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Acbnonledgement of @&mlf%

Bundaberg Tourism respectfully acknowledges the Taribelang Bunda, Gooreng Gooreng, Gurang, Bailai and the WaRkRa
WaRRa and Auburn HawkRwood (Wulli Wulli) Peoples as the Traditional Custodians of the precious land, water and sea
country on which we all love to worR, live and play.

We recognise the thousands of generations of continuous culture that have shaped this country and the people on it.

And we pay our respects to Elders past, present and emerging and looR forward to worRing with all First Nations
People in the Bundaberg and North Burnett regions in sharing culture through tourism, in the spirit of mutual respect

and reconciliation.

Absul Us

Bundaberg Tourism is the Regional Tourism Organisation for the Bundaberg and North Burnett
regions. Bundaberg Tourism leads the sustainable recovery and growth of the region’s tourism
industry, maximising economic benefits for our businesses and communities.

Owr Vision

To be the destination of choice for the Great Barrier Reef, home of Australia’s premier turtle
encounter as well as Queensland’s world famous food and drinR experiences.

Ounr Partners

Aswe havedemonstratedtime andtimeagain, Team Bundaberghaverisen above enormous challenges
to shine. Ourregional tourism industry have been a beacon of resilience, positivity and success in atime
that has changed the face of the tourism industry as we Rnow it.

This was made possible by the ongoing support of the Bundaberg Regional Council (BRC), through
their contribution of ratepayer money on behalf of the region’s tourism and tourism-adjacent
businesses for the success of the industry; and Tourism and Events Queensland (TEQ).

And thanR you to our members, our supportive and engaged industry - the reason for everything
we do at Bundaberg Tourism as we strive to build and maintain a healthy and sustainable regional
tourism economy. The visitor economy is one of our region’s largest industries and a vital
contributor to economic growth and jobs across the Bundaberg Region. Over 3,200 local jobs are
supported by our industry, across traditional tourism businesses liRe accommodation, tours and
attractions, but also include tourism-adjacent businesses including retailers, the hospitality sector,
and service providers liRe fuel stations, taxis and transport. Tourism is a big part of what makes the
Bundaberg region tickR and this number will continue to grow as we looR to the future.
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Government
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Frem Uhe Chair & CED

The last three years has changed the way people
travel, and what they want and will demand from their
experiences into the future.

Encouragingly, it has also changed the way policy-
makers view tourism and their understanding of its
importance to local, state and national economies, and
to regional communities like ours in Bundaberg.

The upheaval to travel prompted by the pandemic has
challenged perceptions and forced deep reflection

on many levels. Bundaberg Tourism has been asRing
hard questions these past years: How do we build back
better? Are we operating in the most efficient and
effective way to deliver for our industry? How can we
deliver more with less, while giving our team a healthy
work/life balance?!

The business case for sustainable and holistic
destination management is an urgent imperative in our
changing regional economy and global environment. We
Rnow destinations, especially regions like Bundaberg,
need to adapt now or be left behind. And as we've
explored new ways of worRing this year through our
strategic planning, Bundaberg Tourism has been leaning
on staReholders’ creativity and experience to collectively
design a destination management organisation for the
future.

We've also been exploring how our industry as a

sector can go beyond the current understanding of
tourism and extend to being a genuine, authentic

force for good; harnessing a regenerative momentum
that is recognised to be improving our local economy,
preserving local cultures, enhancing the social fabric

of our communities and of course protecting the
precious places we live, work and play, all while offering
memorable, authentic life-changing experiences to
visitors.

Our forward strategy will reflect this.

Before we shift gear into our bold and courageous
future for the benefit of the region though, let’'s honour
the 2022/23 year for Bundaberg Tourism and the
industry.

As a not-for-profit organisation with limited resources,
we made a clear decision to play to our strengths this
last 12 months, leveraging our Rey hero experiences of
turtle encounters and extraordinary yet undiscovered
reef in Summer and our culinary best in Winter.
MarReting within Queensland to engaged audiences
gives us better bang for our bucR, greater reach, greater
conversion for industry and greater cut through in a
crowded marRetplace.

Australians nationally heard our call and travelled in
record numbers in 22/23, staying longer than ever and
spending a record $361 million in overnight expenditure.
The team go into more detail of campaign activity
delivered on pages 8-11.

We proudly celebrated with Bundaberg Regional
Council in January 2023 as the region was awarded

the hard-earned ECO Destination accreditation, the
second destination in Queensland, and fifth in Australia.
There's enormous but important work behind achieving
certification of a destination and we congratulate our
partners at Council for taRing on the challenge for the
region, and for our collective future. ECO Certification
is a productive step in engaging our region as we
mature our long-held role of custodians of our natural
environment and develop a clear pathway for climate
action and carbon neutrality for Bundaberg.

The team have dedicated great energy this past year

to understanding how to improve our marReting and
content to be more inclusive and accessible to a diverse
audience. In addition to a study of experiences and
accommodation across the region to understand our
region’s current accessibility, we have worked with

the incredible business Vacaylt to develop a range of
curated sensory audio tracks detailing a number of not-
to-miss experiences in our region. The team share more
about our Accessible Tourism projects on page 13.

To ensure that Bundaberg and the Southern Great
Barrier Reef remains top of mind domestically and
internationally in spite of the challenges of the last few
years, Bundaberg Tourism devoted time on sustaining
and growing strong relationships with travel trade and
Rey distribution partners across the globe. Through
the Commonwealth Governments Export MarRet
Development Grant, we were able to takRe Bundaberg
and our extraordinary trade ready visitor experiences to
the world this last 12 months. Distribution is an integral
building blocR for the destination, and you'll find more
about our work on page 15.

As an organisation we believe in nurturing a resilient
future through shared wisdom, and we stand committed
to ‘grow our own'’ rather than contracting multiple

city agencies to deliver worR. This means that we are
constantly building the Rnowledge and expertise within
our team for marReting, experience development and
PR activity to enable us to better support our industry
and the broader region through representation and
development activity. This also means we are investing
in the future of our people. Sincere thanks to our
exceptional team across the organisation who have
embraced the challenges of the last 12 months, and
have shone with passion, determination and drive to
make a difference through their work.

Our teams are thriving in a motivated and supportive
culture, with vision and energy for a united future for our
region.

MakRing magic happen for our region is made possible
by productive and collaborative partnerships, with

our community, our industry, our volunteer Board of
Directors and all levels of government, and we hold
deep gratitude for all those that support the work of
Bundaberg Tourism.

Our work over this past year has been made possible
thanRs to the investment of Bundaberg Regional
Council on behalf of the region’s ratepayers; by the
Queensland Government through Tourism and Events
Queensland; and of course our business community
through membership.

We acknowledge the commitment that our Board
makes to the industry in guiding the organisation
through opportunities and challenges.

It's these collective partnerships that enable success
for our region’s tourism industry and delivers social,
environmental, and economical outcomes for the
Bundaberg region.

As we farewell the year that was, we appeal to

you for support into the future. For more than 50

years Bundaberg Tourism has been workRing for the
Bundaberg region. As the world opens back up, we are
faced with a competitive global environment like we
have never seen before.

We have bold ideas for the future, and it is only through

partnership that we as a region can continue to thrive.
We look forward to co-creating this future with you.

Ross Peddlesden IKatherine Reid
Chair Chief Executive Officer
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Ownr Beard

Providing strategic direction to the organisation, is an elected Board of Directors, representing the industry. Board
Directors meet monthly and give of their time on a voluntary basis. Director positions are based on a two-year
rotation and fall due at each Annual General Meeting.

ROSS PEDDLESDEN KIRI BRAID DUNCAN LITTLER
Chair Director (to December 2022) Director
Field of Dreams Media Macadamias Australia Bundaberg Rum Visitor
Experience
TEENA MAMMINO ALEX CAMERON
Deputy Chair Director DANIEL REEVES

Community Advocate Water St Kitchen Director

Port Curtis Coral Coast Trust

WARRICK WRIGHT JOEY CARUANA
Treasurer Director LARINE STATHAM
Innstyle Mensland The Windmill Cafe Bargara / The Director (from April 2023)
Beach Mill Crush Communications
CR STEVE COOPER
Director (Appointed)

Bundaberg Regional Council

Onr SW/ & Velunleers

Team BT is made up of a hard-worRing and passionate team of staff and volunteers who are motivated to make a
difference for our tourism industry, our communities and the broader regional economy.

IKATHERINE REID
Chief Executive Officer

ELLIE TONKIN
Marketing Manager

IKAREN PEALL
Finance Manager

IKATIE DAVIS
Office Manager

MARKETING
CONNIE RIXON
Marketing Coordinator

VISITOR SERVICES
LOUISA HYLAND
Visitor Information Centre
Coordinator
GRACE BOOTHMAN

Marketing Coordinator ZOE WILSON
Childers VIC Supervisor

JON MCPHERSON

Digital Specialist ALANA BAXTER, BARBARA
GRIMES, JENNA KATT, IAN
LONI HAMMOND MCGREGOR

Industry and Trade Development
Executive

Holiday Experience Specialists

VOLUNTEER AMBASSADORS
Connie Battley, Timothy Bunn, Leanne CooR, David Corfield, Jennifer Dowell, IKathy Gordon, Gregory Hyland, Norma

Jensen, David Kennedy, Morgan Medcalf, Judy O’‘Donoghue, Maggie Ried, Dorothy Tollett, Moya Vanags-Lang, Leisa

Ward & Sue Wood

We extend our gratitude to the following team members that have left the organisation during the 2022/23
financial year: Anna Maslen - Visitor Services Manager; Deborah Seiler - Executive Assistant; Sheryl Thompson -
Finance Officer

We also pay our respect to long-standing volunteer Janet Blackmore, who passed away in July 2022.
Meet the Board and Team at bundabergregion.org/corporate/meet-our-team
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Ballistic Bargara
Gidarjil Corporation Ltd

ACCOMMODATION
PARTNERS

1770 Lagoon Central
Apartments Resort
Absolute Oceanfront
Tourist ParR

Agnes Water Beach Club
Alexandra Apartments
Alexandra Park Motor
Inn

AAOK Riverdale
Caravan Park

BIG4 Breeze Holiday
Parks Bargara

BIG4 Breeze Holiday
Parks Cania Gorge
Bargara Gardens Motel
and Holiday Villas
Bundaberg East Cabin &
Tourist Park

Bundaberg Park Village
Bundaberg Spanish
Motor Inn

Burnett Riverside Hotel
+h20 Restaurant and Bar
Chalet Motor Inn

Don Pancho by the
Beach

Elliott Heads Holiday
Park (BRC)

Glenlodge Caravan
Village

Grand Mecure C Bargara
Resort

Great Keppel Island
Hideaway

IKoola Beach
Apartments

Lady Elliot Island Eco
Resort

Lighthouse Holiday Park
(BRQ)

Manta Bargara

Matilda Motel

Miara Holiday Park
(BRC)

MidsRinrick Lodge and
Camping on the Baffle

Zs WO% & 5&%«/@@

CORPORATE PARTNER

PLATINUM PARTNERS

GOLD PARTNERS

+ Kellys Beach Resort

+ Taribelang Bunda Cultural Tours

« Lady Musgrave Experience

Mon Repos House
Moore Park Beach
Holiday Park (BRC)
NRMA Woodgate Beach
Holiday Park

Palm Lake Resort
Platypus ParR Riverside
Retreat

Rockpool 4

RocRy Point Retreat
Southern Cross Motel
Group - Sugar Country
Motor Inn

Sunrise at 1770
Southern Cross Motel
Group - TaRalvan Motel
The Point Resort

Villa Mirasol Motor Inn
Woodgate Beach First
National Real Estate
Woodgate Beach Tourist
Park

ATTRACTION PARTNERS

Amandine Lavender
Australian Sugar Cane
Railway

Bargara Golf Club
Bundaberg & District
Historical Museum
(BRQ)

Bundaberg Regional Art
Gallery (BRC)

Bundy Bowl & Leisure
CHARTS (BRC)
Fairymead House Sugar
Museum (BRC)

HinRler Hall of Aviation
(BRQ)

Moncrieff Entertainment
Centre (BRQC)

Monsoon Aquatics
Multiplex Sports &
Conference (BRC)
Mystery Craters

The OId Pharmacy,
Childers (BRC)

CULINARY PARTNERS

Alloway Farm MarRet
Alowishus Delicious
Ballistic Bargara
Bargara Berries

Berts Restaurant

Cha Cha Chocolate
Grunskes By The River
Hill of Promise Winery &
Mango Hill B&B

* HOTI - Healthy on the

Inside

IKalkRi Moon Distilling &
Brewing Company
Lighthouse Hotel

One Little Farm

Red Shed Seafood
Rusty Gate Grove Bar &
Winery

The Beach Mill

The Waves Sports Club
The Windmill Cafe
Water St Kitchen

EVENT PARTNERS

Mundubbera Enterprise
Association

SERVICES & OTHER
PARTNERS

Budget Rent A Car
Bundaberg Canegrowers
Bundaberg Chamber of
Commerce

Bundaberg Fruit &
Vegetable Growers
Bundaberg Port Marina
Bundaberg Shuttle
Service

City Printing Works
Crush Communications
DGZ Chartered
Accountants

Friendly Society Private
Hospital

Hervey Bay Fraser Island
Tourist Guide

bundabergregion.org/corporate/become-a-member

HinRler Central

Inn Style Mensland
Jim’s Cleaning Services
LC Bargara Pty Ltd

NAI Harcourts Ignite
North Burnett Regional
Council

Nurse Next Door
Bundaberg

PCCC Trust

Regional Business HQ
Ross Peddlesden

St LuRe’s Anglican
College

Sacred Sounds
Sugarland Plaza

Tafe Queensland
Tayco Outdoor
Advertising

* Teena Mammino

Time2Print

TOUR PARTNERS

1770 LARCI Tours
Australian Sunset
Safaris

Bundaberg Coaches
Bundy Belle River
Cruises

Fraser Island Boat
Charters

Fun Over Fifty Pty Ltd
RaptAir Pty Ltd
Tasman Venture
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DESTINATION TOURISM PLAN STRATEGIC PRIORITY AREA - MARKETING & EVENTS
Bundaberg Tourism focuses on sharing remarkable, authentic visitor experiences that highlight the destinations point of
difference in a crowded global marketplace, through targeted and strategic destination marketing.

DESTINATION CHANNELS
bundabergregion.org

ﬂ @visitbundaberg
@visitbundaberg

o Visit Bundaberg
#visitbundaberg

#tastebundaberg

SOUTHERN GREAT BARRIER
REEF CHANNELS

ﬁ @southerngreatbarrierreef
@southerngreatbarrierreef
#southerngreatbarrierreef
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CULINARY CAMPAIGN
April - August 2022

Bundaberg Tourism’s dedicated Culinary Marketing
Campaign was aimed towards establishing the
Bundaberg region’s brand as a food and drinR
destination of choice and further enhance the regions
reputation for its quality culinary offerings among
Queenslanders.

Bundaberg Tourism delivered an impressive campaign
across national TV through Channel 10’s Taste of
Australia with Hayden Quinn, through digital and print
advertising partnerships with the Australian Women’s
WeekRly, Country Style and NewsCorp; through our
destination marketing channels; and of course through
social media.

The campaign primarily targeted engaged audiences in
the major population centres of South East Queensland,
however the national partnerships saw our reach extend
right across the country to drive brand awareness and
conversion across many markets.

© O ©O

14 MILLION+ 17,500+ $7.6 MILLION+
TOTAL CAMPAIGN LEADS TO ESTIMATED
REACH OPERATORS REGIONAL VISITOR
EXPENDITURE*

ANNUAL & DESTINATION EVENTS CAMPAIGNS
Each calendar year, Bundaberg Tourism undertaRes

a series of events campaigns, commencing with the
Annual Events overview in early autumn to encourage
consumers to plan their year’s travel into the region,
followed with Destination Events campaigns.

Annual Events Campaigns 2022
KKicRing off the events season, the 2022 Annual Events
overview had strong digital engagement with targeted

consumers.

© O

266,000+ 2,5000+
TOTAL CAMPAIGN LANDING PAGE
REACH VIEWS

Destination Events Campaigns 2022

Delivered in partnership with BRC targetting conversion
by visitors to Childers Festival, Taste Bundaberg Festival
and Milbi Festival.

© O

5.7 MILLION+ 60,000+
TOTAL CAMPAIGN LANDING PAGE
REACH VIEWS

SUMMER CAMPAIGN
September 2022 - March 2023

Summer is a peakR season for High Value Travellers on
the Southern Great Barrier Reef. The Summer campaign
focuses on two of the Bundaberg region’s hero
experiences - the Southern Great Barrier Reef and the
Turtles.

The sale of tickRets to Mon Repos Turtle Encounters

is handled exclusively by Bundaberg Tourism and the
first weeR of sales gives us enormous insight into the
summer season ahead. Within the first 24 hours of
sales for the 2022/23 season records fell - more than
6,000 tickets were sold, a 11% increase on the same
period in 2021, and we saw a 500% increase in booRings
made with over 700 leads to other regional operators
occur across the destination website.

After many years of heavy investment by Bundaberg
Tourism, summers have become our reliable peakR
season for visitors especially across the school holiday
months. Commercial accommodation report very high
occupancy, Mon Repos Turtle Encounters remained
booRed out and operators saw incredibly strong
numbers through their doors.

With the season performing with strength very early, the
marReting campaign was pared bacR. Investment was
focussed on socla media marketing, with conversion to
operators and regional dispersal of visitors being Rey
drivers of activity.

© O ©O

3.5 MILLION+ 19,000+ $10.3 MILLION+
TOTAL CAMPAIGN LEADS TO ESTIMATED
REACH OPERATORS REGIONAL VISITOR
EXPENDITURE*

LEFT & MIDDLE
Country Style
advertising partnership

RIGHT
Hayden Quinn at the
Seafood Smokery

* Estimated Regional Expenditure = (Leads to Operators) x
(Average Trip Expenditure per Visitor - Tourism Research Australia, YE 2019)

Detailed activity reports can be found at bundabergregion.org/corporate/tourism-strategy#activity-reports
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DESTINATION TOURISM PLAN STRATEGIC PRIORITY AREA - MARKETING & EVENTS
Bundaberg Tourism focuses on sharing remarRable, authentic visitor experiences that highlight the destinations point of
difference in a crowded global marketplace, through targeted and strategic destination marketing.
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DESTINATION TOURISM PLAN STRATEGIC PRIORITY AREA - MARKETING & EVENTS
Bundaberg Tourism focuses on sharing remarRable, authentic visitor experiences that highlight the destinations
point of difference in a crowded global marketplace, through targeted and strategic destination marketing.
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Destlinalion Z)z;ew

Bundaberg Tourism engages in continual destination
marReting activity to promote our region and impact
potential guests’ travel behaviour. Our integrated
campaigns targeting Rey marRets have an emphasis on
digital presence, including an ‘Always On’ digital and
social strategy and strategic distribution of Rey printed
marReting collateral. These activities drive significant
benefits to the region by engaging travel intenders at
multiple stages within the path to purchase in order to
influence decision makRing.

DESTINATION WEBSITE

©O © @

290,000+ 883,000+ 9 MIN 4 SEC
UNIQUE WEBSITE PAGE VIEWS ~ AVERAGE LENGTH OF
VISITORS -131%¥0Y STAY

-13.6%YOY E : +37 SECYOY

33,900+ 21,900+
LEADS TO VISITORS TO

OPERATORS DEALS PAGE
11.7% WEBSITE TRAFFIC -24.3% YOY

Bundaberg Tourism’s PR strategy leverages our
national and international media network and industry
partnerships to disperse positive promotion of the
region.

IKey activities include pitching destination story ideas
to targeted media and influencers and operating
familiarisations conducted in the Bundaberg Region
in partnership with tourism partners, Tourism & Events
Queensland and Tourism Australia.

INTERNATIONAL MEDIA MARKETPLACE (IMM)
Attended Tourism Australia’s IMM in May 2023,
securing one-on-one appointments with more than
20 international media representatives to represent
Bundaberg and the SGBR

ATE MEDIA FAMILS

In 2023, the Australian Tourism Exchange (ATE) was
held on the Gold Coast. Queensland as the host

state gave the opportunity for 5 international media
representatives from UK, Canada, India and Malaysia to
travel to Bundaberg to experience the Southern Great
Barrier Reef for themselves.

O & O

2.3 BILLION+ $488 MILLION+ 10
TOTAL ADVERTISING MEDIA FAMILS
MEDIA REACH VALUE HOSTED
EQUIVALENCE

Unique visitors to the destination website and social
media reach have not returned to the peakR of 2020/21,
when lockRdowns, closed borders and relief funding for
marReting campaigns saw Bundaberg attract record
website visits and social media reach. In spite of this,
the average length of time spent on the site continues
to grow and the average number of pages viewed per
visit remains steady, while social media engagements
have increased year on year even with considerably less
investment. This indicates we are attracting consumers
with high intent to travel and delivering them relevant
content as they dream and plan.

DESTINATION SOCIAL MEDIA

© O ©O

18.5 MILLION+ 189,000+ 46,900+
SOCIALMEDIA  ENGAGEMENTSON  SOCIAL MEDIA

REACH POSTS FOLLOWERS
+21.5% YOY +21.7% YOY

WANT TO KNOW MORE?
Visit bundabergregion.org/corporate/partnership-toolRit/
destination-marketing

Media coverage achieved across the year included the
following publications:
Australian Traveller
Australian Geographic
Concrete Playground
Daily Mail (UK)
Escape - National print & online including
* The Age
+ The Courier Mail
* Sydney Morning Herald
+ The Telegraph / The Sunday Telegraph
Embark Magazine
Holidays with Kids
Lifehacker Australia
Lonely Planet
MSN Australia / MSN New Zealand
New Zealand Herald (NZ)
Stuff Travel NZ
The Courier Mail - QWeeRkend, Sunday Mail
Traveller (National print and online)
WANT TO KNOW MORE?
Visit bundabergregion.org/corporate/partnership-toolRit/
destination-pr

Detailed activity reports can be found at bundabergregion.org/corporate/tourism-strategy#activity-reports
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. . DESTINATION MANAGEMENT PLAN INDUSTRY REPRESENTATION & ADVOCACY
Z)&{ J /Z/ @W@Z&]&W Commenced the region’s Destination Management Plan Bundaberg Tourism hosts representatives and
' worR for 22/23 in close partnership and consultation delegations from state and national bodies across the
with industry and staReholders to contribute to the year including:
economic development for the region. » TEQ CEQ Trish O’Callaghan & executive leaders
* Queensland Government Tourism Investment
Attraction Director Dominic Ward
* Queensland Tourism Industry Council (QTIC) CEO
Brett Fraser
+ Director of Queensland State Office, Department of
Foreign Affairs and Trade

DESTINATION TOURISM PLAN STRATEGIC PRIORITY AREAS - IDENTITY AND INFLUENCE; UPSKILLING & TRAINING
The region’s tourism industry will grow their capacity as a strong business community. Tourism unites the region through
collaborative leadership and a sense of pride for the Bundaberg spirit of warmth, resilience and creativity. DEVELOPMENT & INFRASTRUCTURE PRIORITIES
Bundaberg Tourism provides Rey insights into the
destination’s tourism infrastructure and destination
development conversations, including:
* Wide Bay Burnett Regional Plan review
Bundaberg Regional Tourism Workforce Plan
Management of 2023 Priority Project list of major As part of Bundaberg Tourism’s role as the region’s
tourism infrastructure needs RTO, staff members are involved in committees and
Data and case studies for BRC's Accommodation boards, and attend forums and programs to ensure the
Demand Study region’s tourism industry is represented at all levels.
Data and insights for BRC’s Gin Gin Rail Trail * Queensland Regional Tourism NetworR (QRTN)
business case Committee Member
DESTINATION DATA Chair, QRTN Tourism Climate Action Steering

Bundaberg Tourism undertaRes considerable data Committee
. . QTIC Board Member
anaylsis to understand consumer trends and guide . . .
. . - Australian Tourism Export Council (ATEC) South
our industry through data-driven strategy. BT utilises . S
Queensland Committee (by invitation only)
data from the Roy Morgan Research Dashboard, STR Jobs Bundabera Committee Member
Accommodation, AirDNA, Tourism Research Australia 9

. . . * Mon Repos StakReholder Committee Member
and high level research from Tourism Australia and TEQ. . Attendeil Tourism Australia’s Destination Australia

AVIATION ROUTES and National RTO Forum

Supported the launch of Bonza’'s Melbourne to Enhanced partnership with Bundaberg and Childers

Bundaberg route Chamber of Commerce and Regional Business HQ
Major supporter of 2022 Business Excellence
Awards
Australian Rural Leadership Foundation’s Leading
Australian Resilient Communities program

p/&WZ£ g/we/‘m&@ @W@&/ t ,Zliﬁ./%&é’% 5 6}%@’&@&@@@6/&/[%@/@5 QTIC's Young Tourism Leaders Mentoring Program

Bundaberg Tourism supports development of tourism 2022/23 UPSKILLING & TRAINING OPPORTUNITIES
DESTINATION TOURISM PLAN STRATEGIC PRIORITY AREA - PRODUCT & EXPERIENCE DEVELOPMENT industry by workRing one-on-one with businesses, FORINDUSTRY
Visitors are looRing for experiences that share the story of people, place and produce. The Bundaberg and North Burnett providing mentoring, group workshops and facilitating * One-on-One sessions for all members available
regions are humble, authentic and real and tourism helps to tell that story. learning opportunities. * Best of Queensland Experiences Program (BOQEP)

* Product Development support for multiple
operators including Bargara Golf Club, Gidarjil
Development Corp, Gladstone Ports Corporation,
Monsoon Aquatics, NRMA Turtle Sands and
Taribelang Bunda Cultural Tours,

Hosted TEQ's Conversations with Industry event
Partnership with QTIC for the delivery of new suite

TRANSFORMATIVE EXPERIENCES MENTORING of free online micro-credential courses for tourism

PROGRAM (TEMP) businesses and staff, tailored for the Region.

Three operators participated in the Program with Supported BRC's attendance at the Asia Pacific

one-on-one mentor support over a 10-weeR period, Incentive & Meetings Event through trade training

equipping them with tools to reimagine their visitor to Rey Council staff, marketing collateral support
experience and meet the evolving expectations of and the delivery of the Bundaberg Business Events

travellers in line with the Queensland brand and ‘Travel Guide 2023

for Good’ ethos. WorRing with BRC on a strategic approach to

supporting and attracting large sporting events in

region, and ensuring maximum economic outcomes
@ @ are delivered as a result
Ongoing stakeholder engagement for the continued
51 3 enhancement of the visitor experience at Mon
OPERATORS OPERATORS Repos.
RECOGNISED IN PARTICIPATED IN WANT TO KNOW MORE?
TEQ'S BOQEP TEMP Visit bundabergregion.org/corporate/development

ACCESSIBLE TOURISM DEVELOPMENT
» Dedicated regional accessible tourism page on
destination website
* WorRing in partnership with the Queensland
Government to undertakRe a study on the region’s
accessible operators
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FProduel & Experience Development

DESTINATION TOURISM PLAN STRATEGIC PRIORITY AREA - PRODUCT & EXPERIENCE DEVELOPMENT
Visitors arelooRing forexperiencesthatsharethe story of people, place and produce. The Bundabergand North Burnettregionsare

humble, authentic and real and tourism helps to tell that story.
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Tewrism Trade

COVID has changed the face of tourism trade
distribution. International travel is slowly recovering,
with national visitor arrivals 37% lower for the year
ending 30 June 2023 compared to the year ending 30
June 20I19.

According to Tourism Australia research, general
consumer confidence is down across most of the
world, with global economic conditions impacting most
marRets and domestic travel remaining a higher priority
in most markRets. In spite of this, Bundaberg’s core
pre-COVID international markets are Reen to return

in the coming years, especially travelers from the UK,
Germany, France, and interest is growing quicRly from
new marRets, including Singapore, India and South East
Asia.

Years of hard work by Bundaberg Tourism have
focussed on sustaining and growing strong
relationships with travel trade and Rey distribution
partners across Australia and the globe, ensuring that
Bundaberg and the Southern Great Barrier Reef is top of
mind. We have also been supporting and growing our
industry’s trade-ready capacity with training, resource
development and in-marRet presence

AUSTRADE EXPORT MARKETING DEVELOPMENT
GRANT (EMDG) FUND

Bundaberg Tourism was awarded additional funding to
grow destination awareness in Rey international target
marRets. The funding will be matched by Bundaberg
Tourism and industry contribution.

SALES MISSIONS & TRADE EVENTS
* Planned and delivered the SGBR’s largest event

trade event, the SGBR East Coast Sales Mission in
March 2023, with 9 operators attending 66 targeted
appointments facilitated by Bundaberg Tourism in
Brisbane, Sydney and Melbourne
Represented Bundaberg and SGBR at Tourism
Australia’s MarRet Place EU & UK in November 2022
with 55 one on one appointments for Bundaberg
and participation in the Australian showcase with
130 travel retailers.
Delivered destination update to Tourism Australia’s
Aussie Specialist agents across the world in the
“Uncover our Regions” webinar series;
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INCLUDING ON-ONE TRADE ATTENDED
2 DEVELOPMENT 320+

+ Representation for Bundaberg and SGBR at the
Queensland on Tour - New Zealand, with networRing
with 113 agents and one on one appointments;
Coordinated the Bundaberg Region presence at the
Australian Tourism Exchange on the Gold Coast
in May 2023, attending 89 appointments plus
networRing with Rey distribution partners over the 4
days. Lady Musgrave Experience, Lady Elliot Island
Eco Resort and Macadamias Australia attended
ATE on their own booths, supported by Bundaberg
Tourism. Additionally operators Taribelang Bunda
Cultural Tours, RaptAir and Kellys Beach Resort
attended as guests on the Bundaberg Region
destination booth.

TRADE READY MENTORING

Six Bundaberg operators had the opportunity to
participate in the Pathway To ATE trade readiness
mentoring program, which include regional workRshops
followed by tailored one on one mentoring with
participants to attend ATE23

TRADE FAMILS
Bundaberg Tourism partnered with TEQ and TA to
deliver two group trade famils around ATE. Attending
were the following:

Australia Reiser (Germany)

Cat Viaggi (ltaly)

Chan Brothers Travel (Singapore)

FDM Travel (DenmarR)

Gold Medal Travel Group (UK)

KIKday Singapore

North South Travel (Canada)

Siam Express (Japan)

Tourism & Events Queensland (UK)

Travelport (Hong Kong)

Zest4Travel (New Zealand)

Bundaberg Tourism also hosted independent famils for
the following trade representatives:

* Erlebe Reisen (Germany)

* World Strides Travel (Australia)

S O

13 7
BUNDABERG TRADE- OPERATORS SALES MISSIONS TOURISM TRADE NEW PACKAGES,
READY PRODUCTS RECEIVING ONE- & TRADE EVENTS HOSTED ON FAMIL IN ITINERARIES AND

REGION DEALS DISTRIBUTED

NEW-TO-TRADE SUPPORT TRADE PARTNERS

ENGAGED

Detailed activity reports can be found at bundabergregion.org/corporate/tourism-strategy#activity-reports
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Visiter Services

DESTINATION TOURISM PLAN STRATEGIC PRIORITY AREA - VISITOR EXPERIENCE
The visitor experience reflects a united Bundaberg region that delivers on the promise of our foundational pillars

of sustainability, reef custodians and Taste Bundaberg.

VISITOR INFORMATION CENTRES
Visitor Information Centres (VICs) are a Rey element of
the region’s overall tourism investment. The accredited
Bundaberg and Childers VICs continued to play a crucial
role in:
 informing and educating visitors;
influencing visitor behaviour and trip decisions;
contributing to economic benefits derived from
tourism;
inspiring community pride; and
acting as a Rey touch point for locals.

INDUSTRY FAMILS

Six local industry famils were run by the Bundaberg
Tourism VICs, visiting products throughout the region
to allow staff and volunteer ambassadors to learn about
experiences to promote to visitors. Members are invited
to send customer-facing staff as the best advocates for
tourism businesses are often fellow tourism operators.

GIN GIN VISITOR INFORMATION CENTRE
Transitioned the GGVIC to Gin Gin Community
Broadcasters and established a partnership that
provides the group with ongoing training and
operational support

© o0 ©O

45,000+ 7,300+ $676,000+

VISITOR ENQUIRIES BOOKINGS FOR IN BOOKINGS MADE
(IN PERSON, OPERATORS FOR OPERATORS

PHONE CALLS,
EMAILS, WEB CHATS)

DRIVE QUEENSLAND

Attendance at Caravan and Camping Shows and 4x4
Show in Brisbane, Melbourne and Sydney in partnership
with Queensland regions.

DESTINATION COLLATERAL

40,000 new Bundaberg region Visitor Guide printed
and distributed nationwide plus an additional 18,500
DL flyers sent to events and national VICs for digital
interaction with the Visitor Guide.

Collaboration with BRC on offsetting the printing of
the guide through the 1 million Trees project — gaining
positive regional media coverage, as well as engaging
tourism industry with the 1 million Trees Project.

Distribution of destination visitor guides and maps to
national VIC networR, regional guests, local industry and
events attendees

COMMUNITY & VISITOR ENGAGEMENT

+ Pop up Visitor Information Centre at major events

* Information sessions with local schools, both on site
and off site

* IP@IKepnock Program, a vocation-based program
for year 7-10 students to connect disengaged
youth through immersive experiences hosted by
businesses throughout the region;

* Represented local tourism industry with a
Bundaberg region stand at regional job and
neighbourhood expos

VISITOR INFORMATION CENTRE SNAPSHOT
How BT has adjusted to deliver ongoing one-on-one visitor services since COVID

45,000+

62,000+
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VISITOR ENQUIRIES
SUPPORTED WITHIN
THE VICS

VISITOR ENQUIRIES
SUPPORTED
VIRTUALLY

TOTAL VISITOR ENQUIRIES

56%
QUEENSLAND

00000 38%
""' 5/I 0 9 INTERSTATE

6%
INTERNATIONAL

50%
00000 PHONE
Lign 5/10 | ¢ 50%
EMAIL &
ONLINE CHAT

TOTAL VISITOR ENQUIRIES

46%
QUEENSLAND

00000 36%
Wy 7/10 9

18%
INTERNATIONAL

92%
PHONE

ity 3710 | ¢ 8%
EMAIL &
ONLINE CHAT

WANT TO KNOW MORE?

Visit bundabergregion.org/corporate/partnership-toolRit/

bt-visitor-services
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Destlinalisn Stewardshiy

DESTINATION TOURISM PLAN STRATEGIC PRIORITY AREAS - IDENTITY AND INFLUENCE; UPSKILLING & TRAINING
When we consider the four laws of ecology based on everything being connected, and there is ‘no away’ along with the
rallying call of the UN for organisations to take a holistic view of their influence on society and the environment they
operate, it is time for the tourism industry to put measures in place to mitigate and in some cases reverse impact on
community and the environment in which we live now and for future generations

NMembershiy
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TOURISM CLIMATE ACTION FOR QUEENSLAND
Bundaberg Tourism is actively participating in the
Queensland’s Regional Tourism Network’s (QRTN)
strategic Tourism Climate Action Project, in partnership
with the Queensland Government. This state wide
project is examining the carbon footprint of the tourism
sector across Queensland with the intent of developing
a pathway to net zero.

The initiative is aligned to the ‘Towards 2032 Action
Plan for Tourism recovery, which recommended the
development of a clear pathway for the visitor economy
to net zero and establishment of success measures.
Research facilitated by the Queensland Government, led
by Ernst & Young in 2019 indicates that tourism as an
industry is at the greatest risk from climate change.

In response to the identified challenges and threats,

the QRTN Climate Action Project is consistent with the
Queensland Government’'s commitment:

© @ ©

REACH 50% 30% EMISSIONS NET ZERO
RENEWABLE ENERGY  REDUCTION BELOW EMISSIONS
USE BY 2030 2005 LEVELS BY 2030 BY 2050

The initial work performed during 2022/23 has captured
a baseline for the Bundaberg region. More detail on this
baseline report can be found on our website.

SUSTAINABILITY & ECO EVENTS
* Supported BRC to host the ECO Think Forum

including presenting with TBCT to demonstrate
cultural tourism leadership and development for the
region; and participated in the Destination ThinR
TanR with other certified destinations;
Hosted QTIC's World Environment Day evem in
Bundaberg in partnership with Earthcheck, Mon
Repos Turtle Centre & Gidarjil

CORPORATE COMMUNICATIONS

°© 0 o

3200+
CORPORATE EDMS NETWORKING CORPORATE
SENTTO EVENTS FACEOOK
580+ FOLLOWERS

SUBSCRIBERS

ECO DESTINATION CERTIFICATION
Bundaberg Tourism worRs closely with Council in
support of the ECO Destination Certification, an
enormous undertaking that requires collaboration
across all sectors of the region, and Bundaberg Tourism
is engaged as Council’s conduit to the Tourism Industry
leveraging our existing relationships to increase
industry engagement with the project.
» Destination Sustainability MarReting Action Plan
and PR Action Plan for 2022 and 2023
ECO Destination Launch support including PR and
VIC activity. Media outcomes include:
» January 2023 - National PR coverage
* May 2023 - named in Australian Travellers Top
100 Emerging Experiences in Australia within the
sustainable experiences section
Dedicated web pages and communications
designed for destination visitors and the regional
tourism industry
Supporting operators to consider Eco Certification
Ongoing participation in ETA's Certified Destination
group,

SUSTAINABILITY CONTENT CAMPAIGN ACTIVITY
Bundaberg Tourism has a long-standing and ongoing
committment to inclusion of sustainability and eco
themes within destination marketing campaigns

DISASTER MANAGEMENT
» Supported AECOM & DTIS' Tourism Resilience

Platform session, including a facilitated discussion
on tourism infrastructure needs of the future for
tourism resilience
Participation in the Department of Tourism,
Innovation and Sport’s tourism crisis
communication cross-agency exercise led by
crisis communication and engagement company
Articulous
CEO accepted into Queensland Connects’ Disaster
Resilience Cohort 4

WANT TO KNOW MORE?
Visit bundabergregion.org/corporate/regional-sustainability

CORPORATE CHANNELS
bundabergregion.org/corporate
9 @bundabergtourism

o Bundaberg Tourism

@ Bundaberg Tourism

Detailed activity reports can be found at bundabergregion.org/corporate/tourism-strategy#activity-reports
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/‘ BUILD OUR ECONOMY
= “ Membership is an investment in your business and the economic
prosperity of our community.

®  BE SEEN BY OUR VISITORS
l In 2021/22, the Bundaberg region welcomed over 330,000 unique
» Visitors to the destination website, reached over 13million people
and had over 46,000 followers on the Visit Bundaberg social media
channels, delivered over $400million in media coverage worldwide, and
have 28,000 visitors engage through our Visitor Information Centres.

000 \WERE HERE TO HELP

"' Our team can help you - from a simple question to involvement in
our international, domestic and local cooperative campaigns to crisis
support, we're here to help you grow.

BUILD YOUR BUSINESS CAPABILITY

f‘ Grow with the multiple business development opportunities including
trade and experience mentoring and digital and marReting training you
can access through Bundaberg Tourism's members programs.

Q.Q CONNECT WITH YOUR INDUSTRY

'.‘ TaRe part in tourism industry networRing events for members, attend
familiarisations to understand other product around you, and build
value by being part of targeted packages for co-operative campaigns.

.2‘ BUILD TRADE CONNECTIONS
&2 As a region, we are building domestic and international markets
° () . .
through our thousands of trade partners worldwide through strategic,
collaborative activities including trade missions, famils, training
and contracting with partners and strategic involvement in state
committees.

\l_ BE HEARD
0‘ Connect your voice to Bundaberg Tourism’s united voice of
< communication to local, state and federal government, including
Tourism & Events Queensland, Tourism Australia, QTIC and ATEC.

‘\\ BE SUPPORTED
L) We are as passionate about the Bundaberg and North Burnett regions
7 as you are and our team is available to support you and your business
for success.

N DESTINATION INFORMATION CORPORATE INFORMATION
N bundabergregion.org www.bundabergregion.ora/corporate
N
= SBl;IlnndG?EEarn?rn ¢ f @visitbundaberg f = @bundabergtourism
u‘:.';e:ﬂandewmj,iﬁ;ew o Visit Bundaberg in Bundaberg Tourism

#visitbundaberg  #tastebundaberg



