
OUR STRATEGY 

Inland is not o consumer-toc1ng brand. Rother our emphasis and 
e•perfise fies in championing destinofions and experience and 
colloboro fing with regional slo~eholders. to unify and lead the 
NSW Inland to achieve o doubling of visitofion expenditure by 
2020. 
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Destination Management is at the heart 
of NSW's 2020 vision- and it's at the 
core of how we establish our priorities. 
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Destination Management sets the 
foundation for our value chain . 

SHIFTING OUR PERSPECTIVE 
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KEY FINDINGS & 
RECOMMENDATIONS 
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12 take outs for Inland 
~ ~*~~ 

J 

lnfroslruch.xe and product are impor1ont - but so is being 
port of a region where there will be enough to do 

Nature. food and history ore key 

Search a nd a good website are critical for inspiratio n and 
conversion 

Still a role for VICs in destination 

Some clear winners in terms of brand presenc e and strength 
- identity;ngolX destination hubs 
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Methodology 
-..-.m1t~ 

•> Desk research analysis: 

•> "Ornni study 
- Senllo l,<m people 
- let usknowfromo hi of lGAscnd townswtvch ones c ornumen knew 

•> Onlhe quontitott.oe study with 2.000 respondents 
- Who have tc*en o dom'nhc: holdoyf"' past 12 montNor r~ lond lonneJCt12months. 

15 rTinute quesllonnaro. 3 opon-end&d quest.oru 

- n • I.CXX) NSW reJKJonhj750melro.250 fOQIOrloll 
- n•JOO Oidre~nls (200mo!ro, 1 00rogronol) 

- n • 300Vicl00oresidcnls t2CX>melro. 100rogiono'j 
- n • 400resl of Avstrolo jJCX>melro. JC:C rogronoll- s.ofl <:p.~o lmsot toobton om). 
- Welgtlledlo bo nohonolty reJ)fosentot rveolpopulolfOn lllorms ol ogo O"KJSO.II 

.... Quot~o tive stvdy- Onlhe bulteth board 
- 20po1iCipO"Ih 
- Rvncwm 1 week 

- M:lcofW.IooondnonVISIIORiolher•oon 
- Segmented by oge so bolh c*:lef and yOUngetlro;relen; incUded 
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12 take outs for Inland 
·~~~ 

Travellers from wiH'Iin regional NSW are not only more 
knowledgeable about Inland they ore among the most 
frequent travellers 

Frequent overseas travellers ore also amongst the most 
frequent NSW Regional lrovetlers 

On overage, domestic holidays lost around 5-9 days. but some 
differences by segments. Older, moderate income and NSW 
regionollrovelte" lake the longest holidays 

Relaxation and unwinding a key motivator of domestic travel 
But aspiration and novelty ore sought as well 

Fear and safety concerns ore less impor1ont in switching from 
overseas to domestic holidays than hassle 
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A few niche or ' magnet' towns emerged strongly- rna. tty in 
Oulbock 

Strong need to build understanding of region. especially 
around nature. food and wine and access issues 
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