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Research Methodology

RESEARCH
PURPOSE

The purposeof this researchis to
understand visitor  behaviour
related to the Yorke Peninsula,
explore alternative products and
experience gaps for visitors, and
recommend  activities  with
potential to encourage greater
spend and length of stay in the
region

Market research has been ‘
conducted in accordance witt{igs se=s
ISO 202520.

An online survey was conducted
between 15" February and 3
March20190f adults(18+) residing
in Adelaidewho visited the Yorke
Peninsulafor an overnight holiday
in the past2 years
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SAMPLE

413 respondents participated in
the survey. Respondents included
Shack Owners, Private
Accommodation visitors,
Caravan/Campers and Visiting
Friends or Relatives (VFR).

Respondents were sourced from
the McGregor Tan database and a
link was forwarded to Yorke
Peninsula Tourism to distribute to
their database.
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IINSIGHTS SUMMARY

McGregorTan was commissionedo conduct quantitative and qualitative
market researchin order to understandvisitor behaviourrelated to the
Yorke Peninsula,explore alternative products and experience gaps for
visitors, and recommend activities with potential to encouragegreater
spendand length of stay in the region For the qualitative research,four
focusgroupswere conductedon the 29" and 30" of January2019 Forthe
guantitative research,the surveyof 413 people was conductedbetween
15th Februaryand 3rd March2019

The researchenablesYorkePeninsulalTourismto understandthe different
types of visitors to the Yorke Peninsularegion as well as identify
opportunities to increaselocal expenditure from these visitor segments
basedon their spendingoehaviourexhibitedthroughthe answerdo various
guestionsposed The researchprovides significantinsightsinto different
segmentsdasedon their awarenes®f existingattractionsand activities,the
appealof each,the likelihoodto participateand spendmoney on existing
andpotentiallynew activities

SEGMENTS

This research isolated four visitors types, each with strengths and
weaknessesn terms of visitation, dispersaland spend Thesesegments
have been used throughout this report to identify the opportunities to

increasespendin the YorkePeninsula Thesegmentsare summarisedelow
in terms of attributes and engagementof activities on offer that may
encouragespend Thisresearchseeksto find the opportunitiesthat are
likely to encourage all visitors to spend more, or to maximise the

opportunitiesto increasespend

Theprioritiesin this analysiss basedon:

A Activitiesthat appealto all marketsor activitiesthat appealto most/
somemarkets andcritically,

A Activitiesthat will generatethe mostincreasen spend
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The combinationof these attributes have been providedin the following
pagedo identify a specifidist of activitiesthat canbe usedfor either driving
awarenes®r for product/ experiencedevelopment

The four segmentsbelow have been identified and classifiedin order of
priority markets

1. PrivateAccommodation

2. CaravarandCamping

3. VisitingFriendsor RelativegVFR)
4. ShaclkOwners

KEYINDINGS

1.

The Private Accommodationmarket is the key segmentto target for
increasingpend

Most of the activitiesthe PrivateAccommodatiommarket are willing to
spendmoney on are also sharedby the Caravamand Campingmarket
andthe VisitingFriendsand Relativesnarket

Thesethree marketshavelow awarenesf current activitiesavailable,
whereas ShackOwners have a relatively high awareness Increasing
awarenes®f the specificactivitiesidentifiedthroughthis researchis the
priority of communications

. Visitorsto the YorkePeninsulaare mostly likely to rely on their own

knowledgeof the regionwhenconsideringvhat thereisto do.

Activitiesgroupedin the food and beveragecategoryare most likely to
appealto more segmentsand are the activitiesmost likely to increase
spend




IINSIGHTS SUMMARY

PrivateAccommodation

The Private Accommodationsegment consistedof respondentswho booked an
apartment,hotel,shackholidayhomeor cabin

Representinghe largestsegmentat 46%- PrivateAccommodatiorvisitorsstayjust
3.3 nightson average put spend$210 per night However just 50% of them visit
eachyearor more often.

Barriers The barriersto increasedspendwere high, but giventheir alreadyhigh
spend,the keybarriersof budgetconstraints(7 7% andnot wantingto spendmore
moneythan they haveto (80% shouldalsobe consideredwithin the contextthat
they alsoR A Rkfidwiivhat there wasto do (38%) and R A RkyidWiivhat events
wereon (50%).

Private Accommodation Have very low awarenessof activitieson offer but rate
most the activitiesas appealing Thisgroup is willing to spendthe most on the
activitiestheyfind appealingandtravelthe furthestfor the experiencegresented

Opportunity- Priority Market Asa result of thesefactorsincludingtheir size,high
spend,Jow awarenessandhighappeal we are ableto concludethat this segments
most likely to engagein more activitieson holiday in the YorkePeninsulaand
ultimatelyspendmore.

CommunicationsThismarketis the mostlikelyto wantto usethe SATQvebsite,so
utilising this channelfor the targeted communicationss optimal Thereare big
gapsbetweenthe current use and preferred use for both socialmedia (up from
12% currently to 29% preferred) and www.yorkepeninsulazomau (up from 15%
currentlyto 27%preferred).

29%of the Privateaccommodatiorsegmentndicatedthey prefer socialmediaasa
communicationshannelcreatingan opportunity to usethis tool to drive traffic to
the www.yorkepeninsul@omauwebsite
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CaravarandCamping

The Caravan/Campersegmentconsistedof respondentswvho took a caravanor
campedn the YorkePeninsulaegion

Representingl9% of the market ¢ stayingthe longest (5.9 nights per trip), the
Caravarand Campingsegmenthavea high spendper trip ($571) but a low spend
pernight ($97), and49%visiteachyearor more often.

Barriers Thissegmenthasthe fewest barriers, but budget constraints(76%) are
morelikelyto representatighter variationgiventheir alreadylow spendper night.

Caravarand Campinghavea low levelof awarenes®f activitiesanda highlevelof
appealfor those sameactivities,but are not likelyto spendmuchmoneyon doing
the activities

Opportunity ¢ Limited Market This market presents some opportunity for
incrementakpend but not a particularlylargespend

Communications This market is the most likely to use traditional channels,
includingvisitor guides mapsandbrochureg5%%preferred),highlightingthe value
of participatingin caravanand campingshows, as well as visitor centres (58%
preferred) Channelsith the biggestgapbetweencurrent useand preferreduse
include

A SATourismwebsite(19%currentto 36%preferred)
A www.yorkepeninsulaomau (18%currentto 34%preferred)
A Facebook/Instagrai@%currentto 28%preferred

With 28% of the caravanand campingsegmentindicatinga preferencefor social
mediaasa communication€hannelthere is an opportunityto usethis tool to drive
trafficto the www.yorkepeninsul&zomauwebsite
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IINSIGHTS SUMMARY

VisitingFriendor Relative§VFR)

TheVisitingFriendsor RelativegVFR}segmentconsistedf respondentshat stayed
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ShaclOwners

The ShackOwnerssegmentconsistedof respondentsvho stayedin their own or

with friendsor family who livedin the YorkePeninsulaegion,or stayedat a¥ NA S y RR1aY sHad@a@Rolidayhome

holidayshaclor holidayhomeat no cost

Representin@1% of the market, VFRstay a moderate2.8 nightsand spend$117
per night While this group spendsno money on accommodation,almost two
thirds (64% arelikelyto visiteachyearor more often.

Barriers Interestinglythis marketappearso havemore moneythey mightconsider
Wdzy & t8nyfhe Other segmentswith just 66% reporting they R A Rwaf io

spendmore moneythan they hadtoo. Theydo havean awarenessproblem,and
couldbe averystrongmarketto communicateo via a databasegiventheir strong
frequencyof visitation

VisitingFriendsor Relativesare not overly aware of the activitiesand find them
appealing,but considerit unlikely that they would engagein these activitieson
their nexttrip despitethat appeal

Opportunity¢ LimitedMarket Giventheir low awarenessand likelihoodto do the
listed activities,this marketrepresentsone of limited opportunity. However,they
do havea relativelyhighlevelof incomeandthe secondhighestspendper night of
allthe segments

CommunicationsThis segmentis naturally most likely to take recommendations
from friendsor relatives(72%), and giventhis who they are stayingwith this is no
surprise However thisis not the preferredchanneffor many(just58%), andthere
areopportunitiesto communicateahroughchannelsot currentlyused,including

A Sociamedia(16%currentto 40%preferred)
A SATourismwebsite(13%currentto 33%preferred)
A www.yorkepeninsul@omau (13%currentto 27%preferred

40% of the VFRsegmentindicatedthey prefer socialmediaasa communications
channel creating an opportunity to use this tool to drive traffic to the
www.yorkepeninsul@zomauwebsite

Representind 4% of the market¢ ShackOwnershavea highfrequencyof visitation
(57%0every3 monthsor more often), stay4.3 nightsof averageput spendjust $72
dollarspernight

ShaclkOwnersare awareof mostactivitiesbut do not considermanyto havemuch
appeal,or there to be a high likelihoodthat they would engagein these activities
ontheir nexttrip.

Barriers ShackOwnershavethe most barriersto spend,includingthat they R 2 y Q (i
usuallyleavetheir shack(94% and that they R 2 yw@rit to spendmore money
than they haveto (88%). Thequalitativeresearchexpandedthis point to suggest
that this market like the getawayaspectof their shack,but many would rather
spendtheir money on a biggerinterstate or overseasholiday However,despite
mostreportingtheir awarenes®f the activitiespresented they were mostlikelyto
saythat they R A RkyidWivhen eventswere on (73% or just R A RkyidWivhat to

do (50%).

Opportunity¢ LimitedMarket Despitetheir highvisitationfrequency,asa resultof
thesefactorsthere islimited opportunityin this market

However,one opportunity that did presentin this market from the qualitative
researchwastheir opennesgo be providedwith communicationgo inform visitors
who rent their accommodatiorwith a guideof whatthere isto do while they stay.
Targetingcommunicationgo this segmentmay be better receivedas a tool to
enabletheir guestso havea better time in the region

CommunicationsShackOwnersR 2 ye@réntlyusesocialmediato find out whatis
on (14%), but this is the preferred channelfor them (36%). Thisis followed by
word of mouth (36%), asthis marketliketo hearaboutthingsfrom the locals
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IOPPORTUNITES FOR INCREASED SREND

The diagram on this page represents the
activities that we have isolated to represent
onlythoseactivitiesthat areappealing

Caravan & Camping (19%)

Thisgraphicalrepresentationdemonstrateswo key
findings

1. PrivateAccommodatiorand Caravarand Campingi
segmentsavethe largestnumberof activitiesthey !
find appealing Both these groupsare typified as .
WK 2 {2 RalA BliaReNE VD Fhirds of the market !
(65%), andhavethe highestspendpertrip. i

2. The activities that ShackOwners and VFRfind
appealingare sharedwith PrlvateAccommodatlon'

Private and Caravarand Camping :
At galleries - Accommaodation i
46°/) Thispageprovidesa list of activitiesthat most visitors !
( Y find appealing,and by combiningthe middle two lists ! .

knowwill appealto mostvisitortypes

Accountingfor over half of the two listsare 9 food and :
beverage offerings, including bakeries, cafes with |
barista coffee, restaurant/ pubs servinglocal produce !
particularly seafood,food and wine events,breweries,
cellar doors, chocolaterie and modern Australian !
breakfastbrunch '

Visiting Friends or Relatives (21%)

| we havea list of the bestactivitiesto promote that we '

____________________________________________________

13. Thinking about the Yorke Peninsula, how appealing or unappealing are the following attractions or activities tal@I(Enking about your next trip to the Yorke Peninsula, how likely or
unlikely are you to do the following attractions or activities? (n=413) / 15. How far would you drivedrieom where youra staying to do attractions or activities you find appealing in the Yorke
Peninsula? (n=82 to 373) / 16. How much would you spend for the following activities in the Yorke Peninsula? (n=82 to 373)



OPPORTUNITES FOR INCREASED SPEND, .

CGR

HIGH SPEND ATTRACTIONS / ACTIVITIES ™

The diagramon this pagerepresentsthe same :
activitiespreviouslyisolatedbut further filters
the appealingactivitiesto just those that the
segmentshavestated they would spenda higher
amounton,i.e:

Caravan & Camping (19%)

A Appealingactivities
A Highspendactivities

These six activities are the six most highly
recommended activities to focus on to increase
spendin the next12to 24 months

1. Justone activityis commonto all groups(10029,

restaurants/ pubs serving local produce,

. particularly seafood This activity should be

S Private . considered by Yorke PeninsulaTourism as a

i Accommodation  marketing, experience development, and
46%) positioningpriority.

2. Two activitiesrated as appealingand high spend
for 86% of the market, namely Caravanand
CampingPrivateAccommodatiorand VFRare:

! A CellaDoors

i A FoodandWineevents

3 Private Accommodation (46%) have the
| additionalappealandhighspendof:

i A Breweries

i A Distilleries

4. Fashiomand Gift Shoppingds appealingfor Private :
Accommodation, Caravan and Camping, and |
ShaclkOwners(79%of the market)andisthe only |
activitynot relatedto food andbeverages !

_______________________________________________________

Visiting Friends or Relatives (21%)

13.Thinking about the Yorke Peninsula, how appealing or unappealing are the following attractions or activities to you24n¥Aih&jng about yourext tripto the Yorke Peninsula, how likely or
unlikely are you to do the following attractions or activities? (n=418) tHow far would you drive (otveay) from where you are staying to do attractions or activities you find appealing in the Yorke
Peninsula? (n=82 to 373)6. How much would you spend for the following activities in the Yorke Peninsula? (n=82 to 373)



OPPORTUNITES FOR INCREASED SPEND, .
LOW SPEND ATTRACTIONS/ ACTIVITIES

________________________________________________

The diagram on this page represents the !
activities previously isolated but filters the i
appealing activities to just those that the |
egmentshave stated they would NOT spend a !
igheramounton, i.e: i

Caravan & Camping (19%)

A Appealingactivities
A Lowspendactivities

Theseactivitiesare of interest as some of them may

provide opportunity to promote in terms of both
demandand supply,and while they may not increase;
spend significantly,they may serve to incrementally
increasehe averagespendper day.

Aside from the previously mentioned food and ;

Private beverageactivitiesare four activitiesthat all segments:
At galleriesAccommodation "2t asappealing
(46%) i A Craftshops

A Historicsites
A InnesNationalPark
A Walkthe Yorke/walkingtrails

In addition, Private Accommodation, Caravan and i
Campingand VFR (86% of visitor market) find the !
followingappealing i
A Antiquestores i
A Culturaffestivals i
A Markets i
A Selfguidedtours |
A |

Visiting Friends or Relatives (21%)

gain,while these may not offer a large spend,there
may be an opportunity to promote these activitiesas
1 they areappealingo alargeproportionof visitors

13.Thinking about the Yorke Peninsula, how appealing or unappealing are the following attractions or activities to you24n¥Aih&jng about yourext tripto the Yorke Peninsula, how likely or
unlikely are you to do the following attractions or activities? (n=418) tHow far would you drive (otveay) from where you are staying to do attractions or activities you find appealing in the Yorke
Peninsula? (n=82 to 373)6. How much would you spend for the following activities in the Yorke Peninsula? (n=82 to 373)
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IVISITOR SEGMENT PROFILE

Shack Owners

Respondents who indicated
that they stayedin their own

or T Y AdhackKxx holiday
home were consideredto be

Shack Owners They spent
more nights in the Yorke
Peninsularegion comparedto

the averagebut spentthe least
amount of money They were

more likely to go to bakeries,
markets,and restaurants/pubs
that served local produce,
particularlyseafood

Private
Accommodation

Respondents who indicated
that they booked an
apartment, hotel, shack,
holiday home or cabin were
grouped  under Private
Accommodation They spent
the most money despite
spending fewer nights than
averagein the YorkePeninsula
region Theywere more likely
to go to bakeries,
restaurants/pubs that served
local produce, particularly
seafood,and cafeswith good
baristamadecoffee

Caravan/Campers

Respondents who indicated
that they took their caravanor
camped  were grouped
together as Caravan/Campers
They spent the most number
of nightsin the YorkePeninsula
region compared to other
groups, and spent more than
the averagespend Theywere
more likely to go to bakeries,
restaurants/pubs that served
local produce, particularly
seafood, and the Innes
NationalPark
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SHACK OWNEIﬁ
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m All Respondents® Shack Owners

Y Xel =% SEGMENT SIZE: TRAVEL WITH:
43%
34% S L Friends and - 26%
family +
%2694
6%26%4 24% ALOS: Friends 17%
16% -
206204 4%3% Family
18-24 25-30 31-39 40-54 55-64 65+
ASPT: Partner
FREQUENCY OF VISIT $543 86%
57%
42% 41% #EllL 0
5%
31%
o Alone
17% 12% 9%
| ASPN:
More than once Every year + Every couple of LA
a month + EvenEvery 6 months years + Less $72
3 months than every
couple of years HOUSEHOLD INCOM
HOUSEHOLD WORK STATUS PER ANNUM
Older couple OR _ 46% Unemployed or || 3% $180.000+
single with no 40% looking for work | gos ’ 21%
children at home $140,000-
Family with 24% \_{Vorking: Less| 10% $179,999
teenager/adult 24% UKEY H o2 dZNE X 2100,000- 16%
ivi 139,999 24%
living at home Working: 20 or 5206 =~ 0
Family with - 20% Y2NB K2 dzNBE  EISINA§o,  $80,000-99,999 1600/
youngest child 12 200 0
() . 30 13%
years or under Student (Tertiary 0 $60,000-79,999
A or other)
Young couple nol Ciz i 15%
children o2 Retired / 25% $40,000-59,999
g pensioner

Young, single § ez
living alone or .
a K NR y 3ex?

Full time home
duties

$20,000-39,999

Under $20,000

PLACES VISITED

Overnight Stays
47% 43%

Copper Coast Council:
Moonta, Moonta Bay,

41% 34%

16% 28%  wallaroo, Kadina and Port
. 4% Qo - Hughes
] ] Yorke Peninsula Council:
Copper YP Council Barunga Council area  Ardrossan + Edithburgh +
Coast West not classified Innes National Park +
Day Trips Marion Bay
46% 49%50% + Minl_aton_ + Point TL_thon
33% Port Victoria + Port Vincen
21%22%  + Stansbury + Yorketown
I I 5% 5% 7% 5% Barunga West:
— |

Port Broughton
Copper YP Council Barunga Council area No day
Coast West not classified trips

PROFILE

The Shack Owners segment consisted of respondents who
stayedin their own or ¥ | Y Asthaék@ &olidayhome and were
more likelyto be agedbetween55 and 64 (43%).

Theyalsohad a higher percentageof respondentsthat worked
for 20 or more hours per week (78% and the highest
percentageof respondentsthat had a grosshouseholdincome
of over$180K perannum

Twoin five ShackOwners(40%) were an older coupleor single
with no childrenat home Thissegmentwasmore likelyto visit
the YorkePeninsulaegion more than oncea month or every 3
months, and spent more nights in the YorkePeninsularegion
comparedto the averageput spentthe leastamountof money




SHACK OWNERS MCGREGOR TAN
AWARENESS AND APPEAL

HIGH AWARENESS

Restaurants/pubs Hiah awareness
T . : serving local produce, ~ Bakeries g_ i
% | i : particularly seafood High appeal
oW appeal ; .
P Markets 52 H Innes National Park
Historical sites e.g. Moonta Mines,
Lighthouse
Food and wine events .
_— Cafes with good — Crabbing
- ; barista made coffee
M
Modern Australia breakfast/ brunch ueed mﬁ:
— Self-guided tours \\
Honey tasting —. — \ :
Chocolaterie Cultural Festivals ' K . Walk the Yorke / other walking trails
£ Craft shops
Agua Farm tours (Oyster fshell fish) — . . i ) i )
qu urs (Oyster/ ish) . . Antique stores : ™~ Fashion and gift shopping
Cellar Doors :
o f . . \\ Breweres Aquatic activity hire (e.g. paddle — Fishing charters
Deckie u-radaymur_s.lncludlng oyster . ~ hnard,icubadi\ringtanks,shu:urhels,
shuc F_TE Distilleries kayaks etc.)
. —— Art galleries
HIGH APFEAL
LOW APPEAL @ Hosted day trip tours
Indigenous culture tours —@
\
/ - Farm stays
Kitesurfing/Surfing lessons i
Golf courses -@:
Low awareness, Low awareness,
Low appeal LOW AWARENESS © High appeal

AThe larger the size of the bubble, the more likely respondents will participate in activity or attraction
AColour has no relevance in this instance
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SHACK OWNERS MCGREGOR TAN
AWARENESS AND APPEAL

With majority of the attractions and activities plotted above the mid line, it is clear from the graph that Shack Owrersnasre of almost
all the attractions and activities available in the Yorke Peninsula region, however not all are appealing to this group.

High awareness and high appeal : Low awareness and low appeal

Shack Owners identified the following attractions and activities to have hi:gh The following activities had low awareness and low appeal for Shack OV\iners,

awareness and high appeal. In order of likelihood, Shack Owners are moEe there is an opportunity to increase awareness of these activities with Shack
: likelyto do this activity or attraction on their next visit. E Owners, potentially moving them to a high appeal quadrant. :
A Bakeries A Hosted day trip tours

A Restaurants/pubs serving local produce, particularly seafood A Golf courses

A Cafes with good barista made coffee A Indigenous culture tours

A Innes National Park A Kitesurfing/Surfing lessons

A Crabbing A Farm stays

A Walk the Yorke/ other walking trails : :

A Historical sites

A Craft shops

A Fashion and gift shopping

A Fishing charters

12. How aware are you that you can do the following attractions or activities in the Yorke Peninsula? (n=58)
13.Thinking about the Yorke Peninsula, how appealing or unappealing are the following attractions or activities to you? (n=58)
14. Thinking about yourext tripto the Yorke Peninsula, how likely or unlikely are you to do the following attractions or activities? (n=58)
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SHACK OWNERS
COST AND DISTANCE

High spend,
Short distance

Restaurants/pubs serving local
produce, particularly seafood

Fashion and gift shopping =

Antique stores

Kitesurfing/Surfing lessons —

SHORT DISTANCE ~——— Modern Australia breakfast/ brunch

. Cultural
Festivals

Bakeries

/

Agquatic activity hire (e.g. paddle
board, scuba diving tanks, snorkels,
kayaks etc.)

Cafes with good barista made coffee -’

Craft shops

Chocolaterie

Museums —— i

Honey tasting

®

Distilleries Et:;llar Doors

H
............... T T T TP P PP

HIGH SPEND

_— Fishing charters

Farm stays Deckie for a day tours including oyster
v : . shucking

~ — Food and wine events

" Hosted day trip tours

Breweries . Golf courses

i — Markets

i @ Indigenous culture tours

. Artgalleries

\_ Aqua Farmtours
(Oyster/shell @

fish)

Walk the Yorke [ other walking trails ' Self-guided tours

‘ Crabbing

Low spend,
Short distance

LOW SPEND

MCGREGOR TAN
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High spend,
Long distance

LONG DISTANCE

Innes National Park .
‘ Historical sites e.g. Moonta Mines,
Lighthouse

Low spend,
Long distance

AThe larger the size of the bubble, the more likely respondents will participate in activity or attraction

AColour has no relevance in this instance
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SHACK OWNERS MCGREGOR TAN
COST AND DISTANCE

High spend, long distance A Bakeries

Shack Owners indicated they would spend more and travel longer distances for thd  Cafes with good barista made coffee
: following attractions and activitieln order of likelihood, Shack Owners are more A Crabbing
: likelyto do this activity or attraction on their next trip:

: . A walk the Yorke / other walking trails

: A Food and wine events

: . A Modern Australia breakfast/ brunch

: A Breweries A _

A cCellar Doors A Chocolaterie

A Deckie for a day tours including oyster shucking Craft shops

: _ A Seltguided tours

: A Fishing charters A

: i M

: A Hosted day trip tours A useums _

: A Golf courses Honey tasting

A Cultural Festivals

: High spend, short distance A At galleries

Shack Owners are more likely to spend more, but would only travel a short A Aqua Farm tours (Oyster/shell fish)

: distance for the following attractions and activities:
A Aquatic activity hire (e.g. paddle board, scuba diving tanks, snorkels, kayaks

A Restaurants/pubs serving local produce, particularly seafood etc.)

: A Antique stores _

A Distilleries Low spend, long distance :
A Fashi d aift shoppi Shack Owners indicated they would travel further distances for the following :
ashion and gitt shopping attractions and activities but indicated their spend would be low: :
: A Kitesurfing/Surfing lessons A Markets

A Farm stays A Innes National Park

Low spend, short distance A Historical sites e.g. Moonta Mines, Lighthouse

Shack Owners would travel short distances and expect their spend to be low for A Indigenous culture tours
: the following attractions and activities:

15. How far would you drive (omeay) from where you are staying to do attractions or activities you find appealing in thé¥oifksula? (n=58)
16. How much would you spend for the following activities in the Yorke Peninsula? (n=58)
14. Thinking about yourext tripto the Yorke Peninsula, how likely or unlikely are you to do the following attractions or activities? (n=58)

17



SHACK OWNERS

COST AND DISTANCE x APPEAL

Attractions and activities with the highest appeal were
extrapolated and replotted.

High spend, long distance

Shack Owners indicatdighing chartersvere appealing and they
would spend more and travel further to go on one, however the
likelihood of them doing so on their next visit was small.

High spend, short distance

The following attractions and activities were appealing, within a
short distance, however, Shack Owners were more likely to spend
more:

A Restaurants/pubs serving local produce, particularly seafood
A Fashion and gift shopping

Low spend, short distance

This group indicated the following were appealing within short
distances and would expect their spend to be low:

Bakeries

Cafes with good barista made coffee

Crabbing

Walk the Yorke / other walking trails

Craft shops

Museums

To o o To Io Do

Low spend, long distance

The following nature/cultural experiences were appealing to Shack
Owners who would travel further distances but again, specified
their spend would be low:

A Innes National Park

A Historical sites e.g. Moonta Mines, Lighthouse

High spend,
Short distance

Restaurants/pubs serving local

produce, particularly seafood ‘
Fashion and gift shopping a

MCGREGOR TAN
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HIGH SPEND
High spend,
Long distance

Fishing charters

LONG DISTANCE

SHORT DISTANCE

Craft shops X
Cafes with good barista made coffee Bakeries

Walk the Yorke / other walking trails

Crabbing

Low spend,
Short distance

Innes National Park e

Historical sites e.g. Moonta Mines,
Lighthouse

Low spend,
Long distance

AThe larger the size of the bubble, the more likely respondents will participate in activity or attraction 18
A Colour has no relevance in this instance



SHACK OWNERS

COST, DISTANCE x APPEAL x LIKELIHOOD OF VISITIN

Attractions and activities with the highest appeal and most
likelihood of being visited were extrapolated and replotted.

High spend, long distance

MCGREGOR TAN

RESEARCH. STRATEGY. SOLUTIONS.

High spend, ; High spend,
Shack Owners indicated there were no attractions or activities Short distance ; HIGH SPEND Long distance
they would spend high and travel long distances for on their next i
visit.
High spend, short distance
Within a short distance, boWw S & G I dzNJ y i dk Lddzo & & Restaurants/pubs g ol
LINE RdzOS X LJ NakedZd a KA 2y Ay Re2e2 RV ’
both appealing and likely to be participated in on their next visit o if shooin LONG DISTANCE
with Shack Owners specifying a higher spend for these activities. st shoprne — ()
SHORT DISTANCE

Low spend, short distance
The following were appealing and likely to be participated in by
Shack Owners on their next visit, however they would need to be
close to their shack and they would not spend much:
A Bakeries
A Cafes with gOOd bariSta made COﬁee Cafes with good barista made coffee craftshops Bakeries
A Crabbing ° .
A Walk the Yorke / other walking trails i _ e
A Craft shops ngggumg Innes National Park
LOW SDendl Ionq dIStance : Historical SitE.SE g. Moonta Mines,
The following nature/cultural experiences were appealing and e vorke f athor waking s e
likely to be visited by Shack Owners on their next visit, they would 5
travel further distances but again indicated their spend would be Crabbing
low: :
A Museums LOW SPEND
A Innes National Park Low spend, Low spend,
A Historical sites e.g. Moonta Mines, Lighthouse Short distance Long distance

AThe larger the size of the bubble, the more likely respondents will participate in activity or attraction 19

AColour has no relevance in this instance
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MCGREGOR TAN

RESEARCH. STRATEGY. SOLUTIONS.

PRIVATE ACCOMMODATHRE

m All Respondents® Private Accommodation PLACES VISITED
- : : Overnight Stays
AGE: SEGMENT SIZE: TRAVEL WITH: - 2 Copper Coast Council:
4195 46% 47% 48% Moonta, Moonta Bay,
14% 46% 19%  21% 16% 1 g Wallaroo, Kadina and Port
Friends and 4% 3% 10% Hughes

026% = family + ; "

%24/3 o q)Ay\LOS Friends Copper  YP Council Barunga Council area Yorke Penlnsulé} Council

33 Coast West  not classified Ardrossan + Edithburgh +

10%90s . Innes National Park +
20629, 4%4% _ Day Trips Marion Bay

Family 269:50% 49%8% + Minlaton + Point Turton
Port Victoria + Port Vincen

18-24 25-30 31-39 40-54 55-64 65+ ASPT: 21%199, + Stansbury + Yorketown

$543 $694 5% 6% 7% 5% Barunga West:
FREQUENCY OF VISIT Partner Port Broughton
42% 43% 5 Copper YP CouncilBarungaCouncil areaNo day
Coast West not classified trips
17%
79% ASPN: Alone
$210

More than
once a month Every 6 months years + Less
Every 3 months

couple of years

HOUSEHOLD

Older couple OR
single with no
children at home

Family with 24%
tggnager/adult 29%
living at home

Family with 20%
youngest child 12

years or under

19%

Young couple no
children

Young, single
living alone or )
aKlF NRy #EX

Every year + Every couple of

46%

WORK STATUS

3%
3%

Unemployed or
looking for work

Working: Less [ 10%

0KFyYy il KRB.dzNA X
Working: 20 or 52%
Y2NBE K2 LaGPHX

Student (Tertiary

or other)

Retired / 25%
pensioner 23%

Full time home
duties

$143 l
. HOUSEHOLD INCOM

PER ANNUM

$180,000+

$140,000-
$179,999
$100,000-
$139,999

16%
16%
13%
15%
13%
13%
15%
15%

$80,000-99,999

$60,000-79,999

$40,000-59,999

$20,000-39,999

Under $20,000

PROFILE

The PrivateAccommodatiorsegmentconsistedof respondents
who bookedan apartment,hotel, shack holidayhome or cabin,
andweremorelikelyto be agedbetween40 and54 (38%).

Thissegmentaccountedfor the majority of respondents(46%
and visitedthe YorkePeninsulaegion every couple of yearsor
lessthan every couple of years Eventhough they spent lower
than the averagenumberof nightsamongall respondentstheir
averagespend($694) in the regionwasthe most comparedto

other segments

Theywere more likelyto stayovernightat Moonta Bay(64%) or
Stansbury(49%), andlesslikelyto stayovernightat places(10%)
other thanthe oneslistedin the survey




PRIVATE ACCOMMODATION VISITORS ;0 ras
AWARENESS AND APPEAL

High awareness,
Low appeal

LOW APPEAL

Golf courses

@

Low awareness,
Low appeal

RESEARCH. STRATEGY. SOLUTIONS.

High awareness,
High appeal

HIGH AWARENESS Bakeries

Restaurants/pubs serving local

produce, particularly seafood _\.

Historical sites e.g. _/ ~— Innes National Park
Moonta Mines,

Lighthouse

Crabbing Craft shops

Cafes with good barista HIGH APPEAL
........................................................... B ..........oannn .madewﬁee
‘ Fishing charters .

Fashion and gift shoppingAntique stores . .
: Walk the Yorke / other walking trails Markets
Museums ./ ‘

: Art galleries
¢ Aquatic activity hire /
(e.g. paddle board,
i scubadiving tanks, _\ self-guiced tourd ~— Foodand wine events
: snorkels, kayaks etc.) ~~ Modern Australia breakfast/ brunch

t Cultural Festivals

Q Cellar Doors
: Farm stays

Hosted day trip tours /.
H Breweries

Aquéa Farm tours (Oyster/shell fish) /_ Chocolaterie

Kitesurfing/Surfing lessons — T
~~— Distilleries

o

Indigenous culture tours - Honey tasting

Deckie for a day tours including 4
oyster shucking : Low awareness,

High appeal

LOW AWARENESS

AThe larger the size of the bubble, the more likely respondents will participate in activity or attraction
AColour has no relevance in this instance
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PRIVATE ACCOMMODATION VISITORS :ox 7w
AWARENESS AND APPEAL

While Private Accommodation visitors were aware of and considered highly appealing seven activities and attractiomswhssrgb

aware of most of the offerings of the Yorke Peninsula region. There should be a focus on promoting these activitiegians tattitais
i group.
é"H}a'r;'é\'/\'fé'r'é'ﬁ'é's"s"é'ﬁ'&"ﬁ}aﬁléppeal ElIIII_BWE\'A'/;}EH&'S'gﬁdﬁﬁﬁﬁﬁﬁé&l ................................................................................

: Private Accommodation visitors identified the following attractidns The following activities and attractions had low awareness and high appeal, there |s an
i and activities to have high awareness and high appeal. In ordef of: opportunity to increase awareness, potentially moving them to a high awareness/high
: likelihood, these visitors are more likely to do this activity or i : appeal quadrant:

: attraction on their next visit: N

: i A Indigenous culture tours
Cafes with good barista made coffee i I A Chocolaterie

Craft shops

Crabbing

Bakeries

Innes National Park

Historical sites e.g. Moonta Mines, Lighthouse H
Restaurants/pubs serving local produce, particularly seafo:od

Breweries

Distilleries

Modern Australia breakfast/ brunch

Fishing charters

Honey tasting

Fashion and gift shopping

Aqua Farm tours (Oyster/shell fish)

Markets

Antique stores

Cellar Doors

Selfguided tours

Art galleries

Museums

Hosted day trip tours

Food and wine events

Farm stays

Walk the Yorke / other walking trails :
A Aquatic activity hire (e.g. paddle board, scuba diving tanks, snorkels, kayaks etc )

To o To To To Do Do

To T Do Do To Do Do To Do o Do Do o Do Do I Do

12. How aware are you that you can do the following attractions or activities in the Yorke Peninsula? (n=188)
13.Thinking about the Yorke Peninsula, how appealing or unappealing are the following attractions or activities to you? (n=188)
14. Thinking about yourext tripto the Yorke Peninsula, how likely or unlikely are you to do the following attractions or activities? (n=188)

23



PRIVATE ACCOMMODATION VISITORS ;.

. SOLUTIONS.
COST AND DISTANCE
q ;Farm stays ngh S_pend’
High spend, Restaurants/pubs serving local : / gy~ Fishingcharters Long distance
Short distance produce, particularly seafood H
Deckie for a day tours including
I oyster shucking
Kit.esurfing/ ;Cellar Doors
Surfing lessons :
Fashion and gift shopping Hosted
[ day trip Distillerie ~ — Food and wine events
tours :
Aquatic activity hire (e.g. paddle Braweries
board, scuba diving tanks, snorkels, —\ LONG DISTANCE
kayaks Etcl) -------------------------------------
SHORT DISTANCE Modern Australia _/ Markets . :i\qua Farm tour" Golf courses
breakfast/ brunch (Oyster/shellfish
Craft si}ﬂ{]s H .
tique store : . Cultural Festivals
Cafes with good barista made cof-fee i
H Indigenous culture tours
Bakeries ’ H
Chocolaterie Historical sites e.g. Innes National Park
Crabbing Moonta Mines,
: Lighthouse
Art galleries MuseUms
_. / ~— Self-guided tours
Honey tasting
Walk the Yorke / other walking trails
Low spend, Low spend,
Short distance Long distance
LOW SPEND
AThe larger the size of the bubble, the more likely respondents will participate in activity or attraction 24

AColour has no relevance in this instance



PRIVATE ACCOMMODATION VISITORS sox 7an

COST AND DISTANCE

RESEARCH. STRATEGY. SOLUTIONS.

i High spend, long distance

Private Accommodation visitors indicated they would spend more and travel longeA
: distances for the following attractions and activities. In order of likelihood, these A

visitors are more likely to do this activity or attraction on their next trip:

Food and wine events

Cellar Doors

Farm stays

Deckie for a day tours including oyster shucking

Fishing charters

o To To Io Do

! High spend, short distance

A

o Do Do Do Do Do

This group are more likely to spend more but would only travel a short distance fo%\

the following attractions and activities:

A Restaurants/pubs serving local produce, particularly seafood
Breweries

Fashion and gift shopping

Distilleries

A
FA
FA

A

: etc.)
A Hosted day trip tours
: A Kitesurfing/Surfing lessons

i Low spend, short distance

: These visitors would travel short distances and specified their spend would be low

for the following attractions and activities:

Aquatic activity hire (e.g. paddle board, scuba diving tanks, snorkels, kayaks

Bakeries

Cafes with good barista made coffee
Markets

Modern Australia breakfast/ brunch
Chocolaterie

Walk the Yorke / other walking trails
Craft shops

Museums

Honey tasting

Antique stores

Art galleries

Low spend, long distance

Private Accommodation visitors would travel further distances for the foIIowmg
attractions and activities but indicated their spend would be low: :

oI o o To o B I

Historical sites e.g. Moonta Mines, Lighthouse
Innes National Park

Selfguided tours

Cultural Festivals

Crabbing

Aqua Farm tours (Oyster/shell fish)
Indigenous culture tours

Golf courses

15. How far would you drive (oieay) from where you are staying to do attractions or activities you find appealing in thé¥oihsula? (n=188)

16. How much would you spend for the following activities in the Yorke Peninsula? (n=188)

14. Thinking about yourext tripto the Yorke Peninsula, how likely or unlikely are you to do the following attractions or activities? (n=188)
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PRIVATE ACCOMMODATION VISITORS s« 7an
COST AND DISTANCE x APPEAL

Attractions and activities with the highest appeal were extrapolated and replotted.
High spend, long distance

Private Accommodation visitors indicatine following attractions and activities were
appealingand they would spend more and travel further to go:

A Food and wine events
A Cellar Doors

Farm stays
A Fishing charters

High spend, short distance

The following attractions and activities were appealing, within a short distance,
however, this group was more likely to spend more:

Restaurants/pubs serving local produce, particularly seafood
Breweries

Fashion and gift shopping

Distilleries

Aquatic activity hire (e.g. paddle board, scuba diving tanks, snorkels,
kayaks etc.)

Too T Joo Too o

Low spend, short distance

These visitors indicated the following were appealing within short distances and
specified their spend to be low:

Bakeries

Cafes with good barista made coffee
Markets

Modern Australia breakfast/ brunch
Chocolaterie

Walk the Yorke / other walking trails
Craft shops

Museums

Honey tasting

Antique stores

Art galleries

Hosted day trip tours

To T

Too J0 J5o J50 Joo oo Jo Joo J>o Too

Low spend, long distance

The following nature/cultural experiences were appealing to Private Accommodation
visitors who would travel further distances but again indicated their spend would be low:

Historical sites e.g. Moonta Mines, Lighthouse
Innes National Park

Selfguided tours

Cultural Festivals

Crabbing

Aqua Farm tours (Oyster/shell fish)
Indigenous culture tours

Too Jo J5o J>o Too oo o

High spend,
Short distance

Low spend,
Short distance

RESEARCH. STRATEGY. SOLUTIONS.

HIGH SPEND
: High spend,
Long distance

Restaurants/pubs serving local i Farmstays

produce, particularly seafood Fishing charters

Agquatic activity

hire (e.g. paddle :

board, scuba i [~ Cellar Doors
diving tanks,

snorkels, kayaks Breweries

etc.) Hosted day

trip tours

Fashion and gift shopping Food and wine events

Distilleries;
i LONG DISTANCE

Modern Australia breakfast/ brunch ‘

‘ Markets
Antique stores °
Craft shops

afes with good barista made cof‘feeé

Aqua Farm tours (Oyster/shell fish)

e Cultural Festivals

Indigenous culture tours

Bakeries e Chocolaterie Historical sites e g. Moonta Mines,
H Lighthouse

Art galleries Innes National Park

H e Crabbing
Honey tasting e Museum:s

Self-guided tours
Walk the Yorke / other walking trails
LOW SPEND  :

Low spend,
Long distance

AThe larger the size of the bubble, the more likely respondents will participate in activity or attraction 26
A Colour has no relevance in this instance



PRIVATE ACCOMMODATION VISITORS s or ran
COST, DISTANCE x APPEAL x LIKELIHOOD OF VISITIN

Attractions and activities with the highest appeal and most likelihood of being
visited were extrapolated and replotted.

High spend, long distance

Private Accommodation visitors indicated the following would entice them to spend
high and travel long distances on their next visit:

A Food and wine events
A Cellar Doors

High spend,
Short distance

High spend, short distance

Provided they are within a short distance of their accommodation, food, fashion and
alcohol were what this group found both appealing and likely to be participated in on
their next visit with an indication they would spend more on these activities:

A Restaurants/pubs serving local produce, particularly seafood
A Breweries

A Fashion and gift shopping

A Distilleries

Low spend, short distance

These visitors indicated the following were appealing and likely to be participated in on
their next visit, however they would need to be close to their accommodation and they
would not spend much:

RESEARCH. STRATEGY. SOLUTIONS.

i HIGH SPEND

High spend,
Long distance

Restaurants/pubs serving local
produce, particularly seafood

Cellar Doors

Fashion and gift shopping e e Food and wine events

Distilleries

Breweries °

LONG DISTANCE

Bakeries

Cafes with good barista made coffee
Markets

Modern Australia breakfast/ brunch
Chocolaterie

Walk the Yorke / other walking trails
Craft shops

Museums

Honey tasting

Antique stores

Art galleries

SHORT DISTANCE

Too J50 T Joo Too Joo Joo Too Joo To To

Low spend, long distance

The following nature/cultural experiences were appealing and likely to be visited by
Private Accommodation visitoos their next visit. They would travel further distances
but again indicated their spend would be low:

A Historical sites e.g. Moonta Mines, Lighthouse
A Innes National Park

A Selfguided tours

A Cultural Festivals

Low spend,
Short distance

Markets

Antique stores °
‘ Cafes with good barista made coffek

e Chocolaterie

Modern Australia

breakfast/ brunch
Cultural Festivals
Craft shops

Historical sites e.g. Moonta Mines,
Lighthouse

Bakeries

Art galleries Innes National Park

Honey tasting

Museunts e
’ Self-guided tours

Walk the Yorke / other walking trails

LOW SPEND

Low spend,
Long distance

AThe larger the size of the bubble, the more likely respondents will participate in activity or attraction 27
A Colour has no relevance in this instance
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CARAVAN/CAMPERE

MCGREGOR TAN

RESEARCH. STRATEGY. SOLUTIONS.

m All Respondents® Caravan/Campers
fal€]=

2044% 4%4%

18-24 25-30 31-39 40-54 55-64 65+

SEGMENT SIZE:

14% 46% 19% | 21%

ASPT:
571
FREQUENCY OF VISIT S
49%
42% 41% 41% - .
L 1% ASPN:
$143
More than  Every year +Every couple of $97
once a month Every 6 months years + Less
Every 3 months than every -
couple of years
HOUSEHOLD WORK STATUS
Older couple OR 46% Unemployed or | 3%
single with no 48%  looking for work | 494
children at home
Family with YVorking: Less 10%
teenager/adult UKkEYy H g2 dzNE X

living at home

Family with
youngest child 12
years or under

Young couple no

children Yo
Young, single i -
living alone or
a K NR J@3ex?

Full time home
duties

Working: 20 or 52%
Y2NB K2 LS NX
Student (Tertiary
or other)
Retired / 25%
pensioner 30%

TRAVEL WITH:

Friends and
family +
Friends

Family

Partner

Alone

HOUSEHOLD INCOM

$80,000-99,999
$60,000-79,999
$40,000-59,999
$20,000-39,999

Under $20,000

PER ANNUM

$180,000+

$140,000-
$179,999

$100,000-
$139,999

25%

PLACES VISITED

Overnight Stays
47% 54%

Copper Coast Council:
Moonta, Moonta Bay,
Wallaroo, Kadina and Port
Hughes

41% 39%

a0 13% 16% 19%
0

Yorke Peninsula Council:

Copper YP Council Barunga Council area Ardrossan + Edithburgh +
Coast West not classified .
Innes National Park +
Day Trips Marion Bay
61% + Minlaton + Point Turton
499527 N ;
46%44% Port Victoria + Port Vincen

+ Stansbury + Yorketown

Barunga West:
Port Broughton

5% 5% 7% 10%

Copper YP CouncilBarungaCouncil areaNo day

Coast West not classified trips

PROFILE

The Caravan/Campersegmentconsistedof respondentswho
took a caravanor campedin the YorkePeninsularegion This
segmentwere likely to visit the region every couple of years
(49% or every 6 months to a year (41% and their average
spend ($571) was more than all other segmentsexcept the
Private Accommodatiorsegment Thissegmentwas also more
likely to spend4-7 nights (49%) or more than 7 nights (20%)
comparedto other segments

Caravan/Campersiere more likely to stay overnightat Innes
National Park (48%) and Port Broughton (40%) comparedto
other segments They were more likely to travel with their
partner (40%.

Theywere more likely to prefer visitor guides/maps/brochure:s
(59%) and visitor centres(58%) to find out about attractionsin
the YorkePeninsulaegion




CARAVAN AND CAMPING VISITORS,s::00r 7an

AWARENESS AND APPEAL

Innes National Park

High awareness, i HIGH AWARENESS
Low appeal Restaurants/pubs
H serving local
produce, particularly Bakeries
seafood
Historical sites e.g.
Moonta Mines,
Crabbing Lighthouse
. Cafes with good
o barista made coffee
Flshl@‘lgchar‘ters Anti Walk the Yorke /
\ ntique stores ey walking trails
A Museums
LOW APPEAL )
Fashionand gift ~ Craft shops .
shopping Self—gwd<i tours /— Markets
//
@ Golf courses
: Aquatic activity hire (e.g.
At galleries —— paddle board, scuba Cultural Festivals
: diving tanks, snorkels, ~ Food and wine events

kayaks etc.)

: ~— Modern Australia breakfast/ brunch
_— Farmstays

Hosted day trip tours | Cellar Doors

Kitesurfing/Surfing lessons S i .— Breweries
Indigenous culture tours

\‘ \\ - Distilleries .Chocolaterie

Aqua Farmtours
: (Oyster/shell .—— Honey tasting
: fish)

¢ Deckie for a day tours
Low awareness, ¢ including oyster shucking

Low appeal

LOW AWARENESS

HIGH APPEAL

RESEARCH. STRATEGY. SOLUTIONS.

High awareness,
High appeal

Low awareness,
High appeal

AThe larger the size of the bubble, the more likely respondents will participate in activity or attraction
A Colour has no relevance in this instance
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CARAVAN AND CAMPING VISITORS, cresor tan
AWARENESS AND APPEAL

RESEARCH. STRATEGY. SOLUTIONS.

While many activities and attractions were appealing for Caravan and Camping visitors, this group was also unawardtué oféeryngt of
the Yorke Peninsula region. There should be a focus on promoting these activities and attractions to this group.

: High awareness and high appeal

: Caravan and Camping visitors identified the following
attractions and activities to have high awareness and high:
appeal. In order of likelihood, they are more likely to do thIS
activity or attraction on their next visit: :

A Restaurants/pubs serving local produce, partlcularly
seafood

Bakeries

Innes National Park

Cafes with good barista made coffee
Historical sites e.g. Moonta Mines, Lighthouse
Walk the Yorke / other walking trails

Crabbing

Museums

Antigue stores

A Fishing charters

To o To To To Do Do I

: Low awareness and high appeal

To I Do Do Io Do o o Do o Do Do I

A
A
A
A

The following activities and attractions had low awareness and high appeal, there is an
opportunity to increase awareness, potentially moving them to a high awareness/high ap;oeal
quadrant: :

Markets

Food and wine events

Selfguided tours

Chocolaterie

Cellar Doors

Modern Australia breakfast/ brunch

Breweries

Distilleries

Cultural Festivals

Craft shops

Honey tasting

Fashion and gift shopping

Aquatic activity hire (e.g. paddle board, scuba diving tanks, snorkels, kayaks etc.)
Art galleries

Indigenous culture tours

Aqua Farm tours (Oyster/shell fish)

Deckie for a day tours including oyster shucking

12. How aware are you that you can do the following attractions or activities in the Yorke Peninsula? (n=80)
13.Thinking about the Yorke Peninsula, how appealing or unappealing are the following attractions or activities to you? (n=80)
14. Thinking about yourext tripto the Yorke Peninsula, how likely or unlikely are you to do the following attractions or activities? (n=80)
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CARAVAN AND CAMPING VISITORSMGREGOR TAN
COST AND DISTANCE

. HIGH SPEND

> Fishing charters

: High spend,
High s end, Restaurants/pubs serving local .
ShOgrt diztance produce, particularly seafood Long distance

/— Farm stays

Hosted day trip tours

‘ Cellar Doors
Deckie for a day tours including oyster . ~ — Food and wine events
a

shucking

shionand glftshoppmg - LONG DISTANCE

SHORT DISTANCE Aquatic activity hire (e.g. - Distillefies ‘ Breweries
Modern Australia paddle board, scuba Kitesurfing/ :
breakfast/brunch — diving tanks, snarkels, . Surfing  —— Markets
. kayaks etc.) lessons :
Antique stores /’. :

Craft shops

olf courses Indigenous culture tours ‘— Agqua Farm tours (Oyster/shell fish)
‘ .— Cultural Festivals

Bakerles Innes National Park .
< Historical sites e.g. Moonta Mines,
Chocolaterie Lighthouse

Cafes with good barista made coffee —~ Art galleries

Honey tasting
Museums :
_\ _— Self-guided tours
‘ Crabbing ‘ Walk the Yorke / other walking trails

Low spend, Low spend,
Short distance Long distance
LOW SPEND
AThe larger the size of the bubble, the more likely respondents will participate in activity or attraction 32

AColour has no relevance in this instance



CARAVAN AND CAMPING VISITORS, cxes0r tan

COST AND DISTANCE

RESEARCH. STRATEGY. SOLUTIONS.

: High spend, long distance

: Caravan and Camping visitors indicated they would spend more and travel longerA

distances for the following attractions and activities. In order of likelihood, Caravan
¢ and Camping visitors are more likely to do this activity or attraction on their next

i trip:

A Food and wine events
A Fishing charters

A Farm stays

High spend, short distance

o Do Do Do Do IS

i This group are more likely to spend more but would only travel a short distance fo%\

the following attractions and activities:

A Restaurants/pubs serving local produce, particularly seafood
Hosted day trip tours

Cellar Doors

Fashion and gift shopping

To To Do I

Deckie for a day tours including oyster shucking

: Low spend, short distance

: Caravan and Camping visitors indicated they would travel short distances and

expect their spend to be low for the following attractions and activities:
Bakeries

Kitesurfing/Surfing lessons

Markets

Cafes with good barista made coffee

Chocolaterie

Modern Australia breakfast/ brunch

A
A

Crabbing
Distilleries
Cultural Festivals
Craft shops
Honey tasting
Museums
Antique stores

Aquatic activity hire (e.g. paddle board, scuba diving tanks, snorkels, kafaks
etc.) :

Art galleries
Indigenous culture tours
Golf courses

Low spend, long distance

These visitors would travel further distances for many of the nature/cultural
attractions and activities but indicated their spend would be low:

o Do Do Do Do Do

Innes National Park

Historical sites e.g. Moonta Mines, Lighthouse
Walk the Yorke / other walking trails
Selfguided tours

Breweries

Aqua Farm tours (Oyster/shell fish)

15. How far would you drive (oeay) from where you are staying to do attractions or activities you find appealing in thé¥oifksula? (n=80)

16. How much would you spend for the following activities in the Yorke Peninsula? (n=80)

33

14. Thinking about yourext tripto the Yorke Peninsula, how likely or unlikely are you to do the following attractions or activities? (n=80)



CARAVAN AND CAMPING VISITORS, cresor tan
COST AND DISTANCE x APPEAL

High spend, long distance

Caravan and Camping visitors indicatesifollowing attractions and activities were appealing
and they would spend more and travel further for it:

A
A

Food and wine events
Fishing charters
Farm stays

High spend, short distance

The following attractions and activities were appealing, within a short distance, however, High spend,
this group was were more likely to spend more: Short distance

A
A
A
A

Low spend, short distance

Restaurants/pubs serving local produce, particularly seafood
Cellar Doors

Fashion and gift shopping

Deckie for a day tours including oyster shucking

These visitors indicated there were many activities and attractions appealing Within ShOrt...... i

! : ‘Aquatic activity hire ( dal Distilleri
distances and would expect their spend to be low: SHORT DISTANCE boare, scuba diving tanks. narkels, iotilries

To J50 J50 J>o oo Jo0 J5o0 J5o J>o Too oo Jo Joo J>o Too

Modern Australia

Bakeries breakfast/ brunch
MarketS Antique stores ’
Cafes with good barista made coffee
Chocolaterie

"Modern Australia breakfast/ brunch"
Crabbing Bakeries
Distilleries

Cultural Festivals

Craft shops

Honey tasting C?fes with good
Museums barista made coffee
Antique stores

Aquatic activity hire (e.g. paddle board, scuba diving tanks, snorkels, kayaks etc.)

Art galleries

Golf courses

Golf courses L ]

Low spend, long distance

The following nature/cultural experiences were appealingamvan and Camping visitarko
would travel further distances but again indicated their spend would be low:.

Too J50 J5o J>o Too oo o

Innes National Park

Historical sites e.g. Moonta Mines, Lighthouse

Walk the Yorke / other walking trails Low spend
Selfguided tours Short distance
Breweries

Indigenous culture tours

Aqua Farm tours (Oyster/shell fish)

RESEARCH. STRATEGY. SOLUTIONS.

. HIGH SPEND

. Fishing charters
Restaurants/pubs serving local

produce, particularly seafood ngh Spend,
: Long distance

Farm stays

Cellar Doors
Deckie for a day toursincluding ‘ Food and wine events

oyster shucking Fashion and gift shopping

LONG DISTANCE

Breweries
kayaks etc.) Markets
Ir}digenous culture tours

Craft shops

“ e Cultural Festivals
Innes National Park i

Historical sites e.g. Moonta Mines,
Lighthouse

Aqua Farm tours (Oyster/shell fish)

Chocolaterie

Art galleries

Honey tasting
Museums

Self-guided tours

e Crabbing Walk the Yorke / other walking trails

LOW SPEND: Low spend,

Long distance

AThe larger the size of the bubble, the more likely respondents will participate in activity or attraction 34
A Colour has no relevance in this instance



CARAVAN AND CAMPING VISITORS<crecor tan

RESEARCH. STRATEGY. SOLUTIONS.

COST, DISTANCE x APPEAL x LIKELIHOOD OF VISITING

High spend, long distance

Caravan and Camping visitors indicated the following would entice them to
spend high and travel long distances during their next visit:

A Food and wine events

High spend, short distance High spend,

Provided they are within a short distance of their caravan/camping site, food, Short distance
fashion and alcohol were what this group found both appealing and likely to be

participated in on their next visit, with an indication they would spend more on

these activities:

A Restaurants/pubs serving local produce, particularly seafood
A cCellar Doors
Fashion and gift shopping

Low spend, short distance
SHORT DISTANCE

This group indicated the following were appealing and likely to be participated in Modern Australia
on their next visit, however they would need to be close by and they would not breakfast/brunch

0 e Distilléries

i HIGH SPEND

Restaurants/pubs serving local

‘oduceJ particularly seafood

Cellar Doors

‘ Food and wine events
Fashion and gift shopping .

High spend,
Long distance

LONG DISTANCE

Breweries

Markets

spend much:

Bakeries

Markets

Cafes with good barista made coffee
Chocolaterie

"Modern Australia breakfast/ brunch
Crabbing

Distilleries

Cultural Festivals

Antique stores ’

Craft shops

o e Cultural Festivals

Bakeries

Chocolaterie

Cafes with good barista made coffee

Honey tasting

Craft shops
Honey tasting
Museums
Antique stores

Too J50 T Joo Too Joo Jo Too Joo Jo Too I

Low spend, long distance

The following nature/cultural experiences were appealing and likely to be visited
by thesevisitorson their next visit. They would travel further distances but again
indicated their spend would be low:

Innes National Park

Historical sites e.g. Moonta Mines, Lighthouse
Walk the Yorke / other walking trails
Selfguided tours

Breweries

Low spend,
Short distance

Too J>0 Jo oo I

Museums

e Self-guided tours

Innes National Park

Historical sites e.g. Moonta Mines,
Lighthouse

e Crabbing ' Walk the Yorke / other walking trails

LOW SPEND

Low spend,
Long distance

AThe larger the size of the bubble, the more likely respondents will participate in activity or attraction

AColour has no relevance in this instance
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YORKE GETAWAY MCGREGOR TAN
2019CARAVAMND CAMPINGHOWVISITORS

489 visitors to the 2019 Caravan and Camping Show were asked a shorinslnd@yg hownterestedthey werein avarietyactivitieswhileon
z holidayin the Yorke Peninsula.

The majorityindicatedtheywereinterested in Festivals, events and markets (84% interestedydragemean)followed by homegrown food trails

experiencing the best local products (75% interested, 3.9 average mean). Museums/art galleries were of least integestp (84S0 interested,
3.4).

Provided an Interested Rating W TOTAL INTERESTED (5,4)
4.2 Mean

Festivals, events and Homegrown food trails Antique stores / craft  Guided tours - for example Museums / art galleries
markets experiencing the best local shops bush tucker tours, wildlife
produce tours, crabbing tours etc.

3. How interested would you be in the following activities while on a holiday to Yorke Peninsula? RATING LEVEL: Extremely High: 4.5 and above High:4.0

Moderate: 3.5¢ 3.9 Mixed: 2.5 3.4 Low: 2.4 and below 36
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VISTING FRIENDS OR RELATGYES “wsrsconi

M All Respondents® VFR PLACES VISITED
- . : Overnight Stays
AGE: SEGMENT SIZE: TRAVEL WITH: 2 % Copper Coast Council
41% 389 47% 4104 Moonta, Moon_ta Bay,
34% 14% 46% 19% 16% 22% Wallaroo, Kadina and Port
8%2 2904 Friends and - 26% . 4% 1% Hughes
249%24% . family + [ . -~
IL()S. Friends 33% Copper  YP Council Barunga Council area Xorke Peninsula Council:
i rdrossan + Edithburgh +
3% o dy Coast West not classified .
10°/g‘ 2.8 Innes National Park +
49%5% _ 32% Day Trips Marion Bay
2%196 *7° Family 469ATY 49%, + Minlaton + Point Turton
24% 42% Port Victoria + Port Vincen
18-24 25-30 31-39 40-54 55-64 65+ ASPT: - 2104,26%  + Stansbury + Yorketown
- 5% 0
5% 4% 7% 8% Barunga West:
FREQUENCY OF VISIT ss43 Partner - B e
49% Copper YP Council BarungaCouncn area No day
42% 41% 35% Coast West not classified trips
I 5%
17% 15% . Alone
| s143 o
More than Every year +Every couple of
once a month Every 6 monthsyears + Less
Every 3 months than every HOUSEHOLD INCOM PROFI LE
couple of years o ] ] .
HOUSEHOLD WORK STATUS PER ANNUM The Visiting Friendsor Relatives(VFR)segment consisted of
— respondentsthat stayedwith friendsor family who livedin the
Older couple OR- 46% Unemployed or | 3% $180,000+ YorkePeninsularegion, or stayedat a T NJA Sefidagshackor
single with no 0 looking for work i 5o :
childeen at home 47% 0 $140,000- holidayhomeat no cost
. . Working: L 10% $179,999 9% . . .. .
Family with 24% e l,'”f; e KBINE X $100.000 ’ Lo Thissegmentwere likelyto visit the regionevery6 monthsto a
() ’ - 0 .
tl‘?e_”ag‘ir:]adu't 24% $139 999 15% year (49%) and their averagespend ($328) was the second
iving at home . ) :
g 0% \\(Ngr"i:r'g- 2?< ng _— 5?013)( $80.000-99.999 13% lowest comparedto all other segments Thissegmentwas also
i ; ()} s -99, . . .
yofnagrl's'mﬂ 12 ‘ k496 12% more likely to spendjust one night (22%) and had the lowest
0, .
years or under 14% Student (Tertiary $60,000-79,999 13% . averagenumberof nightsspent(2.8).
- or other) 21%
Young couple I’IOI .2 40.000-59.999 15%
children - Retired / 25% $40, ’ 11%
pensioner 33%

. $20,000-39,999
Young, single [ 2

living alone or ) Full time home

AKF NR A ¥: duties Under $20,000

14%




VISITING FRIENDS OR RELATIVES , czcs0r tan

AWARENESS AND APPEAL

i HIGH AWARENESS
High awareness,

Low appeal
Crabbing
LOW APPEAL
— : Antique stores ‘ Craft shops
Fishing charters :
Fashion and gift
shopping
Golf courses \ﬂ\rt galleres
Aquatic activity hire (e.g.
Farm stays paddle board, scuba

\ diving tanks, snorkels,
kayaks etc.)

_. Hosted day trip tours Breweries
¢ Indigenous culture tours

o _°

Aqua Farmtours
(Oyster/shell
fish)

Kitesurfing/Surfing lessons J

Honey tasting

@

Distilleries

Deckie for a day tours _.
including oyster shucking

Low awareness,

LOW AWARENESS
Low appeal

Museums
/ Self-guided tours

Bakeries
Historical sites e.g.
Moonta Mines,

Lighthouse .

RESEARCH. STRATEGY. SOLUTIONS.

High awareness,
High appeal

Restaurants/pubs
serving local
produce,
particularly
seafood

\

Innes National Park

Cafes with good barista made coffee

Walk the Yorke / other walking trails

~ — Markets

Cultural Festivals

‘ - Food and wine events

—— Modern Australia breakfast/ brunch

. Cellar Doors
. Chocolaterie

HIGH APPEAL

Low awareness,
High appeal

AThe larger the size of the bubble, the more likely respondents will participate in activity or attraction

AColour has no relevance in this instance
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VISITING FRIENDS OR RELATIVES | csresor man
AWARENESS AND APPEAL

RESEARCH. STRATEGY. SOLUTIONS.

While the Visiting Friends or Relatives segment were aware of and found appealing food offerings and nature/cultesttastyitiup was
2 unaware of many of the offerings of the Yorke Peninsula region. There should be a focus on promoting these actividesarsitatthis
group.

: High awareness and high appeal

: Low awareness and high appeal

¢ VFR identified the following attractions and activitieé to The following activities and attractions had low awareness and high appeal, there is an opport@lnity to

i have high awareness and high appeal. In order of

 likelihood, they are more likely to do this activity or

attraction on their next visit:

A Restaurants/pubs serving local produce,
particularly seafood
Bakeries
Cafes with good barista made coffee
Innes National Park

To o To To Io

Crabbing

Historical sites e.g. Moonta Mines, Lighthouse

: increase awareness, potentially moving them to a high awareness/high appeal quadrant:

Markets

Modern Australia breakfast/ brunch
Food and wine events

Cellar Doors

Chocolaterie

Craft shops

Cultural Festivals

Walk the Yorke / other walking trails
Selfguided tours

Antique stores

Breweries

Honey tasting

Art galleries

Museums

Distilleries

Fashion and gift shopping

Aquatic activity hire (e.g. paddle board, scuba diving tanks, snorkels, kayaks etc.)
A Indigenous culture tours

A Aqua Farm tours (Oyster/shell fish)
A Hosted day trip tours

A Farm stays

To T Do o To Do o Do Do Io Do Do o Do P Do Do

12 How aware are you that you can do the following attractions or activities in the Yorke Peninsula? (n=85)

13.Thinking about the Yorke Peninsula, how appealing or unappealing are the following attractions or activities to you? (n=85)

40

14. Thinking about yourext tripto the Yorke Peninsula, how likely or unlikely are you to do the following attractions or activities? (n=85)



VISITING FRIENDS OR RELATIVES , czcs0r tan

COST AND DISTANCE

Fishing charters —\
High spend,
Short distance

Restaurants/pubs serving local
produce, particularly seafood

Farm stays

\ Hosted day trip tours

./E@e for a day tours including oyster :

shucking

Fashion and gift shopping Foodand :
_\ \ wine i

Cellar Doors —. events

Kitesurfing/Surfing lessons ~ —*¢

SHORT DISTANCE Antique stores
Modern Australia ‘ Golf courses
breakfast/brunch
Aquatic activity ‘ Breweries
hire (e.g. paddle \
board, scuba Distilleries ~) Indigenous culture tours
diving tanks, \

snorkels, kayaks Markets
etc.)
Craft shops .\

Aqua Farm tours (Oyster/shell fish)
Chocolaterie —.

Honey tasting

Cafes with good barista made coffee .
Art galleries —

Crabbing/.

Low spend,
Short distance

Bakeries

~— Self-guided tours

—— Museums

Walk the Yorke / ather walking trails .

LOW SPEND

RESEARCH. STRATEGY. SOLUTIONS.

High spend,
Long distance

LONG DISTANCE

.— Cultural Festivals

Innes National Park

o

Historical sites e.g. Moonta Mines,
Lighthouse

Low spend,
Long distance

AThe larger the size of the bubble, the more likely respondents will participate in activity or attraction a1
A Colour has no relevance in this instance



VISITING FRIENDS OR RELATIVES . :sresor man

COST AND DISTANCE

: High spend, long distance A
The Visiting Friends or Relatives segment indicated there was nothing they spendA
: high on or travel long distances for in the Yorke Peninsula region. A
: High spend, short distance A

This group are more likely to spend more but would only travel a short distance fo
: the following attractions and activities. In order of likelihood, VFR are more likely t%\
: do this activity or attraction on their next trip:

A Restaurants/pubs serving local produce, particularly seafood
Food and wine events

Cellar Doors

Fashion and gift shopping

Deckie for a day tours including oyster shucking

Hosted day trip tours

Farm stays

Fishing charters

o Do Do Do Do Do o
o Do Do Do Do Do Do Do

: Low spend, short distance

These visitors would travel short distances and expect their spend to be low for

RESEARCH. STRATEGY. SOLUTIONS.

Walk the Yorke / other walking trails
Selfguided tours

Antique stores

Breweries

Honey tasting

Art galleries

Crabbing

Museums

Distilleries

Aquatic activity hire (e.g. paddle board, scuba diving tanks, snorkels, kay:zaks
etc.)

Indigenous culture tours

Aqua Farm tours (Oyster/shell fish)
Golf courses

Kitesurfing/Surfing lessons

Low spend, long distance

: the following attractions and activities:

: A Bakeries
: A Cafes with good barista made coffee A
i A Markets A
A "Modern Australia breakfast/ brunch" A
A Chocolaterie
A Craft shops

Vising Friends or Relatives would travel further distances for the following
attractions and activities but indicated their spend would be low:

Innes National Park
Historical sites e.g. Moonta Mines, Lighthouse
Cultural Festivals

15. How far would you drive (omeay) from where you are staying to do attractions or activities you find appealing in thé>¥oifksula? (n=85)
16. How much would you spend for the following activities in the Yorke Peninsula? (n=85)
14. Thinking about yourext tripto the Yorke Peninsula, how likely or unlikely are you to do the following attractions or activities? (n=85)

42



VISITING FRIENDS OR RELATIVES MCGREGOR TAN
COST AND DISTANCE x APPEAL

Attractions and activities with the highest appeal were extrapolated and replotted.
High spend, long distance

Visiting Friends or Relatives indicated there was nothing they spend high on or travel long distances
for in the Yorke Peninsula region.

High spend, short distance
Fishing charters

The following attractions and activities were appealing, within a short distance, however, i HIGH SPEND
this group was were more likely to spend more: Restaurants/pubs serving loca

Restaurants/pubs serving local produce, particularly seafood High spend, produce, particularly seafood High spend,
Food and wine events Short distance; ., Long distance
Cellar Doors i

Fashion and gift shopping ®

Hosted day trip tours ) i ) Foodand |
Farm stays Festionand et shopping wing everts |
F|Sh|ng CharterS Cellar Doors :

Hosted day trip tours

Too J5o0 J5o J>o Too oo o

LONG DISTANCE

Low spend, short distance Aauatic aciviy
ORT DISTANCE

These visitors indicated the following were appealing within short distances an g - gli'® (6.8 paddie
. odern Australia oard, scuba
would expect their spend to be low: breakfast/ brunch ’3
snorkels, kayaks M08

iving tanks, :
Bake”es etc.) Breweries .
Cafes with good barista made coffee el G neigonousaitretouts | e Cultural Festivals
Markets {

Modern Australia breakfast/ brunch o Markets

Chocolaterie Craft shops i

Craft Shops Aqua Farm tours (Oyster/shell fish) Innes National Park
Walk the Yorke / other walking trails ’ i

Selfgl.“ded tOUrS Chocolaterie

Antique stores
Breweries
Honey tasting
Art galleries
Crabbing
Museums Museums
Distilleries _ ’

Aquatic activity hire (e.g. paddle board, scuba diving tanks, snorkels, kayaks etc.) ~ “**"™
Indigenous culture tours

Aqua Farm tours (Oyster/shell fish)

Antique stores

Bakeries

Honey tasting :
Cafes with good barista made coffee 0 Historical sites e.g. Moonta Mines,

. Lighthouse
Artgalleries Self-guided tours

Walk the Yorke / other walking trails

To J50 350 J>o oo J0 T30 J5o Joo oo Jo J5o J5o Joo Too Jo Joo J>o

Low spend, long distance LOW SPEND
The following nature/cultural experiences were appealing to the VFR segment who would Eravel
further distances but again indicated their spend would be low: OW'Sp

A Innes National Park
A Historical sites e.g. Moonta Mines, Lighthouse
A Cultural Festivals

end, Low spend,
Short distance Long distance

AThe larger the size of the bubble, the more likely respondents will participate in activity or attraction 43
A Colour has no relevance in this instance



VISITING FRIENDS OR RELATIVES wccrecor ran

RESEARCH. STRATEGY. SOLUTIONS.

COST, DISTANCE x APPEAL x LIKELIHOOD OF VISITIN

Attractions and activities with the highest appeal and most likelihood of being
visited were extrapolated and replotted.

High spend, long distance

Visiting Friends or Relatives indicated there was nothing they spend high on or travel
long distances for in the Yorke Peninsula region.

High spend, short distance High spend,

Provided they are within a short distance of their accommodation, food, alcohol and Short distance
markets were what this group found both appealing and likely to be participated in
on their next visit with an indication they would spend more on these activities:

A Restaurants/pubs serving local produce, particularly seafood
A Food and wine events
A cCellar Doors

Restaurants/pubs serving local
produce, particularly seafood

Food and
wine events :

Cellar Doors

High spend,
Long distance

LONG DISTANCE

Low spend, short distance SHORT DISTANCE

Modern Australia
breakfast/ brunch

These visitors indicated the following were appealing and likely to be participated in
on their next visit, however they would need to be close to their accommodation
and they would not spend much:

Bakeries

Cafes with good barista made coffee

Markets

Modern Australia breakfast/ brunch

Chocolaterie Bakeries
Craft shops

Walk the Yorke / other walking trails
Selfguided tours

Antique stores

Breweries

To Jo Po Do o Io Do Do o Do

Low spend, long distance

The following nature/cultural experiences were appealing and likely to be visited by
the VRF segmemin their next visit. They would travel further distances but again
indicated their spend would be low:

A Innes National Park
A Historical sites e.g. Moonta Mines, Lighthouse
A Cultural Festivals

Low spend,
Short distance

Cafes with good barista made coffee

Antigue stores

Breweries

Markets

Craft shops

Chocolaterie

Self-guided tours

Walk the Yorke / other walking trails

LOW SPEND :

e Cultural Festivals

Innes National Park

Historical sites e.g. Moonta Mines,
Lighthouse

Low spend,
Long distance

AThe larger the size of the bubble, the more likely respondents will participate in activity or attraction a4
A Colour has no relevance in this instance
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IAVERAGE SPEND ACROSS SEGMENT

While the Private Accommodation segment has an
average stay of 3.3 nights, they have the highest
spend of all segments.

Private Accommodation segment ($210) is more
likely to have a higher average spend per night. They
are also more likely (53%) to spend more than $500
per trip.

Shack Owners ($73) segment is more likely to have
the lowest average spend per night.

VFR segment is more likely (32%) to spend less than
$100 per trip.

Average People

)

HOn

L)

nor

Average Children

Average Adults

R TAN
GY. SOLUTIONS.
5.9
Average Length of Stay
43
33
I ]
$571
Average Spend Per Trip
$311 $328
Average Spent Per Night
$210
$117

.

Shack Owners  Private Accommodation Caravan/Campers

n

a5 &

0
= ="

VER

()

6. How many nights did you spend during your last trip to the Yorke Peninsula? BASE: All respondents (n=413)
8. Approximately how much did you spend in the Yorke Peninsula on your last trip, including accommodation, petrol XdiBis§Buall respondents (n=413)

9. How many people did this spend cover? BASE: All respondents (n=413)

46



IATTRACTIONS SPEND

Dining out/entertainment/bars, Supermarket/bottle shop and local produce are the top 3
categories in which all the segments spent their money on during their last trip to the Yorke
Peninsula.

Private Accommodation segment is more likely to have spent money on dining out/
entertainment/bars (87%) and tours (7%) compared to other segments.

Caravan/Campers segment is more likely to have spent money on Attractions/Historical
sites/National Parks (43%), compared to the VFR segment (15%) and Shack Owners (14%).

Attractions Spend

Dining out / entertainment / bars 80%

Supermarket/bottle shop 78%

Local produce 47%

Retail 35%

Attractions/Historical sites/

0,
National parks 28%

Op Shops 22%

Art/Craft/Antique shops 16%

Events/Festivals/Markets 13%

Others 13%

Galleries/Museums 8%

Tours

.4%

Dining out/
Enteréaiinment/ Bars

74 % 76 74

4
'%%

Supermarket/

Bottleshop

83 84
% 3/8 % 74
b %

Local Produce

0,
a99% % 47%

'6% I

Retail

44%
36% 34%

. =

Attractions /Historical

sites /National parks Op Shops
43%
32%
o 23% 2% 2104
14% 15% 17%
Art/Craft/ Antique Events /Festivals
shops IMarkets

19% 18% 14%

10%

9% 14% 14% 13%

Nimd

10. On which of the following did you spend money on your last trip to the Yorke Peninsula? BASE: All respondents (n=413)
4. Which of the following best describes your accommodation on your last visit to the Yorke Peninsula? BASE: All resptilents (n=

ﬁ Qm aia q@»

N 12 R @

Shack Owners. Private Accommodation
n 15

Caravan/Campers VFR

F

=

L o)




IFACTORS THAT PREVENTED SPEN

Shack Owners are more likely tan other segments to not leave the beach/shack as they had

everything they needed (94%).

| didn't want to spend more
money than | had to

Three in four respondents indicated they did not want to spend more money they had to (76%) ar =
budgets constraints (76%) as reasons that prevented them from spending more money.

80%
74%
66%

Budget constraints is a top factor that prevented spend in Caravan/Campers (76%) and VFR (73%).

Factors that Prevented Spend

1 didn’t want to spend more money than | had to 76%

Budget constraints 76%

I didn’t usually leave the beach/shack
as | had everything | needed

68%

Not enough time to do what | wanted 63%

REGOR TAN

RCH. STRATEGY. SOLUTIONS.

Budget constraints

79% 77% 76%

. :

I didn’t usually leave the
beach/shackas I had
everything | needed

94%
63% 66%
: l

Not enough time to do what |
wanted

80%
69%
61%
44% I

I didn’t know what events were on _ 51% I didn’t know what events I cooked what | caught at
were on home
73% 7%
Not enough good places to eat out _ 41%
50% 4% 50%
30% 45% 42%
| didn’t know what there was to do _ 33%
Attractions were tired and old _ 30%
Attractions were often closed when | was there _ 25%
Not enough good places to | didn’t know what there was
eat out to do
What | liked to do was too far from where | stayed _ 21%
) ) o 73%
Lack of family-friendly activities _ 15%
45% 50%
Others - 10% 33% -
2% 299 25%
11. What, if anything, prevented you from spending more money on your last trip to the Yorke Peninsula? BASE: All r@spétiglents ShackQwners  Private Accommedation  Caravan/Campers VFR
4. Which of the following best describes your accommodation on your last visit to thePéoikeul@ BASE: All respondents (n=413) oA W

n 1=

IR ()




LIKELIHOOD TO SPEND MONEY ON
NEW ACTIVITIES

CGREGOR TAN

RESEARCH. STRATEGY. SOLUTIONS.

Almost three in five (59%) respondents are likely to be encouraged by new activities or attractions to spend more neo¥belgen th

Peninsula.
Extremely Somewhat Extremely Mean
unlikely unlikely likely s Commentaty
Shack Owners
Y Total Likely: 62% Total Unlikely: 12%
26% 43% 3.6 Shais Yoo
More than 3 in 5 (62%) respondents in Shack Owners segment are likely
spend money on new activities.
.  Private Accommodation
18
29% 43% 36 Total Likely: 60% Total Unlikely: 12%
3in 5 (60%) respondents in Private Accommodation segment are likely to
spend money on new activities.
Fﬁ Caravan/Campers
- 29% A3% 3 ; Total Likely: 54% Total Unlikely: 18%

) While over half (54%) are likely, including 11% extremely likely, almost 1 i
respondents (18%) in this segment are unlikely to spend money on new
activities.

cot\
@ vrr
o) o)
25% 47% 3.6 Total Likely: 61% Total Unlikely: 14%
While 3 in five (61%) indicate they are likely, the majority (47%) of respon
in this segment are only somewhat likely to spend money on new activitie:
17. To what extent would new activities or attractions encourage you to spend more money in the Yorke Peninsula? Bg@tentt (@=413) RATING LEVEL: Extremely High: 4.5 and above High:4.0

4. Which of the following best describes your accommodation on your last visit to the Yorke Peninsula? BASE: All resgd®)ents

Moderate: 3.5¢ 3.9 Mixed: 2.5 3.4 Low: 2.4 and below

49



POTENTIAL ATTRACTIONS THAT CQULD ...
ENCOURAGE MONEY SPEND

Extremely unlikel
unlikel

Local hotels, cafes, restaurants serving & promoting local
produce particularly seafood

Extremely likely
Mean Score

Respondents indicated mixed to moderate
levels of likelihood in terms of spending
more money on the potential attractions
tested.

17%

3.6

Calendar of events (festivals, markets etc.) 21% 43%

Local hotels/cafes that served and

~
co
B
w
[0}

. Series of self-drive trails with maps & itineraries across the
promOtEd local pl’OdUCE, partlcularly Yorke Peninsula, including family trails, food & wine trails, 18% 41% 3.6
seafood (72%) and calendar events (65%) history & culture trails
would encourage respondents most to
Spend more money. Major events (e.g. car rally, music festivals etc.) 19% 35% 3.3
Shack Owners are more likely than other
; . More pop-up shops — food trucks, pop-up cafes and bars etc. 23% 35% 3.2
segments to be encouraged into spending
more money on Pepp shops such as food
trucks and pogup cafes. A bigger water park - 23% 22% . 2.9
Catching & cooking crabs on the beach - 22% 24% . 2.8
Snorkelling/Kayak tours - 20% 27% . 2.8
Scuba diving tours (e.g. reefs, ship wreck) - 18% 22% I 25
18. To what extent would the following potential activities encourage you to spend more money in the Yorke PeninsulafeBp@ttets (n=413) RATING LEVEL: Extremely High: 4.5 and above High:4.0

Moderate: 3.5¢ 3.9 Mixed: 2.5 3.4 Low: 2.4 and below 50



ATTRACTIONS MOST LIKELY TO SPEND
MONEY ON

R TAN

RESEARCH. STRATEGY. SOLUTIONS.

Respondents across all segments are more likely to spend money on Local hotels, cafes that served and promoted |doalifmdyl, pa
seafood (32%), and Series of skife trails with maps & itineraries (20%).

Most likely to spend money on . .
Y P Y Local hotels, cafes, Series of seldrive Cale_ndar of events
restaurants serving & trails with maps & (festivals, markets
Local hotels, cafes, restaurants serving & promoting local _ promoting local itineraries across the etc.)
produce particularly seafood produce particularly YP
Series of self-drive trails with maps & itineraries across siafOOd 0
the Yorke Peninsula, including family trails, food & wine 20% 0 6% o 32% 0 26% 21%
e X 26% 26% 19% 18% 14%
trails, history & culture trails - . °10% 99 11%
Calendar of events (festivals, markets etc.) - 10% -
Major events (e.g. car rally, music festivals etc.) - 9% Major events . A bigger water park More popup shops;
(e.g. car rally, music food trucks, popup
festivals etc.) cafes and bars etc.
A bigger water park - 9%
M h food truck f db 15%
ore pop-up shops — food trucks, pop-up cafes and bars . 14%
etc. - 6% 7% 5o, 2V 5% S% 7% 7% 50 6% 6%
Catching & cooking crabs on the beach - 4%
Snorkelling/Kayak tours - 4% Catching & cooking None Snorkelling/Kayak
crabs on the beach tours
Scuba diving tours (e.g. reefs, ship wreck) I 2%
0
sye 6% 300 5% 0% 596 4% 10, 5% 4% 4% 4%
None of these - % — Bl e ——
() aiia  qgp ) aia  q9p Q aiia gy
N =@ A =@ N 2w @
19. Which of the following are you most likely to spend money on in the Yorke Peninsula? BASE: All respondents (n=413) ShackOwners  Private Accommedstion  Caravan/Campers VFR

51
'° rF ({ 1]
n 1= 3~ i
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SOURCE OF COMMUNICAZION . .cor tan
CURRENT VS, PREFERRED

The Caravan/Campers segment is more likely to indicate Visitor
guides/maps/brochures and Visitor Centres in the Yorke Peninsula as

The Caravan/Campers segment is more likely

to have used Visitor Centres in the Yorke their preferred sources of communication regarding attractions in the
Peninsula to find out about attractions, while region.
the VFR segment is more likely to have relied Private Accommodation segment is more likely to rely on SA Tourism

on Recommendations from friends/family. website and Recommendations from friend/family as preferred sources

of communication.

 Positive difference 13 Negative difference w Current Communication Source W Preferred Communication Source

+6
PP +14pp

+21pp

+20pp

+14pp

NA
Recommendations Fram my own Word of mouth Visitor guides/ Google Visitor Centres Signage SA Tourism Community www.yorkepeninsula.  Facebook/Instagram Local newspaper Council website Direct email Others None
from friends/family experience of from locals maps/brachures in the Yorke Peninsula website Notice boards com.au/ updates from the

+3pp

+3pp

+9pp
+4pp
. NA Hﬂ 5 “ -----

what there is to do Yorke Peninsula

Tourism

20. When you last visited the Yorke Peninsula, how did you find out what there is to see and do? BASE: All respondents (n=413
21. Thinking about your next holiday to the Yorke Peninsula, how would you like to find out what there is to see anhde,yauvpreferred source of communication? BASE: All respondents (n=413) 53



SOURCE OF COMMUNICACTCION . ..o i
PREFERRED COMPARISON

Th

D

top preferred channels of communication for each group were:
Visitor guides/maps/brochures (36%, overall preferred 43%) and Facebook/Instagram (36%, overall preferred 32%),

-3

'T-.
5]

SA Tourism website (45%, overall preferred 39%),

F'R Visitor guides/maps/brochures (59%, overall preferred 43%), and

@ Recommendations from friends/family (58%, overall preferréd)45

489 visitors to the 2019 Caravan &amping Show were asked a very short Yorke Getaway survey including a question about their preferred
communications channels. This group indicated they preferred to be communicated by via email (60%).

Preferred Source of Communication

B Yorke Getaway 2019 Caravan & Camping Show Visitors B VFR Caravan/Campers M Private Accommodation B Shack Owners B PREFERRED NET
60%
58% 59% 53%
45% 45% 45%
43%3% 41% n )
39% 39% 36% 40%
35% 35 36%
34%
33% o 39 34% 33%
28% E] ¥4 ngéﬁ%z?% L% 4%,
23% 39, 24%
20%
7% 17%87% 19%
15%15%149f 14%  14%
12%
% g
5% 39’
1% 1% 1% 1% 2%2% 3%
- - . =il
s a @ e 3 @ w @ —_ . o [

5 Z £, % ® 52 & - 2 5 & E i g g < & :

= £, £32 2 8 g g D 5 & %5 3 S = g 8 z

6 E 72 = s 5 2 I g @ 28 o = g :

== @ 5 = ¢ E °E k= £ . e G m 2

=Ry 235 s & a eyl > i a5 3 = S| =

c 5 @ 2 O w 5 Q v [s] £ b = o k=3 3

g5 5= 5% 2 = g g = 2 = o p 8

£ 8 e < g g & 5 2

S = > w = e £ ]

& = g% £ =

= ]

20. When you last visited the Yorke Peninsula, how did you find out what there is to see and do? BASE: All respondents (n=413 ShackQwners  Private Accommedation  Caravan/Campers VFR
21. Thinking about your next holiday to the Yorke Peninsula, how would you like to find out what there is to see arhtie,yawvpreferred ﬁ o, -~ ey
source of communication? BASE: All respondents (n=413) =2 I @



SHACK OWNERS: MCGREGOR TAN
COMMUNICATIQNCURRENT VS, PREFERRED ™" "

Shack owners (64%), of all segments, have the highest current incidence of finding out what they can see and do bgxitezie oo

They have the second highest current incidence of finding out what to do by recommendations from friends and familyw®&%). Ho
they have a significantly lower value of respondents that would like to find out what to see and do by recommendatiaesadrandf
family (34%).

The two preferred method of finding out what to see and do for these respondents are Facebook/Instagra#22pp)Jisitors
guides/ maps/ brochures (36%4,0pp).

0 Positive difference 13 Negative difference » Current Communication Source W Preferred Communication Source
+10pp +22pp
+14pp
+12pp
+19pp
+7pp +14pp
+5pp
+7pp
+7pp
2pp
Recommendations From my own Word of mouth Visitor guides/ Google Visitor Centres Signage SA Tourism Community www.yorkepeninsula. Facebook/Instagram Local newspaper Council website None Others Direct email
from friends/family experience of from locals maps/brochures in the Yorke Peninsula website Notice boards com.au/ updates from the
what there is to do Yorke Peninsula
Tourism

20. When you last visited the Yorke Peninsula, how did you find out what there is to see and do? BASE: Shack Owners (n=58) 55

21. Thinking about your next holiday to the Yorke Peninsula, how would you like to find out what there is to see arhte,yauwpreferred source of communication? BASE: Shack Owners (n=58)



PRIVATE ACCOMMODATION MCGREGOR TAN
COMMUNICATIONCURRENT VS, PREFERRED ™ "™

The preferred method to find out what to see and do for private accommodation respondents is the SA Tourism website {{#5%) and
point has the largest difference between preferred and curré2dpp).

Visitor Centers in the Yorke Peninsula is one of the most preferred sources which has a large diffehepcbdtween preferred (43%)
and current (29%).

0 Positive difference 13 Negative difference » Current Communication Source W Preferred Communication Source
+24pp
+1pp +14pp
+7pp
+17pp
+12pp
+9pp
+2pp
1 -2pp
o A Er——
Recommendations From my own Word of mouth Visitor guides/ Google Visitor Centres Signage SA Tourism Community www.yorkepeninsula. Facebook/Instagram Local newspaper Council website Direct email Others None
from friends/family experience of from locals maps/brochures in the Yorke Peninsula website Notice boards com.au/ updates from the

what there is to do Yorke Peninsula

Tourism

20. When you last visited the Yorke Peninsula, how did you find out what there is to see and do? BASE: Private Accgmtglation
21. Thinking about your next holiday to the Yorke Peninsula, how would you like to find out what there is to see arhts,yaruwpreferred source of communication? BASE: Private Accommodation (n=188) o6



CARAVAN/CAMPERS MCGREGOR TAN
COMMUNICATIQNCURRENT VS, PREFERRED ™" "

The two preferred sources of communication for Caravan/Campers are visitor guides/ maps/ brochuré@p(h®ad visitocentresin
the Yorke Peninsula (58%4d,6pp).

This segment has the lowest percentage of respondents that indicated Facebook/Instagram as their current source ohidésinatio
however, this source represents the largest difference between current and preferred+2gf),.

8 Positive difference 12 Negative difference » Current Communication Source m Preferred Communication Source

+9
PP +16pp
+8pp
+16pp
+24pp
+3pp
+6pp
a. WA

Recommendations From my own Word of mouth Visitor guides/ Google Visitor Centres Signage SA Tourism Community www.yorkepeninsula. Facebook/Instagram Local newspaper Council website Direct email Others None
from friends/family experience of from locals maps/brochures in the Yorke Peninsula website Notice boards com.au/ updates from the

what there is to do Yorke Peninsula

Tourism

20. When you last visited the Yorke Peninsula, how did you find out what there is to see and do? BASE: Caravan/Campers(n=80)

21. Thinking about your next holiday to the Yorke Peninsula, how would you like to find out what there is to see arhte,yauwvpreferred source of communication? BASE: Caravan/Campers(n=80) o7



VISITING FRIENDS OR RELATIVES MCGREGOR TAN
COMMUNICATIONCURRENT VS, PREFERRED ™~

VFR has the highest percentage of respondents that identified their current source of information is the recommenddtiemdiom

and family (72%). However, the percentage of respondents of this segment that preferred this source of communicaficarilysigni
lower (58%$14pp).

This segments has the highest percentage of respondents that considered Facebook/Instagr&@dpp)Iheir preferred source of

information.
0 Positive difference 13 Negative difference » Current Communication Source W Preferred Communication Source
+24pp
+12pp
+13
PP +20pp
+13
PP +7pp +14pp
+5pp +11pp
+9pp
e ! v
Recommendations From my own Word of mouth Visitor guides/ Google Visitor Centres Signage SA Tourism Community www.yorkepeninsula. Facebook/Instagram Local newspaper Council website Direct email Others None
from friends/family experience of from locals maps/brochures in the Yorke Peninsula website Notice boards com.au/ updates from the

what there is to do Yorke Peninsula

Tourism

20. When you last visited the Yorke Peninsula, how did you find out what there is to see and do? BASE: VFR (n=85)
21. Thinking about your next holiday to the Yorke Peninsula, how would you like to find out what there is to see armadse,yawvpreferred source of communication? BASE: VFR (n=85) o8
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IYORKE PENINSJMSITOR PROFILE:2EES2RTEN

The majority of visitors (46%) are in the Private Accommodation segment.

MoreAthan one in fiAve resgondents (21%) are in the VFR segraeming them, more than half (53%) stay with friends or famity@vbd there in
0KS [ 2N)]S tSyAyadzZ > GKS NBYFAYAY3a nme adle Fd I FNASYRQa K2f AR

Almost one in five respondents (19%) are in the Caravan/Campers segmeong them, more than three in five (61%) take thein @aravan,
rest camp (39%).

149% of visitors are in the Shack Owners segment.
Visitor Profile

46% :' i

19% i 21%

14% i !
- A i i
IR | |

Shack Owners Private Accommodation Caravan/Campers 'ﬂii

1

1 1

61% 1 1

1 1

: 1

i 47% H

1 1

1 1

39% 1 1

1 1

1 1

1 1

1 1

1 1

1 1

1 1

1 1

1 1

: 1

1

: | stayed with | stayed at a friend’s 1

1 friends/family who live  holiday shack/holiday :

| took my own caravan | camped : there home (no cost) :
1

L e e e e e i

4. Which of the following best describes your accommodation on your last visit to the Yorke Peninsula? BASE: All resptilents (n= Shack Owners  Private Accommodation  Caravan/Campers VFR

60
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I FREQUENCY OF VISIT MoSRESOR TR

More than once a month + Every 3 months

57%

Shack Owners (57%) are more likely to visit the Yorke
Peninsula more than once a month + every 3 months.

VFR (49%) are more likely to visit the region every 6

a,
months + every year. 7% 10% 1%

Every 6 months + Every year

Private Accommodation visitors (50%) and
Caravan/Campers (49%) are more likely to visit the region
every couple of years + less than every couple of years.

49%

43% 41%
o 31%
Frequency of Visit
More than once a month + - -

Q,
Every 3 months 17%

Every couple of years + less than every couple of years

Every 6 months + Every year 42% 50% 49%

35%

Every couple of years + Less

41% 12%
than every couple of years

(3 e @
=2 B «©
1. How often do you visit the Yorke Peninsula BASE: All respondents (n=413) ShackOwners  Private Accommodation  Caravan/Campers VFR

61

'] i o
n 1= [} &
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LIKELIHOOD OF VISITING THE
YORKE PENINSULNEXT 2 YEARS

MCGREGOR TAN

i Nine in ten (90%) of respondents indicated they are likely to visit the Yorke Peninsula in the next 2 years.

Extremely Extremely Mean
unlikely likely eI Cammentany

-

E% 7% 35%

9%

66% 29%

Shack Owners
Total Likely: 93% Total Unlikely: 3%

Nine in ten (90%) Shack Owners are extremely likely to visit the Yorke
Peninsula in the next two years.

Private Accommodation
Total Likely: 88% Total Unlikely: 4%

More than half (54%) of those in thevRte Accommodation segment are
extremely likely to visit the Yorke Peninsula in the next two years.

Caravan/Campers
Total Likely: 89% Total Unlikely: 3%

Almost nine in ten (89%) respondents in the Caravan/Campers segment ¢
likely to visit the Yorke Peninsula in the next two years (63% extremely lik

VFR
Total Likely: 92% Total Unlikely: 2%

More than nine in ten (92%) VFR respondents are likely to visit the Yorke
Peninsula in the next two years (62% extremely likely).

2.How likely are you to visit the Yorke Peninsula in the next 2 years? BASE: All respondents (n=413)

RATING LEVEL: Extremely High: 4.5 and above High:44.0

4. Which of the following best describes your accommodation on your last visit to the Yorke Peninsula? BASE: All resgd®)ents Moderate: 3.5 3.9 Mixed: 2.5, 3.4 Low: 2.4 and below 62



