the visitation and expenditure linked 

directly to the project.   
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2 :  PROMOTES FURTHER DEVELOPMENT 

This criterion reflects the value that projects may have in creating demand for other 

products and experiences in the region.  This may be directly, through creating additional 

demand for accommodation in an area, or indirectly through making the investment 

community aware of the potential within the region.  This is an important criterion for 

infrastructure projects, such as tracks and trials.    

3:  MATCHES TO KEY MARKETS  

High ranking projects in this criterion will be expected to appeal to the market segments 

identified for growth within Northern Tasmania, such as the Short Break or self drive touring 

market 

4:  REG IONAL  AND SEASONAL D ISPERSAL  

The capacity for a project to draw visitation to areas not currently at maximum capacity, or 

during times when there is excess capacity for visitors; generally during winter.  
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11. INDUSTRY DEVELOPMENT 
11.1.  OVERVIEW 
Industry development needs to focus on improving the visitor experience across the 

products and operators in Northern Tasmania. The strategy based on marketing exploration 

and discovery in the region leads to the recommendation that there is a need to provide 

industry development opportunities to a wide range of operators and stakeholders. 

There are two main issues to improving the visitor experience to be addressed: improving 

customer service, and services and businesses being available at times when visitors are 

looking for them.   

An issue raised in relation to customer service training is the staff turnover in hospitality.  

Many employees in hospitality are not looking for a career in the industry; they are 

supporting themselves while preparing to do something else.  This impacts on the quality of 

service in the industry as many of these people are either not interested in development as 

tourism workers, or do not remain in the industry following training.  

To resolve these two issues, it is recommended that development programs are provided to 

operators as well as front of house staff.  Operators are responsible for opening hours and if 

they are trained in customer service delivery they can transfer their knowledge to staff, 

addressing issues related to turnover.   

With regard to opening hours, penalty rates are seen as a major disincentive to increasing 

the hours of operation, therefore there is a need to advice businesses on how to allow for 

these increase costs in their business model. In addition, the benefits of extended hours, 

particularly to support weekend or night-time events, should also be a focus of this industry 

development initiative.  

A further need for industry development is to develop an understanding in operators of the 

need for reinvestment in their businesses, as well as advice on what is required to finance 

and undertake redevelopment projects.   

11.2.  KEY INITIATIVES 
The industry development initiatives that were identified during the consultation process 

were: 

 Promoting the benefits of extended opening hours, to include key tourist times and to 

support events in the city; 

 Improving customer service through offering training to staff and also operators; 

 Providing advice on business reinvestment to small and medium enterprises; 

 Educating the industry on the importance of using local produce; 

 Increasing the online presence of the Northern Tasmania tourism industry; and 

 China ready training, to support the growth in this market. 
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12. STAKEHOLDER AND COMMUNITY ENGAGEMENT 
12.1.  OVERVIEW 
In order to establish its position as a Regional Tourism Organisation, it is important for 

Tourism Northern Tasmania to engage with industry stakeholders, be visible to its 

constituents and provide tangible benefits to tourism in the region.  

Local tourism associations and chambers of commerce operate across the region’s 

Councils and these provide an important structure for interaction with industry. However, it 

is also important that TNT develops direct industry relationships as well as through these 

existing associations.  In addition, industry networking activities that cover all Councils, 

rather than within local areas, would enhance the understanding of the region’s tourism 

offer and opportunities. 

Given the opportunities for businesses and tourism products to be included in Tourism 

Tasmania’s Go Behind the Scenery campaign, it is important that TNT engage with 

operators to ensure that they are aware of the campaign and its benefits.  The aim of this is 

to ensure that the region is benefiting from the opportunity to present a range of its product 

and experiences.  

Given the importance of festivals and events in attracting visitors to the region, TNT should 

provide support to the organisations responsible for them. This support should include 

advice on markets and marketing, scheduling to avoid conflicts and coordination with 

tourism businesses to enhance the visitor experience.   

It is also important for TNT to continue to develop networks within the region’s business 

leaders and investment community, as initiated as part of the consultation process for this 

plan.    

Community engagement is also an important role for TNT.  This includes: 

 Generating excitement and positivity regarding tourism in the region; 

 Communicating the importance of tourism to the local economy;  

 Improving the community’s understanding of what the region has to offer, which 

should lead to increased local patronage and increased Visiting Friends and Relatives 

visitation; and, 

 Highlighting the opportunity for investment and careers in the tourism industry. 

A specific community engagement initiative is to foster a relationship with the University of 

Tasmania international students.  This should lead to an improved understanding of the 

region’s tourism product by international students, which is useful when they are hosting 

their family and friends.  A further benefit that this relationship may realise is that 

international students may provide culturally aware and multi-lingual employees for the 

region’s tourism businesses. 

This relationship may also benefit the university, as visitor information can also be used to 

promote Launceston as an enjoyable and interesting destination for international study. 

12.2.  KEY INITIATIVES 
The recommended initiatives related to stakeholder and community engagement are: 

 Develop a calendar of regional tourism development meetings that include Councils 

and representatives from Local Tourism Associations and Chambers of Commerce; 

 Prepare and distribute regular tourism newsletters directly to industry members and 

stakeholders; 

 Continue holding informal meetings with the business and investment community 

convened to inform the development of this destination management plan; 

 Undertaking an annual health of tourism survey distributed to the business sector; 

 Develop relationships with local media outlets, such newspapers, radio and television 

to ensure that the information related to tourism and events is related to the 

community.  This may include regular columns or media appearances; 
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 Investigate opportunities to engage with the University of Tasmania’s international 

students;  

 Be involved in the marketing and development of events that can provide significant 

visitation to the region; and.   

 Provide leadership for visitor information services and delivery. 
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Appendix A TOURISM STRATEGIES 

STATE TOURISM STRATEGIES 

Document Agency Notes 

Tourism  21: 2011-
2013 

 

Tasmanian Government, through 
Tourism Tasmania, and the Tourism 
Industry Council Tasmania (TICT) 

Joint strategic business plan that aims to improve the performance, competitiveness and structural efficiency of Tasmania's tourism industry. The 
strategies are outlined in five categories: Our Brand, Sustainable Access, Marketing and Distribution, Our Industry and Building for the Future 

The document identifies Tasmania’s three core tourism attributes as nature, cultural heritage, and fine wine and food. 

Strategic Plan 

2010-2013 

 

Tourism Tasmania Outlines that Tourism Tasmania will move from an organisation that primarily focused on destination marketing to an organisation that actively participates 
in destination management and considers both supply and demand issues. 

The five goals identified are: 

1. Maximise Tasmania’s tourism potential 

2. Drive demand for Tasmania 

3. Foster the supply of tourism products and experiences to drive success into the future 

4. Enhance industry’s competitive position with market-leading research and analysis  

5. Be a highly effective organisation. 

Tourism Tasmania 
Regional Tourism 

Initiative 

Tourism Tasmania The Regional Tourism Initiative introduces regional tourism organisations, the North West and West Coast region, the Southern region, the Northern 
region and the East Coast. The initiative also aims to improve the coordination of resources across councils, the tourism industry and Tourism Tasmania 
that are directed towards agreed regional tourism priorities, as well as clarify the role of local tourism associations and their contribution to the 
development of regional priorities. 

The RTOs  will set the strategic direction for tourism in their region, identify annual priorities and engage with industry and stakeholders. They will have the 
autonomy to plan and deliver programs that effectively develop and market the region and will be accountable to their industry and key stakeholders. 

 

Arts Tourism Strategy  

2012-2015 

 

Tourism Tasmania This strategy aims to create a vibrant and engaging arts tourism sector in Tasmania that contributes to the economic growth of the state and that benefits 
local artists, our communities and visitors. 

A stronger and more viable tourism industry for Tasmania will be achieved through enhanced ownership and collaboration between the arts and tourism 
sectors, increasing the range and number of quality arts tourism experiences across Tasmania and building demand by positioning Tasmania as an 
artistically rich destination.  

Significant redevelopments to key product, including the Queen Victoria Museum and Art Gallery, contribute to the growing potential for Tasmania to 
become a cultural destination in its own right. 
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Document Agency Notes 

Tasmanian 
Experience Strategy 

2002 

 

Tourism Tasmania The purpose of the Strategy is to improve the economic contribution of the Tasmanian tourism industry by increasing visitor expenditure through greater 
engagement with visitors and by attracting more higher-yielding visitors to the State. Fundamental to this approach is a commitment to world-class 
interpretation of the Tasmanian experience. 

The Strategy emphasises the need to integrate Tasmania's three core visitor appeals of place, infrastructure and service, to create unforgettable holiday 
experiences by focusing on presentation, interpretation and customer engagement. 

Connection with place, quality infrastructure and personalised service are vital to the success of any holiday, but it is interpretation and engagement that 
make the difference between a pleasant break and an unforgettable experience. 

Wine Tasmania 
Strategic Plan    

2011-2013 

 

 

Wine Tasmania 

The peak body for Tasmanian grape 
growers and winemakers 

Vision: To establish Tasmania as a benchmark wine region of world renown. 

The Tasmanian wine sector’s strengths lie in its outstanding wine quality, with 100% of its wines in the super premium or premium categories; their food-
friendly style; demand for Tasmanian wines outstripping supply; strong local market and government support; and collaboration within the wine sector as 
well as across related sectors, including food and tourism. 

REGIONAL STRATEGIES 

 

Document Agency Notes 

Mountain Bike Tourism 
Potential in Northern 

Tasmania  

October 2011 

 

Northern Tasmania Development  Northern Tasmania is well placed to become a national and potentially international MTB destination.  

However, MTB Tourism in Northern Tasmania requires investment. Existing trail infrastructure has evolved over time and in most cases has not been 
planned or purpose built. Therefore, much of this infrastructure is  not currently at the standard available at other competing MTB destinations. 
Directional signage, maps and other information is also virtually non-existent and information is critical during the visitor’s planning stage.  

The region has natural advantages with wild, iconic natural and cultural landscapes that are already a major attraction for visitors to the area. The 
terrain and diversity of environments in a relatively small area offers a strong appeal to MTB visitors. 

Potential for Mountain 
Biking in North Eastern 

Tasmania 

Market Demand and 
Economic Assessment 

March 2013  

 

 

Northern Tasmania Development Report considers three sites identified for MTB development within the region, Hollybank, Blue Tier and Cascade Forest trails. These trails would 
complement the existing trails in the region and form a comprehensive trail network that will raise the profile of the region as a MTB destination. 

Target market segments: 

1. The Destination Mountain Biker, typically male, 30-50 years old, well-educated and high-income, looking for amazing trails in scenic landscapes. 
The quality of the trail experience is the main consideration 

2. Those that bike on holiday are more focused on other aspects of the destination like the landscape, people and culture.  That is, MTB is not the 
primary travel motivator. 

The forecast total expenditure in Tasmania in 2018 from the development of the trail network is $15.7 million. The majority of this additional 
expenditure will arise from the trail network attracting new visitors to Tasmania. This market segment is described as ‘Destination Mountain Bikers’.  
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Document Agency Notes 

Regional Economic 
Development Plan - 
Northern Tasmania 

 

(Derived  from 
Tasmanian Economic 

Development Plan 
2011) 

 

 

Department of Economic Development, 
Tourism and the Arts 

VIS ION 
Economic development in the northern region will  enable inclusive and resilient communities to thrive, grow  and prosper as we build a vibrant region 
of diverse industries, based on our natural resources and unique opportunities.  

GOALS  

To support and grow businesses in the northern region 

To maximise economic potential in key sectors in the northern region (making the most of the region’s competitive advantages) 

To improve the social and environmental sustainability of the economy in the northern region 

To support and grow communities in the northern region  

TOURISM DEVELOPMENT OPPORTUNIT IES  

Cycling  

Capacity for further development and marketing of cycling and mountain bike experiences, particularly  in the Meander Valley and Dorset 
municipalities where local government have invested in the development of  cycling infrastructure.  Northern Tasmania Development is currently 
supporting a mountain bike tourism strategy to position northern Tasmania as a world-class mountain bike Destination. 

Food & Wine tourism 

Strong growth potential in the region through wine route and food trail /farm gate initiatives such as the Tuckerbox Trail. 

Opportunity to promote diversity of the Tamar Valley, especially its food and wine attractions. 

Resorts  

Potential for development of new high quality resorts on northeast coast . Success of Barnbougle Dunes and Lost Farm raised the potential for further 
resort tourism across the coastal strip and its hinterland.  

Other 

Potential to further promote a number of key tourism attractions in the region, including its colonial and mining past and Flinders Island. 

Launceston Airport 
Master Plan 2012 

Launceston Airport Second busiest Airport in Tasmania for passengers and provides the main aviation hub for northern Tasmania encompassing the central north, 
northwest and north east of the island. The Master Plan proposes a range of aviation infrastructure developments to allow the airport to accommodate 
growth in passenger and aircraft movements. These include: 

 Upgrade of the aprons to the runway, including increasing the strength of the freight apron and the provision of a sealed general aviation apron 
and parking area; 

 Relocation of the regional terminal to move it closer to the main terminal, facilitating passenger movement and amenity; and 

 Three additional passenger lounges, an upgrade to the arrivals baggage carousel area and 12 additional check-in counters. 

The Master Plan also identifies potential commercial developments such as a motel, offices and a restaurant. 
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COUNCIL STRATEGIES 

Document Agency Notes 

Dorset Council 
Tourism Strategy 

 

 

Dorset Council This strategy recommends the following directions for developing tourism in Dorset:  

 Increase visitation and yield by developing Dorset’s attractions and experiences  

 Build recognition of Dorset as a great place to visit 

 Derby will become the premier destination for mountain bike tourism in Tasmania 

 Bridport will be a focus for tourism investment 

 Promote the far north east as an escape to nature 

 Support the development of the Dorset tourism industry 

The priority strategies and development opportunities within the report are:  

 Develop the North East Rail Trail as it links with a number of the potential tourist towns and provides one of the most scenic rail trails in Australia.  

 Develop and maintain a website dedicated to promoting Dorset tourism  

 Form a MTB reference group to guide track planning and investment 

 Identify land parcels suitable for development in Bridport given surrounded by prominent and high yield tourist attractions: Barnbougle Dunes, Lost 
Farm and the Tamar Valley Wine Route.  

 Provide ongoing resources and support to North East Tasmania Tourism 

Flinders Tourism 
2020 

Flinders Council  

A partnership between the Industry, 
Council and State Government 

Vision: To become Tasmania’s leading nature based tourism destination and regarded as a highly desirable place to visit that protects and respects its 
environment.  

The plan is based around three strategic goals:  

1. Develop the tourism industry on Flinders into a vibrant and robust component  of the economy;  

2. Make Flinders Island a highly desirable holiday destination that protects and respects its environment.  

3. Facilitate the development of key infrastructure assets for nature based tourism  

 

Higher yield nature lovers who seek to immerse themselves in the environment while ensuring that it is protected are identified as the target market in the 
plan. It is most likely that they will continue to originate from Victoria and Tasmania, be financially well off and seek information through the internet. 
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Document Agency Notes 

Flinders Island 
Nature Based 

Tourism Market 
Feasibility Study  

 

June 2010  

 

Flinders Island Key nature based attributes: 

 Diversity of natural landscape – from islands, bays and seascape to the peaks, and the rolling farmland.  

 Broad range and vast numbers of easily visible native animals and birdlife. 

 Extensive flora  

 Walking –on the beaches or a diversity of tracks from 10 minutes to the 4-5 hour return trip to the peak of Mount Strezlecki. 

 Diving and snorkeling off the beaches and rock platforms of the island or off shore on the continental shelf or wrecks. 

 Fishing 

 Passive NBT ie: bird watching, photography, beach walking swimming, 

 

Product development opportunities:  

 Accommodation and nature-based attraction development. 

 Adventure sports – sea kayaking, mountain bike riding, rock climbing, diving 

 Guided wildlife experiences – day and night time land or water based interactive experiences with wildlife and potentially including wildlife volunteer 
activities (counting, tagging etc). 

 an iconic adventure experience incorporating overnight stay.  

 A nature/adventure lodge based in a setting that capitalises on the Islands core strengths and provides excellent service as well as a range of quality 
guided experiences will be very attractive for the target markets. 

Tourism Investment 
Opportunities 

Flinders Island  This report provides sites and potential business models for commercial investment in high yield, unique accommodation linked to NBT to service a 
growing market of more affluent travelers.  Sites identified include Killiecrankie, Trousers Point and Emita. 

George Town Council 
Economic 

Development Plan  

 

 

George Town Council Business and Economic  Development Aim: To develop a strong and diverse local economy that meets the needs of the community by:  

 Attracting and promoting the advantages of living and working within the George Town Municipality 

 Assisting and providing for the economic development of the district 

 Promoting the area's tourism opportunities, destinations and events 

 Maintaining long term financial sustainability 

 Ensuring transportation infrastructure is capable of supporting current and future business development 

 Working closely with neighbouring local government authorities 
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Document Agency Notes 

Launceston Tourism 
Plan  

(Draft) 

 

 

 

Launceston City Council Outlines Launceston's tourism vision to be recognised as a significant tourism destination in Tasmania through supporting the wider Northern Tasmania 
region, building on its strengths as a boutique heritage city and offering a wide range of sporting, cultural, art and heritage events throughout the year. 

Launceston’s competitive advantage is based on its position as a boutique heritage city with a wide range of natural and built assets. 
Surrounded by some of the best wine and food routes in Tasmania and offering a number of arts, heritage, city based nature and cultural 
experiences, visitors are able to undertake diverse experiences within close proximity of one another. 

Launceston is also competitively positioned given that it is the gateway to the Northern Tasmanian Region with direct air services from Melbourne, Sydney 
and Brisbane into Launceston Airport.  The strategy notes that although Launceston itself doesn’t have any iconic attractions, Launceston and the greater 
region does contain a wide variety of experiences which, if clustered together, could provide significant motivation for visitation from a wider variety of 
visitors.  

Opportunities: 

 The Victorian market is an 1 hour away by air and low cost flights are generally available 

 Smartphone, website with itinerary builder and social media strategy to reach new Markets 

 Packaging of products (airfares, accommodation and experiences) 

 Enhancement of existing experiences such as the Gorge to create a unique Launceston attraction 

  Development of a range of evening activities to position Launceston as a evening destination also to encourage growth in the overnight visitation 
market. 

 Positioning Launceston as a base for cycling, walking and touring experiences locally and into the Northern Tasmania region. 

 Work with event organisers to grow the events and conference market to Launceston 

 Relocating the existing visitor information centre into an integrated food, wine and beer interpretation centre of excellence with the inclusion of a café, 
a retail area and an audio visual theatrette 

 

Events Strategy 
2012-2015 

 

 

Launceston City Council Tourism Strategies included in the Events Plan:  

 Identify major events for acquisition based on targeted, benefit driven criteria. 

 Actively promote Launceston to host major events. 

 Promote a vibrant, diverse and unique events calendar to increase visitor numbers to the region. 

Key events listed in the strategy include the Hawthorn AFL games, Festivale, the Junction Arts Festival, the Launceston Cup horse races and the 
Launceston USM cycling events 

Launceston Gehl 
Report 2011 – Public 
Spaces & Public Life 

 

 

Launceston City Council  Gehl Architects were invited to conduct a Public Spaces & Public Life in study in Launceston. The report describes Launceston as a city with wonderful 
amenities with potential given the fantastic natural setting (Tamar River, North Esk River, Royal Park and City Park) as well as proximity of Cataract Gorge 
Reserve.  It is also recommended that Launceston´s unique natural setting is benefited from by improving the connections to the amenities and respecting 
the heritage buildings. 

Revitalising the city centre is also an important recommendation, through ensuring the city centre has a people friendly traffic system and is better for 
walking, ensuring a diverse city centre for all and encouraging people to come into the city to have fun, not just to shop and work. 

Areas for improvement identified include the heavy traffic throughout the city, the under-developed potential of laneways, the low density of residents in 
the city centre and the low number of public places for children. 
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Document Agency Notes 

Inveresk Precinct 
Plan  

2012 

Launceston City Council The Inveresk precinct in Launceston is one of the most significant historic and cultural precincts in Tasmania.   In September 2012, Renaissance Planning 
prepared the Inveresk Precinct Plan which provides a framework to facilitate the ongoing and long term development of the Precinct as one of Tasmania's 
most significant regional entertainment, recreation, cultural, education and tourism precincts.    

The Precinct Plan seeks to provide a significant pedestrian orientated space as a focus for the Precinct to contribute to its interest, vitality and unique 
sense of place, whilst also maintaining important car parking resources which are readily accessible for commuters, visitors and students. 

West Tamar Council 
Strategic Plan 2009 -

14  

 

 

West Tamar Council Included within this plan is Council’s aim to maximise the benefits of tourism through: 

 Participating in local, regional & state tourism bodies/groups;  

 Promotion of the Tamar Valley as a desirable tourist destination  

 Supporting a range of special events and festivals for the West Tamar  

 Implementing and maintaining supporting infrastructure 

Meander Valley 
Council Strategic 

Plan 

Meander Valley Council The Council’s strategic plan includes the following initiatives related to tourism: 

 Work with tourism operators to identify and develop new products and experiences that support the Great Western Tiers brand core values. 

 Develop and implement a collective brand program for the Great Western Tiers. 

 Establish a better way of marketing the Great Western Tiers. 
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Appendix B COUNCIL SURVEY RESULTS 

INTRODUCTION 

This appendix provides a summary of results from the survey of Councils undertaken 

to inform the Tourism Northern Tasmania Destination Management Plan.   

VIS ITOR MARKETS SIGNIF ICANCE 

Councils were asked to rates the following visitor market segments by level of 

significance to local Council areas. 

The most significant visitor markets considered by responded TNT Councils were 

‘Foodies and wine tasters’, ‘Visiting friends and relatives’ and ‘Business visitors’. 

 Very 
significant 

Neither significant 
or not significant 

Not at all 
significant 

Foodies and wine tasters 100%   

Visiting friends and relatives 100%   

Business visitors 75% 25%  

Families 67% 33%  

Other 67% 17% 17% 

Grey nomads 60% 40%  

Adventure and thrill seekers 50% 25% 25% 

Campers 33% 67%  

Backpackers  100%  

 

GROWTH OPPORTUNITIES  

Councils were asked to identify visitor markets that would provide the largest growth 

opportunity within the Council area. 

‘Foodies and wine tasters’ and ‘Other’ were identified to provide the most significant 

growth opportunities. ‘Other’ markets include 55 plus and empty nesters. 

 

25%

25%

13%

13%

13%

13%

Foodies and wine tasters

Other

Adventure and thrill seekers

Campers

Families

Visiting friends and relatives
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PRODUCT STRENGTH 

Half of the respondents identified the primary tourism products were ‘Adventure and 

activities’ and ‘Other’ which included agri-tourism and fishing.  

The key secondary tourism products were ‘Food’ and ‘History and heritage’.  

Some respondents also identified other emerging products to be ‘Golf’, ‘Adventure and 

activities’ and ‘Other’. 

 Primary  Secondary  Emerging  N/A 

Adventure and Activities  50%    50%   

Other  50%    50%   

Touring Routes  43%  43%  14%   

Nature and Wildlife  38%  38%  13%  13% 

History and Heritage  38%  50%    13% 

Food  14%  71%  14%   

Wine  14%  57%  14%  14% 

Golf     83%  17% 

 

TOP 5 TOURISM ATTRACTIONS 

Respondents were asked to list the top 5 tourism attractions in their local areas. 

Northern 
Midlands 
Council 

Launceston 
City 
Council 

Meander 
Valley 
Council 

Flinders Island 
Council 

Meander 
Valley 
Council 

West 
Tamar 
Council 

Northern 
Midlands 
Council 

Trout Fishing Cateract 
Gorge 

Mole Creek 
Caves 

Strzelecki 
National Park 

Country 
Club 
Casino 

Beaconsfi
eld Mine 
and 
Heritage 
centre 

Tasmanian 
Wool 
Centre and 
Ross 
Village 
generally 

Ben Lomond 
National Park 

QVMAG Farm, Agri 
& Food 
Gate 
Business 

Sharp 
Airlines/Airport 

Ashgrove 
Cheese 

Wineries - 
General 

Evandale 
Village 
including 
the Sunday 
market and 
Clarendon 

Heritage 
townships of 

Ross, 
Campbell 

Town, Avoca, 
Cressy, 

Longford, 
Perth and 
Evandale 

Heritage 
Buildings & 
Tours 

Short Walk 
Options 

Furneaux 
Museum 

Raspberry 
Farm 

Batman 
Bridge 

World 
Heritage 
Listed 
convict built 
Woolmers & 
Brickendon 
Estates and 
Longford 
Village 
generally 

World heritage 
sites in 

Longford 

Boag 
Brewery 

 Wybalena 41 Dgrees 
South 

Tamar 
Valley 
Resort 

Josef 
Chromy 
Wines 

Clarendon Tree Tops 
Adventure 

 Killiecrankie Honey 
Farm 
Chudleigh 

Tamar 
Visitor 
Centre 

Trout fishing 
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TOURISM OPPORTUNITIES  

 Nature and Wildlife Touring and Touring 
Routes 

Food and Wine Golf History and Heritage Adventure and 
Activities 

Other 

Northern Midlands Council Ben Lomond National 
Park; Long Marsh Dam 
Site; Fingal Valley; Lake 
Leake; Tooms Lake 

IPhone App's; digital 
media, etc. 

Relbia wine area; 
Evandale market 

Rossarden World Heritage 
Sites; Clarendon 

Ben Lomond Mountain 
Bike trails; mud run; 
rock climbing; Trout 
fishing; boating 

 

Launceston City Council  Expansion of routes onto 
digital platforms 

Emerging Agri-
Business 

Packaging to 
maximise barnbougle 
connection 

Thematic themes to 
drive product 

Mountain Biking General cycling 

Meander Valley Council Lack of confidence and 
ability for development to 
take place in these areas 

Extreme lack of tour 
company to tailor make 
itineraries in line with our 
attributes 

Must have a Northern 
Tasmania Food Trail 
enabled by an 
interactive website 

 Need for better 
interactive 
interpretation and 
the ability for 
commercial 
opportunities to 
develop 

Opportunities for 
commercial 
development to occur 
in National Parks and 
on Crown Land not 
being realised because 
of lack of development 
policy and red and 
green tape 

 

Flinders Island Council Flinders Trail 
development and the 
upgrade of existing 
tracks in the National 
Park and associated 
high quality 
accommodation/ 5 star 
lodge 

The development of the 
"Flinders Trail" concept 
combined with a "Bay of 
Fires" style 3 day guided 
walking and camping 
operation and associated 
lodge 

The expansion of the 
wine industry and 
associated cellar door 
type product. A 5 star 
restaurant that 
showcases seasonal 
produce and provides 
a venue for visiting 
guest chefs to 
showcase the islands 

Two world class links 
courses; one at 
Whitemark where the 
current golf club is 
and another in the 
North of the island 

Wybalena 
redevelopment and 
working with the 
Aboriginal 
communities of 
Cape Barren island 
and Flinders to 
deliver more 
indigenous based 
tourism product, 
expansion of the 
Furneaux Museum 

A multi day adventure 
race in the "webber 
challenge" style, 
mountain bike trail 
over the Darling 
Ranges, enhanced 
rock climbing 
infrastructure, we have 
a growing Kayak and 
Yacht market coming 
from Victoria 

Development of an all-
weather safe harbour for 
yachts and touring 
vessels at Lady Barron 

Meander Valley Council Upgrade of walking 
tracks, signage 

 Developing a food 
trail 

Quamby Estate 
course upgrade 

   

West Tamar Council Promote all natural areas 
- Narawntapu, West 
Head, Tamar Wetlands, 
Holwell and Notley 
Gorge, Supply River, 
Trevallyn Rec area 2nd 
and third basin 

The Tamar River - Wine 
routes - Gourmet food 
along with the wine - 
Natural & Historical 

Development of 5 star 
food in conjunction 
with wine - a good 
coffee outlet - 
gourmet trail 

Expansion of Greens 
Beach water 
dependant - Riverside 
markets itself as part 
of Launceston 

Yorktown - 
Beaconsfield Mine 
expansion - 
underground mine 
tours 

Batman Bridge - 
Trevallyn reserve 

The Tamar River 

Northern Midlands Council Implementation of the 
recommendations of the 
Ben Lomond Tourism 
Feasibility Study 

Development of digital 
media interpretive 
heritage trails 

Capitalise on the 
wineries and boutique 
brewery in the Relbia 
area 

Can the Craggy Peaks 
golf course venture at 
Rossarden be 
revitalised? 

Develop an 
interpretation 
strategy linking the 
Tasmanian World 
Heritage Convict 
Sites 

See nature & wildlife 
response: build on the 
Relbia Mud Run 
venture 
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TOURISM DEVELOPMENT PROPOSALS AND ADDITIONAL TOURISM OPPORTUNITIES  

 Tourism Development Proposals Additional Tourism Opportunities 

Northern Midlands Council Fly Fishing Museum  World heritage site Woolmers information centre  Motel 
development Longford  Motel development Airport 

use the information and recommendations from the Northern Regional Economic 
Development Plan, Information from the Greater Launceston Plan and Northern 
Regional Tourism Plan 

Launceston City Council Numerous projects based on above opportunities (Tourism Strategy available)    
Externally there are proposals based around the provision of Mountain Bike Trails 

We need to ensure as a region we have an international presence. The region is not 
recognised internationally nor does it have a strong enough presence in the interstate 
market. 

Meander Valley Council Quamby Estate Accommodation and Golf Development  

Flinders Island Council Major upgrade of the Flinders island Airport runway surfaces required in the next 5 
years. Engineering reports completed, asset management plan completed, seeking 
Federal or State funding of $8M.    Development of a "Safe Harbour" and associated 
marine infrastructure at the township of Lady Barron to support yacht and power 
boat visitors - concept stage.    Mountain Seas - existing restaurant, art centre, 
holistic health retreat with development approval for expansion in place.    The 
Flinders Trail - TQUAL application submitted to fund a feasibility study. 

 

Meander Valley Council Stage three of the Cycling Strategy about to commence.  

West Tamar Council Craggy Ridge - reliant on state legislation approval - residential vs commercial  
Greens Beach Golf club - private investors; believed to be held up by water 
availability  Beaconsfield Mine and Heritage Centre - new mine yard development - 
state government to issue interim order to commence - Crown approval  Various 
food and wine proposals and talks - restaurant, shop front for niche gourmet outlets, 
events around wineries and addition of food prep licences  Velo - now completed 
and open 

Batman Bridge adventure playground! 

Northern Midlands Council Australian Fly Fishing Museum at Clarendon - just opening  Woolmers Visitor 
interpretation Centre and Art Gallery - concept stage  Motel development, Longford - 
approved  Brumbys Creek White Water Park - concept stage  Aviation Sculpture 
park, Campbell Town - concept stage 

Implementation of the tourism specific recommendations of numerous reports 
including the Northern Tasmania Economic Development Plan, National Trust's 
Realising the Potential report, Tourism Tasmania's Historic Heritage Tourism Strategy, 
Ben Lomond Tourism Feasibility Study - to name but a few! 
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ACCOMMODATION SUPPLY 

Councils were asked to indicate the level of accommodation supply in their Council areas. 

86% of respondents indicated the supply of guest house/B&B to be adequate, followed by 

standard hotel/motel (43%) and serviced apartment/self-contained unit/cottage (43%). 

Over half of respondents indicated an under-supply of standard hotel/motel, rented 

properties and caravan parks. 

57% identified there was an unmet demand for luxury hotel/resort, followed by backpacker 

accommodation (43%). 

 Adequate 
supply 

Under 
supply 

Oversupply None - no 
demand 

None - unmet 
demand 

Guest house / bed 
and breakfast 

86%  14%   

Standard hotel / 
motel 

43% 57%    

Serviced 
apartment, self-
contained unit, 

cottage 

43% 29%   29% 

Caravan park or 
commercial 

camping ground 

43% 57%    

Luxury hotel / 
resort (4 or 5 star) 

29% 14%   57% 

Backpacker / 
visitor hostel 

29% 29%   43% 

Rented house / 
apartment / unit / 
holiday flat (not 

serviced on a daily 
basis) 

14% 57%  14% 14% 

EATING AND DINING SUPPLY 

Councils were asked to indicate the level of eating and dining premises supply in their 

Council areas. 

71% of respondents indicated adequate supply of ‘hotels, clubs and bistros’ and ‘takeaways 

and convenience’ eating and dinning premises in their local Council areas. 

Over half of the respondents indicated an under-supply of ‘cafes and bakeries’ and ‘fine 

dining restaurants’. 

 Adequate 
supply 

Under 
supply 

Oversupply None - unmet 
demand 

Hotels, clubs and 
bistros 

71% 14% 14%  

Takeaway and 
convenience 

71% 14% 14%  

Cafes and bakeries 29% 57% 14%  

Fine dining and 
restaurants 

14% 57%  29% 
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CURRENT ISSUES 

43% of respondents indicated the key issue limiting growth of tourism in Northern Tasmania 

was lack of investment, followed by lack of or poor marketing and promotion (29%). 

 

FORMS OF MARKETING 

The majority of respondents undertook ‘Tourism Tasmania campaigns’ (80%) and 

‘Brochures in Visitor Information Centres’ (60%) as their Council marketing campaigns in 

2011/12.  

83% of respondents used ‘Visitor Guides’ and ‘Tourist information website’ as their main 

form of regional campaign marketing. 

 Council 
campaign 

Regional 
campaign 

State 
campaign 

Not 
undertaken 

Tourism Tasmania campaigns 80%  20%  

Brochures in Visitor Information 
Centres 

60% 20% 20%  

Social Media 40% 40%  20% 

Public Relations 40% 40%  20% 

Radio advertising 20% 20%  60% 

Print advertising 20% 60%  20% 

Trade shows/events 20% 60%  20% 

Local Tourism Association tourism 
campaigns 

17% 33%  50% 

Visitor Guides 17% 83%   

Tourist information website 17% 83%   

Television advertising 17% 17%  67% 

Online advertising 17% 67%  17% 

43%

29%

14%

14%

Lack of investment

Lack of or poor marketing and 
promotion

Lack of quality product

Poor quality visitor services
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KEY REGION ASPECTS 

The table below shows the key aspects that respondents identified for their regions that 

should be highlighted in marketing campaigns in order to attract visitors. 

 Key aspects of region for marketing campaigns 

Northern Midlands 
Council 

Heritage, trout fishing, 

Launceston City 
Council 

Closeness,  branding as suggested.  "Launceston – Melbourne’s 
best kept secret" 

Meander Valley 
Council 

Quintessensial Regional Tasmania 

Flinders Island Council As islands off and island, we are a niche within a niche, without an 
agreed brand beyond the generic "mountains in the sea". I dont 

think this question can be answered without having an 
understanding of what marketing approach is intended to be taken 

for the region and how the islands would fit within that. Council 
has done significant work on who our visitors are, why they come 
and what they do but we have low return visitation, high cost of 

access and a fairly low grade of accommodation and food 
offerings. Nature based tourism is seen as the key attraction but 
how at a marketing level that is sufficiently different from the rest 
of the region and Tasmania more generally and what specifically 

at a branding level could be highlighted to drive increased 
visitation is a question for a marketing expert not a General 

Manager. 

Meander Valley 
Council 

Food and natural beauty of the region 

West Tamar Council Natural attractions - Wineries - Artisans - Tamar River combined 

Northern Midlands 
Council 

Landscape & associated experiences eg. Ben Lomond & 
mountain biking, rock-climbing, walking, skiing, wildflowers etc.: 

rivers & fishing, kayaking etc...  Heritage & associated 
experiences  leisurely pace of life: a place to refresh and 

rejuvenate 

IMPROVEMENT IN TOURISM MARKETING 

Councils were asked to identify ways of improvement in tourism marketing for the Northern 

Tasmania. The results are summarized below: 

 Development of integrated itineraries across the region with operator commitment; 

 Clear messages regarding offerings; 

 Development of various experiences and products to meet a diverse range of visitor 

interests; 

 Marketing represents true offerings in region; 

 Create an identity/brand and market to Asia; 

 Promote key product strengths to Asia – gourmet food and wine and natural sceneries, 

and ease of travel; 

 Achieve marketing visions identified in Tourism 21. 
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OTHER TOURISM ORGANISATIONS 

Other than Tourism Northern Tasmania, 78% of respondents identified there was a Local 

Tourism Association operating in their areas. 44% of respondents identified an operating 

Chamber of Commerce (incl. tourism) in their areas. 

The list below provides the Local Tourism Associations and Chamber of Commerce that 

includes tourism: 

 Heritage Highway Association;  NMBA; 

 LTVA;  Launceston Chamber of Trade;  City Prom; 

 Great Western Tiers Tourism Association;  Mole Creek Tourism Association; 

 Flinders Island Tourism Association; 

 Great Western Tiers, Mole Creek; 

 Launceston and Tamar Valley Tourism Association;  West Tamar Chamber of 

Commerce; 

 Heritage Highway Tourism Region Association Inc.;  Northern Midlands Business 

Association. 

FUNDING/RESOURCES FOR TOURISM ASSOCIATIONS 

The large majority of respondents indicated that they provided funding or resources to 

support their tourism associations. The types of supports to the associations included: 

 Cash contributions 

 In-kind professional and admin supports; 

  Marketing supports; 

 Contributions as a board member. 

In addition, 78% of respondents also financially contributed to their local Visitor Information 

Centres in 2011/12. 



86 
TOURISM NORTHERN TASMANIA    
D E S T I N A T I O N  M A N A G E M E N T  P L A N  F R A M E W O R K    

 

V IC STAFF 

The table below provides a summary of staff employed at the Visitor Information Centres 

within some of the Local Councils areas. 

 Full-
time 

Part-
time 

Casual Volunteer Total 

Northern Midlands Council    12 12 

Launceston City Council 4  6  10 

Meander Valley Council 2 1  40 43 

Flinders Island Council     N/A 

Meander Valley Council 2 1  50 53 

West Tamar Council 1 2  12 14 

Northern Midlands Council    10-15 10-15 

FULL TIME EQUIVALENT STAFF AT COUNCIL 

Respondents were asked to indicate the number of full-time equivalent staff (excluding VIC 

staff) allocated to tourism within their Councils. 

On Average, there were approximately 2.4 full-time equivalent staff allocated to tourism 

within each Council. 

West Tamar Council had the highest number of full-time equivalent staff, at 6 persons. 

 

0.7

2

6

0.8

2.4 

Northern Midlands Council

Launceston City Council

West Tamar Council

Northern Midlands Council

Average
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ROLES OF TOURISM STAFF 

The table below provides the titles of tourism staff working within some of the Local Council 

areas. 

 Staff 1 Staff 2 Staff 3 Staff 4 

Northern Midlands 
Council 

Economic and 
Community 

Development 
Manager 

Tourism Officer   

Launceston City 
Council 

Tourism manager Tourism Officer Team 
Leader 

VIC 

VIC staff 

Meander Valley 
Council 

Visitor Centre 
Manager 

VC Support 
Officer FT 

VC 
Support 
Officer 

PT 

 

West Tamar Council Tourism 
Development 

Officer 

Community 
Services Officer 

- events and 
area promotion 

Heritage 
Centre 

Manager 

Heritage 
Centre 
Curator 

Northern Midlands 
Council 

Manager Economic 
and Community 

Development  

Tourism Officer 
0.6FTE 

  

 

 

 


