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1. INTRODUCTION

1.1 Background

Tourism is a significant industry for Port Stephens, with the LGA attracting in the order of 617,000
domestic and 27,000 international overnight visitors per year as well as 612,000 domestic day-trippers.
These visitors spend an estimated $377.3 million per annum within the area with 1,574 people directly
employed in the tourism sector. (Tourism Research Australia, Port Stephens Shire Tourism Profile 2007).

Tourism in Port Stephens is considered to be a mature industry, with established markets, a strong
accommodation and attraction base and well developed support infrastructure and services. The Lower
Hunter Regional Plan has identified the Nelson Bay area as a Tourism Development node for the Hunter
Region. Likewise the Port Stephens Economic Development Strategy identifies tourism as a significant
economic activity for the LGA and a potential growth sector. The Economic Development Strategy
recommends that a long term strategic approach to tourism development is adopted.

Port Stephens Council has been an active player in the tourism industry for more than 30 years, as an
owner and manager of tourism assets, service provider, marketer and coordinator. Council owns and
operates the Nelson Bay Visitor Information Centre and employs professional tourism staff to coordinate
the development, marketing and promotion of the tourism industry.

Since 1997, Council has had in place a joint venture agreement with Port Stephens Tourism Limited (PSTL)
to market and promote Port Stephens regionally, nationally and internationally. PSTL is the peak body for
tourism within the LGA. PSTL is a membership base organisation with over 200 members drawn from the
accommodation, attraction, tour, retail, entertainment and business sectors.

The joint venture agreement has been in place for 12 years, and has been very successful in establishing
Port Stephens as a destination in its own right. Over the past 12 years there have been substantial
structural changes in both the tourism industry and the marketplace. Divisions have emerged within the
local tourism industry, with these heightened by the contraction of the industry as a direct result of the
global financial crisis.

Both Council and PSTL recognise that it is time to reassess the status of the industry and set the directions
and framework for moving forward.

Funds have been provided by Port Stephens Council, PSTL and the Department of Industry and Investment
to undertake a detailed assessment of the tourism industry within Port Stephens and formulate a strategic

plan to take the industry forward.

Jenny Rand & Associates in conjunction with Dain Simpson Associates have been commissioned to prepare
the Tourism Plan.

1.2 Study Tasks

Key tasks undertaken in the preparation of the Tourism Strategy included:
= Visits to Port Stephens LGA and surrounding areas to assess the tourism product and infrastructure
(accommodation, attractions, activities, experiences, signage, information services) available and how

the individual localities and products within the LGA present.

=  Market assessment — identifying and building a profile of the visitors who are coming to the area —
demographic characteristics, trip characteristics, needs and expectations.

= Discussions and workshops with a range of organisations and individuals including:
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- Port Stephens Councillors and Council officers.

- Port Stephens Tourism Limited

- Industry groups and associations

- Community groups and associations

- Local tourism and business operators — attractions, accommodation, retail businesses.

- Licensed Clubs

- Worimi Land Council

- Newcastle Airport

- Government Departments - Tourism New South Wales, Department of Industry and Investment,
Department of Environment, Climate Change and Water (National Parks), Marine Parks Authority
and the Department of Lands.

- Forum of Regional Tourism Organisations (FORTO), Hunter and Mid North Coast RTOs

1.3  Structure of the Tourism Plan
The Port Stephens Tourism Plan is presented in two volumes, a Diagnostic Report and an Action Plan.
The Diagnostic Report (this document) explores the current status of tourism in the LGA in relation to:

= The product base of the area - accommodation, attractions, events etc.
= The services and infrastructure available to support tourism.

= The markets attracted to the area.

= The presentation of localities, towns and villages.

= The issues facing the tourism industry.

= The development and marketing opportunities available.

= Management, marketing and promotion of tourism within the LGA.

The Action Plan provides the strategies and actions needed to facilitate the development and marketing of
tourism.

1.4 Use of This Plan

The Port Stephens Tourism Plan contains relatively detailed information on the issues facing the LGA and
the product and market development opportunities available. It is suggested that the Plan be used as
follows:

=  Asinput into determining Government and Council directions and planning policies.

=  The Action Plan becomes the working document for Port Stephens Council and Port Stephens Tourism
Limited.

= Resource material - sections of the Diagnostic Report and the Action Plan be 'cut and pasted' to form:

- Briefing material for individual projects / project teams
- Inputinto grant applications and funding submissions

- Submissions to Government, Local Members of Parliament and other organisations when seeking
assistance to implement the projects identified in the Plan.
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decline in nights spent in budget and mid-range (<4 star) properties. This reflects the significant increase
in 4-5 star properties in the Hunter Region (primarily in Newcastle and Cessnock) as well as a shift in the
market towards higher quality accommodation.

Transport Used

Around 90% of visitors to the North Coast travel by private vehicle, with 5.1% travelling by air and 1.9% by
rental car. In the Hunter 84.7% travel by car, 9% by plane and 3.5% by rail. Over the past 5 years there has
been an increase in air travel, with the number of visitors travelling by air increasing by 66.4% in the
Hunter and 44.9% for the North Coast. In the Hunter, the number of train travellers has declined from
5.7% to 3.5%.

Activities Undertaken

Dining out (undertaken by 54.5% of visitors) and going to the beach (47.1%) are the two most popular
activities undertaken in the North Coast Region, followed by general sight seeing at around 30%. In the
Hunter the most popular activities are dining out (48.9%), general sight seeing (around 20%) going to pubs,
clubs and discos (around 20%) and shopping.

These figures indicate the importance of having dining guides and tourist drives available for visitors.
Travel Mindsets

Travel mindsets refers to the type of experience that travellers are seeking as well as their travel patterns.
In 2008 there was a break in data, changing from Travel Segments to Travel Mindsets, The groupings
however very similar. The mindset data for 2009 is a 2 year aggregate, and applies only to holiday and
leisure travellers.

The North Coast primarily attracts Compatriots (families) and Wanderers (primarily the grey nomads),
followed by Pampadours. The Hunter mainly attracts Wanderers and Pampadours, followed by Peer
Group travellers, with the Region not attracting many families. The proportion of True Travellers attracted
to both regions is low, possibly reflecting the product available.

Table 4.4 Traveller Mindsets

Mindset North Coast Hunter
Pampadours - want luxury 20% 25%
Compatriots - mainly families 29% 11%
True Travellers - seek depth of experience 6% 9%
Peer Group Travellers - fun experiences with friends 16% 18%
Wanderers - take time to explore & discover 27% 32%
Other 6% 11%

Source: Tourism NSW Regional Profiles - Mid North Coast and Hunter Regions

Over the past 5 years there appears to have been growth in the Pampadour / Luxury and Wanderers
markets in both regions. The type of visitors attracted to the area varies seasonally, with travel by
Compatriots concentrated in the school holiday periods, with Wanderers primarily travelling outside of
school holiday periods.

Age Profile

Visitors aged 35 to 44 years (20.4%) was the largest group of travellers to the North Coast, followed by
people aged 45 to 54 years (19.1%). The situation was reversed in the Hunter with 20.2% of visitors aged
45 to 54 years with 19.4% being 35 to 44 years. These age groups relate approximately to Generation X
and the younger Baby Boomers.

24
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Expenditure

In YE June 2009 domestic overnight visitors spent an estimated $1.4 billion in the North Coast, spending
on average, $114 per visitor per night. During the same period, visitors spent an estimated $769 million in
the Hunter Region, with an average spend of $154 per visitor per night. The average spend in the Hunter
was 35% higher than the spend on the North Coast.

4.1.2 International Overnight Visitors

Data on international visitors is taken from the International Visitor Survey as summarised in the Regional
Profiles. Due to the smaller numbers of visitors, the data should be regarded as indicative only.

North Coast Region

In the year ending June 2009, the North Coast Region attracted 159,000 international visitors who stayed
one or more nights in the Region. These visitors stayed an average of 5.4 nights and spent 895,000 nights
in the Region. In the past 5 years, the number of international visitors to the North Coast has increased by
11.3%. From 2005 to 2008 there was steady growth in the number of international visitors to the Region,
followed by a 4.1% decline in the past 12 months. The Global Financial Crisis resulted in a 1.4% decrease
the number of international visitors coming to Australia over the past 12 months (YE June 2009).

Hunter Region

In 2009 the Hunter Region attracted 110,000 international visitors, with these visitors spending 1.554m
nights in the Region. The average length of stay was 14.1 nights. Visitation to the Region has increased by
11.1% over the past 5 years, with growth from 2005 to 2007, peaking at 118,000 visitors, followed by a
7.5% decline in 2008, and recovery in 2009 (up 0.9%).

Table 4.5 Overnight International Visitation to the North Coast and Hunter Regions

Year Ending June
2005 2006 2007 2008 2009

North Coast

Overnight Visits 147,000 145,000 158,000 166,000 159,000
Nights Spent na 887,000 | 1,006,000 899,000 895,000
Av Stay (nights) 6.1 6.4 5.4 5.4
% change Visits -1.4% 9.0% 5.1% -4.2%
% change Nights 13.4% -10.6% -3.8%
Hunter Region

Overnight Visits ('000) 99,000 108,000 118,000 109,000 110,000
Nights Spent ('000) 1,396,000 | 1,225,000 | 1,483,000 | 1,604,000 | 1,554,000
Av Stay (nights) 14.1 11.3 12.6 14.7 14.1
% change Visits 9.1% 9.3% -7.6% 0.9%
% change Nights -12.2% 21.1% 5.1% -3.1%

Source: Tourism NSW Regional Profiles - Mid North Coast and Hunter Regions

Origin of Visitors

North Coast

In 2009, western markets accounted for 86.2% of international visitors to the North Coast, with the main
markets being the United Kingdom (29.4%), followed by Germany (9.9%), North America (8.7%) and New
Zealand (8.3%). 9.5% of visitors were from Asia, with China being the largest Asian market (2.6%) followed
by Japan (1.6%) and Korea (1.2%). The Indian Market accounted for 0.9% (1,431 visitors) of international
visitors.

25



Port Stephens Tourism Plan - Diagnostic Report

From 2006 to 2009 the strongest growth markets (in terms of total increase) were Germany (3,416
visitors, China (3,264), United Kingdom (2,666), and Switzerland (1,519). Percentage-wise the strongest
growth was seen in the Taiwanese (up 558%), Chinese (373%) and Indian markets (147%), however these
markets were growing from very small bases. From 2006 to 2009, the New Zealand, Korean, Singaporean
and Thai markets all declined.

Table 4.5 Country of Origin of International Visitors to the North Coast

Country of Origin 2006 2009 Change 2006-9

No % No % No %
Western Markets
United Kingdom 44080 30.4% 46746 29.4% 2666 6.0%
Germany 12325 8.5% 15741 9.9% 3416 27.7%
United States 12905 8.9% 13833 8.7% 928 7.2%
New Zealand 16675 11.5% 13197 8.3% -3478 -20.9%
Canada 7540 5.2% 8586 5.4% 1046 13.9%
Scandinavia 6380 4.4% 7632 4.8% 1252 19.6%
Switzerland 4205 2.9% 5724 3.6% 1519 36.1%
France 3915 2.7% 5247 3.3% 1332 34.0%
Netherlands 4785 3.3% 5088 3.2% 303 6.3%
Other Europe 10440 7.2% 15264 9.6% 4824 46.2%
Total Western 123250 85.0% 137058 86.2% 13808 11.2%
Asian Markets
China 870 0.6% 4134 2.6% 3264 375.2%
Hong Kong 870 0.6% 477 0.3% -393 -45.2%
Japan 2320 1.6% 2544 1.6% 224 9.7%
Korea 4205 2.9% 1908 1.2% -2297 -54.6%
India 580 0.4% 1431 0.9% 851 146.7%
Singapore 2175 1.5% 1431 0.9% -744 -34.2%
Malaysia 725 0.5% 1113 0.7% 388 53.5%
Taiwan 145 0.1% 954 0.6% 809 557.9%
Thailand 580 0.4% 318 0.2% -262 .45.2%
Indonesia 145 0.1% 159 0.1% 14 9.7%
Other Asia 1740 1.2% 795 0.5% -945 -54.3%
Total Asia 14355 9.9% 15264 9.6% 909 6.3%
Middle East / Africa 725 0.5% 159 0.1% -566 -78.1%
Other Countries 7105 4.9% 6678 4.2% -427 -6.0%

Source: Tourism NSW Regional Profiles - Mid North Coast and Hunter Regions
Hunter

The majority of visitors to the Hunter in 2009 were also from the UK (27.1%), with New Zealand ranking
second (12.2%) followed by North America (10.0%). Germany was the largest of the European markets
(excluding the UK). 15.1% of visitors came from Asia, with China being the main market (3.1%), followed
by Taiwan (1.8%), Japan (1.7%) and Korea (1.5%). The Indian market accounted for 0.5% of international
visitors.

From 2006 to 2009, the Asian market grew from 8.5% of international visitors to the Hunter, to 15.1%,
with most of the growth being in the Chinese (4494 additional visitors) and the Taiwanese (2572 additional
visitors) markets. China showed the strongest absolute and percentage growth of all markets. (Note: both
China and Taiwan are growing from a very small base). In the Western markets, the North American and
UK markets grew by 14.4% and 10.0% respectively. The New Zealand (up 3.9%) and Canadian (up 2%)
markets also showed some growth. The German, Scandinavian and Other European markets fell, with
Germany declining by 18.4%.

26
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Table 4.7 Country of Origin of International Visitors to the Hunter

Country of Origin 2006 2009 Change 2006-9

No % No % No %
Western Markets
United Kingdom 38860 26.8% 43089 27.1% 4229 10.9%
Germany 12050 9.0% 10653 6.7% -2397 -18.4%
United States 16820 11.6% 19239 12.1% 2419 14.4%
New Zealand 16675 11.5% 17331 10.9% 656 3.9%
Canada 8265 5.7% 8427 5.3% 162 2.0%
Scandinavia 6525 4.5% 6201 3.9% -324 -5.0%
Other Europe 26245 18.1% 18921 11.9% -7324 -27.9%
Total Western 126440 87.2% 123861 77.9% -2579 -2.0%
Asian Markets
China 435 0.3% 4929 3.1% 4494 1033.1%
Hong Kong 1015 0.7% 1590 1.0% 575 56.7%
Japan 3045 2.1% 2703 1.7% -342 -11.2%
Korea 2175 1.5% 2385 1.5% 210 9.7%
India 435 0.3% 795 0.5% 360 82.8%
Singapore 2755 1.9% 2067 1.3% -688 -25.0%
Malaysia 725 0.5% 1908 1.2% 1183 163.2%
Taiwan 290 0.2% 2862 1.8% 2572 886.9%
Thailand 145 0.1% 1431 0.9% 1286 886.9%
Other Asia 1305 0.9% 3816 2.1% 2591 192.4%
Total Asia 12325 8.5% 24486 15.1% 12161 98.7%
Middle East / Africa 145 0.1% 1908 1.2% 1763 1215.9%
Other Countries 5945 4.1% 8904 5.6% 2959 49.8%

Purpose of Visit

In 2009, the majority of international visitors to the North Coast were on holidays (82.3%), with 14.8%
visiting friends and relatives and 1.9% travelling for business. These percentages have remained relatively
consistent over the past 5 years.

The Hunter has a lower proportion of holiday visitors (59%) and a higher proportion of VFR (22.9%) and
business (10.5%) travellers. The volume of VFR traffic has fallen over the past 5 years, while business

travel has increased.

Accommodation Used

In 2009, 32.3% of international visitors to the North Coast stayed with friends and relatives. Backpacker /
hostels were the next most popular form of accommodation (13.3%) followed by caravan parks (12.4%).
Over the past 5 years, staying with friends and relatives has been the most popular form of
accommodation, generally followed by backpacker / hostels. In three of the 5 years, caravan parks ranked
third, with holiday flats and apartments and motels, each ranking third once.

In the Hunter, staying with friends and relative was the most popular accommodation in 2005 and 2006,
with this then being replaced by rental holiday homes and apartments. In YE June 2009, 39.9% of
international visitors stayed in rental accommodation (note 49.5% in 2008), with 28.4% staying with
friends and relatives. Other accommodation used includes staying at educational institutions, back packer
hostels and home stay.

Expenditure

International visitors spent an estimated $58m in the North Coast and $125m in the Hunter in the YE June
2009. The average expenditure per visitor per night on the North Coast was $67, with the average in the

27



Port Stephens Tourism Plan - Diagnostic Report

Hunter being $80 per night. The average spend per international visitor in both Regions is considerably
lower than that of domestic overnight visitors.

Implications for Port Stephens

= In comparison to the domestic overnight market, the international overnight visitor market is very
small, accounting for 5% of total overnight visitors on the North Coast and 5.5% of overnight visitors in
the Hunter.

= The Western markets are the main generators of visitors for both Regions, with the UK market being
the largest market. The UK is the only international market that accounts for more than 1% of
overnight visitors in both Regions (1.5% on the North Coast and 2.2% for the Hunter).

= The Asian market is showing strong growth in the Hunter Region (albeit from a very small base), up
98.5% in the past 4 years, with the strongest growth being in the Chinese market. Asian visitation to
the North Coast Region only increased by 6.3% in the past 4 years.

= The Indian market, which is being targeted by Port Stephens, is very small, generating only 1,431
visitors to the North Coast and 795 to the Hunter in 2009. There is a large Indian community at
Woolgoolga, just north of Coffs Harbour, and it is likely that a significant proportion of the Indian
travel to the North Coast is Woolgoolga related VFR.

= |n comparison to the domestic market, international visitors are spending considerably less per night
than domestic visitors.

4.1.3 Domestic Day Trippers
In 2009, there were 3.08 million day trips undertaken to and within the North Coast Region, with 4.333
million day trips to the Hunter. In both regions, the number of day trips increased from 2005 to 2008,

then declined in 2009, primarily due to economic conditions.

Table 4.8 Domestic Day Trip Visitation to the North Coast and Hunter Regions

Year Ending June
2005 2006 2007 2008 2009
Day Trippers
North Coast ('000) 2.925 3,238 3,337 3,384 3,080
Hunter ('000) 3,552 4,049 4,258 4,572 4,330
% change North Coast 10.7% 3.1% 1.4% -9.0%
% change Hunter 14.0% 5.2% 7.4% -5.3%

Source: Tourism NSW Regional Profiles - Mid North Coast and Hunter Regions

The majority of day trips in each Region are leisure trips, accounting for 59% of North Coast trips and 46%
of Hunter trips. Visiting friends and relatives ranks second with 23.7% of trips to the North Coast and
32.5% of Hunter trips. The Hunter also has a strong business market (13.9% of trips).

Around half the day trippers in both Regions dined out. Visiting friends and relatives ranked second,
accounting for 33.2% of activities undertaken by day trippers to the North Coast and 44.5% of day trippers
to the Hunter. Other popular activities were shopping for pleasure, going to the beach and general sight
seeing. The average expenditure per day tripper was $114 in the North Coast and $101 in the Hunter.
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Table 4.9 Characteristics of Day Trippers, YE June 2009

Characteristics North Coast Hunter
Purpose of Visit

Holiday / Leisure 59.0% 44.6%
Visiting Friends & Relatives 23.7% 32.5%
Business 6.6% 13.9%
Main Activities Undertaken

Dining Out 50.4% 46.3%
Visiting Friends & Relatives 33.2% 44.5%
Shopping for Pleasure 28.6% 23.6%
Sight Seeing 18.1% 15.2%
Going to the Beach 20.8% 8.6%
Expenditure

Total spent in region $350m $435m
Average spend per visitor S114 $101

Implications for Port Stephens

It is important to market to residents of the surrounding area, encouraging visitation to Port Stephens as a
day trip, and also to bring their VFR visitors to Port Stephens.

4.1.4 International Day Trippers

Statistics are not available on the size or characteristics of international day trippers visiting Port Stephens.
The international day trip market is a significant market for a number of the tour and attraction operators.
It is recommended that the Tourism Unit in conjunction with PSTL work with PSTL members to try and
quantify the size and characteristics of this market.

4.2  Visitation to LGA’s within the North Coast and Hunter Regions

Tourism Research Australia has prepared visitation profiles for individual LGAs for the year ending June
2007. These profiles are derived from the National Visitor and International Visitors Survey data and are
based on the average visitation to the LGA over the past 3-4 years. Due to small sample sizes, data on
international overnight visitors and domestic day trippers is not published for some LGAs. Information is
not available on day trips undertaken by international visitors.

In 2007, Port Stephens was the 3 most visited LGA in the North Coast Region, ranking behind Coffs
Harbour and Port Macquarie. Port Stephens attracted an estimated 617,000 domestic overnight visitors,
27,000 international overnight visitors and 612,000 day trippers. Domestic overnight visitors spent 2.384
million nights in the LGA, with international visitors spending 123,000 nights. Within the North Coast
Region, domestic overnight visitors to Port Stephens had the highest average daily spend ($141 per
visitor), with average expenditure by international visitors ($100 per visitor) ranking 2"%in the Region.

In the Hunter Region, Newcastle was the most visited LGA, attracting 903,000 domestic and 59,000
international overnight visitors and 1.959m day trippers. Cessnock ranked second with 322,000 domestic
and 29,000 international overnight visitors and 543,000 day trippers. Domestic overnight visitors to
Cessnock spent an average of $246 per day. Day trippers spent on average $120 per day in Cessnock, with
expenditure by international visitors being lower at $94 per day.
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Table 4.10 Visitation to LGAs within the North Coast & Hunter Regions
LGA Domestic Overnight Visitors International Overnight Visitors Dom Day Average Daily Spend
Visits ('000) % of Nights ('000) % of Av Stay Visits ('000) Nights ('000) Av Stay Trips Domestic Overseas Day
Region Region Nights Nights O'night Visitors Trippers
North Coast
Bellingen 87 2.6% 299 2.4% 34 np np np 139 $56 np $79
Coffs Harbour 790 23.3% 2678 21.6% 3.4 75 337 4.5 675 $123 $53 $145
Great Lakes 511 15.1% 1864 15.0% 3.6 14 46 33 401 $115 S 57 $72
Kempsey 319 9.4% 1385 11.2% 4.3 8 36 4.7 221 $58 $94 $ 80
Nambucca 131 3.9% 494 4.0% 3.8 np np np np $90 np np
Port Macquarie 704 20.8% 2621 21.1% 3.7 54 214 3.9 662 $107 $ 65 $127
Port Stephens 617 18.2% 2384 19.2% 3.9 27 123 4.5 612 $141 $100 S 99
Taree 232 6.8% 692 5.6% 3.0 7 36 4.9 383 S 57 $108 $106
Hunter
Cessnock 322 15.2% 721 13.4% 2.2 29 86 3.0 543 $246 $94 $120
Dungog 75 3.5% 178 3.3% 2.4 np np np 126 $137 np $ 43
Gloucester 103 4.9% 321 6.0% 3.1 np np np np S 86 np np
Lake Macquarie 220 10.4% 679 12.6% 3.1 9 102 11.0 434 $53 $99 $100
Maitland 151 7.1% 368 6.8% 2.4 np np np 395 $123 np $ 85
Muswellbrook 90 4.2% 203 3.8% 23 np np np np $94 np np
Newcastle 903 42.6% 2358 43.7% 2.6 59 1066 18.0 1959 S111 $69 $ 96
Singleton 144 6.8% 327 6.1% 2.3 np np np 188 $135 np S 84
Upper Hunter 114 5.4% 239 4.4% 2.1 np np np np $101 np np

Source: Tourism Research Australia LGA Profiles, YE June 2007
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4.3 Market Outlook & Forecasts

The Global Financial Crisis has had a significant impact on the tourism sector, with Tourism Research
Australia (TRA) estimating that the industry has contracted by 3.5%. In 2009, international visitors to
Australia fell by 1.4%, while the number of domestic visitor nights fell by 5.4%. TRA expects a modest
recovery in 2010 with international arrivals forecast to increase by 4.4% and domestic nights to increase by
2.3%. From 2010 to 2013 the domestic market is expected to decline by 0.4% per annum, with slight
growth (0.5% pa) forecast for 2013-2018. International arrivals are forecast to increase by 3.5% per
annum.

The forecast growth rates for the main international markets attracted to the North Coast and Hunter area
are:

Table 4.11 Forecast Annual Growth Rates - Main International Markets
Market Forecast Annual Growth Rate
2010-2013 2013 - 2018
United Kingdom 1.2% 2.8%
North America 2.1% 4.8%
New Zealand 1.6% 1.3%
Germany 1.2% 2.8%
Canada 1.9% 4.2%
China 11.5% 9.1%
South Korea 8.1% 2.4%
India 16.5% 13.1%

China is forecast to account for 13.7% of total additional visitor arrivals generated from 2010 to 2018, with
New Zealand ranking second (12.5%), followed by the United Kingdom (8.8%) and the United States
(.77%). India is forecast to rank 7" accounting for 5.5% of additional arrivals. By 2018 the Indian market is
forecast to grow to 459,000 arrivals per annum.

4.4 Port Stephens Visitor Profile

The Port Stephens Tourism Profile provides a broad overview of the scale and characteristics of visitation
to the LGA. According to the Tourism Profile for the YE June 2007:

Domestic Overnight Visitors

=  Port Stephens attracted in the order of 617,000 domestic overnight visitors, with these visitors
spending around 2.384 million nights in the LGA.

= Visitors stayed an average of 3.9 nights, with 23% of visitors staying one night, 27% staying 2 nights,
24% staying 3-4 nights, 19% staying 5-9 nights and 7% staying 10+ nights.

= Visitors spent on average $141 per person per night while in the LGA.

=  90% of visitors were from NSW with 60% coming from Sydney and 30% from Regional NSW.
Interstate visitors account for 10% of visits with Melbourne being the main interstate market.

= Holiday and leisure travellers accounted for 73% of visits.

= Visiting friends and relatives accounted for 21% of visits, with 26% of visitors staying with friends and
relatives.

= Business travel was very low, accounting for only 4% of trips.
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30% of visitors stayed in hotels, resorts and motels, while 19% rented holiday houses, apartments and
13% stayed in caravan parks.

94% of visitors travelled to Port Stephens by car with only 1% travelling by air. Given the proximity of
Newcastle Airport, the percentage of air travellers is lower than expected.

The main activities undertaken by visitors to Port Stephens were dining out (58%), going to the beach
(55%), driving and walking around (40%), visiting friends and relatives (33%), shopping for pleasure
(31%) and going to pubs and clubs (27%).

For 85% of visitors, Port Stephens was the main destination with 15% of visitors staying in the LGA as
part of a multi-destination trip.

13% of visitors to Port Stephens were aged 15-24 years (Generation Y), 39% were aged 25-44 years
(Generation X), with 31% being 45-64 years (Baby Boomers) and 17% being 65+ years of age.

37% of visitors were families with children, 28% were younger midlife singles and couples, 13% were
older working couples with 23% being retirees.

32% of visitors were travelling as a family with children, 32% as couples, 23% with friends or relatives
and 10% alone.

International Overnight Visitors

In 2007 Port Stephens attracted 27,000 international visitors, with these visitors staying 123,000
nights in the area.

55% of international visitors to Port Stephens were repeat visitors.

28% of international visitors came from the United Kingdom, with 12% from New Zealand and 8%
from Germany.

83% of international visitors were holiday-leisure travellers, with 13% visiting friends and relatives and
3% travelling for business.

44% of visitors stayed in hotel, motel or resort accommodation, with 19% staying in caravan parks,
17% with friends and relatives and 9% at back packer hostels. Only 4% rented holiday houses or flats.

The most popular activities undertaken by international visitors were dining out (86%), going to the
beach (83%), shopping for pleasure (66%), whale and/or dolphin watching, (45%), going to pubs and
clubs (41%) and visiting National Parks and State Forests (32%).

The average length of stay was 3.5 nights, with 32% staying 1 night, 23% staying 2 nights, 18% staying
3-4 nights, 18% staying 5-9 nights and 9% staying 10+ nights.

14% of international visitors were aged 15-24 years, 36% were 25-44 years, 37% were 45-64 years
with 7% being 65+ years.

44% were travelling as adult couples, with 35% being unaccompanied, and 11% travelling with friends
or relatives. Only 9% were travelling with children.

Domestic Day Trippers

In 2007 Port Stephens attracted an estimated 612,000 day trippers, of which 63% were leisure
travellers, 25% were visiting friends and relatives and 12% were travelling for other reasons.

56% were aged 15-44 years, with 32% being 45-64 years and 13% being 65+.

32



Port Stephens Tourism Plan - Diagnostic Report

=  35% were younger midlife couples and singles, 31% were families with children, 11% were older
working couples and 22% were retired.

= The most popular activities undertaken were dining out (47%), going to the beach (35%), visiting
friends and relatives (29%) and walking and driving around (23%).

The different market segments attracted to Port Stephens are discussed in Section 4.6.

4.5 Comparison of Visitor Profiles - North Coast & Hunter

A comparison of visitor and trip characteristics of Port Stephens with the most visited destinations in the
North Coast and Hunter Regions is given in the following tables. The main findings from this comparison
were:

Domestic Market

=  Port Stephens visitor markets are more closely aligned with the North Coast than the Hunter Region.

=  Port Stephens is highly dependent on the Sydney market, with low penetration of the regional NSW
and Interstate markets.

=  Port Stephens has a relatively narrow market base and is highly dependent on holiday and leisure
travellers.

= The LGA is more popular with the family market, particularly families with young children, and with
retirees, and marginally less popular with the market segments that are likely to have more disposable
income.

=  Port Stephens does not appear to be capitalising effectively on Newcastle Airport.

International Overnight Visitors

=  Port Stephens appears to attract a different mix of international visitors to Hunter and North Coast,
with a higher propensity for repeat visitors, adult couples and visitors staying 3+ nights in the area.

=  Back-packers appear to be by-passing the LGA, possibly due to limited accommodation and/or the
coach services north which depart from Newcastle.

=  Visitors from western countries are the primary markets for both the North Coast and Hunter Regions.
4.5.1 Domestic Overnight Visitors

Origin of Visitors

NSW is the main source of visitors for each of the LGAs, with Port Stephens and Great Lakes having the
highest proportion (around 90%) of intrastate visitors. Port Stephens, Cessnock, Lake Macquarie and Great
Lakes are dependent on the Sydney market for around 60% of their visitation. Given the proximity of Port
Stephens to the Hunter and Central Coast regions, and the road links to Central NSW (Golden Highway)
and the New England - North West Region (New England Highway and Thunderbolts Way), the proportion
of visitors from Regional NSW is lower than expected. Port Stephens penetration of the interstate market
(10% of visitors) is also very low, given the proximity to Newcastle Airport.
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LGA Origin of Domestic Overnight Visitors- % of visits
NSW Interstate Sydney Regional NSW

Port Stephens 90% 10% 60% 30%
Coffs Harbour 71% 29% 34% 37%
Port Macquarie 82% 18% 44% 38%
Great Lakes 91% 9% 58% 33%
Newcastle 77% 23% 43% 33%
Cessnock 81% 19% 60% 21%
Lake Macquarie 86% 14% 60% 26%
NSW Average 68% 32% 35% 33%

Source: Tourism Research Australia — Tourism Profiles Regional Areas — 2007

Main Purpose of Visit

Cessnock, Port Stephens and Great Lakes Shire are highly dependent on holiday and leisure travellers, with

these travellers accounting for 73% of travellers to Port Stephens.

Holiday and leisure travel is highly

discretionary, and as such these LGAs are likely to be more vulnerable in tough economic conditions.
Newcastle, Coffs Harbour and Port Macquarie have reasonable business travel sectors which helps to
under-pin the viability of their accommodation sectors.

LGA Main Purpose of Visit - % of visits
Holiday VFR Business Other

Port Stephens 73% 21% 4% 2%
Coffs Harbour 51% 28% 14% 7%
Port Macquarie 54% 31% 11% 5%
Great Lakes 72% 22% 3% 3%
Newcastle 22% 53% 19% 5%
Cessnock 85% 7% 4% 1%
Lake Macquarie 42% 49% np np
NSW Average 42% 37% 18% 6%

Source: Tourism Research Australia — Tourism Profiles Regional Areas — 2007

VFR = Visiting Friends and Relatives

Type and Duration of Trip

np = Not Published

Port Stephens has the highest proportion of destination based travellers, reflecting in part the distance
from the Pacific Highway to the main tourist areas. It is likely that most of the transit (multi-destination
visits) in the LGA are concentrated along the Highway corridor at Raymond Terrace and Karuah. The
coastal areas of Port Stephens do not have the benefit of transit traffic and impulse stops, nor does it
appear that the area is tapping effectively into the touring market. The data also indicates the importance
of having effective motivational and directional signage along the Pacific Highway corridor.

74% of trips to Port Stephens are short breaks (1 to 4 nights). The duration of trips to Port Stephens is
similar to the other coastal destinations.

LGA Sole Duration of Visit (nights)

Destination 1 2 3-4 5-9 10+
Port Stephens 85% 23% 27% 24% 19% 7%
Coffs Harbour 64% 33% 22% 22% 18% 5%
Port Macquarie 70% 28% 23% 24% 19% 6%
Great Lakes 81% 21% 26% 29% 18% 5%
Newcastle 81% 40% 28% 21% 8% 3%
Cessnock 81% 31% 42% 23% np np
Lake Macquarie 81% 30% 36% 16% 14% 4%
NSW Average 86% 29% 27% 24% 15% 5%

Source: Tourism Research Australia — Tourism Profiles Regional Areas — 2007
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Accommodation

Port Stephens has the highest proportion of visitors staying in rented holiday houses and apartments
(19%) and the second highest proportion of visitors staying in caravan parks (13%). The apartment statistic
is interesting because both Coffs Harbour and Port Macquarie have large apartment complexes, however
these are managed and promoted as 'resorts'.

LGA Accommodation Used

Hotel, Motel, Rented House / | Caravan Park Friends / Other

Resort Apartment / Camping Relatives

Port Stephens 30% 19% 13% 26% 10%
Coffs Harbour 47% 6% 11% 29% 6%
Port Macquarie 36% 12% 11% 30% 10%
Great Lakes 23% 17% 19% 26% 16%
Newcastle 34% 2% 3% 57% 4%
Cessnock 46% 11% 12% 21% 15%
Lake Macquarie 14% 8% 11% 55% 12%
NSW Average 36% 6% 8% 42% 14%

Source: Tourism Australia — Tourism Profiles Regional Areas — 2007
Other includes caravan / camping in non-commercial areas and houseboats

Transport Used

The majority of visitors to all LGAs travel by private car. Only 1% of visitors to Port Stephens arrive by air.
In contrast, 5% of visitors to Cessnock and 2% to Lake Macquarie travel by air. While Lake Macquarie's
visitation is probably VFR related, visitors to Cessnock are likely to be leisure travellers and/or conference
delegates. Newcastle is also drawing visitors through the Airport, many of whom are likely to be business
travellers, conference delegates and sporting and event attendees. With the interstate air services
available through the Airport, there is opportunity for Port Stephens to build the interstate markets.

LGA Transport Used
Private Car Air Other

Port Stephens 94% 1% 5%
Coffs Harbour 86% 9% 5%
Port Macquarie 91% 1% 5%
Great Lakes 95% 1% 4%
Newcastle 78% 11% 11%
Cessnock 87% 5% 8%
Lake Macquarie 88% 2% 10%
NSW Average 78% 15% 8%

Source: Tourism Australia — Tourism Profiles Regional Areas — 2007

Activities Undertaken

Dining out, going to the beach and undertaking walks and drives are very popular activities with visitors to
Port Stephens. These figures indicate the importance of having the information and infrastructure in place
to support these activities.

LGA Dining Out Beach Drives / VFR Shop Clubs Winery
Walks Pubs

Port Stephens 58% 55% 40% 33% 31% 27%

Coffs Harbour 58% 48% 34% 42% 34% 28%

Port Macquarie 57% 45% 35% 42% 34% 29%

Great Lakes 52% 56% 35% 34% 23% 28%

Newcastle 52% 23% 24% 58% 26% 23%

Cessnock 60% - 33% 31% 26% 24% 62%

Lake Macquarie 41% 28% 20% 55% 24% 24%

NSW Average 52% 24% 27% 45% 27% 25% 3%

Source: Tourism Australia — Tourism Profiles Regional Areas — 2007
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Although the age profiles in each of the LGAs are similar, it appears that Port Stephens attracts less of the

Baby Boomer generation and slightly more of Generation X and Seniors.

generations are less affluent, with lower disposable income, than the Baby Boomer generation.

As a generalisation, these

LGA Age of Visitors
15-24 years 25-44 years 45-64 years 65+ years
(GenY) (Gen X) (Baby Boomers (Seniors)
Port Stephens 13% 39% 31% 17%
Coffs Harbour 14% 37% 37% 12%
Port Macquarie 13% 36% 36% 16%
Great Lakes 15% 36% 35% 13%
Newcastle 19% 38% 32% 11%
Cessnock 9% 42% 36% 13%
Lake Macquarie 12% 40% 34% 19%
NSW Average 16% 37% 34% 13%

Source: Tourism Research Australia — Tourism Profiles Regional Areas — 2007

Lifecycle Group

The lifecycle stage of visitors to Port Stephens is similar to those of Coffs Harbour, Port Macquarie and
Great Lakes, with Port Stephens attracting slightly more families with younger (pre-school aged) children
and slightly less families with older children.

LGA Young Midlife Parents with youngest Older
child
Single Couple < 6 years 6+ years Working Retired

Port Stephens 16% 12% 17% 20% 13% 23%
Coffs Harbour 18% 11% 14% 23% 14% 20%
Port Macquarie 14% 12% 14% 22% 15% 23%
Great Lakes 17% 13% 14% 23% 13% 19%
Newcastle 23% 14% 14% 18% 14% 17%
Cessnock 11% 21% 12% 22% 15% 19%
Lake Macquarie 13% 16% 16% 17% 14% 24%
NSW Average 19% 13% 13% 22% 15% 18%

Source: Tourism Australia — Tourism Profiles Regional Areas — 2007

Travel Party

Port Stephens attracts a higher proportion of families with children than the other LGAs, with the area also
being popular with adult couples. Port Stephens does not attract a lot of visitors travelling alone, possibly
reflecting the limited size of the business sector.

LGA Travel Party
Alone Adult Couple Family + Friends / other
children Relatives

Port Stephens 10% 32% 32% 23% 3%
Coffs Harbour 17% 33% 25% 19% 6%
Port Macquarie 14% 35% 27% 19% 4%
Great Lakes 9% 33% 29% 26% 3%
Newcastle 31% 29% 20% 14% 6%
Cessnock 10% 42% 12% 28% 7%
Lake Macquarie 14% 32% 27% 21% 6%
NSW Average 25% 28% 21% 20% 6%

Source: Tourism Australia — Tourism Profiles Regional Areas — 2007
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4.5.2 International Overnight Visitors

Repeat Visitation and Purpose of Visit

55% of international visitors to Port Stephens are repeat visitors with this proportion being considerable
higher than repeat visitor to other LGA's in the North Coast Region. It is also higher than the average for
the State. Port Stephens needs to investigate this percentage as it means that there are only 12,150 'new'
international visitors each year staying in the LGA. Lake Macquarie also has a very high proportion of
repeat visitors, however these visitors appear to be mainly VFR travellers.

LGA Repeat Visitor Purpose of Visit
Holiday VFR Business Other

Port Stephens 55% 83% 13% 3% 1%
Coffs Harbour 36% 90% 7% - 3%
Port Macquarie 37% 88% 9% 1% 2%
Great Lakes 47% 86% 15% - -
Newcastle 49% 50% 30% 11% 11%
Cessnock 49% 85% 7% 4% 4%
Lake Macquarie 76% 29% 62% - -
NSW Average 51% 58% 25% 15% 10%

Source: Tourism Australia — Tourism Profiles Regional Areas — 2007

Origin of Visitors - Main Source Countries

Western markets are the primary source of international visitors to each of the LGAs, with the United
Kingdom being the most significant market, followed by New Zealand and the United States.

LGA UK Germany Other New Zealand USA Canada
Europe

Port Stephens 28% 8% 8% 12%

Coffs Harbour 30% 10% - 10% 11% -

Port Macquarie 32% 11% 8% 11% - -

Great Lakes 29% - - 15% -

Newcastle 22% - 14% 10% 6%

Cessnock 26% 9% 13% 13%

Lake Macquarie 30% 22%

NSW Average 15% 4% 4% 13% 10% 3%

Source: Tourism Australia — Tourism Profiles Regional Areas — 2007

Accommodation Used

Compared to other coastal LGAs, Port Stephens had a higher proportion of international visitors staying in
hotel, motel and resort accommodation. This may reflect either a different market demographic to other
areas or limited availability of back packer / hostel accommodation, with these travellers staying in other
types of accommodation when in the area. International visitors have a low propensity to rent holiday
houses and apartments, possibly due to their relatively short stay in the area (most holiday rentals have a
minimum stay) and/or the fact that they may not be travelling with linen.

LGA Hotel Motel Rented Caravan Friends / Back Other
Resort House / Park Relatives Packers
Unit

Port Stephens 44% 4% 19% 17% 9% 7%
Coffs Harbour 38% 3% 20% 8% 27% 1%
Port Macquarie 30% 2% 24% 11% 30% 3%
Great Lakes 35% - 31% 15% 17% -
Newcastle 22% 6% 8% 36% 21% 8%
Cessnock 62% 3% 10% 7% 6% 12%
Lake Macquarie 10% - 16% 63% - 11%
NSW Average 58% 6% 3% 29% 12% 6%

Source: Tourism Australia — Tourism Profiles Regional Areas — 2007
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Age Profile

Port Stephens appears to attract an older demographic than Coffs Harbour and Port Macquarie. It is
possible that the younger back packer market is by-passing the LGA.

LGA Age of Visitors
15-24 years 25-44 years 45-64 years 65+ years
(GenY) (Gen X) (Baby Boomers (Seniors)
Port Stephens 14% 36% 37% 12%
Coffs Harbour 31% 35% 26% 8%
Port Macquarie 31% 40% 22% 7%
Newcastle 32% 40% 23% 4%
Cessnock 9% 41% 43% 7%
Great Lakes 51% 39% 10%
Lake Macquarie 38% 49% 13%
NSW Average 17% 43% 32% 7%

Source: Tourism Australia — Tourism Profiles Regional Areas — 2007

Travel Party

LGA Travel Party
Alone Adult Couple Family + Friends / other
children Relatives

Port Stephens 35% 44% 9% 11% 1%
Coffs Harbour 46% 36% 6% 12% -
Port Macquarie 42% 39% 5% 13% 1%
Great Lakes 38% 46% - 16% -
Newcastle 60% 20% 6% 12% 3%
Cessnock 36% 48% 6% 9% 1%
Lake Macquarie 39% 46% - 14% 1%
NSW Average 50% 26% 9% 10% 5%

Source: Tourism Australia — Tourism Profiles Regional Areas — 2007
Duration of Visit

Newcastle and Lake Macquarie attract the highest proportion of international visitors staying 3 or more
nights. These are primarily VFR travellers plus some educational related travel associated with the
University of Newcastle. In the holiday and leisure market, international visitors tend to stay longer in Port
Stephens than they do in Coffs Harbour, Port Macquarie and Great Lakes.

LGA Duration of Visit (nights)

1 2 3-4 5-9 10+
Port Stephens 32% 23% 18% 18% 9%
Coffs Harbour 51% 18% 14% 11% 6%
Port Macquarie 44% 24% 15% 12% 5%
Newcastle 24% 17% 16% 19% 24%
Cessnock 38% 35% 18% 5% 5%
Great Lakes 74% 9% 17%
Lake Macquarie 28% 14% 59%
NSW Average 5% 14% 24% 25% 31%

Source: Tourism Australia — Tourism Profiles Regional Areas — 2007
4.5.3 Domestic Day Trips
Port Stephens Shire attracted an estimated 612,000 domestic day trips in 2007.

Main Purpose of Visit

The majority of day trips to Port Stephens are leisure related, with the LGA having a small business trip
market.
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LGA Main Purpose of Visit - % of visits
Holiday VFR Business / Other

Port Stephens 63% 25% 12%
Coffs Harbour 53% 25% 22%
Port Macquarie 53% 25% 23%
Great Lakes 60% 27% 14%
Newcastle 40% 33% 27%
Cessnock 70% 23% 7%
Lake Macquarie 44% 46% 10%
NSW Average 52% 29% 19%

Source: Tourism Research Australia — Tourism Profiles Regional Areas — 2007
VFR = Visiting Friends and Relatives

Age Profile

Port Stephens appears to attract less day trips from retires than the other destinations on the North Coast.

LGA Age of Day Trippers

15-44 years 45-64 years 65+
Port Stephens 56% 32% 13%
Coffs Harbour 52% 31% 17%
Port Macquarie 50% 27% 23%
Great Lakes 53% 30% 31%
Newcastle 56% 30% 14%
Cessnock 42% 35% 22%
Lake Macquarie 53% 34% 13%
NSW Average 53% 31% 15%

Source: Tourism Australia — Tourism Profiles Regional Areas — 2007

Lifecycle Stage

LGA Lifecycle Stage
Younger Midlife Parents with Older Working Older Non-working

Singles + Children

Couples
Port Stephens 35% 31% 11% 22%
Coffs Harbour 31% 34% 19% 26%
Port Macquarie 26% 30% 9% 34%
Great Lakes 34% 30% 13% 22%
Newcastle 34% 35% 12% 19%
Cessnock 25% 29% 15% 31%
Lake Macquarie 24% 42% 10% 24%
NSW Average 32% 35% 12% 21%

Source: Tourism Research Australia — Tourism Profiles Regional Areas — 2007

4.6 Markets Attracted to Port Stephens

The following information on the different markets attracted to Port Stephens is qualitative and based on
observations provided by the Visitor Information Centre Staff and local accommodation, tour and
attraction operators. Port Stephens attracts a very diverse range of markets, with the market mix varying

quite significantly in the different localities.

The primary and secondary markets for each locality are summarised in Table 4.12 and discussed below.
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Table 4.12 Primary and Secondary Markets
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Locality

Primary Markets

Secondary / Minor Markets

Nelson Bay Shoal
Bay Fingal Bay

Families - holiday makers - concentrated in
school holiday periods

Couples - short breaks and holiday
markets - warmer months and weekends
Retirees - off season

Visiting friends and relatives (VFR)
International groups - primarily day visitors
participating in dolphin watching activities
Day trippers - Hunter

Conferences & meetings

Business related travel

Domestic tour groups - primarily retirees
visiting mid-week

International Tour Groups

International travellers - FIT self drive
Activity based groups and individuals -
including golfers, anglers, boating, diving
enthusiasts

Event attendees

Day trippers - Sydney & Central Coast

Soldiers Point

Families / holiday makers
Retirees
VFR

Boating enthusiasts
Fishing clubs / social groups of anglers
Fishing enthusiasts

Anna Bay

One Mile

Boat Harbour
Stockton Dunes

Families - holiday makers

Couples - short breaks and holiday
markets - warmer months and weekends
International groups - day visitors - sand
dune activities

Day trippers

Retirees - off season

Visiting friends and relatives (VFR)
4WD clubs and enthusiasts

Back packers

Boating and fishing enthusiasts
Surfers

Touring vans & motorhomes

Tilligerry
Peninsula

Families / holiday makers
Retirees

Boating & fishing enthusiasts

Day trippers from other parts of the LGA and
Hunter Region

Car Clubs

Raymond Terrace

Highway travellers

Sporting groups & sporting event attendees

Heatherbrae RAAF = Small conference & meetings
Motto Farm Business and work related travellers - = VFR
Monday to Thursday nights, drawn from = Qverflow from Newcastle and Maitland cities
the western suburbs of Newcastle, the = Event visitors for Dungog Shire
new industrial areas at the end of F3 = Water skiers
Freeway (Beresfield - Thornton) and the = Touring vans & motorhomes
Williamtown and Tomago areas. = Airport travellers (staying the night before
flying out of Newcastle airport)
= .Overflow from coastal areas in peak times
Karuah Highway travellers (motels) = Airport travellers
Retirees (caravan park) = Fishing & Boating enthusiasts
= Day trippers
= VFR
Seaham Passing traffic - enroute to Dungog = Bird watchers
Water skiers = Touring Vans & motorhomes
Hinton Day trips - often visited in conjunction with

Morpeth

For the majority of market segments, Port Stephens draws primarily from the Sydney, Hunter and Central

Coast Regions.
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Table 4.13

Origin of Market Segments
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Market Segment

Primary Source

Secondary Source

Family holiday market -
apartments & resorts

Sydney - northern and north western
suburbs

Hunter, Central Coast

Family holiday market -
camping & caravans

Sydney - western and south western
suburbs

Central Coast
Central NSW - Dubbo & surrounds

Hunter
Couples / short breaks Sydney Hunter, Central Coast
Interstate - packages
Retirees / Grey Nomads Sydney Hunter, Regional NSW, Interstate - long
Central Coast haul touring trips
Conferences & meetings Hunter Sydney, Central Coast

Coach tour groups

Central Coast

Sydney, Hunter, Lower North Coast

Water skiers, wake
boarders

Lower Hunter - primarily Newcastle

Upper Hunter, Central Coast
Occasionally - Sydney & Taree

Anglers / Fishing Clubs

Hunter

Sydney, Central Coast

AWD Enthusiasts / Clubs

Sydney - western and south western

Cental Coast, Upper Hunter

suburbs, Lower Hunter

Boating (power / cruising) Hunter Sydney, Central Coast

Sailing Hunter Sydney, Central Coast, Touring Yachts

Surfers Hunter Central Coast, Sydney, North Coast - often
as part of touring surfing trip

Golfers Hunter Cental Coast, Sydney

Sport Hunter Sydney & Regional NSW

School Excursions Hunter

4.6.1 Domestic Holiday & Leisure Markets

Family Holiday Market

The domestic holiday market is the primary market for the Tomaree and Tilligerry Peninsulas and the
caravan parks at Karuah. Sydney is the main source of visitors, with Port Stephens primarily drawing from
the northern and north-western suburbs for the more up-market accommodation, and from the western
and south western suburbs for mid range accommodation and camping / caravans. The area is also
popular with holiday-makers from the Central Coast and Hunter Valley, in particular with coal miners.

The area attracts some visitors from Central NSW, primarily from the Dubbo area and also from the
southern end of the New England - North West region - Liverpool Plains and Gunnedah area. The road
links to Central NSW (Golden Highway) and the NE-NW Region (New England Highway and Thunderbolts
Way), provide the opportunity to build visitation from these areas.

Visitation from families with school aged children is concentrated in the school holidays, peaking over
Christmas. There is a high level of repeat visitation, with families booking from year to year. Over the past
decade, the length of stay has been decreasing, from 3 to 4 weeks down to 7 to 10 days.

Price, the age of the children and activities interested in tend to determine where people stay in the area.
Boating enthusiasts and people interested in fishing are more likely to stay around the foreshores of the
Bay, close to areas where they can launch their boats. Soldiers Point, Lemon Tree Passage and Karuah are
popular with the boating and fishing markets, particularly those with younger children who want to avoid
congestion in the Nelson - Shoal - Fingal Bay areas. People interested in surfing are more likely to stay at
One Mile and Anna Bay. The bay beaches are popular with families with pre-school aged, with this market
often travelling in the shoulder season, particularly February, to take advantage of the shoulder season
pricing and packages.

Polarisation of the market is occurring. At one end there is a shift towards higher standard self contained
accommodation - houses, apartments and cabins in caravan parks. At the other end of the market, there
has been strong increase in the number of families camping, both in caravan parks and along Stockton
Beach. Stockton Beach is attracting an increasing number of large social and family groups interested in
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4WD and using quad bikes. These groups, which are coming mainly out of the Hunter and the western and
south-western suburbs of Sydney, are becoming an issue for the area.

There is also a growing trend for a number of families to holiday together (often sharing a house to spread
costs) and for families to be accompanied by grand parents. As such they are seeking larger properties

with 4-5 bedrooms.

Short Breaks Family Market

This is primarily a week-end market coming out of the Lower Hunter and Sydney regions. Travel is
concentrated in the warmer months, from October through to Easter. Travel is often impulsive with a very
short lead time, and is highly dependent on the weather and weather forecast for the weekend. This
market tends to stay in caravan parks, with cabins being popular.

Adult Couples - Holiday and Short Break Markets

There is strong demand for up-market accommodation over the Christmas - New Year period and at Easter
from adult couples taking a short holiday - generally 5-7 days. The area also attracts the short-break /
weekend escape markets and the romance markets, as well as groups of couples.

The Tomaree Peninsular (particularly the Nelson - Shoal Bay area) is popular with this market, with the
market generally looking for quality accommodation, preferably with water views within walking distance
of restaurants, cafes etc.

This market has a relatively short booking lead time and will generally surf the web looking for deals.
Retiree Market

The retiree holiday market tends to visit outside of school holiday periods. This market includes both
destination based travellers coming to Port Stephens to fish, boat, play golf and/or just relax, and the
touring market, with Port Stephens being one a number of locations visited. In the past the Victorian
market was quite strong in winter, however this market has declined significantly in recent years.

The retiree market primarily travels as couples, couples with a friend or small groups of couples. For those

staying more than 1-2 nights, self-contained accommodation (apartments, caravan park cabins) is
preferred. The market is generally price conscious.

Visiting Friends & Relatives (VFR)

The VFR market is an important market for local businesses. While it is difficult to promote to this market,
initiatives that can be undertaken include:

=  Ensuring that activities and events in Port Stephens are included in the 'What's On' guides in the local
and regional media.

=  Placing articles about the different activities on offer in the LGA in the local and regional media in the
lead-up to school holidays. Local papers often have a feature article and discount coupons.

=  Producing a 'holiday activities' guide that can be distributed locally - in shopping centres, through
libraries, schools, pre-schools etc.
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Car-based Touring

The coastal areas of Port Stephens attract some touring travellers, primarily those on an extended trip
who have the time to turn off the Highway and come into the area and explore. These visitors generally
stay 1-2 nights. It appears that the area is more likely to attract south-bound travellers, who look to spend
a couple of days relaxing before heading on to Sydney. Caravan park cabins are very popular with this
market.

North-bound travellers will often break their journey in Raymond Terrace or Karuah, either for a meal
break or to stay overnight if they have left Sydney late in the afternoon. North-bound touring travellers
generally do not visit the coastal areas of the LGA, possibly due to the proximity of Port Stephens to
Sydney (visit another time for a weekend) and the distance off the Highway with the need to 'back track'
along the same road. Many travellers just starting their touring trip want to put distance between
themselves and home, with Forster-Tuncurry - Myall Lakes often seen as the 'starting place' for the
holiday.

Touring Caravans and Motorhomes

The touring campervan and motor home market is a relatively small market for Port Stephens. Most
caravans, campervans and motorhomes are self-contained and travellers generally stay in a mix of
commercial parks and 'free' areas such as rest areas and car parks (particularly those with attractive
outlooks — riverside, parks etc). Caravan parks tend to be used when travellers are staying in an area for a
few nights and/or when they need to charge batteries, use a dump point and/or do laundry.

Port Stephens does not have a high profile amongst this market. This is partly due to its close proximity to
Sydney (too early to set up camp), and partly due to the lack of 'free' camping sites. The distance of the
coastal destinations off the Highway is also a deterrent. The touring market coming into the Tomaree and
Tilligerry peninsulas have generally made the decision to stay at least one night in the area, realising that
they are likely to have to stay in a commercial caravan park.

The coastal area is attracting an increasing number of international travellers (see Section 4.6.6) arriving in
rented campervans and motorhomes. These visitors have generally come via Newcastle and are following
the Pacific Coast Touring Route.

Raymond Terrace and Karuah are seeing an increase in the number of vans staying overnight, with these
vans coming in late and leaving early. There is also an occasional van at Seaham.

4.6.2 Business and Work-Related Travel Markets

Business and work-related travel markets are important mid-week markets for accommodation in
Raymond Terrace.

The Raymond Terrace motels draw from:

= Business travellers to the local area - Raymond Terrace CBD and the Heatherbrae industrial estate.

= |Industrial and commercial areas of Tomago and Williamtown, with the RAAF base being a significant
generator of room nights.

= Businesses and institutions in the Mayfield - Jesmond - Sandgate - Hexham corridor, including
industrial and business parks, Mater Hospital, St Joseph's Home and the University.

= Business parks at the end of the F3 Freeway in the Beresfield and Thornton areas.

= Construction projects in the surrounding region with 'workers' looking for budget to mid-range
accommodation with access to facilities.

= Air travellers - over-nighting in Raymond Terrace before flying out from Newcastle Airport. (Note:
Karuah also attracts this market).

Raymond Terrace is currently benefiting from the accommodation shortage in Newcastle. Newcastle
properties are running at high occupancy rates which is enabling properties, particularly in the CBD, to
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charge premium rates. This has filtered through to the suburban motels, with the motels running at
reasonably strong occupancy rates with relatively high tariffs. For business and work-related travellers
looking for mid-range, reasonably priced accommodation the Raymond Terrace - Motto Farm Motels are a
viable option.

The Raymond Terrace motels are dated, and their competitiveness will be eroded by new properties
coming into the market in the surrounding area. There are a number of accommodation properties
mooted for Newcastle with 4 properties likely to come on-line in the CBD, with properties also under
construction in Mayfield and Wallsend, with a motel proposed at Stockton. There is also provision for a
business-class hotel in the Newcastle Airport Business Park.

As an emerging regional centre, Raymond Terrace should be looking at options to encourage the
development of a business-class hotel.

Consideration should to be given to producing a dining out and services guide for Raymond Terrace, with
this available from the accommodation properties and possibly at the Airport. It is a project that the
Business Association could take on. As most business travellers are travelling with internet access on via
telephone or lap top, consideration should also be given to having a Raymond Terrace website, with a
dining guide available on the site.

Business and work-related travellers should also be viewed as a potential future holiday / leisure market
for the Tomaree and Tilligerry Peninsulas, with promotional material on display in the accommodation
properties.

Due to distance from the main employment centres, business and work-related travel is only a minor
market for accommodation on the Tomaree and Tilligerry peninsulas. This is unlikely to change.

4.6.3 Conference and Meetings Market

When the first up-market resort properties (Peppers and Horizons) opened in Port Stephens, the area
quickly developed a profile as a conference destination, proving very popular for corporate meetings out
Sydney and for small, high-end conferences, such as professional associations. The Sir Francis Drake Motel
at Raymond Terrace also built conference and meeting facilities and was very successful in attracting mid-
market conferences and meetings from the surrounding area.

Over the past 20 years the competitiveness of the area, particularly at the top end of the market, has been
eroded, firstly by the up-market resort development in the Pokolbin area and more recently by the quality
hotel development in Newcastle. Newcastle City has established a Convention Bureau which has been
very successful at marketing the City as a conference and meetings destination.

Port Stephens is still attracting a range of smaller meetings, most of which are drawn from the surrounding
area. Given the conference and meeting facilities available in the LGA, the area is under-performing in this
market.

The conference and meetings market is discussed in more detail in Chapter 7.

4.6.4 Group and Volume Markets

Coach Tour Groups

Coach tour groups are a mid-week market for Port Stephens, with the area attracting both day and
overnight tour groups. These groups are a low yield volume market. Coach tour groups can be used by
accommodation properties to reduce seasonality and are also a reasonably good market for clubs and as a
filler' for the marine tour operators.

Most of the day tour groups are from the surrounding region and include tours organised by Licensed
Clubs, groups such as Probus and View Clubs, groups from nursing homes and retirement villages and
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groups with special needs / disabilities. Some of these groups just picnic and sight-see in the area, while
some include a visit to Fighter World, and/or a dolphin or whale tour. Some groups take the ferry across
to Tea Gardens where they are met by the coach.

Overnight groups include both charter groups (ie the coach is charted by a club or organisation) and tours
organised by coach companies. This market generally travels mid-week outside of school holiday periods.

Tours take a number of forms - they can be destination based (eg 3-5 days in Port Stephens), inclusion of
Port Stephens as part of a longer tour and hub-and-spoke style tours where the group stays in a central
location and undertakes day tours to different locations. A number of coach companies in metropolitan
Sydney, on the Central Coast and in regional NSW regularly organise tours. There are also a number of
companies that organise and promote tours to the seniors market.

In the past Newcastle was popular for hub and spoke style tours, however high accommodation occupancy
rates and tariffs has displaced this market. This market now seems to be focussed further north in the
Forster - Tuncurry area. Raymond Terrace would be an ideal location for hub and spoke style tours, with
the town having suitable accommodation, licensed clubs and ready access to a variety of destinations -
Nelson Bay, Newcastle, Barrington Ranges, Pokolbin vineyards and Maitland-Morpeth.

Heatherbrae, and to a less extent Karuah, are both popular meal stops for the long haul coach market,
with coach tour groups occasionally over-nighting in the Raymond Terrace area. Karuah also attracts the
occasional coach tour group, generally as part of a combined boat-coach tour. One of the ferries /charter
boats picks up the coach tour passengers at Karuah and takes them across to Tea Gardens, or sometimes
to one of the jetties on the southern shore of Port Stephens (Lemon Tree, Soldiers Point or Nelson Bay)
where they are met by the coach.

Within the coach tour market, the main opportunities are:

= Direct marketing to organisations and groups (eg licensed clubs, retirement homes, Councils with
community buses, Probus Clubs) within the surrounding region that have access to buses and/or are
likely to charter coaches, promoting Port Stephens for day trips and short tours.

= Target the coach operators that are already bringing tours into the surrounding region seeking to
incorporate localities within Port Stephens into their tour itineraries.

=  Direct marketing Port Stephens to coach companies in Sydney, the surrounding region and in regional
NSW that organise tour trips.

=  Working with the coach companies from the surrounding region to organise tours to relevant events
held in Port Stephens.

=  Encourage a motel in the Raymond Terrace area to investigate the possibility of working with a coach
company or one of the tour operators who target the seniors market, to establish a 5-7 day program
using Raymond Terrace as a base.

Sports Market

Port Stephens Council has in place a Sports Tourism Marketing Plan. Council has been targeting non-elite
sports that have high participation rates. The LGA has an extensive range of quality sporting facilities with
the area having the capacity to cater for:

=  Major regional and State carnivals for field sports - primarily rugby and soccer

= Rowing, power-boating, water skiing and wakeboarding competitions on the Hunter and Williams
Rivers at Raymond Terrace

= Sailing (smaller classes) at Grahamstown Dam as well as sailing on the Bay.

=  Horse sports - in the Raymond Terrace area.

=  Marine sports - Port Stephens
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=  Golf tournaments

=  Bowls tournaments - Raymond Terrace, Tomaree and Tillegerry Peninsulas

=  Tennis tournaments - Raymond Terrace

= Surf events - surfing, paddling, surf life saving

There is also potential to hold long distance and endurance events, such as marathons.
Opportunities to build sports-related tourism include:

=  Growing existing sporting events.

=  Working with local sporting clubs and groups to bid to host carnivals and sports development
programs.

=  Targeting sporting associations (regional, state and national) and the Hunter Academy of Sport to hold
carnivals, sports development programs, camps and clinics in Port Stephens.

= Developing tournament / competition circuits to capitalise on other events in the region. For
example, linking the main golf events in the sub-region, to encourage competitors to stay in the region

and compete in a number of events.

=  Packaging sporting activities for promotion to external clubs. Golf and bowls are ideal for packaging,
however their may be opportunities for other sports.

= Targeting 'foot loose' sporting events that could be hosted in Port Stephens - these could include
triathlons, marathons, long distance cycle races etc.

= Target the pre-trip training camp for sporting teams flying out of Newcastle Airport.
The sporting event market is discussed in Chapter 7.

School Excursions

The school excursion market is a small market for Port Stephens, with most of the attractions and activities
available in the area not directly relevant to the curriculum.

This will change as the Murrook Cultural Centre develops, with the Centre having the potential to become
popular with the school market. The Tailor-Made Barramundi Farm will also be ideal for the school
excursion market.

The school excursion market is becoming increasing difficult to attract. Over the past decade the number
of excursions undertaken has declined. The decline is attributed to a combination of factors including the
requirement for teachers to prepare and submit risk assessments for every excursion, rising costs with
excursions becoming too expensive, increased teacher work-loads and increasing pressure for secondary
students not to miss classes.

The challenge with this market lies in packaging and selling 'excursion programs'. The school market is
very time consuming to target. Schools are 'bombarded' with fliers and promotional material from areas
trying to attract excursions. The most effective way of attracting the market is to visit the schools and talk
to the teachers. The number of sales calls that can be done in a day is limited. In addition, teachers need
to visit the area prior to the excursion (Departmental policy) and prepare risk assessments.

Given the level of competition for the school excursion market, Port Stephens would need to tailor its
promotions to the specific needs of this market including:

=  Ensuring that the attractions and activities that are promoted meet curriculum needs and are pitched
at the right level for school students.
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=  Making it 'easier' for the teachers, with operators preparing a risk assessment to Departmental
standards

=  Hosting the pre-excursion trips made by teachers to the area.
= Having a page on the Port Stephens Tourism website designed for the education market.
Car Clubs

Car clubs are currently a very small market for Port Stephens LGA. Lemon Tree Passage hosts the Tilligerry
Motorama which brings car clubs into the area.

The car club market is potentially large. There are over 3,000 registered car clubs in Australia, with clubs
including vintage, veteran, classic and custom car clubs, model based clubs (eg Austin Club), locality based
clubs and activity based clubs. In NSW alone there are 216 clubs (26,000) members of the Australian
Historic Motor Federation, and 234 member clubs of the Classic Car Club of Australia.

Car Clubs have a strong social focus, with people essentially getting together to have a good time with
their cars. Activities undertaken by clubs include:

= Day trips and tours

= Rallies
=  Shine ‘ Show
= Expos

= Swap Meets
= Events — hire a venue and organises races, skills competitions etc
= Scavenger hunts and navigational challenges

Sub-groups within the clubs also organise activities amongst themselves; for example, a group of 8-10 may
organise a weekend away, which is independent of the club’s official trip program, but is still covered by
the club’s insurance. Most clubs set up a tour subcommittee to develop the tour program for the year.
Destinations are generally determined 12 to 18 months in advance.

Tours are typically designed in two main formats:

= Meet at a specified location and then tour as a group to the destination. The tour to and from the
destination forms part of the organised trip itinerary.

=  Meet at the destination, with activities and trips organised from this base.

Within Port Stephens LGA, Raymond Terrace is an ideal location for the latter type of trip. Raymond
Terrace as a base, is easy to access. The network of rural roads in the western area of the Shire, linking
through to Maitland, Dungog and Stroud-Gloucester are ideal for car club activities. These roads have low
traffic volumes and minimal truck traffic and traverse very scenically attractive country-side. There are a
number of destinations and attractions that will also appeal to this market - Morpeth, Victoria Hotel at
Hinton, Paterson, wineries and Hotel at Gresford, the picnic area and historic pub at Clarence Town and
the lagoon at Seaham. In addition, there is the opportunity to take a run to Nelson Bay, Newcastle and/or
the Pokolbin area.

4.6.5 Special Interest & Activity Based Markets

Port Stephens attracts a range of overnight visitors and day trippers who come into the area to pursue a
specific interest of undertake an activity. The larger of these visitor markets include:

= Water skiers and wake boarders
= Anglers - recreation, sports and game fishing
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=  Boating enthusiasts

= 4WD clubs and enthusiasts
= Surfers

=  Golfers

Water Skiers & Wake Boarders

The water skiing and wake boarding enthusiasts are a weekend market for Raymond Terrace and to a
lesser extent Seaham, with most visitors being day-trippers.

Until 2006, the Williams River was the focal point for water skiing and wake boarding in the Lower Hunter
Region, with activities undertaken on the River at Clarence Town, Seaham and Raymond Terrace. The area
attracted skiers mainly from the Hunter Valley and Central Coast, with the occasional ski boat from Sydney
and the Taree area. As a result of bank erosion, speed limits and no-wake zones have been introduced at
various locations along the River. This has focused tow activities at Raymond Terrace. Congestion is
emerging as a significant issue. The Waterways Authority has advised that it would like to see power
boating and tow activities relocated elsewhere, in particular wake boarding which the Authority does not
consider sustainable given the condition of the river banks. If Tillegra Dam proceeds, the Waterways
Authority has indicated it would be ideal for the relocation of these activities off the Williams River.

Competitive water skiing and water ski training on the Williams River have already been scaled back. A
tournament training site has been developed at Myuna Bay on Lake Macquarie, with most training
programs now undertaken at this site. Water ski clubs in the area tend to use Myuna Bay more-so than
the Williams River.

Given the above factors, the opportunity to build this market appears limited. In the short to medium
terms, there may be potential to host a high profile ski / wake board event or target State or National
titles.

Fishing

Port Stephens is an established fishing destination, which is widely known amongst both dedicated anglers
and the recreational fishing market. The area offers a range of fishing environments and experiences -
blue water game fishing, reef, bay, estuary, river, rock and beach fishing, and has a well developed charter
boat and charter fishing sector. Port Stephens has two major fishing tournaments each year as well as a
number of smaller competitions.

The fishing markets attracted to the area include:

=  Hard-core, dedicated anglers - either bringing their own boats to the area or going out on the game
and sports fishing charter boats.

=  Tournament competitors - coming into Port Stephens to compete.

=  Fishing clubs - most fishing clubs have a program of social and competitive fishing trips, most of which
are held on weekends. While traditionally these have been 'male only' trips, clubs have begun to
include a number of family trips as part of their annual calendar. Most family trips involve camping.
Due to their proximity to boat ramps, Soldiers Point and Halifax Caravan Parks are popular with the
fishing club market.

=  Social groups - groups of friends (generally fishing enthusiasts) who go away together on fishing trips.
The priorities are generally fishing and drinking. Trips are flexible - they may charter a fishing boat,
take their own boats or go beach fishing. Stockton Beach is popular with groups looking to camp, fish
off the beach and party.
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=  Families - visiting the area to fish, or participating in fishing as one of the activities undertaken while in
the area. Some bring boats, with others go rock and/or beach fishing. The emphasis is more on
spending time together and having fun rather than catching a fish.

= Retirees - often a couple or a few 'mates' who put the boat in for a fish.

The boat ramps at Karuah and Lemon Tree Passage are popular with retirees and the recreational fishing
market from the Hunter region as they are quicker to access than the Tomaree Peninsula ramps and are
generally less congested. With the improvements to the Karuah ramp, there is opportunity to grow this
market and take pressure off the ramps on the Tomaree Peninsula.

The National Recreational and Indigenous Fishing Survey undertaken in 2001 estimated that there were
just under 1 million active anglers in NSW, with almost half (48.3%) residing in the Sydney region. The
Hunter ranked next with 13.8% of anglers (131,350) followed by the Mid North Coast with 7.5% (74,500).
Around 5.6% of anglers in NSW belonged to fishing clubs, with around 5% of anglers participating regularly
in tournaments. There is opportunity to build the fishing market to the area.

4WD

The Stockton Sand Dunes are a popular attraction for 4WD enthusiasts, with the dunes known nationally
amongst the 4WD community. The 4WD markets attracted to the area include:

=  Hard core 4 WD enthusiasts — looking for 'excitement' on the dunes and beach.

= 4WD clubs — with Stockton popular for camping trips and also to 'teach' beach and dune driving, often
as a precursor to a long haul trip through Central Australia or to Fraser Island.

=  Beginners - Owners of 4WD and 'soft-roaders' who want to try their vehicle off-road and experience
the 'freedom’ of driving along a beach.

=  Qutdoor recreationalists - using their vehicle to access the beach, for fishing, surfing etc. There is an
increasing number of visitors bring quad bikes into the area.

There are a number of 4WD tour and Tag-Along operators servicing the dunes with these operators
primarily targeting the beginners market. These operators promote 'responsible' use of the area.

The 4WD clubs also promote responsible use of the area. Most clubs have a 'tread lightly' policy and are
aware that continued access to the area is largely dependent on behaviour and the impact on the
environment. There are eighty 4WD Clubs in NSW registered with 4WD NSW. Of these, 36 clubs are
Sydney-based, with 12 clubs in the Hunter, 4 on the Central Coast and 1 in Tamworth. Club membership is
dominated by families, followed by 'empty nesters'.

Most Clubs organise at least one trip per month, with the larger clubs offering at least one trip per week.
The trip calendar is generally set 12-18 months ahead. In addition, Club members can organise trips
amongst themselves, with these trips then registered with the Club for insurance purposes. Trip programs
typically include a mix of extended trips (eg Simpson Desert), shorter trips (up to 14 days), weekend/short
breaks (2-4 days) and day trips, with trips graded in terms of difficulty. The number of vehicles
participating on a trip is usually capped, with 6-10 vehicles for a difficult trip with 'tight' trails and up to 30
vehicles for 'easy' trips. Camping is the preferred form of accommodation, although not the only form of
accommodation used.

The Hunter Region is popular for 4WD trips, with Clubs in Sydney, Central Coast and Hunter Region
organising both day trips and 2-3 day touring trips to the Region. In addition to the Stockton dunes, the

other high profile 4WD areas in the area are:

= Barrington Tops - with the Barrington Trail considered a 'must do' trail.
= Chichester State Forest
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=  Massey Creek State Forest - the Newcastle 4WD Club has a 4WD park in the Forest
=  Watagans - National Park and surrounding State Forests

While there is potential to grow the 4WD market, the future of 4 wheel driving in the area needs to be
determined before proceeding. If access is to be limited, the priority should be given to licensed 4WD and
tag-along tour operators, followed by the 4WD clubs.

Boating

Boating is one of the main activities undertaken in Port Stephens LGA, with the area being popular for a
range of recreational and competitive activities. Recreational boating accounts for around 90% of the
market.

The Port offers a spectacularly attractive safe boating environment with good support infrastructure.
Boating is also popular on the Williams and Hunter Rivers at Raymond Terrace, with sailing undertaken
both in the Port and on the Grahamstown Dam (small classes).

Boating markets attracted to Port Stephens LGA include:

=  Marina markets - boat that are moored permanently at marinas - many of these boats are owned by
residents from outside of the LGA - primarily from the Hunter, Central Coast and Sydney. Owners,
often accompanied by families and friends are a regular market for the area.

= Cruising market - ocean-going yachts and cruisers that call into Port Stephens as part of tour along the
east coast. This is a transient market that uses temporary marina berths and moorings. The 'long
term' live-aboard market is a generally a low yield market preferring to stay on their boat and
occasionally dine out and/or visit a club or pub. In contrast the higher-end crewed boats tend to be
more 'party boats' for the owner and their friends and relatives, and as such can make a significant
contribution to the local economy, particularly if guests stay in onshore accommodation and just go
out on the boat during the day.

=  Tournament market - boats coming into Port Stephens to compete in events such as 'Sail Port
Stephens' and the trailer boat fishing competition.

= Recreational boating - trailer boats - this is the bulk of the boating market and includes day trippers
and holiday-makers who launch their boats at the various ramps throughout the LGA. Activities
undertaken by this market include cruising / sight seeing, tow activities (biscuits, water skiing, wake
boarding etc) and fishing.

= Sailing - both competitive and recreational. The Grahamstown Sailing & Aquatic Club operates sailing
on the Grahamstown Dam. The Club is primarily involved in a 'Sailability' Program which provides an
introduction to sailing for people of all abilities, specialising in sailing for the disabled. From
Wednesday to Friday the Club runs sailing classes for schools and special needs groups, with sailing
competitions on Saturday mornings. The Club also runs sailing programs during school holidays.
Visitors can bring their own sailing boat to the Dam, however the boats have to be inspected by Club
Officials before they can be launched.

The up-grading of boat ramps throughout the LGA will improve safety and reduce congestion. In peak
times, the boat ramps on the Tomaree Peninsula become very congested with holiday makers competing
with locals and day trippers for access and parking. A considerable proportion of day trippers come from
the Hunter and Central Coast areas and, with the upgrading of the Karuah ramp and improvements in
facilities at Lemon Tree Passage, there is potential to encourage day trippers to use these ramps (which
are quicker to access), to take pressure off the Tomaree Peninsula ramps.

There is potential to develop a boat 'touring' route around the bay, encouraging boaters to call in at

various locations - Soldiers Point, Lemon Tree Passage, Karuah etc. There is also potential to promote the
Williams and Hunter Rivers to holiday makers with trailer boats who are staying in the coastal
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