




Holiday
71%

Visiting 
Family 

and 
Friends

29%

Reason for Visiting

3 out of 10 

family + friends

traveling 
alone

Couples
33%

Family 
Groups

29%

groups 
traveling 
together

25%

Travel Party Types

Shoalhaven Tourism 
Is currently actively engaged with over 1000 

local businesses and events. Supporting 

directly via  advocacy, promotion and training. 

We also work with many State and Federal 

Gov Agencies. 



$1billion

best practice?

$$$



Tourism 
Sustainability 

$ + jobs

ENVIRONMENT

What is the 
industry impact 
and how can we 
be responsible? 

SOCIAL

Happy 
Customers

SOCIAL

Happy Host  
community

Should this matter to tourism?

Business Sustainability 
is most often defined as 

meeting the needs of 

the present without 

compromising the 

ability of future

generations to meet 

theirs. 

It is generally measured 

in three ways,

people, planet + 

profits. 

Read more: The 3 pillars of corporate sustainability | Investopedia
https://www.investopedia.com/articles/investing/100515/three-pillars-
corporate-sustainability.asp#ixzz5GCOeHSCV

https://www.investopedia.com/articles/investing/100515/three-pillars-corporate-sustainability.asp#ixzz5GCOeHSCV
https://www.investopedia.com/articles/investing/100515/three-pillars-corporate-sustainability.asp#ixzz5GCOeHSCV
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Domestic Product
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Gross Domestic 

Product



Promoted experience Actual experience



What are you talking about?

Define what 
is important 

to us.

How can we 
track and 

measure if 
we are ok?

What do we 
need to do?

360 
Model



What’s important?

The main opportunities for engagement to date have been:

• 35 Face to face and phone meetings in the region including DNSW, NPWS, internal council

stakeholders, NPSW, Forestry's, JB Marine Park, Business Chambers, STAG, Local Business and advocates + more. 

• A workshop with the Shoalhaven Tourism Advisory Group; and

• Presentation to Natural Resources and Flood Plain Management  Committee  

• 2 Community consultation workshops, Nowra and Ulladulla invited to attend including CCB 

representatives, NPWS, internal council stakeholders, NPSW, Forestry's, JB Marine Park, Business Chambers, STAG, Local 

Business and advocates + more. 



What’s important ?

Economy

Visitor yield is 
increasing at a 

greater rate than 
visitation

Visitation is consistent 
throughout the year

Businesses 
demonstrate 

vitality and resilience

Year round 
employment 

opportunities exist for 
local residents

Destination marketing 
is effective

Environment

Natural habitats are 
healthy

Wildlife populations 
are healthy

Waste management 
facilities and services 

meets peak period 
demands

Local beaches are 
clean of rubbish

Visitor 
Experience

Overnight visitors 
come to experience 
the essence of the 

region

Overnight visitors 
experience the 

essence of the region

Overnight visitors are 
very satisfied with 
their experience

Shoalhaven is an 
inclusive tourism 

region

Community

Shoalhaven is a safe 
place to live and 

work

Special places are 
healthy for local 
residents to use

Traffic does not 
compromise 

access and amenity 
for local residents

Local residents value 
the visitor economy 
and its benefits to 

them



Adaptive management 

Economy
Visitation is 
consistent 

throughout the year

Number of domestic 
overnight visitors in 

Shoalhaven 

peak vs off peak

II: Review data on visitor profile and satisfaction for current and 
previous periods, to determine if change on visitation / 
occupancy could be related to satisfaction

III: Review whether there were any external factors influencing 
the data, such as the closure of a major hotel, poor weather, 
major infrastructure failure (eg. roadworks)

IV: Review whether there was a significant change in the degree 
or nature of marketing activity in the period before or current 
monitored period that could have changed demand

VI: Conduct targeted research to explore what is driving the 
change and what options are most likely to reverse it

Adjust the marketing for target market, positioning, scale, timing

And /or develop a specialised camping leading up to the same 
period in the next year

Number of event days in off 
peak season

Occupancy rates at key 
locations  



A starting point…

Draft 
100% 

complete

Stage 1 
90% 

complete

Stage 1 
draft 80% 
Complete

360 
Model

85% 
complete



The Model Online
How will you be able to find out how we are tracking?

50% 
complete



Destination Management 
• Destination Management Planning

• Ongoing stakeholder engagement to manage adaptive management 

outcomes

• Potential partnership with UOW



Questions?


