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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;

o 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 FINDINGS

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;

o 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,

o 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 ¥ 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.

OPPORTUNITIES

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,

o Generate greater benefits from the resources allocated to tourism across the region,
through collaboration between Councils on marketing, branding and visitor
information.

TOURISM NORTHERN TASMANIA
DESTINATION MANAGEMENT PLAN FRAMEWORK

. 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.



RECOMMENDATIONS

DESTINATION MARKETING AND VISITOR INFORMATION

The key initiatives for Destination Marketing and Visitor Information are:

1.

10.

11.

Develop an experiential marketing campaign for Northern Tasmania, aimed at
generating an emotional response to the region;

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;

Progressively implement coordinated and consolidated marketing for the region, to
replace local initiatives for the main island;

Progress towards an integrated and networked approach to visitor information
services for the main island;

Promote the inclusion of tourism product on internet database and visitor information
services, particularly for its impact on visitor dispersal;

Develop marketing and visitor information services to support Flinders’ nature based
tourism goals;

Develop thematic maps and touring routes, intended for use on smart phones and
tablets, including art trails, local produce and history and heritage;

Develop packages linking key products in Northern Tasmania, within the region and
across the state;

Use the Visiting Journalist Program to promote niche products and experiences to
their core markets;

Promote and invest in the Tamar Valley Wine Route and associated activities as a key
attraction in the region; and

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;

There is a need to undertake an audit of the region’s nature based tourism assets to
identify the signature experiences and investment priorities;

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;

The product audit data should also provide the basis for the development of smart
phone and tablet friendly visitor information and touring maps;

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;

Promote the opportunities for private sector development to support cycle related
tourism in the region, particularly at key regional cycling hubs;

Re-develop and reinvigorate touring routes that contain the key opportunities for
visitors to experience local produce;

Promote the opportunities for agri-tourism as a part of business models for local
producers;

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.

11.

12.

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;

Develop Indigenous tourism opportunities in the region, including Wybalenna,
Larapuna and QVMAG;

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;

Develop and deliver customer service development materials targeted at business
operators and managers, as well as front of house staff;

Providing advice on business reinvestment to small and medium enterprises, as well
as highlight grant opportunities such as the Tourism Industry Regional Fund;

Develop links between the region’s agricultural producers and hospitality industry and
promote the benefits of using local wine and produce on menus;

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

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;

Prepare and distribute regular tourism newsletters directly to industry members and
stakeholders;

TOURISM NORTHERN TASMANIA
DESTINATION MANAGEMENT PLAN FRAMEWORK

Continue meeting with the business and investment community to keep informed of
developments in the region and also issues affecting investment;

Undertake 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;

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.



PART A: PROJECT OVERVIEW

URBAN ENTERPRISE PTY LTD "]anan 5

APRIL 2013



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 stakeholders'.

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

TOURISM NORTHERN TASMANIA
DESTINATION MANAGEMENT PLAN FRAMEWORK

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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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 ORGANISATIONS

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.

TOURISM NORTHERN TASMANIA
DESTINATION MANAGEMENT PLAN FRAMEWORK

VISITATION 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 DESTINATIONS

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



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.

ATTRACTIONS AND EXPERIENCES

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 OPPORTUNITIES

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;

o Central Launceston;

° Flinders Island nature based experiences and supporting infrastructure; and,
o 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.

FESTIVALS 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.

URBAN ENTERPRISE PTY LTD L"‘_‘L‘r‘bar'l

APRIL 2013 ENTERPRIEL



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

o Northern Midlands Business Association

o Flinders Island Tourism Association

° Launceston Tamar Valley Tourism Association

. Launceston Chamber of Commerce

o CityProm

o Great Western Tiers Tourism Association

o Mole Creek Tourism Association

o West Tamar Chamber of Commerce

° North East Tasmania Tourism

TOURISM NORTHERN TASMANIA
DESTINATION MANAGEMENT PLAN FRAMEWORK
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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 million.

The Northern Tasmania Tourism Region - Economic Impact Ana/ysﬁs3 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 Ana/ysis4 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.

® 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.

* Prepared by Remplan, May 2013



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 Flinders 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 HERITAGE 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

12

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.

TOURISM NORTHERN TASMANIA
DESTINATION MANAGEMENT PLAN FRAMEWORK

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.

OPPORTUNITIES

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.



° 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 VISITOR 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 VISITOR 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 VISITOR SURVEY (1VS)

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.

TOURISM NORTHERN TASMANIA
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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



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 ;

o 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 VISITATION TO TASMANIA 2001-2012

Daytrips Domestic Overnight International
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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 VISITATION TO NORTHERN TASMANIA 2001-2012
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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 Vvisitation
consistently attracting a greater market share.

FIGURE 3 NORTHERN TASMANIA MARKET SHARE
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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.



4.4.2. REGIONAL COMPARISONS

Of the 77 tourism regions in Australia, Northern Tasmania receives the 37" 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 31% for Business and Other visitors, 37" for Holiday or leisure
and 41% for Visiting friends and relatives.

TABLE 1 COMPARABLE TOURISM REGIONS

Visiting
Holiday | friends
or and
g leisure | relatives | Business

Bendigo Loddon
Phillip Island
Snowy Mountains
Blue Mountains
Mackay
Central Murray

Northern Tasmania

Lakes
Fleurieu Peninsula
Australia's Golden Outback
Australia's Coral Coast

Bundaberg

Average No. Visitors (000s

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 VISITATION TO NORTHERN TASMANIA
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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
VISITATION, SUB REGIONS,
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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 VISITOR NIGHTS: TASMANIA AND NORTHERN
TASMANIA
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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
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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
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It should be noted that larger areas typically have longer average length of stays, as they
capture greater numbers of touring visitors. That is, the Tasmania data will include people
who are spending an extended period of time travelling around the state, while the Northern
Tasmania data will only capture the proportion of those trips spent in this region. The
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
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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 VISITORS

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
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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
major roads through the region. Deloraine on the Bass Highway and Campbell Town on the
Midland Highway had between 60,000 and 79,999 visitors pass through without stopping in
2012.

The data also indicates that there are a significant number of visitors passing through
Scottsdale and Derby, which are located on one of the roads between Launceston and the
East Coast.

Derby, Westbury and Longford are the only towns that have more people driving through
without stopping than stopping to look around.












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

Intrastate 1,155 2,862 248 $303 $122

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

Visitors '000 Visitor nights Ave Visitor Spend per Spend per
'000 Nights visitor night

Tasmania

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%
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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
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4.9.2. PURPOSE OF VISIT

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 VISITING - OVERNIGHT 2008-2012

Holiday or Visiting friends
leisure and relatives
Tasmania 18%
Northern Tasmania 18% 5%
Launceston City 5%
9% 1%
George Town 8% 1%
Meander Valley 13% 4%
Northern Midlands 14% 4%
West Tamar 4% 1%

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 Parent with Older Older Young/midlife
singles children singles couples couple, no kids
Tasmania 8% 29% 11%
Northern Tasmania 8% 31% 10%
George Town 10% 27%
9% 33% 10%
Launceston 7% 31% 10%
Meander Valley 11% 38% 14%
Northern Midlands 6% 9%
West Tamar 11% 31% 8%
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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 VISITORS
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Source: NVS: Conference and event visitation for business purposes.
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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 Tasmania®.

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

North West West Coast

Northern Tasmania East Coast

200,000
180,000 N
160,000

140,000

120,000
100,000

80,000

\
\
60,000
I/

40,000

20,000

0 T T T T T T T T T !
2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

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

SNVS: Average of domestic overnight trips originating from Hobart and the South, for the years ending
Dec 2003 to Dec 2012.



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
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4.9.6. VISITOR 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

,,

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%

>
<
©
3

c

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 State®.

® Based on TVS Table 6: Total Attractions Visited or Stayed Overnight
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TABLE 6 VISITOR ACTIVITY VARIATIONS 4.9.7. COUNCIL COMPARISONS

s ] . ] The table on the following page provides the Top 10 visitor activities for each of the
All destination State / Region / SA2 Tasmania Northern Tasmania . . L
Northern Tasmania councils over the past 5 years. Eat out at restaurants, Visit friends and

Visit wineries 12.50% 19.10% relatives, General sightseeing and Go to the beach are common activities amongst the

Visit wildlife parks zoos or aquariums 11.60% 17.00% Councils areas.

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%
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TABLE 7 TOP 20 ACTIVITIES UNDERTAKEN, OVERNIGHT VISITORS, AVERAGE 2008 - 2012

“ Meander Va"ey i orthem Midiands Gotnet est Tamar Gotnet

Visit friends and
relatives

Eat out at
[CHENERS

Go to the beach

Go fishing

Visit farms

Visit a health spa or
well-being centre

Go on a daytrip to
another place

Pubs clubs discos
etc

Visit national parks
or State parks

28%

26%

17%

14%

9%

9%

8%

5%

Go to the beach

Eat out at
[CHENENS

Visit friends and
relatives

Pubs clubs discos
etc

Play golf

Go fishing

Bushwalking or
rainforest walks

Go shopping

Visit museums or
art galleries

15%

15%

11%

8%

4%

Eat out at restaurants

Visit friends and

relatives

Go shopping

Pubs clubs discos etc

Visit national parks or
State parks

Bushwalking or
rainforest walks

Visit museums or art
galleries

Go on a daytrip to
another place

Charter boat, cruise
or ferry ride

13%

11%

10%

7%

4%

Visit friends and
relatives

Eat out at
restaurants

Go shopping

Visit national parks
or State parks

Bushwalking or
rainforest walks

Pubs clubs discos
etc

Play golf

Visit museums or art
galleries

Visit wineries

16%

16%

11%

10%

10%

5%

Eat out at
restaurants

Visit friends and
relatives

Go shopping

Visit history,
heritage buildings
sites or monuments

Pubs clubs discos
etc

Go to the beach

Picnics or BBQs

Other outdoor

activities

Attend an organised
sporting event

URBAN

20%

18%

15%

13%

12%

11%

5%
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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 VISITORS AVERAGE 2008 - 2012

Hotel resort motel or motor Inn 43% 17%

Friends or relatives property 31% 40%

Caravan park or commercial camping ground 8% 15%
Rented house apartment flat or unit 5% 3%

Guest house or B&B 5% 4%

Caravan or camping near road or on private property 3% 8%
Other 3% 4%

Own property 2% 9%

1
E]
3
]
8
2
8
=
g
°
®
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DESTINATION MANAGEMENT PLAN FRAMEWORK
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4.1T1. 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
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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

New Zealand =~ eeeeeeeeens Japan
= = = Other Asia
— — — USA and Canada

China and Hong Kong

United Kingdom — = = Other Europe

Total

2005 2006 2007 2008 2009 2010 2011 2012

URBAN ENTERPRISE PTY LTD L"‘Jur‘ban

ENTERPAIEL

APRIL 2013

31



4.12. FLINDERS ISLAND

Tourism Tasmania is currently undertaking a visitor survey for Flinders Island, to provide

FIGURE 3 FLINDERS ISLAND ACTIVITIES

Activities Participated In During Trip Holiday/Leisure

Swimming/time at the beach 52% 55%

comparison wi