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1 Glossary 
Word or phrase Explanation 

Brand A uniform approach to delivering marketing messages in the form of logo, imagery, 
taglines, copy & product 

Business market Tourists visiting to either: attend meetings, incentives, conferences, conventions, 
exhibitions and trade fairs; general business; training and research related to 
employment; work travel for transport crews 

Competitive advantage Points of difference used to communicate the benefits of a specific destination 

Conversion rate Number of enquiries which are turned into actualised bookings 

Leisure market People traveling for the prime purpose of enjoyment, leisure and recreation 

Market segment A sub-set of a total market or audience 

Multiplier Formula used to calculate economic benefit 

Return on investment (RoI) The benefit of an initiative, after taking into account costs to create and deliver the 
initiative 

Segmentation Breaking down a group of elements to form smaller groups that each have common 
elements 

Son et lumiere Sound and light show 

Target market Selected sector of market displaying pre-identified common traits 

Tourism product The tourism activity or experience that a tourist participates in 

Volunteerism People who travel for the primary purpose of volunteer work but who also participate 
in tourism activities 

Acronym Meaning 

Admin Administration 

AIME Asia-Pacific Incentive Meetings Expo 

B&B Bed and Breakfast 

CBD Central Business District 

CRM Customer Relationship Management system 

eg for example 

i.e. that is 

MICE Meeting Incentives Conventions and Exhibitions 

LGA Local Government Area 

LTA Local Tourist Association 

NCC The City of Newcastle 

NJC Newcastle Jockey Club 

NSW New South Wales 

NTIG Newcastle Tourism Industry Group 

NVCB Newcastle Visitor and Convention Bureau  

PR Public Relations 

RFP Request for Proposal 

Rol Return on Investment 

SWOT Strengths Weaknesses Opportunities and Threats 

TEDS Tourism and Economic Development Services 

TNSW Tourism New South Wales 

VIC Visitor Information Centre 

VFR Visiting Friends and Relatives 
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2 Executive Summary 

This Plan seeks to add value to the significant work already done by the community and businesses 
in creating, delivering and marketing experiences of Newcastle. The Plan creates catalysts for change 
across four strategic areas that will increase the competitive advantages of Newcastle; visitation to 
and within Newcastle; and subsequent investment and employment from tourism.  

1. Marketing strategies Key supporting actions 

Test interest and create a whole of Newcastle 
brand 

Working pilot brand based on energy and sub-brands of city beach energy, 
competitive energy, cultural energy, sustainable energy 

Consultation to determine a final Newcastle brand, creative brand essence and 
updated collateral 

Introduce a market segmentation system Monitoring system, education program 

Stimulus campaigns Partnership marketing campaigns (Festivals, Airport, Cruise Hunter), local resident 
campaign, business market campaigns, detailed tourist demand chart 

Update visitor information services Alternative face to face Level 3 VIC at Maritime Centre, Information Kiosks across 
city, improved information signage, improved City Guides Program 

2. Leisure market event strategies Key supporting actions 

Festival program of events based on brand Changes to event timing to group like events together into Festival periods and 
where possible, back to back offerings, anchor events for each Festival 

Co-promote  events with supporting tourism 
product 

Identify and promote experiences that fit alongside certain events could increase 
length of stay and spend in Newcastle, identify events in Newcastle or 
neighbouring areas that could be run across local government areas 

Capacity building in event sector Establish a Major Events Group, create industry calendar of events, create 
networking opportunities for event coordinators, identify infrastructure 
improvements for sporting groups to increase event capacity 

Realign Council’s TEDS service unit to focus on 
stimulus role 

Implement restructure of TEDS, Civic & Ceremonial event manual, progressively 
transfer resources towards high RoI leisure market events 

Introduce regular market research, monitoring 
and evaluation 

Base questionnaire for events, identify multipliers for Newcastle events, base 
evaluation report structure 

3. Leisure market other product strategies Key supporting actions 

Product reinvigoration and development to 
support brand 

New product development positions in TEDS, incentives to assist operators 
reinvigorate, pilot test new ideas 

Sustainable accommodation development Reduce unapproved accommodation, identify product gaps, enhance Stockton 
Beach Tourist Park, new product through Coastal Revitalisation Strategy, 
incentives in Hunter Street to develop more short stay accommodation 

Increased transport capacity Assist Newcastle Airport, Cruise Hunter and City Rail growth strategies 

Shift from government to industry led tourism 
group 

Assist establish Newcastle Tourism Industry Group, close down Newcastle 
Tourism membership program 

Secure investment Seek external funding for special interest tourism development, training programs 

4. Business tourism strategies Key supporting actions 

LGA product focus for product improvement Cease NVCB membership, develop criteria for partnering with local operators 

Realign conference and convention product Support operators reinvigorating product to brand alignment, scope potential sites 
for a convention and exhibition centre, night illumination walk with City Centre 

Shift from short leads to market development Switch to local venue focus, restructure TEDS conventions position description to 
grow longer term association business 
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The main source of human and financial resources to support Council’s major role in this Plan are the 
resources that will be released with the updating of tourism information services to contemporary 
approaches. As a significant shift in service provision, this reform requires Council approval. 

The common theme throughout this document is to create tourism events and products that deliver on 
brand to ensure a stronger proposition and recognition in the marketplace. The Plan proposes to 
develop a whole of Newcastle brand that can be applied to help stimulate the whole of the Newcastle 
economy. This brand would present more than destinational physical attributes such as beaches and 
harbour, and capture some dynamic elements, such as local community culture and lifestyle.  

 

 

The Plan provides an example of a whole of Newcastle brand.  The brand has gone being based on 
beyond destinational physical character. The Plan identifies that Energy is a fit across the local 
community, including many industry sectors, and could be built into the current competitive 
advantages of Newcastle in Leisure and Business Tourism. The above figure illustrates sub-brands 
for an energy brand. 

The Plan has been prepared to operate over the 2010/2011 to 2011/2012 financial years. 
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3 Introduction 

3.1 Purpose of this Plan 

The purpose of this plan is to focus the further development of tourism in Newcastle to 
maximise its economic impact for industry and the broader community. The underlying reform 
throughout the Plan is to re-align supply with demand through: 

�  Establishing a brand for Newcastle that provides direction for the types of experiences 
that should be reinvigorated or developed to strengthen the natural competitive 
advantages of the city as a destination. 

�  Providing tools that help stakeholders to understand the opportunities for tourism growth, 
such as calendars showing when stimulus is needed, and a market segmentation system 
and target markets around which to focus product development and promotion. 

�  Shifting the timing of tourist generating events and marketing campaigns to when the 
airport, accommodation, tours and attractions most need it. 

The Plan has been prepared by the City of Newcastle's Tourism and Economic Development 
unit, for implementation by the unit and a wide range of stakeholders. Many actions involve 
multiple stakeholders working together. Actions involving the NCC TEDS Unit have been 
costed into the 2010/2011 Budget. 

The Plan has been prepared for a two year period, starting September 2010 and finishing 
August 2012. 

3.2 Consultation process 

The core audience for this Plan is the City of Newcastle and the local tourism industry, made 
up of sectors such as Tourism Hunter, Events NSW, Newcastle Airport, Cruise Hunter and 
accommodation, conference, function, attraction and tour operators, event coordinators and 
the café and restaurant trade. 

The consultation process is outlined in Table 3.1.   

Table 3.1  Consultation process for Tourism Develop ment Plan 

Timing Plan Status Consultation utilised 

Mid April – Early 
May 

Working Draft 50 x 1:1 or small group consultations across key stakeholder groups 

Early – Mid May Revised Working Draft 3 x workshops with Newcastle Tourism members and Event Stakeholders 

Additional feedback via email and further 1:1 consultations 

Copy of Draft Plan to Councillors 

April 29 First Full Draft Economic Development and Revitalisation sub-committee review 

May 13 First Full Draft Memo and First Full Draft Plan sent to Councillors 

Letters from stakeholders received and feedback incorporated into a revised Draft 

May 24 Second Full Draft Briefing of Draft Plan to NSW Minister for Tourism / Minister for Hunter 

May 26 Second Full Draft Second Full Draft and Memo sent to Councillors inviting them to Community 
Information Session 

May 27 Third Full Draft Feedback from Economic Development and Revitalisation sub-committee 
received and incorporated into a revised Draft 

June 3 Fourth Draft Information Briefing to Council and invited members of public through 
advertisement, revised Draft containing volunteer coverage of visitor information 
services 

June 15 Fifth Draft Report to Council 

June 21 Fifth Draft Exhibition of Plan for 28 days ending July 19, revisions to Plan to reflect feedback 

August 3 Sixth Draft Workshop with Councillors to outline exhibition feedback and proposed revisions 
to Plan as represented in the Sixth Draft, and seek any final revisions 

September 7 Final Draft Council endorsed the Tourism Development Plan 

Musical Energy 
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4 Marketing Tourism  

4.1 Introduction to marketing strategies 

Five strategies are proposed to reform the marketing of Newcastle to leisure and business 
markets: 

1. Build a brand for Newcastle and position tourism promotion within it, using competitive 
advantages 

2. Using segmentation, identify target markets from which to direct product development 
and promotion 

3. Restructure leisure promotion campaigns to stimulate known low periods and package 
complementary product 

4. Restructure NVCB marketing to divert more resources into a suite of business promotion 
campaigns 

5. Update Council’s approach to visitor information, sales and bookings. 

4.2 Build a Newcastle brand and position tourism promotion within it 

This strategy seeks to build a brand for Newcastle, and position tourism promotion within it, 
using competitive advantages. The following provides an explanation of current brand 
initiatives, market perceptions of the current tourism brand and emerging ideas for a 
Newcastle brand covering all sectors. 

4.2.1 Regional versus Newcast le specif ic  brand 

The Newcastle Tourism industry has for a long time had mixed opinions about 
whether Newcastle should be branded as part of the Hunter, on its own as a city or 
on its own in various applications, including tourism. 

The Region is branded as The Hunter1, and this brand has strong market awareness 
across tourism, wine and various industry sectors.  

Since 2000 Newcastle has participated in regional umbrella branding and promotions 
through Tourism Hunter. The current proposition is….. 

 The Hunter…so much, so close 

The brand is based on close proximity to a diversity of offerings, and Newcastle has 
used it to build the notion that people should stay in Newcastle and get all they want 
through visiting neighbouring localities.  

Newcastle has also used the position as ‘Capital of the Hunter’ in the past.  

4.2.2 Current  Newcast le  tour ism brand 

From Table 4.1 there are three strong conclusions about the current Newcastle brand 
perception2: 

1. The large majority of Australians are unaware of a Newcastle brand, and there is 
virtually no international awareness. 

                                                      

1 In Tourism terms, the Hunter Region covers the product zones of Lake Macquarie, Hunter Valley, Upper Hunter Country, Barrington 
Tops and Newcastle.  

2 In late 2008 Newcastle and Lake Macquarie City Councils commissioned market research that sampled 200 leisure and business 
Tourism travellers residing in NSW. The study sampled 74% from Sydney and 26% from regional NSW.  
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2. Of the minority that have some brand awareness, most have negative and/or 
outdated perceptions. 

3. The smaller minority that have positive brand awareness are too small to build a 
campaign on. 

Table 4.1 Perceptions of Newcastle Brand from the l eisure and business markets 

Current Newcastle leisure tourism brand Current Newcastle business tourism brand 

Tourism Newcastle has positioned Newcastle as a vibrant 
cosmopolitan city perched between a working harbour and 
beautiful beaches 

The current tagline is: 

Newcastle – Beach days, Harbour sights, City nights 

NCVB marketing has been positioning Newcastle with strengths that the 
Business Tourism market expects, rather than gets excited about. 
Positioning has been based around: accessibility by air, rail and road; a 
range of accommodation and price points; a range of supporting 
experiences within an hour’s drive; and experienced local conference 
destination managers 

There is a sound positioning statement from the previous 
tourism plan that fully describes the brand 

However, promotional collateral is a little outdated and some 
is lost among other imagery 

There is no positioning statement and promotional images have not 
adequately captured a competitive advantage  

Much of the marketing has also been promoting lead referrals and 
conference assistance 

Leisure market awareness Business market awareness 

Newcastle has very, very low brand awareness as a 
destination (61% could recall a Sydney holiday, 33% could 
recall a Hunter Valley holiday and just 7% could recall a 
Newcastle holiday or even thinking of the idea) 

Modest brand awareness as a conference destination, but starting to 
diminish in the face of competitors' product improvements 

For some, Newcastle is a hub to visit surrounding areas such 
as the Hunter Valley and Port Stephens 

For some, Newcastle is a hub to visit surrounding areas such as the 
Hunter Valley and Port Stephens 

40% see Newcastle as dead and boring (particularly the CBD 
around Hunter Street) 

40% say it lacks engaging experiences that are consistently 
available 

The dominant perceptions are that Newcastle as a conference 
destination is  

-  bland, not particularly interesting or sexy 

-  Functional/operational 

For those having a perception of Newcastle as its own 
destination, their brand perception is of a confused and 
inconsistent location: 

-  They don’t understand why some areas are in amazingly 
positive transition and neighbouring ones are in sad 
decay 

-  They are disappointed by the differential between the 
vibrancy of some special event periods and the lack of 
immersive Novocastrian experiences outside of these 
times 

Those having a positive perception of Newcastle as a conference 
destination see it as  

-  Accessible from the east coast capital cities 

-  An experienced conference destination with proven credentials 

-  Having accessible surf beaches 

 

4.2.3 Percept ions of  Newcast le  and neighbour ing area brands 

The 2008 leisure market research study referred to earlier identified that as mature 
and well developed holiday destinations, Port Stephens, Central Coast and Hunter 
Valley all have stronger holiday associations than Newcastle (or Lake Macquarie). 
Table 4.2 presents how each neighbouring region’s brand is perceived. 
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Table 4.2 Comparing Newcastle with neighbouring des tinational brand perceptions (2008 market research)  

Newcastle destinational brand perceptions Neighbouring destinational brand perceptions 

Confusing – some really nice bits and some 
really ugly bits 

·  Friendly people by day, be careful late 
at night 

·  Nice beaches and heritage buildings 

·  Insufficient distinctive experiences 

·  Boring verging on ugly CBD and 
Hunter Street 

A city in transition:  

·  great restaurants, bars and nightlife  

·  rejuvenated harbour and wharf 

·  revitalised art and culture 

·  good shopping – especially markets 

 

Hunter Valley 

·  Pampering holiday of wine tasting, fine dining, golf, resorts 
and spas 

·  Less about family, more about couples 

·  Fewer outdoor activities than neighbouring destinations 

Port Stephens 

·  Outdoors – water sports, family friendly 

·  Similar to Lake Macquarie 

·  Bordering on outside a short break 

Lake Macquarie 

·  Nature based holiday (swimming, fishing, boating and 
cruising) 

·  Casual and relaxing 

·  Family friendly and accessible 

Central Coast 

·  Similar activities to Lake Macquarie (fishing, diving 
beaches) 

·  Too built up, busy and crowded 

·  Becoming too expensive 

From the perspective of the business tourism market, Newcastle has three 
fundamental destination competitors: 

1. Sydney CBD, competing for our Sydney market in the corporate sector and 
the national and state association sector 

2. Wollongong, competing for our Sydney and regional markets in the 
corporate, association and government sectors 

3. Gold Coast, competing for our state and national markets in the association 
and corporate sector. 

Whole of Newcastle brand 

A contemporary approach used at the national and city level (eg. Sydney and 
Melbourne) is to brand a destination for all sectors to adopt, not just tourism. This 
harnesses the natural diversity of the proposition, as well as a wider support base to 
promote and build awareness than any one sector could manage on its own. 

In a community workshop held in Newcastle in October 2009 by local think tank, 
The New Institute3, a panel of brand experts and an audience of 60 voted that the 
most appealing brand was (in order): 

1. The energy centre (25)4 

                                                      

3 Now known as The Newcastle Institute 
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2. Heart of the Hunter (12) 

3. Easy to get on with (11) 

Energy was strongly supported because: 

�  It acknowledged the dominant industry driving the region (coal and power 
supplied domestically and internationally through the Port) 

�  It could recognise Newcastle’s innovations in implementing sustainable energy  

�  Energy is a versatile element that can be widely recognised through a variety of 
business, industry and community applications, including competitive sport, 
events, arts and culture and the environment  

Applications of this energy as a concept across different industry sectors can be 
demonstrated in Table 4.3 below, which matches key elements of Newcastle’s 
tourism offering with the emerging brand elements surrounding energy; identifying 
competitive advantages.  

It is therefore recommended to explore a whole of Newcastle brand that considers 
energy, whilst capitalising on the proposed competitive advantages of Newcastle as 
a tourism destination.  

Table 4.3 Proposed brand elements (competitive adva ntages) to attract tourism markets to Newcastle 

Brand Element 
Leisure 
market 
support 

Business 
market 
support 

Supporting elements 

City Beach Energy  

 
�  �  City Beach experiences and events, supported by  

·  Adjacent accommodation overlooking the beach 

·  Beaches that are incredibly close to the city centre 
and restaurants 

Competitive Energy  �  �  
Competition-based Newcastle events, such as:  

·  Newcastle Knights/ Newcastle Jets 

·  Need for Speed  

·  ‘Show and Shine’ car rallies 

·  Other sporting events   

Cultural Energy  �  �  
Funky and Quirky Newcastle experiences, such as arts and 
theatre scene, supported by  

·  Art events such as This is Not Art and Livesites.  

·  Art gallery exhibitions  

·  Civic Theatre live performances (Inspirations) 

·  Independent theatre productions such as Tantrum, 
Young People’s Theatre and commercial hire 
performances at Civic Theatre and City Hall. 

Industrial and Cultural Heritage, supported by:  

·  The working harbour so close to open space, 
accommodation, restaurants and events 

                                                                                                                                                                                  

4 Potential taglines included “Energise yourself in Newcastle”, and “Newcastle – Energy to share” 
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Brand Element 
Leisure 
market 
support 

Business 
market 
support 

Supporting elements 

·  Streetscapes where people, commercial and 
industrial uses sit alongside each other 

·  Energy and friendliness of Novocastrians 

Venues that reveal Newcastle’s sense of place, supported by:  

·  Stories about heritage venues that reflect great 
character 

·  Meeting venues with a port view 

·  Meeting venues with a coastal view 

·  Event locations with industrial linkages  

Sustainable Energy   �  Newcastle as Green/Sustainable Champion, through  

·  NCC Smart Energy initiatives 

·  Sustainable energy development 

·  Improved use of coal 

·  Rehabilitation of natural areas 

·  Natural Assets, Wetlands and National Parks 

Solid growing economy with innovative industries  

·  The transformation of Honeysuckle 

·  Major investments underway 

·  Innovative club industry 

·  Sought after residential property market  

·  Leading medical research 

·  Local CSIRO breakthroughs 

·  Educational leadership 

Musical Energy  �   Vibrant music scene within Newcastle, coupled with a city 
nightlife experience, supported by  

·  Music events such as Fat as Butter 

·  Intimate and raw venues such as pubs and 
Lizottes, featuring new and emerging artists.  
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Table 4.4  Actions to build a Newcastle brand and p osition tourism promotion within it 

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Apply for State government funding to determine the 
merits of a whole of Newcastle brand, and develop 
the brand if warranted. 

The project should consider other relevant brand work 
undertaken for Newcastle, and should consult 
Newcastle’s major industry sectors and local 
community.  

Assuming a brand is determined, consultant to 
prepare a brand tag line and supporting collateral, 
conduct focus group research with target markets to 
test appeal of emerging brand proposition 

�   NCC TEDS (Business Stimulus and Marketing 
elements) 

Department of Industry and Investment  

Tourism Hunter  

Apply for State government funding and engage with 
appropriate Newcastle based industry sectors to 
deliver a Brand Newcastle campaign through 
integrated communication (media and PR)  

�   NCC TEDS (Business Stimulus and Marketing 
elements) 

Department of Industry and Investment  

Tourism Hunter  

Deliver brand proposition in the first instance via 
promotional campaigns for key festival and event 
periods, packaging with products that support 
competitive advantage as identified in table 3.3.  

�   NCC TEDS (Business Stimulus and Marketing 
elements) 

Apply for State government funding to conduct a 
photo shoot to capture the new Newcastle brand 

�   NCC TEDS (Business Stimulus and Marketing 
elements) 

Department of Industry and Investment  

Tourism Hunter  

Deliver brand to create a sense of place, including 
welcome banner signage.  

�   NCC TEDS (Business Stimulus and Marketing 
elements) 

Conduct a photo shoot of conference venues and 
supporting experiences most capable of reflecting the 
brand image i.e. medium sized venue that provides 
coastal or harbour views from the meeting space; 
iconic venue that reflects Newcastle’s historic journey 

�   NCC TEDS (Business Stimulus and Marketing 
elements)  

Tourism Hunter  

 

Research and document paragraph case studies 
demonstrating the city’s solid growing economy with 
innovative industries.  The case studies should 
address how Newcastle conference - related service 
staff assisted the organisers achieve their targets (eg. 
achieve delegate numbers and exhibitor numbers, 
and attract sufficient sponsorship) 

�   NCC TEDS (Business Stimulus and Marketing 
elements) 

Department of Industry and Investment  

Hunter Business 

Innovation Festival 
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4.3 Use segmentation and target markets to direct product development and promotion  

This strategy seeks to use segmentation to identify target markets for the leisure and 
business sectors. The target markets will greatly help direct product reinvigoration, product 
development, branding and promotion.  

4.3.1 The purpose of  target markets 

Market segmentation is a way to break down the population by common traits, so that 
we can understand who the current customers are. 

   

Figure 4.1 Market segmentation helps to make sense of who our current visitors are, who they could be and who they 
should be 

Target marketing closes down the premise of trying to be all things to all people, all 
the time. Target marketing selects market segments that are most likely to be 
attracted to and appreciate the natural strengths of a destination. Once target 
markets are chosen, experiences, pricing and promotion can be shaped to meet the 
needs of the target5, thereby maximising appeal and creating the most efficient use 
of resources possible. The challenge thereafter is to continuously evaluate the 
merits of existing and new projects in terms of their match with the target markets. 

Following segmentation system analysis, the Roy Morgan Values Segments system 
has demonstrated the strongest experience in psychodemographic segmentation, 
and its application to the tourism and travel industries. See Attachment A  for 
segmentation system analysis. 

The Business Tourism market comes from three main sectors i.e. Association, 
Government and Corporate.  Within the Business Tourism Market, extensive 
analysis of current markets and business secured via Newcastle Visitor and 
Convention Bureau was undertaken, and the following were the key findings:  

�  The Business Tourism market represents the best return on investment for 
Council and the Newcastle economy. At present, an investment of $1 in 
Marketing activity generates a return of approximately $436. 

�  The best return on this investment rests with conferences and conventions 
coming from associations. Associations represent a very high conversion rate 
from marketing activity, and thus a very high ROI, particularly for conferences 
sized 101 – 250 delegates. The larger the group size the greater the RoI. 
However, due to Newcastle’s limited infrastructure and facilities, the best RoI 
comes from association conferences sized 101 – 250 and 250 – 500 delegates. 

                                                      

5 Focusing on a target market is not elitist. Target marketing does not preclude other markets visiting. Different products can be allocated 
to different markets, or the same product can be offered to one market for some of the year and other markets for other times. Target 
marketing is more accountable and cost effective, so it is a more responsible use of precious resources. 

6 Figures taken from analysis of NVCB Statistics from Financial Year 2008/09 
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�  NVCB has a modest conversion rate from the government sector and a very 
poor conversion rate from the corporate sector – particularly in the 1 – 50 
delegate range 

In addition to the extensive analysis undertaken, it is also important to note that 
industry believes there is minimal value in targeting international markets at the 
present time, due to international competition being far better resourced and already 
having significant brand awareness7. 

4.3.2 Act ions to in troduce segmentat ion and target markets 

Table 4.6 Actions to use segmentation to identify t arget markets and direct product development and pr omotion 

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Adopt the Roy Morgan Values Segmentation system 
and apply across tourism marketing initiatives for 
Newcastle 

�   NCC TEDS (Marketing Team) 

Newcastle operators participating in NCC 
cooperative marketing campaigns 

Adopt the leisure target markets presented in Table 
4.8 and apply across tourism marketing initiatives 
(see Attachment B for leisure target market match 
against Newcastle’s leisure product competitive 
advantages as further justification of the target 
markets) 

�   NCC TEDS (Marketing Team) 

Newcastle operators participating in NCC 
cooperative marketing campaigns 

Develop a monitoring system to track proportional 
representation of the target market segments as a 
result of promotional activities and campaigns 

�   NCC TEDS (Marketing Team) 

 

Adopt the business target markets presented in Table 
4.9, emphasising a new emphasis on associations 
and business based in Canberra 

�   NCC TEDS (Marketing Team) 

 

Implement a tourism industry and NCC internal 
education program to effectively integrate Roy 
Morgan Values Segments into all tourism marketing.  

�   NCC TEDS (Marketing Team and Leisure 
Team) 

 

 

Table 4.7 Proposed leisure target markets by travel  party and key source market  

Target segments Travel Party Travel Characteristics and 
Preferences 

Key source market 

Traditional Family Life  Couples  �  Keen holiday tourers, especially 
caravan and camping. Also stay 
in comfortable and good value 
accommodation, with tendency 
to visit museums, historical 
places, gardens and parks. VFR 
also important.  

�  Western Sydney  

�  Regional NSW (coastal and 
western)  

�  Gosford  

 

Real Conservatism  Couples  �  Holiday with average frequency. 
Stay in standard hotels and 
motels, or caravan  

�  Sydney (North West and Hills 
Districts)  

�  Regional NSW (coastal and 
western)  

                                                      

7 New Zealand may be the only exception to this depending on direct flights to Newcastle coming on line 
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Target segments Travel Party Travel Characteristics and 
Preferences Key source market 

Something Better  Couple Groups  �  Less than average number of 
holidays, for less time (short 
breaks). Camping and Cabin 
accommodation appealing. 
Enjoy outdoor activities eg 
surfing and swimming, and 
gambling.  

�  Sydney (North West and Hills 
Districts)  

�  Regional NSW (coastal and 
western)  

Secondary target  segments Travel Party Travel Characteristics and 
Preferences Key source market 

Traditional Family Life  Grandparents 
and 
Grandchildren  

�  Keen holiday tourers, especially 
caravan and camping. Also stay 
in comfortable and good value 
accommodation, with tendency 
to visit museums, historical 
places, gardens and parks. 
Building relationships with 
grandchildren extremely 
important.  

�  Western Sydney  

�  Regional NSW (coastal and 
western)  

�  Gosford  

 

Something Better  Parents and 
Children  

�  Less than average number of 
holidays, for less time (short 
breaks). Camping and Cabin 
accommodation appealing. 
Enjoy outdoor activities eg 
surfing and swimming, and 
exploring country and wildlife. 
Travel by car.  

�  Western Sydney  

Emerging target  segments Travel Party  Travel Characteristics and 
Preferences 

Key source market 

Young Optimism  Peer Groups  �  Seek new experiences and 
adventure. Stay in backpacker 
and hostel accommodation, and 
like surfing, swimming, bike 
riding as well as shopping and 
movies.  

�  Sydney (Northern and Eastern 
suburbs)  

�  Melbourne and Brisbane (inner 
East and West)  

�  Regional NSW  

 

Socially Aware  Couples or 
Couple Groups  

�  Travel with high frequency, like 
cultural activities, health resorts 
and eco tourism experiences. 
Stay in B&B's and luxury hotels.  

�  Sydney (North Shore)  

�  Brisbane (Inner West and East)  

�  Melbourne  
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Table 4.8 Potential additional leisure target marke t profiling (age, gender and origin demographic cha racteristics 
based on consumer perceptions 8.  (Highlighted responses indicate potential target  markets for Newcastle)  

Characteristic Sample 
(%) 

Think of Newcastle as a 
short break (%) n = 54 

Consider / intend 
visiting (n = 32) 

Not visited and not planning 
to visit (n = 154) 

20 to 29 years 22 33 31 20 

30 to 40 years 29 24 25 30 

45 to 54 years 28 24 22 30 

55 and over 21 19 22 20 

Male 50 46 47 51 

Female 50 54 53 49 

Sydney centre and north 30 30 41 30 

Sydney west / north west 28 30 28 29 

Sydney South 16 11 12 17 

Regional NSW 26 30 19 24 

 

Table 4.9 Proposed business tourism target markets for Newcastle and comparison to previous NVCB marke ts 

Segmentation Current markets Target markets Implications 

Origin �  Sydney (36%) 

�  Melbourne (12%) 

�  Canberra (3%) 

�  Brisbane (8%) 

�  Newcastle / Hunter (37%) 

�  Sydney (38%) 

�  Melbourne (10%) 

�  Canberra (6%) 

�  Brisbane (8%) 

�  Newcastle / Hunter (35%) 

The increase in the amount of 
business from Canberra is attributed 
to the proposed increase in 
Association business. The decrease 
in business from the Newcastle/ 
Hunter reflects the decrease in 
conferences of less than 101 
delegates 

Segments �  Associations (28%) 

�  Government (22%) 

�  Corporate (48%) 

�  Associations (35%) 

�  Government (20%) 

�  Corporate (45%) 

Increase emphasis on Associations, 
because they have higher return on 
investment and provide an 
opportunity for longer stays and 
more spend in market (delegates 
from Association conferences are 
more likely to take part in Pre and 
Post touring, as well as experiencing 
the destination whilst there for the 
conference) 

Conference 
Size  

�  <101 delegates (48%) 

�  101 – 250 delegates (36%) 

�  250 – 500 delegates (14%) 

�  500+ delegates (2%) 

�  <101 delegates (43%) 

�  101 – 250 delegates (36%)  

�  250 – 500 delegates (17%) 

�  500+ delegates (2%) 

Increase emphasis on mid sized 
conferences and decrease the 
smaller meeting market 

Industry 
sectors 

�  Health 

�  Education (University of 
Newcastle)  

 

�  Health  

�  Education (University of 
Newcastle)  

 

The new competitive advantages 
shift the industry sectors targeted 
and the potential of a Newcastle 
brand based on energy suggest 
value in targeting engineering, 
energy and mining sectors 

                                                      

8 In late 2008 Newcastle and Lake Macquarie City Councils commissioned market research that sampled 200 leisure and business 
tourism travellers residing in NSW. It sampled 74% from Sydney and 26% from regional NSW 
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Segmentation Current markets Target markets Implications 

�  Defence 

�  Transport and Logistics 

�  Mining 

�  Defence 

�  Transport and Logistics 

�  Engineering, Energy, Mining 

 

4.4 Restructure leisure promotion campaigns  

This strategy seeks to restructure leisure promotion campaigns to stimulate known low 
periods in Newcastle, and package complementary product9. Table 4.10 interprets the 
approximate low, shoulder and peak periods for various sectors of Newcastle’s tourism 
industry into relative needs for stimulus through leisure promotion campaigns.  

Table 4.10 Distribution of Newcastle events that at tract tourists across a typical year 

Demand for tourism activity Jan Feb March April May June July Aug Sept Oct Nov Dec 

Transport: Newcastle Airport No Yes No No Yes Yes    No   

Accommodation  by ABS statistics Yes  Yes Yes Yes Yes     No Yes 

Accommodation  by Group 
Statistics 

Yes  Yes Yes Yes Yes       

Accommodation Bed and 
Breakfast Yes Yes           

Accommodation  Backpackers No No Yes Yes Yes      No No 

Attraction: Fort Scratchley No Yes  No  No No   No   

Attraction: Ecotourism   Yes Yes  Yes No No    No No 

Tour: Harbour Tour   Yes Yes Yes Yes No No    No No 

Tour: Boutique Vineyard Tour Yes Yes Yes Yes Yes No No No No No No Yes 

Tour: Backpacker Vineyard Tour No No No  Yes Yes   Yes   No 

Tour: Adventure  No No     Yes Yes Yes   No 

Tour: Large Capacity Day Tour No   No  Yes Yes Yes  No Yes  

Performances Civic Theatre No            

Performances Playhouse No          No No 

Performances City Hall No No         No No 

Livesites No No           

NB: Green = low occupancy/visitation, Amber = medium occupancy/visitation and 
red = high occupancy/visitation.  

Changes to Tourism NSW Regional Partnership Funding program and an increased 
opportunity to leverage tourism industry funding presents an opportunity to increase 
Newcastle specific promotional campaigns aimed at leisure target markets. Increased 
cooperative marketing activity will build destination and brand awareness, however product 

                                                      

9 Please see Table 6.7 within Section 6 for information as to which operators can access these promotional campaigns.  
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being packaged and offered through these promotional campaigns will be required to meet 
a certain set of criteria, as outlined within the Leisure Market – Other Tourism product 
section (Section 6 ).  

Recognising the current product limitations and brand perception of Newcastle, it is 
proposed to initially use events that deliver on the new emerging brand, packaged with 
supporting product that demonstrates competitive advantage as the key drivers for these 
campaigns.  

Table 4.11 Actions to restructure leisure promotion  campaigns 

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Implement a Festival-based campaign program to 
stimulate low visitation periods  (see Tables 4.12  and 
4.13) 

�  �  NCC TEDS (Marketing team) 

Relevant Event Coordinators 

Reinstate a magazine lift out in the a local newspaper 
that promotes events across two to three Festival 
Periods 

�  �  NCC TEDS (Marketing team) 

NCC TEDS (Leisure Stimulus) 

Major Newcastle Event Coordinators 

Newcastle Herald 

Improve the partnership with Tourism Hunter  through 
regionally-based cooperative campaigns 

�   NCC TEDS (Marketing team) 

Tourism Hunter  

Improve the partnership with Newcastle Airport 
through regionally-based cooperative campaigns 

�  �  NCC TEDS (Marketing team) 

Newcastle Airport 

Tourism Hunter 

Improve the partnership with Cruise Hunter through 
regionally-based cooperative campaigns 

�  �  NCC TEDS (Marketing team) 

Cruise Hunter 

Tourism Hunter 

Develop a campaign for Newcastle residents to 
increase awareness of tourism product that might lure 
their visiting friends and relatives eg events 

 �  NCC TEDS (Marketing team) 

NCC Communications Unit 

Further analyse the tourism demand chart (see Table 
4.10) into weeks and weekdays vs weekends to better 
understand low visitation periods and adjust 
campaigns accordingly.  

�   NCC TEDS (Marketing team) 

 

Table 4.12 Proposed leisure campaigns for 2010 – 20 11 driven from Festivals 10  

Festival Stimulus – Musical Energy 

Budget 11 
Travel 
Period  Target Market  Methodology  Pitch  Potentia l Coop  

Event Stimulus Campaign  

NCC - $10K  

Industry Coop - $10K  

October 
2010 

Young Optimism  

Something Better 

Regional NSW  

Social Media  

Mobile 
Technologies  

PR  

Value – i.e. volume 
of entertainment 
for money  

NCC driven coop 
campaign.  

Backpackers 

                                                      

10 Event festival periods have been identified as key drivers of demand over low and shoulder periods. For a detailed description of each 
festival period and its inclusions, please see the event festival stimulus analysis in Section 5 (Leisure – Events section).  

11 Budgeted figures are all EXCLUSIVE of GST 
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Festival Stimulus – Musical Energy 

Budget 11 
Travel 
Period  Target Market  Methodology  Pitch  Potentia l Coop  

Campaign Total - $20K  Guesthouses 

Independent Hotels 

Commercial Event 
Companies  

Festival Stimulus – City Beach Energy 

Low Season Stimulus  

NCC - $19.5K  

Industry Coop - $15K 

TNSW Coop - $15K  

Campaign Total - $45K 

(Administration $4.5K)  

January – 
weeks 2/3/4 
School 
Holidays 
Only  

Traditional Family 
Life/ Something 
Better + kids  

Regional NSW/ 
Western Sydney  

Traditional Media 
eg Print and PR 
(Rural Press)  

School 
Newsletters 

Education News 

Shopping Centre 
Promos  

Active Beach 
Experience – City 
Beach  

Value – More to do 
in wet weather 

‘Get beached with 
the locals’.  

Chain Hotels and 
apartment style 
properties 

 

Low Season Stimulus  

NCC + Industry - $27K 

TNSW Coop - $22.5K 

Campaign Total - $45K  

(Administration $4.5K)  

1st 2 weeks 
February  

Real Conservatism  

Socially Aware  

Northern suburbs, 
western suburbs 
and hills suburbs 
Sydney, Regional 
NSW 

Auto clubs  

Wine publications  

PR 

No Kids/ No 
Hassles/ Good 
weather 

Chain Hotels  

Festival Stimulus – Competitive Energy (Need for Speed) 

Event Stimulus Campaign  

NCC - $10K  

Industry Coop - $50K  

TNSW Coop - $50K  

Campaign Total - $100K  

(Administration $10K)  

April 2011 Traditional Family 
Life – no kids  

Something Better 
– no kids  

Regional NSW and 
Sydney 
Geographic 
Markets  

Traditional Media  

PR (Jackpotting 
prizes)  

Weekender Style 
publications  

Human Nature: 
Competitiveness, 
spectators or 
sportspeople will 
be thrilled by the 
Need for Speed 
2011.  

NTIG  

NJC  

Events (in kind)  

Table 4.13 Proposed leisure campaigns for 2011 – 20 12 driven from Festivals (see Section 5 for more in formation on 
Festivals) 

Festival Stimulus – Cultural and Creative energy 

Budget 
Travel 
Period Target Market Methodology Pitch Potential Co op 

Event Stimulus Campaign  

NCC $21K  

Industry Coop - $5K  

NAL Coop - $10K  

TNSW Coop - $30K  

Campaign Total - $60K  

(Administration $6K) 

June/ July 
2011 

Young Optimists  

Real 
Conservatism  

Socially Aware  

 

Social Media  

Wine Selectors 
Mag/ website  

Auto club 
publications  

Intimate/ Raw and 
Interactive  

‘class at a great 
price’.  

Boutique 
Accommodation  

Mainstreets  

‘Unique’ Venues  

Events (in kind)  
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Festival Stimulus – Sustainable energy 

Budget 
Travel 
Period Target Market Methodology Pitch Potential Co op 

Low Season Stimulus  

NCC - $20K  

State Grant $20K  

Federal Grant $20K  

Campaign Total - $60K  

August 
2011 – 2 
weeks 
only.  

Socially Aware  

Young Optimists 

Sydney   
Brisbane  
Melbourne  

Online  

PR  

Government 
Associations  

Industry (eg 
CSIRO)  

Business and 
Community  

Smart Cities  

Federal or State grants  
 
Dept of Environment, 
Climate Change and 
Water 

Festival Stimulus – Musical energy 

Event Stimulus  

NCC - $30K 

NAL Coop - $15K  

Industry Coop - $10K  

Campaign Total - $55K  

2nd Half 
September/ 
October 
2011 

Young Optimists  

Something Better 

Socially Aware  

Melbourne/ 
Brisbane/ 
Regional NSW  

Social Media, 
Mobile 
Technologies 

PR, JMag, 
Sanity, Radio, 
Pay TV Music 
Channels  

Value  Backpackers  

Guesthouse 

Independent Hotels 

Commercial Events 

Airport (September)  

Festival Stimulus – City Beach energy 

Low Season Stimulus  

NCC $10K  

Industry Coop $14K 

TNSW Coop $20K 

Campaign Total - $40K  

 

January – 
2nd week to 
last week 
2012  

Traditional Family 
Life with Kids  

Something Better 
with Kids  

Regional NSW  

Traditional 
Media 

PR and Print 

Shopping 
Centres 

Home Porting 

Regional 
Television  

Repeat Visitation  Chain Hotels 

 

Low Season Stimulus  

NCC $10K  

Industry Coop $14K 

TNSW Coop $20K 

Campaign Total - $40K  

1st  2 
weeks 
February 
2012 

Real 
Conservatism  

Socially Aware  

Northern 
suburbs, western 
suburbs and hills 
suburbs Sydney, 
Regional NSW  

Auto clubs  

Wine 
publications  

PR  

No Kids/ No 
Hassles/ Good 
weather 

Chain Hotels 

 

Festival Stimulus – Competitive energy 

Event Stimulus Campaign  

NCC - $10K  

Industry Coop - $50K  

TNSW Coop - $50K  

Campaign Total - $100K  

(Administration $10K)  

April 2012 Traditional Family 
Life – no kids  

Something Better 
– no kids  

Regional NSW 
and Sydney 
Geographic 
Markets 

Traditional 
Media  

PR 
(Jackpotting 
prizes)  

Weekender 
Style 
publications 

Human Nature: 
Competitiveness, 
Spectators or 
sportspeople will 
be thrilled by the 
Need for Speed 
2012. 

NTIG  

NJC  

Events (in kind) 
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4.5 Restructure NVCB marketing to stimulate business target markets 

Business tourism marketing activities by the NVCB have in the past been largely based 
around destination awareness and lead generation, and on marketing the services of the 
Newcastle Visitor and Convention Bureau. It has not always linked marketing initiatives 
with the months that they are needed by industry. Table 4.14 interprets the approximate 
low, shoulder and peak occupancy periods for various sectors of Newcastle’s conferencing 
and convention sectors into relative needs for stimulus through leisure promotion 
campaigns. 

Table 4.14 Distribution of Conferencing activity ac ross the Business Tourism Market 

Stimulus to tourism activity Jan Feb March April May June July Aug Sept Oct Nov Dec 

Conferencing via NVCB  Yes  Yes  No  Yes      Yes    No  No  No  Yes 

Conferencing Venues 251+ 
theatre style capacity 
(residential and non 
residential)   Yes  Yes    Yes  No  Yes    Yes    No  No   

Residential Conference 
Venues from 100 – 250 
capacity   Yes  Yes    Yes      Yes      No  No   

 

The business market offers the greatest return on marketing investment, but NCC funds 
are limited in the current financial climate. To further stimulate business, this strategy 
therefore seeks to restructure NVCB marketing to divert some human resources typically 
taken up processing small conference leads into a suite of business promotion campaigns, 
whilst still delivering destination awareness. Table 4.15 provides the actions needed to 
achieve this strategy.  

Table 4.15 Actions to restructure NVCB marketing 

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Upgrade the NVCB website to be able to provide an 
automated facility for servicing the frequent smaller 
enquiries (<30 people). The interactive lead referral 
system should: reflect the revised brand, provide 
interactive platforms for flight and accommodation 
queries (including schedules and maps showing 
venues to accommodation properties); and have the 
capacity to interface with a CRM 

�   NCC TEDS (Marketing team) 

Source existing and commission new video and stills 
footage of successful Business Tourism Events as 
well as testimonials from conference organisers to 
promote via the updated website  

�  �  NCC TEDS (Business Stimulus Team) 

NCC TEDS (Marketing team) 
 

Introduce a new process to more efficiently process 
conference leads (see Figure 4.2)  

�   NCC TEDS (Marketing team) 

Transfer smaller business tourism enquiries to a sales 
and bookings element of NCC’s Tourism and 
Economic Development unit, freeing the time of other 
staff to focus business development and marketing on 
the newly identified target markets 

�   NCC TEDS (Marketing team) 

Once  enquiries have been transferred to the sales 
and bookings team (per Figure 4.2 ), implement the 
business promotion campaign outlined in Table 4.15 

�  �  NCC TEDS (Marketing team) 
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Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Conduct further research into Business Tourism target 
markets to develop a comprehensive tactical 
promotion and sales plan to assist operators to fill low 
periods.  

�   NCC TEDS (Marketing team)  

NCC TEDS (Business Stimulus Team)  

Realign the NVCB marketing prospectus to deliver 
business promotion campaigns outlined in Table 4.16, 
as well as some key destination awareness activities, 
outlined in Table 4.17.  

�   NCC TEDS (Marketing team) 

Tourism Hunter 

Work with operators to develop a promotional plan to 
target their existing corporate guests who may have 
conference potential.  

�  �  NCC TEDS (Marketing team)  

NCC TEDS (Business Stimulus Team)  
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Figure 4.2 New process to more efficiently handle c onference leads  

 

 
Enquiry 
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Operator advises 
Booking Team 
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up 

Bookings Team  
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Booking Team 
follow up 

Booking Team hosts 
site visits 
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(Online OR Verbal via Bookings Team 
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processing requirements) 
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compiles bid 

Bid to client 

BT Liaison and Dev 
follow up 

BT Liaison and Dev 
hosts site visits 

Operator quotes to 
client 

Single and part day 
meetings 

BT Liaison and Dev 
follow up to 

determine outcome 

Booking Team 
follow up to 
determine 
outcome 

Residential multiday 
conference 

Multiday conference with 
multiple components 

(Eg. Multiple venues, 
accommodation, tours, 
transport) 

Process for single and part day meetings until online system is implemented 

BT Liaison and Dev 
(Indicators meet 

classification for this 
area) 
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Table 4.16 Business market promotional campaign for  2010 / 2012 

Year Period Target Market Target Conference Size Potential Partners 
Potential Funding 
Source and 
Budget 12 

2010/2011 Feb Corporate 
Conferences  

(Education, 
Engineering, 
Energy and 
Mining) out of 
Sydney/ Regional 
NSW 

Corporate Planning meetings – up to 
100 delegates in size (residential) 

Residential 
corporate 
conference venues 

NCC $4.5K  

Industry Coop $4K  

TNSW Coop $8K  

Campaign Total  

$15k 

(Admin $1.5K) 

2010/2011 May – June Government   Residential meetings – up to 100 
delegates in size 

Residential 
corporate 
conference venues 

Venues with 
accommodation 
within walking 
distance 

NCC $4.5K  

Industry Coop $4K  

TNSW Coop $8K  

Campaign Total  

$15K 

(Admin $1.5K) 

2011/2012 Sept Associations Smaller association conferences that 
can leverage off greater activities 

NCC City Energy 

CSIRO  

Climate Cam 
Tourism Cluster 
businesses  
 

Hunter New 
England Health 
 

University of 
Newcastle 
 

Hunter Medical 
Research Institute 

NCC $10K   

Industry Coop $7K  

TNSW Coop $14K  

Campaign Total  

$27K   

(Admin $3K) 

2011/2012 Feb Corporate 
Conferences 
(Education, 
Engineering, 
Energy and 
Mining) 

Corporate Planning meetings – up to 
150 delegates in size (residential) 

Residential 
Corporate 
conference venues 

NCC $6K  

Industry Coop $6K  

TNSW Coop $12K  

Campaign Total  

$22.6k 

(Admin $2.4K) 

 

                                                      

12 All budgeted figures noted are exclusive of GST.  
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Year Period Target Market Target Conference Size Potential Partners 
Potential Funding 
Source and 
Budget 12 

2011/2012 May- June Government Residential meetings – up to 150 
delegates in size 

Residential 
Corporate 
Conference 
Venues/ 

Venues with 
accommodation  
within walking 
distance 

NCC $6K  

Industry Coop $6K  

TNSW Coop $12K  

Campaign Total  

$22.6k 

(Admin $2.4K) 

Table 4.17 Business market destination awareness ca mpaigns for 2010 - 2012 

Timing  Activity  Target Markets  Target Conference Size Potential Funding Source/Regional 
Partners  

July 2010  Australian 
Business Events 
Expo (ABEE)  

Corporate (Sydney – 
Energy, Engineering and 
Mining)  

100 – 150 NCC Commercial Enterprises 

Hunter Valley Convention Bureau  

Residential Conference venues   

July 2010  Qantas Corporate 
Travel Show – 
Canberra  

Government (Energy, 
Health and Defence)  

Associations  

100 – 150 

250 – 500  

NCC Commercial Enterprises 

Residential Conference Venues 

Sydney Surrounds Group (Blue 
Mountains/ Central Coast/ Wollongong/ 
Hunter)    

July 2010 Associations 
Forum (Exhibitor) 

Associations 100 – 150 

250 – 500 

NCC Commercial Enterprises 

Residential Conference Venues 

Tourism NSW Regional Partnerships 

August 2010  Qantas Corporate 
Travel Show – 
Brisbane  

Corporate (Energy, 
Engineering and Mining)  

100 - 150 Residential Conference Venues  

Sydney Surrounds Group (Blue 
Mountains/ Central Coast/ Wollongong/ 
Hunter)  

February 
2011 

AIME 2011 Associations (National)  

Corporate (Melbourne 
based – Energy, 
Engineering and Mining)  

250 – 500  

100 - 150 

NCC Commercial Enterprises 

Large Conference Venues  

Hunter Valley Convention Bureau (+ 
members)  

Port Stephens Tourism Ltd (+ members)   

July 2011  Qantas Corporate 
Travel Show – 
Canberra  

Government (Energy, 
Health and Defence)  

Associations  

100 – 150 

250 – 500  

NCC Commercial Enterprises 

Residential Conference Venues 

Sydney Surrounds Group (Blue 
Mountains/ Central Coast/ Wollongong/ 
Hunter)    

August 2011  Qantas Corporate 
Travel Show – 
Brisbane  

 

Corporate (Energy, 
Engineering and Mining)  

100 - 150 NCC Commercial Enterprises 

Residential Conference Venues 

Sydney Surrounds Group (Blue 
Mountains/ Central Coast/ Wollongong/ 
Hunter)    



 

Page 26 of 79 Visit Newcastle – A Plan to develop tourism and events 2010 - 2012 (Adopted 07/09/2010) 

Timing  Activity  Target Markets  Target Conference Size Potential Funding Source/Regional 
Partners  

February 
2012  

AIME 2012 Associations (National)  

Corporate (Melbourne 
based – Energy, 
Engineering and Mining)  

250 – 500  

100 - 150 

NCC Commercial Enterprises 

Large Conference Venues  

Hunter Valley Convention Bureau (+ 
members)  

Port Stephens Tourism Ltd (+ members)   

4.6 Update Council’s approach to visitor information, sales and bookings  

4.6.1 Newcast le  Vis i tor  Information Centre  

The primary purpose of a visitor information centre is to deal with visitor enquiries 
once they have reached the destination. Over time, external trends have influenced 
the way that visitors access information both in and about a destination.  These 
trends include the adoption of the internet as well as the development of 
accommodation, activities and attractions that have capacity to deliver information 
services to meet visitor demand.  With these trends in mind, there is a need to look 
at the way visitor services are provided in Newcastle and how best to allocate 
limited resources through the marketing process.  The City of Newcastle currently 
spends over $300,000 annually on a visitor information centre, yet only around 
$30,000 on leisure marketing and promotion activity.  As outlined in the executive 
summary of this plan,  Council resources and focus needs to be reversed so that a 
greater effort can be made to attract greater visitation through marketing and 
product development, whilst visitor information is still provided in a more 
contemporary and sustainable way. 

Attachment C  provides an analysis of the historical and current provision of visitor 
information services in Newcastle, and addresses recommendations made by 
Council’s Sustainability Review.  Significant reforms are proposed to provide a more 
contemporary approach, including:  

�  assisting Newcastle tourism attractions such as the Maritime Centre at 
Honeysuckle become Level 3 VICs that provide face to face visitor information 
services 

�  enhancing the Visit Newcastle website to provide platforms for:  

�  interactive information kiosks across Newcastle (see Attachment C for more 
detail); and 

�  new and emerging mobile technologies that provide visitor information in 
even more accessible forms. 

The result of implementing this contemporary approach will be the opportunity for the 
City of Newcastle to unlock significant funds from staffing the VIC to marketing and 
product development – which are the areas that industry has identified as the 
highest priority. Table 4.18 demonstrates how the implementation of this strategy will 
increase the scope and effectiveness of visitor information services. 
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Table 4.18 Comparison of Current and Proposed Visit or Information Provision 

Service Current Proposed 

Market penetration Reaching 3-4% of visitors in-market 

 

Aiming to reach 30-40% of visitors in-
market 

Number of accredited face to face 
information  locations 

2  

 

3  

 

Website availability to industry Website with link to Newcastle Tourism 
member only products 

Website with link to all Newcastle product 
that meets criteria in Table 4.7 

Contemporary mobile phone supply of visitor 
information 

None Several services including messaging that 
key events are operating on the day 

Online booking facilities Online booking engine managed by 
NCC 

Link to each individual operator's choice of 
booking engine 

Website availability in-market No public access to tourism website in-
market 

20+ opportunities for tourism kiosk 
locations across the LGA 

Production of visitor guides and maps Single visitor guide and Map produced 
and distributed, driven by advertising 

A suite of visitor guides and maps 
produced and distributed aimed at target 
markets 

Tourist information signage Limited out of date tourism signage 
across the City 

Improved fresh signage in key locations 
mapping kiosk and Level 3 VIC locations 
as per Figure C3  in Attachment C  

 

4.6.2 Newcast le  Ci ty Guides  

Newcastle has a City Guides Program to enhance the public face of the city by 
providing a friendly and welcoming community and tourist information service for 
visitors to the city centre. In addition to core roles of providing directions and visitor 
information on services, facilities and attractions, the Guides Program provides an 
opportunity to target particular attractions, tourism events, and visiting cruise and 
naval ships where demand is known to be greater than the general city centre. 
There is also an opportunity through further training to utilise the guides as a regular 
visitor monitoring tool; conducting visitor interviews and administering visitor 
questionnaires – this activity has not been consistently delivered in recent years. 

The Guides Program is operated through the City Centre Committee and specifically 
their contracted service provider. There is an opportunity to bring additional tourism 
stakeholders into the Program to add more value to the program through regular 
updates and training. 

4.6.3 BookEasy serv ice to operators 

The City of Newcastle’s Tourism and Economic Development Services (TEDS) unit 
also currently operates BookEasy, an online booking engine mainly used to support 
customers coming for large events to book accommodation, ‘real time bookings’ 
from telephone enquiries, and small operators own website-based enquiries to book 
tours and accommodation. 

Since Council started the online BookEasy system, multiple private sector operators 
have joined the bookings distribution market, providing software as a host or as a 
retail product for operators to run themselves. Council’s role as a business incubator 
is drawing to a close. 

Once the Tourism Plan is endorsed, it is therefore proposed to commence a 
transition to alternative suppliers (see Attachment C ). The TEDS Marketing Team 
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will operate the system until March 2011, and will place a ‘stop sell’ on all dates past 
March.  

 

4.6.4 Newcast le  Vis i tor  and Convent ion Bureau (NVCB)  

The current NVCB lead referral service offered by NCC is delivered by 2 people. As 
previously identified in Figure 4.2  and earlier promotional marketing section, the 
focus of the NVCB will change to assist operators to fill low and shoulder periods, 
whilst growing business from key target markets. The services of the NVCB have 
been well communicated over the 16 years of existence in market, and therefore 
there will remain a need for lead referral services to be delivered.  

It is proposed that the NVCB website will be updated to facilitate the streamlining of 
lead delivery to more effectively link the client and appropriate venues, with minimal 
assistance from NCC staff (see Figure 4.2 for details).  

The shift in focus of NVCB, particularly for the Business Tourism Marketing and the 
Business Tourism Liaison and Development roles, will be facilitated through the 
centralised NCC sales and bookings team delivering lead referrals for single and 
part day meetings, and residential and multi-day conferences.  

Table 4.19 Actions to Update Council’s approach to visitor information, sales and bookings 

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Prepare a Memorandum of Understanding 
between City of Newcastle and Maritime Centre 
Newcastle for the Centre to act as the City Centre 
VIC and replace Council’s Visitor Information 
Centre Service on Hunter Street 

Prepare a comprehensive implementation plan to 
transition visitor information services 

�   NCC TEDS (Marketing team)  
The Maritime Centre Newcastle 

 

 
 
NCC TEDS (Marketing team) 

Create a September / October transition phase: 
training Maritime Centre volunteers before the 
school holidays, gaining Level 3 Visitor 
Information Centre accreditation, establishing 
short stay parking close to the Maritime Centre to 
assist car-based visitors use the VIC service, and 
building a pilot platform to operate a pilot kiosk 

�   NCC TEDS (Marketing team) 
NCC TEDS (Leisure Market Stimulus team) 
The Maritime Centre Newcastle 

In mid October 2010 (after school holidays) close 
the Council Visitor Information Centre and adjust 
directional signage to lead to the Maritime Centre 

Offer Council’s full time Senior Visitor Information 
Officer to the Maritime Centre for a further two 
weeks, to assist with the adjustment 

Keep the 1800 visitor information line open until 
the end of March 2011 to allow the Maritime 
Centre time to skill up 

�   
 
NCC TEDS (Marketing team)  
NCC Works crew 
 
 
NCC TEDS (Marketing team) 
The Maritime Centre Newcastle 
 
 
 
NCC TEDS (Marketing Team) 

Upgrade the Visit Newcastle website to provide 
multiple platforms that deliver: pre-visit 
promotional information, in-situ visitor information 
and information delivered through mobile 
telephones 

Structure TEDS marketing position descriptions to 
include daily site refreshment 

�  

 

 

�  

 NCC TEDS (Marketing team) 

Upgrade the shopping section of the visit 
Newcastle website to provide themed retail trails, 
such as antiques, retro goods, op shops, bridal 
and wedding accessories, gift shops, crafts and 
hobbies 

 �  NCC TEDS (Marketing team) 
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Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Lease and install a pilot information kiosk linked to 
the website at the Council run VIC (transferred 
later to the Maritime Centre) 

  NCC TEDS (Marketing team) 

Mainstreet Committees 

Hunter Business 

Call for Expressions of Interest for organisations to 
host tourist information kiosks, with a view to 
TEDS financing a small set at the most strategic 
publicly owned locations and the private sector 
financing the remainder 

  NCC TEDS (Marketing team) 

Former members of Tourism Newcastle  

Members of Newcastle Tourism Industry 
Group 

Mainstreets Committees 

Newcastle Herald 

Following successful demonstration of the pilot 
kiosk, lease and install additional kiosks at key 
transport hubs13, accommodation and attractions 
servicing Newcastle visitors, so they access the 
upgraded Visit Newcastle website with current 
visitor information 

�   NCC TEDS (Marketing team) 
Newcastle Accommodation & Destination 
Operators 

Between September 2010 and February 2011, 
assist operators transition from 
visitnewcastle.com.au hosted online sales to 
alternative sales processes (see Attachment C) so 
there is minimal interruption to their business 

�   NCC TEDS (Leisure Market Stimulus team) 
NCC TEDS (Marketing team)  
The Maritime Centre Newcastle 

Redirect contact information on any existing 
collateral to direct consumers to the Maritime 
Centre, Visit Newcastle website, or the Information 
Kiosks.  

�   NCC TEDS (Marketing team) 
The Maritime Centre Newcastle 

Liaise with Newcastle and neighbouring operators 
of VICs and information kiosks to create a 
regionally integrated approach  

�   NCC TEDS (Marketing team) 

Seek Wallsend Commercial Centre input into the 
value of establishing an accredited Level 3 Visitor 
Information Centre in Wallsend or an information 
kiosk 

�   NCC TEDS (Marketing team) 
Wallsend Commercial Centre 

Seek external funding to grow the City Guides 
Program into a more strategic application to 
specific venues and events, operate across a 
wider range of trained services, and further 
interact with the tourism industry 

�   City Centre Committee / Volunteer 
Coordinator 

NCC TEDS (Marketing team) 

Newcastle Tourism Industry Group 

Investigate the potential for an existing NCC 
owned CRM (Customer Relationship Management 
system) to be integrated into Business Tourism  
marketing, or whether there is external funding 
available to assist with the purchase 

�   NCC TEDS (Marketing team) 

Divert NVCB contact phone number and email 
enquiry details to Centralised Sales and Bookings 

�   NCC TEDS (Marketing team)  

 

                                                      

13 Newcastle Airport and Cruise Terminal, city railway stations will use signage to a VIC and kiosk 
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4.7 Performance measurement 

Table 4.20 Key performance indicators, acceptable r ange and monitoring methods for Marketing 

Key performance indicators Acceptable range Monitoring methods 

Monthly number of hits to Visit Newcastle 
website 

>30,000 Website internal monitoring 

Monthly number of hits to NVCB website >15,000 Website internal monitoring 

Monthly total value of conference enquiries $0.9M-$1.1M Multiple delegates by days by delegate multiplier 

Proportion of external to NCC funds making up 
cooperative leisure market funding 

60%-70% Monitor total spend by all parties for each cooperative 
campaign 

Proportion of external to NCC funds making up 
cooperative business market funding 

50%-60% Monitor total spend by all parties for each cooperative 
campaign 

Proportion of conference leads fully and 
successfully processed by internet*  

50 – 60% Website internal monitoring against leads taken over by 
staff to complete 

Number of overnight visitors to Newcastle as a 
result of conferences held at NCC owned 
venues per month  

900 – 1100 visitor 
nights  

NCC Events Perfect Reports/ NVCB referral reports  

Increase in the number of Inspirations show 
tickets sold to tourists per show via packaging.  

10 – 15%  Ticketek package code reports.  

                                                      

* Effective NVCB once online automated lead referral system has been implemented.  
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5 Leisure Market – Events 

5.1 Introduction 

For the purpose of this plan, an event is defined as an organised themed activity designed to 
attract a public audience, typically with more than 150 attendees. Events can contribute 
significantly to the social identity and vibrancy of a community and can shape how a 
destination is perceived beyond its boundaries. Events are one of the most flexible product 
groups in tourism in that they can be continually evolved and their timing adjusted without 
significant cost compared to transport and accommodation product groups. Events also 
have the potential to create repeat customers. 

In the absence of significant attractions and tours, events are the main product group that 
can help brand Newcastle and attract the leisure market. Events therefore currently play the 
major role in attracting leisure markets to Newcastle. 

5.2 Newcastle’s event product 

The City’s event calendar consists of three main categories of events being: 

1. Civic and Ceremonial Events, designed for specific parts of the local community; 
examples include Anzac Day and Citizenship Ceremonies 

2. Community Based Events, designed to attract Newcastle residents and perhaps a few 
day visitors from surrounding areas; examples include New Year’s Eve, Australia Day, 
Summer in the City, Cultural Stomp and Livesites 

3. Leisure Market Events, designed to attract Newcastle residents and visitors from well 
beyond, many of whom would choose to stay overnight before or afterwards. Examples 
include This Is Not Art, Surfest, Maritime Festival and regional, state and national 
sporting competitions. 

Given the size and population of Newcastle, the city hosts a lot of events. Each year there 
are over 800 events licensed on land under Council management alone. Table 5.1 shows 
the number of events known to attract tourists and the subsequent total event days per 
month across a typical year. The table also shows the months that Newcastle Airport and 
Newcastle’s major accommodation operators need events to stimulate their business. 
Comparing supply and demand reveals that events are generally not run when the tourism 
industry most needs them, but are run when there is less demand for them. Specifically: 

�  events generate the most potential tourism activity in February, March and particularly 
October; BUT 

�  though the airport needs and gets stimulus in February, it needs and does not get 
stimulus in May, June and September 

�  though major accommodation operators need and get stimulus in March, they need and 
do not get stimulus in May and June, and could do with more in January, April, July, 
August and September. 

Currently there is only one regular event recognised by Events NSW as an international event 
– Surfest. This event has received significant funding from Events NSW, as well as funding 
from the City of Newcastle and various sponsors. Funding from Events NSW and the City of 
Newcastle is available for 2011.  
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Table 5.1 Distribution of Newcastle events that att ract tourists across a typical year 

Month Event stimulus Number of events 
in the month 

Total event days 
in month 

Airport demand for 
stimulus 

Accommodation 
demand for stimulus 

January Mild 3 16 No Yes 

February Good 3 32 Yes No 

March Good 5 23 No Yes 

April Mild 2 15 No Yes 

May Little 3 4 Yes Yes 

June Little 3 4 Yes Yes 

July Mild 4 17 Maybe Maybe 

August Little 3 3 Maybe Maybe 

September Little 6 6 Yes Maybe 

October Good 13 29 No No 

November Mild 10 11 Maybe No 

December Mild 7 10 Maybe No 

 

5.3 Events brand  

To date Newcastle has had no brand to drive the look and feel of its events. Instead, there is 
a generalist view of the City’s events being categorised as sporting, arts, ceremonial and 
community. To further this plan it is proposed to build an events brand around various 
expressions of a Newcastle ‘Energy’ brand, as outlined in Section 4 . To focus the further 
development and marketing of Newcastle’s leisure events with tourism potential, Table 5.2  
presents six brand themes. 

Table 5.2 Proposed brand themes to focus Newcastle leisure events with tourism potential 

Event Brand Themes Brand Elements/Attributes Examples of potential events 

City Beach Energy �  A place of fusion 

�  The freedom and fun of the beach alongside the 
pace and sophistication of a city  

�  The unexpected, like surfers carrying their boards 
through the shopping mall, or dressing into suits 
by the beach to start a working day  

�  The opportunity to dine or stay overnight 
overlooking the surf with coal ships filling the 
horizon 

�  Bringing the beach into the city: Night Markets 
and Summer in the City event 

�  Bringing the city onto the beach: movies on the 
beach, beach dances, fun surfing 
demonstrations, such as costume surfing and 
long boarding with animal passengers  

�  Fusing the Harbour and beaches: New Year’s 
Eve Celebrations, Maritime Festival, Australia 
Day Celebrations, yacht races 

�  Major beach programs: Life saving 
carnivals/championships and surf safety 
activities 

Competitive Energy �  Marvel at how hard people endure, push harder 
and improve themselves through competing 

�  Feel thrilled through seeing, hearing and even 
smelling competition, racing, speed, agility and 
finesse 

�  Feel grounded and more human on witnessing 
true sportsmanship 

�  Surfest ASP Contest 

�  Multisport Festival including Cycling Criterion 
and Ocean/Harbour Swim 

�  Sparke Helmore NBN Triathlon and Herald Hill 
to Harbour Challenge 

�  Three code racing 
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Event Brand Themes Brand Elements/Attributes Examples of potential events 

�  Feel part of a family or team through supporting 
and barracking together 

�  National Etchel Sailing Titles and Powerboat 
Racing 

�  National sporting teams home games 

Cultural and 
Creative Energy 

�  Funky and quirky Newcastle experiences 

�  Opportunities to create or experience the results 

�  Industrial and cultural Heritage 

�  Venues that reveal Newcastle’s sense of place 

�  Film: The Shootout, Film Industry Conference, 
TAFE Theatre Festival, Inspirations (Civic 
Theatre) 

�  Fashion designers event 

�  Comedy: Burlesque Festival 

�  Visual art activities 

�  Contemporary dance event 

�  Written word festival, Newcastle Poetry Prize 

�  Sculpture symposium 

Sustainable Energy �  Newcastle as green/sustainable champion - 
passionate about the future 

�  Solid growing economy with innovative industries  

�  Learning opportunities 

�  Conferences and exhibitions 

�  Electric bike racing 

�  Climatecam and smart energy initiatives 

�  CSIRO breakthroughs 

�  Educational leadership 

Musical Energy �  A vibrant music scene within Newcastle, coupled 
with a city nightlife experience 

�  Intimate and raw venues such as pubs and 
Lizottes, featuring new and emerging artists 

�  The opportunity to be discovered 

�  Collaborate or listen 

�  Dancing In The Streets 

�  Fat as Butter 

�  Sound Summit – This Is Not Art 

�  Mattara Festival – enhanced music component 

�  Music industry conference/showcase 

Motorised Energy �  A celebration of all things car and motor related  

�  Customised displays and competitions  

�  Experiences other people’s labour of love  

�  The passion, energy and friendliness of 
Newcastle’s car enthusiasts  

�  Toranafest 

�  MG Eurofest 

�  Ute Muster 

�  MG Hillclimb 

5.4 Newcastle’s events leisure market 

The City of Newcastle’s Tourism and Economic Development Services monitor visitation to 
events through visual crowd estimates. The same staff talk with event coordinators or 
instigate visitor surveys to monitor visitor origin, and both estimates are logged into each 
event license profile.  

From these event profiles, it is estimated that Newcastle’s events attract approximately 
600,000 people per year, most of whom are local residents (approximately 426,000).   

Figure 5.1  indicates Newcastle’s events attract approximately 150,000 visitors (25%) who 
are day trippers or people staying with friends and relatives. The events attracting the most 
day visitors and visitors staying overnight with friends and relatives are: Newcastle Show, 
Maritime Festival; Road Transport Awareness Day, New Years Eve; Mattara Festival; 
Surfest, This is Not Art; Fat as Butter; Toranafest, Wallsend Winter Carnival and Australia 
Day. 
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Figure 5.1 Proportional breakdown of visitation to Newcastle’s events 

 

 

 

 

 

 

 

 

Newcastle’s events have not generally achieved tourist generating status. A typical year of 
events in Newcastle attracts approximately 18,000 overnight tourists (3% of total visitation). 
Most of these visitors are coming to just ten events; so most events beyond these 10 attract 
far less than 3% tourists. The events attracting overnight tourists are: Surfest, Newcastle 
Regional Show; This is Not Art; National Maritime Festival; The Shoot Out; and non-annual 
regional or State sporting events such as State Netball Championships, State Basketball 
Titles, Regional Rugby Union Championships. 

 

5.5 Economic benefit of events to Newcastle 

While visitation by local residents to a Newcastle event is fantastic to create atmosphere 
and underpin the viability of that event, it creates no economic benefit, because any money 
spent by residents was already within the local economy. Only visitors from outside the 
local area introduce new money that results in economic benefit to Newcastle.  

The longer a visitor stays, the greater the economic benefit. The economic benefit of 
events is calculated by a multiplier that takes into account spend per day, number of days 
and number of visitors.  Table 5.3 shows that Tourism NSW operates the highest multiplier 
and Events NSW operates the lowest. The high estimate by Tourism NSW is a result of 
the high proportion of event activity in Sydney, where prices and spend potential is higher 
than many regional areas.  

Table 5.3 Alternative multipliers for determining e conomic impact of events from Tourism NSW, Events N SW and 
Newcastle City (note typical spend of a Day Tripper  is same as visitor staying with a friend or relati ve (VFR) 

Day tripper / VFR Spend Overnight tourist Spend 

Tourism NSW multiplier $95 Tourism NSW multiplier $ 161 

Events NSW multiplier $0 Events NSW multiplier $130  

  Breakfast $15 

Lunch $15 Lunch $15 

  Dinner $30 

Incidentals $15 Incidentals $15 

  Accommodation $40 

Total (NCC multiplier) $30 Total spend (multiplier)  $115 
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The City of Newcastle has chosen multipliers in between Tourism NSW and Events NSW, 
using a breakdown of average spend for an event in Newcastle, where the cost base is 
typically lower than Sydney. Visitor research at tourist generating events should be done to 
refine these estimates for long term use. 

Figure 5.2  shows that overnight visitors generate around $2.5M economic impact, even 
though they only represent 2% of the event visitation. The consequence of a low number 
of overnight tourists coming to Newcastle’s events is that the economic impact of events is 
much lower than it could be. 

Figure 5.2 Economic impact of events using alternat ive multipliers provided by Tourism NSW, City of Ne wcastle and 
Events NSW 

 

 

 

 

 

 

 

 

Figure 5.2  also shows that events in Newcastle generate an overall economic benefit of 
between $7M and $17M, depending on which day visitor multiplier is used. The Tourism 
NSW multiplier values day visitors at $14M and Events NSW does not place a multiplier on 
day visitation at all.  

The other aspect of economic benefit is return on investment. Groups such as sporting 
associations, generate significant day and overnight visitors with minimal marketing or 
operational support from Council. As a consequence, these events generate a high return 
from a very low investment of Council resources. Other events require significant and 
ongoing financial support just to operate basic services such as road closures, fencing and 
waste management. Some civic and ceremonial events require Council to provide similar 
human resourcing and funding on an indefinite basis, irrespective of any economic benefit 
or return on investment.  

5.6 SWOT analysis 

Table 5.4 presents an assessment of the Strengths, Weaknesses, Opportunities and 
Threats to the attraction of the leisure market using events. From the SWOT five strategic 
issues have been identified to be addressed in this section of the plan (marketing issues are 
addressed in the Marketing section): 

1. A mismatch of event supply with the tourism industry demand, compounded by a lack of 
brand and over mature product that doesn’t have strategic competitive advantage 

2. Insufficient Newcastle based multi-day product to attract overnight stays and maximise 
return on investment 

3. Over reliance on the community to deliver events, meaning an under-developed role of 
the private sector to drive event delivery in a professional and efficient manner 

4. Limited resources within the NCC TEDS event team to respond to opportunities and 
assist with product reinvigoration and development 

5. A lack of market research and evaluation to make more informed decisions about how to 
improve events and event management 
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Table 5.4 Analysis of the Strengths, Weaknesses, Th reats and Opportunities for events in Newcastle 

Strengths Weaknesses 

 

Product 

Authentic through community development 

Marketing  

Locals support events which provides atmosphere 

Significant population in close proximity to LGA  

Some Newcastle Tourism operators prepared to 
invest marketing resources to promote festivals that 
stimulate low seasons, eg Need for Speed in 2010  

Delivery 

Extensive commitment of volunteers to assist deliver 
events 

Support of Events NSW to Surfest for three years with 
an extension to 2011, including a review process to 
further improve the event 

Place activation to revitalise and energise local 
community spaces 

NCC events team have good knowledge of the 
Newcastle events industry and product 

Centralised NCC approval portal makes licensing 
straightforward     

Dedication of community event organisers to continue 
running events, often with very limited resources 

Experienced, independent and efficient sporting 
association sector delivers economic impact from its 
events with a low cost base  

On the job training of volunteers in event delivery, 
broadening the overall skill base of the community 

 

Product 

Many mature events need reinvigoration to attract 
tourist target markets 

Minimal management of event portfolio - timing within 
calendar - quality of product 

Marketing 

No identified target market segments 

No event brand generates minimal market 
understanding and support through word of mouth 

Minimal marketing beyond resident and day-
tripper/VFR  

Minimal coordinated/cooperative marketing or 
packaging of other tourism product around events 

Delivery 

NCC resources are almost all allocated to basic 
delivery of civic, ceremonial and community events at 
the expense of event reinvigoration and development 

Insufficient NCC financial resources available to 
reinvigorate or develop new leisure events, or respond 
to event proponents 

Inadequate pre and post event evaluation tools and 
methodologies to inform decision making process 

Financial restrictions on NCC to react quickly to one-
off opportunities and commit beyond one year 

Lack of event infrastructure at many outdoor venues, 
particularly sporting venues 

Opportunities Threats 

 

Product 

Capacity building to assist event coordinators 
reinvigorate events 

Reinvigorate product to be more attractive to tourist 
markets 

Realignment of the timing of some events to match 
low occupancy periods, increase the product offering 
and create festival periods 

Integration of other leisure experiences, to fill out the 
visitor experience sufficiently to attract tourists 

Increase the ability of Council controlled event venues 
and sporting facilities to host significant events 
through upgrade of infrastructure  

Market  

Growth potential from South East Queensland and 
Melbourne via Newcastle Regional Airport 

 

Delivery 

Realignment of some Council event resources to 
reinvigorate product.  

Capacity building to make events more efficient to 
deliver and transfer delivery of some events from the 
public to private sector  

Capitalise on strengthened relationships with Tourism 
sector and government agencies.  

 

 

Continually improving quality of events at other destinations 
stealing tourist market share 

Continued slow economic growth that holds back future 
investment in events 

Further diminished professional event sector capacity 

Lack of initiated or completed Development City Revitalisation 
projects 
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5.7 Strategic directions 

Five strategic directions are proposed to further develop events and subsequently, the 
leisure market: 

1. Re-align the timing and reinvigorate events to create a Festival Program based on the 
Newcastle event sub brands  

2. Co-promote events with supporting tourism product that creates multi-day experiences 

3. Build the capacity of the regional event sector to develop and operate events in 
Newcastle 

4. Increase the proportion of Council’s event resourcing into event reinvigoration and 
development 

5. Introduce market research and evaluation into the leisure events sector 

5.7.1 Fest iva l Program 

This strategy seeks to re-align the timing and reinvigorate events to create a Festival 
Program based on the Newcastle event sub brands outlined earlier. Table 5.5  
identifies the months that each Festival would ultimately run across, and the target 
markets to refine the product and market the Festivals to. Table 5.6  presents the 
progressive implementation of the Festival over several years, proposing that all 
months would be covered in 2012. Table 5.7 provides the actions needed to 
achieve this strategy. 

Table 5.5 Proposed Festival Program for Newcastle a nd target markets to refine product and marketing 

Month Festival brand Leisure target market 

  Traditional Family Life Something better Real 
conservative 

Socially 
Aware 

Young 
Optimists 

  With kids Without 
kids 

With kids Without 
kids 

   

Mid Dec �   �   �    

Jan �   �   �    

Feb 

 

City Beach 
Energy 

�   �   �    

March �  �   �     

April 

Competitive 
Energy 

�  �   �     

May     �  �  �  

June     �  �  �  

July 

 
Creative 
Energy 

    �  �  �  

Aug Sustainable 
Energy 

     �  �  

Sept  �   �   �  �  

Oct 

Musical  

Energy   �   �   �  �  

Nov Motorised 
Energy 

�  �  �      
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Table 5.6 Progressive establishment of a Festival P rogram for Newcastle  

Month Festival brand 2010 2011 2012 

Mid Dec  �  �  

Jan  �  �  

Feb 

 

Beach Energy 

  �  

March �  �  �  

April 

Competitive Energy 

�  �  �  

May    

June   �  

July 

 
Creative Energy 

 �  �  

Aug Sustainable Energy   ��� �  

Sept   ��� �  

Oct 

Musical  

Energy   �  ��� �  

Nov Motorised Energy �  �  �  

Table 5.7 Actions to establish a Festival Program f or Newcastle 

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Identify a small set of annual events that anchor 
each Festival brand. Each event should have a 
coordinator with the capacity and willingness to 
reinvigorate and operate to attract significant day 
and overnight tourists 

�   NCC TEDS (Leisure Market Stimulus team) 

Event Coordinators 

Reinvigorate the annual events that anchor each 
Festival brand so they remain the centrepiece to 
one of the Festival Program brands and can 
attract significant day and overnight tourists 

�  �  NCC TEDS (Leisure Market Stimulus team) 

NCC TEDS (Marketing team) 

Continue to refine and develop 
the Surfest product offering to deliver for 
Newcastle the 'anchor' event within the 
competitive energy period annually and a 
flagship event for Regional NSW, appealing to 
intrastate, interstate and international 
competitors/visitors 

�   Surfest Event Coordinators 

NCC TEDS (Leisure Market Stimulus team) 

Progressively align suitable existing events into 
the proposed Festival Calendar, starting with a 
move of the Maritime Festival to Australia Day 

�  �  NCC TEDS (Leisure Market Stimulus team) 

Deliver the 2011 Ulysses Event in Newcastle �   NSW Ulysses Event Coordinators 

NCC TEDS (Leisure Market Stimulus team) 

Design a competitive motorcycle event as part of 
Ulysses Flagship event as a one-off highlight of 
the Competitive Energy Festival 

�   Ulysses Newcastle Coordinating team 

NCC TEDS (Leisure Market Stimulus team) 

Identify and bid for one off event product that 
can consolidate the brand or bring additional 
overnight visitors better than existing product, 
such as hosting training for the FIFA World Cup 
soccer competition 

�  �  NCC TEDS (Leisure Market Stimulus team) 

NCC Place Management Sports Liaison  

Tourism Hunter  
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Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Attract corporate and government 
sponsorship/funding 

�  �  NCC TEDS (Leisure Market Stimulus team) 

NCC TEDS (Marketing team) 

 

5.7.2 Package events wi th other tour ism product 

This strategy seeks to identify, co-promote (and where possible package) events with 
supporting tourism product to create multi-day experiences, increased length of stay and 
subsequent increased economic benefits. Examples include matching: 

�  relevant events with Livesites initiatives 

�  visual art events with relevant Inspirations shows or gallery exhibitions 

�  musical events with night time live music in pubs 

Table 5.8 provides the actions needed to achieve this strategy. 

Table 5.8 Actions to co-promote events with other t ourism product 

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Identify suitable existing product that can be 
packaged together to create a more attractive 
proposition and save base event costs for 
reinvestment into product development 

�   NCC TEDS (Leisure Market Stimulus 
team) 

NCC TEDS (Marketing team) 

Identify existing or new experiences that add 
value to events and can operate at night or 
adjacent day. Examples could include Livesites 
activities, theatre and live music performance 

�  �  NCC TEDS (Leisure Market Stimulus 
team) 

Newcastle Tourism Industry Group 

Implement a forward planning mechanism for 
scheduling of appropriate entertainment / 
exhibition style product 

�   NCC TEDS (Leisure Market Stimulus 
team) 

Commercial Enterprise Services 

Art Gallery 

Museum 

Private local galleries 

Create templates for promotion of packages �   NCC TEDS (Marketing team) 

Create linkages between event, sporting 
association and other tourism product sectors 

�  

 

 NCC TEDS (Marketing team) 

Newcastle Tourism Industry Group 

Event producers and sporting 
associations 

Identify local events held within Newcastle or 
neighbouring areas that could be run across 
several areas 

 �  NCC TEDS (Leisure Market Stimulus 
team) 

Tourism Hunter (Marketing Committee) 

Newcastle Tourism Industry Group 
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5.7.3 Event Industry capac ity bui ld ing 

This strategy seeks to build the capacity of the regional event sector to develop and operate 
events in Newcastle. Table 5.9 provides the actions needed to achieve this strategy. 

Table 5.9  Actions to build event industry capacity  

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Establish a Major Events Group to optimise event 
cooperation and minimise undesirable overlap. The 
Group could operate as a sub-committee of the 
Newcastle Tourism Industry Group, so as to integrate 
major events with the tourism sector 

 �  Major Event Coordinators (eg Surfest, Maritime 
Festival, Mattara and Newcastle Show) 

Newcastle Tourism Industry Group 

NCC TEDS (Leisure Market Stimulus team) 

Upgrade the Calendar of Events displayed on the Visit 
Newcastle website to contain longer term forecasted 
dates for regular and one off events and contacts for 
event organisers to liaise with each other to optimise 
cooperation and minimise undesirable overlap. 

Link the Calendar changes with an email blast  to 
event coordinators, so that they are alerted to new 
events or changes to event dates 

�   

 

 

�  

 

NCC TEDS (Leisure Market Stimulus team) 

Event Coordinators 

When implementing Sustainability Review 
recommendations to adjust the Community 
Assistance Program, propose to increase the 
proportion of funds from Categories 1 and 2 to 
Category 3 projects (three year allocations). Write into 
Category 3 criteria preference to fund events that 
build one of the Festival brands 

�   NCC TEDS (Business Market Stimulus team 
operating Community Assistance Program) 

Source government funding for community and 
tourism event capacity building initiatives 

�   NCC TEDS (Business Market Stimulus team)  

NCC TEDS (Leisure Market Stimulus team) 

Event Industry Operators 

Develop a suite of resources to enable more efficient 
delivery of Leisure Market Stimulus Events by private 
event management and sporting association sectors 

�  �  NCC TEDS (Leisure Market Stimulus team) 

NCC TEDS( Business Market Stimulus team) 

Market test private sector capacity for partial delivery 
of some events coordinated and resourced by NCC 

Implement regular Event Producer networking 
opportunities to develop synergies, explore resource 
and information sharing.  

 

 

�  

�  NCC TEDS (Leisure Market Stimulus team) 

 

NCC TEDS (Leisure Market Stimulus team) 

Build and maintain a mutually beneficial working 
relationship with Hunter TAFE Events department 

�  �  NCC TEDS (Leisure Market Stimulus team) 

TAFE Hunter Institute 

Establish partnerships between relevant event 
coordinators and tourism operators to assist with 
event delivery 

�  �  NCC TEDS (Leisure Market Stimulus team) 

Proposed Major Events Group 

Newcastle Tourism Industry Group 

Build and maintain enhanced relationships with 
sporting associations to assist them address 
infrastructure upgrades that could increase the size 
and frequency of sporting events 

�  �  NCC TEDS (Leisure Market Stimulus team) 

NCC Strategic Planning (Place Management 
Services) 

Sporting Associations operating events in 
Newcastle 
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Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Identify appropriate NCC event and sporting venue 
infrastructure investments 

�  �  NCC TEDS (Leisure Market Stimulus team) 

NCC Strategic Planning (Place Management 
Services) 

NCC Commercial Enterprise Services 

 

5.7.4 Real ignment of  TEDS Service Unit  to focus on st imulus  ro le 

This strategy seeks to increase the proportion of Council’s event resourcing allocated to 
event reinvigoration and development, by transferring a small proportion of resources away 
from ongoing delivery. This increase is critical to building a festival program that contains 
fresh event experiences. Table 5.10 provides the actions needed to achieve this strategy.  

Table 5.10 Actions to realign the TEDS service unit  to focus on stimulus role 

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Implement restructure of NCC TEDS unit to increase 
the capacity of the events team to provide stimulus to 
events 

�   NCC TEDS (Tourism and Economic 
Development Manager) 

Develop a whole of organisation event bidding 
process/protocol  

�   NCC TEDS (Leisure Market Stimulus team) 

NCC Strategic Planning (Place Management 
Services – Sports Liaison) 

Commercial Enterprise Services 

Develop Civic and Ceremonial event manuals to 
enhance delivery efficiency 

�   NCC TEDS (Leisure Market Stimulus team) 

Assess current NCC produced events for ROI and 
alternate delivery options 

�  

 

 NCC TEDS (Leisure Market Stimulus team) 

Match up suitable events to operate on the same day 
or adjacent days as a means of sharing base costs 
(fencing, toilets, road closures and marketing) and 
reinvesting savings in product development. Start 
matching with Australia Day and New Years Eve 

�  

 

 NCC TEDS (Leisure Market Stimulus team) 

 

Progressively transfer funding towards high ROI 
Leisure Market Events 

�  �  NCC TEDS (Tourism and Economic 
Development Manager) 

Allocate resources from within budget to identify long 
range event bidding and attraction opportunities and 
to implement appropriate CRM system 

 �  NCC TEDS (Tourism and Economic 
Development Manager) 
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5.7.5 Regular  market research and event  evaluat ion 

This strategy seeks to introduce market research and evaluation into the leisure events 
sector. This strategy will create critical insights needed to achieve alignment of event supply 
with industry demand for stimulus, product reinvigoration and successful bidding for one-off 
events. 

Table 5.11 Actions needed to introduce regular mark et research and evaluation 

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Develop a base questionnaire to monitor visitor 
profiles and satisfaction at events 

�   NCC TEDS (Leisure Market Stimulus team) 

NCC TEDS (Marketing team) 

Refine multipliers for day and overnight event visitors 
by adding questions to the base event questionnaire 
that identifies visitor spend per day 

�   NCC TEDS (Marketing team) 

Participating event coordinators 

Assist events reinvigorate their product by adding 
questions to the base questionnaire that explore 
unfulfilled needs from the event among target markets  

�  �  NCC TEDS (Marketing team)  

NCC TEDS (Business Market Stimulus team) 

Develop a base report structure for writing up event 
evaluations 

 �  NCC TEDS (Leisure Market Stimulus team) 

Integrate databases of event activity in/on council 
managed assets 

 �  NCC TEDS (Marketing team) 

NCC Commercial Enterprises 

NCC Information Management Services 

Investigate methods of capturing event activity in/on 
non-council managed sites 

 �  NCC TEDS (Leisure Market Stimulus team) 

Information Management Services 

Develop a set of weighted criteria to evaluate the 
merits of bidding for one off key events and 
determining the level of support 

 �  NCC TEDS (Leisure Market Stimulus team) 

 

5.8 Performance measurement 

Table 5.12  Key performance indicators, acceptable range and monitoring methods for leisure events 

Key performance indicators Acceptable range Monitoring methods 

Forecast versus actual attendance to events run 
by NCC 

80 – 120% Tickets sold or estimate made by NCC event staff 

Forecast versus actual attendance to events 
involving NCC in operation 

70 – 130% Tickets sold or estimate made by NCC event staff 

Proportion of tourists at leisure events 10 – 20% Visitor survey administered at event 

Proportion of day trippers and visitors visiting 
friends or relatives at leisure events 

25 – 35% Visitor survey administered at event 

Number of OH&S or insurance incidents at 
events run by NCC 

<1 / month Feedback from event coordinator 

Number of different complaints received per 
event involving the NCC in operation 

<3 per event Feedback received by event coordinator and NCC or 
published in media  
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6 Leisure Market – Other Tourism Products 

6.1 Introduction to the leisure tourism market 

In late 2008 the City of Newcastle and Lake Macquarie City Council commissioned market 
research that sampled 200 leisure and business tourism travellers residing in NSW14. The 
study found that Newcastle is not a natural leisure market destination – only 10% saw 
Newcastle as a great place to holiday. In the short term, the thrust of Newcastle’s leisure 
product rests with emerging tourism events and sufficient supporting leisure product based 
on Newcastle’s competitive advantages scene.   

Five strategies are proposed to refocus the City of Newcastle's approach to the leisure 
tourism market: 

1. Build on the emerging Newcastle brand by assisting product development, re-
invigoration and realignment  

2. Assist in the development of a sustainable approved accommodation sector in 
Newcastle. 

3. Assist Newcastle’s tourism transport sector to increase capacity and grow visitor 
numbers.  

4. Shift Newcastle’s tourism industry from a government to industry led focus. 

5. Assist tourism businesses to build capacity and secure investment. 

6.2 Build on the emerging Newcastle brand by assisting product development, re-invigoration 
and realignment  

The previous 2002 Tourism Plan for Newcastle identified a fundamental constraint to the 
Newcastle product as being the lack of a signature experience that could attract the target 
markets and deliver a Newcastle story in an engaging way. The plan recommended a son et 
lumiere be developed at Fort Scratchley – this initiative has not been tackled. The same plan 
also identified the need for more creative and commercial product that drew upon the 
harbour and coastal landscapes – this has not been achieved either. 

This strategy seeks to initiate product opportunities that build Newcastle’s competitive 
advantage in the leisure market as identified in Section 4.2 .   

Table 6.1 proposes some potential product development initiatives that support themes that 
complement Newcastle’s competitive advantages of accessible city beaches, funky/quirky 
experiences, industrial/cultural heritage, intimate/raw music scene and natural assets.  
Opportunities should also take into account Newcastle planning initiatives such as the 
Coastal Revitalisation Strategy, Hunter Street redevelopment, City Centre revitalisation, re-
development of Newcastle Museum and future expansion of the Newcastle Art Gallery. 

Table 6.1 Potential product development to further develop emerging brand 

Potential products to build on accessible city beaches Potential products to build on funky / quirky 

Food and beverage experiences 

�  Restaurant on Nobbys Headland 

�  Adaptation of Nobbys Surf Life Saving Clubhouse into a 
restaurant 

�  Function centre and restaurant at Newcastle Ocean Baths  

Night activities 

�  Night lit sculpture walk providing a return loop to the 
Honeysuckle promenade walk that interprets past uses and 
activities in bizarre mechanical forms 

�  Outdoor digital screen in civic area to broadcast infotainment 
and assist create an interactive multi purpose space similar 
to Federation Square 

                                                      

14 Sampled 74% from Sydney and 26% from regional NSW 
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Potential products to build on accessible city beaches Potential products to build on funky / quirky 

�  Newcastle Beach Restaurant Precinct, starting with a wine 
bar with beach views 

Adding value to the beach experience 

�  Interpretive sculpture and signage at Merewether Beach that 
talks about the surfing heritage of the site, including the 
home of Mark Richards, the history of the surfing event 
Surfest and the declaration of the area as a National Surfing 
Reserve 

�  Expanding surf school to master classes and specific board 
classes, such as Mark Richards boards and paddle boards 

�  Interactive Surf/Skate experience including shaping your own 
board  

�  Beach cricket pitches and equipment hire 

�  Beach volleyball court and equipment  

�  Hire facilities for artistically painted sun umbrellas, tents and 
seating 
 

�  Paranormal night tours of sites such as Fort Scratchley and 
Civic Theatre 

Day activities 

�  Self guided tour of artists at work 

�  Back of house experiences of factories driven by answering 
strange questions behind the production scenes 

�  Unusual bike hire eg two and three seater bikes, three 
wheeler bikes and electrically powered bikes 
 

Potential products to build on industrial / cultural heritage Potential products to build on intimate / raw music scene 

Interactive tours 

�  New tour product at Fort Scratchley that focuses on story 
telling 

�  Newcastle Port Tour that integrates what is happening at the 
time of the tour and includes a stopover at an operational 
berth 

�  Mine to port experience  that follows the coal production and 
transport chain 

�  Dive and snorkelling shipwreck product off Stockton 
breakwater, linked to Maritime Museum 

�  Themed Art Gallery exhibitions 

�  Moving the Newcastle Museum outdoors (tours linking key 
exhibits to outdoor locations where the stories resonate) 

Potential products to build on Natural Assets 

Products within Wetlands and  National, Regional and State Parks 

�  Products that assist in the interpretation of natural assets 
whilst demonstrating environmental sustainability  

�  Soft Adventure 4WD tour products accessing Stockton 
Beach from the Newcastle LGA (as per the Coastal 
Revitalisation Draft Strategy) 

�  Volun-tourism product through appropriate agencies 

�  Event product supporting other brand elements but situated 
in natural environments 

�  Breakfast with the birds in wetlands 

Within the CBD 

�  Live music venue with dinner  

�  Unplugged venue  

�  Opportunities with University Conservatorium / TAFE 
performances 

�  Concerts on the sand 

�  I-pod dances at Ocean Baths 
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Table 6.2  Actions to build on the emerging Newcast le brand by assisting product development, re-invig oration and 
realignment 

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Establish a new position within Council whose focus is 
to build on the emerging Newcastle brand by assisting 
product development, re-invigoration and realignment 

�   NCC TEDS (Tourism and Economic 
Development Manager) 

Identify and assist operators interested in realigning or 
re-invigorating existing products to meet Newcastle’s 
competitive advantages 

�  �  NCC TEDS (Leisure Market Stimulus team) 

Create financial, expertise and marketing incentives to 
attract and assist operators new product opportunities 
that support and enhance Newcastle’s competitive 
advantages 

 �  NCC TEDS (Leisure Market Stimulus team) 

NCC TEDS (Business Market Stimulus team) 

Assist operators to pilot test new product ideas 
through tourism events 

�  �  NCC TEDS (Leisure Market Stimulus team) 

Attract and assist operators to develop new product 
opportunities  

�  �  NCC TEDS (Leisure Market Stimulus team) 

Develop a relationship with National Parks and 
Wildlife Service and nature product to leverage and 
influence product development in the Newcastle LGA 
in line with target E8 of the NSW State Plan 

�   NCC TEDS (Leisure Market Stimulus team) 

 

6.3 Assist in the development of a sustainable approved accommodation sector in Newcastle 

Between 2008 and 2010 Newcastle’s accommodation sector has grown by over 300 rooms. 
There are another 80 rooms expected to come onto the market before the end of 2010.  
Table 6.3 shows that the majority of room stock is within five minutes of the CBD (2,518 
rooms) and that the second large band of additional stock is found within 15 minutes of the 
city centre. Whilst supply appears to be satisfying core areas of demand, there are three 
areas of unfulfilled demand: 

1. Insufficient breadth of accommodation across the city, most evident in the inner city with 
a concentration of 4-4 ½ star accommodation properties and insufficient self contained 
apartments and beachfront cabins15.  An audit of major accommodation across the LGA 
provides further support to this claim (see Attachment D ).   

2. Insufficient 3 - 4 star accommodation in Newcastle’s western suburban corridor, 
particularly Wallsend and neighbouring suburbs (NCC is supporting an accommodation 
audit that will address the needs of the University of Newcastle, John Hunter, Mater and 
Newcastle Private hospitals).  

3. Insufficient 3 - 4 star and backpacker accommodation16 along Hunter Street to support 
leisure and business markets. 

 

                                                      

15 The secondary target market segments that were identified in Table 3.7 within Section 3 [Something Better and Traditional Family Life 
(both with children) are frequent users of the undersupplied mid range family style accommodation (either hotel, apartment or cabin 
style) of which there is a shortage in the Newcastle CBD.   

16 Newcastle currently comprises a small backpacker accommodation sector.  Backpacker operators currently experience above 
average occupancies and adequately meet the demand of traditional backpacker visitation.  The emerging target market of Young 
Optimists are heavy users of backpacker hostels.  With increased targeted marketing activities, the demand for accommodation in this 
sector will grow beyond supply. 



 

Page 46 of 79 Visit Newcastle – A Plan to develop tourism and events 2010 - 2012 (Adopted 07/09/2010) 

Table 6.3  Accommodation room capacity within incre asing distance from Newcastle CBD 

Travel time by car from Newcastle CBD (Civic) Room capacity Difference 

5 minutes  2,518  

10 minutes 3,177 659 

15 minutes  4,681 1,504 

20 minutes  5,025 344 

25 minutes  5,025 0 

30 minutes  5,075 50 

Working against investor, developer and operator willingness to develop more 
accommodation is an extensive amount of unapproved accommodation (i.e. residential 
accommodation being let for short term tourism purposes).  Newcastle’s larger 
accommodation operators have been campaigning Council to address the matter for several 
years as a matter of urgency to not only stimulate the development of more accommodation, 
but to address potential safety and quality issues that beset some of this sector. 

Table 6.4  Actions to assist in the development of a sustainable approved accommodation sector in Newc astle 

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Identify specific gaps in the mix and location of 
Newcastle’s tourist accommodation to meet the 
requirements of identified target and emerging 
markets 

�   NCC TEDS (Leisure Market Stimulus team) 

 

Assist NCC Commercial Enterprises in the business 
and marketing planning to direct the introduction of 
new cabins at Stockton Beach Tourist Park 

�   NCC TEDS (Leisure Market Stimulus team) 

NCC Commercial Enterprises (Stockton Beach 
Tourist Park redevelopment team) 

Participate in and add value where appropriate to the 
City of Newcastle's accommodation development 
recommendations arising from the Coastal 
Revitalisation Strategy. 

�   NCC TEDS (Leisure Market Stimulus team) 

NCC Strategic Planning Services unit 

Participate in the tourism and accommodation audit of 
Wallsend and surrounding areas and identify 
opportunities that meet target market needs 

�   NCC TEDS (Leisure Market Stimulus team) 

Assist to create reforms and incentives to attract 2 x 
100 room 3 ½ star hotel/apartment properties in 
Hunter Street 

 �  NCC TEDS (Leisure Market Stimulus team) 

Assist to create reforms and incentives for an 
additional Backpacker Hostel to be located on Hunter 
Street 

 �  NCC TEDS (Leisure Market Stimulus team) 

Develop and pilot test a strategy to reduce 
Newcastle’s unapproved accommodation sector 
which includes mechanisms to either, assist them to 
adapt into approved accommodation or cease their 
operations where appropriate. 

�   NCC Compliance and Strategic planning units 

NCC TEDS (Leisure Market Stimulus team) 

Investigate the possibility of contacting strata plans 
and real estate agencies representing known 
unapproved accommodation in the Newcastle LGA to 
advise them of consent requirements regarding short 
term accommodation 

�   NCC Compliance and Strategic planning units 

NCC TEDS (Leisure Market Stimulus team) 

Fully implement and publicise the results of a strategy 
to reduce Newcastle’s unapproved accommodation 
sector 

 �  NCC Compliance and Strategic planning units 

NCC TEDS (Leisure Market Stimulus team) 
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6.4 Assist Newcastle’s tourism transport sector to increase capacity and grow visitor numbers  

There are three major tourism transport sectors in Newcastle that have the opportunity to 
increase capacity and grow visitation to Newcastle: Newcastle Airport, the cruise shipping 
sector and private sector ground transportation companies. 

6.4.1 Newcast le  Airpor t  

In the past five years, Newcastle Airport has experienced passenger growth of more 
than 230%, where in 2009 the Airport welcomed 1.1 million passengers.  The airport 
is serviced by Jetstar and Virgin Blue, as well as other regional airlines, and has an 
array of services along the eastern seaboard, with jet services to Brisbane, the Gold 
Coast and Melbourne.    

The airport’s proximity to Newcastle, a 25 minute drive from the CBD, means that 
there is potential for Newcastle to leverage the 60% of passengers who use 
Newcastle Airport for leisure and to visit friends and relatives.  Using the results of a 
research study conducted in 2009, the Airport is currently lobbying the airlines for 
increased services on current destinations as well as lobbying for new destinations.  
In the short-term (2011) these destinations include new domestic opportunities such 
as Perth, Adelaide, Hobart and Darwin.  In the medium- to long-term the airport is 
focused on implementing short-haul international destinations such as New Zealand 
and Fiji as well as becoming an alternate gateway into NSW for Asian charters.  As 
a co-owner of Newcastle Airport, the City of Newcastle has a supporting role to play 
in the development and continuing sustainability of the Airport.  

The transport links to the airport from Newcastle’s CBD have improved in the past 
two years.  Public transport services have doubled and the airport has taken over 
the management of the transport information desk to provide affordable transfer 
options into the CBD.  In addition to this, all the major car hire companies operate 
from the airport site.  Although there has been marked improvement in the links from 
the city to the airport, an increase in air links will in turn require the need for more 
public and private transfer services to meet the increased demand.   

6.4.2 The cru ise ship sector  

Cruise ship visits to Newcastle have grown substantially since the establishment of 
Cruise Hunter in 2002.  This growth has been further strengthened by the 
introduction in 2010 of home porting through Carnival Australia and the Port 
Corporation’s investment in a temporary berth to meet this growing demand. Home 
porting opens up a new opportunity from the cruise sector for accommodation 
properties that has previously not existed.  It is important to note the differences 
between the home porting market (Newcastle and the Hunter being the primary 
source market accounting for approximately 75% of these passengers) and the 
cruise ship visit market ( a mix of domestic and international visitors from source 
markets outside of Newcastle and the Hunter).  For 2010/11 there are currently 5 
cruise ship visits and 12 home porting visits booked.  For 2011/12 there are 
currently 6 cruise ship visits and 6 home porting visits booked. 

The cruise ship market provides positive PR for Newcastle as a destination whilst 
also offering an opportunity for local businesses to develop their products to meet 
the group and inbound markets.  For these businesses to gain maximum benefit 
from, and provide the best service to the cruise ship market, industry education will 
be an important factor for success.   

In addition to the cruise sector, Cruise Hunter liaises with the Australian Navy with 
regard to Navy visits to the Port of Newcastle.  There is no coordinated way to 
attract these vessels as their visits are determined by operational needs.  There can 
be anywhere from 30-175 crew depending on the class of the vessel and each crew 
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member spends on average $18017 per day in port.  This high daily spend is in part 
a result of visitor packs including discount vouchers that are currently coordinated 
through the Visitor Information Centre and are distributed on the wharf by Cruise 
Hunter.  As a result of the actions of Table 4.19,  this service would need to be 
contracted out.  Obvious suitable organisations include those operating local 
accredited visitor information centres or brochure distribution services. 

6.4.3 Pr ivate ground transport  

Ground services within Newcastle have seen an improvement in recent years; 
however the city is still under-serviced.  Links from the Airport have been improved 
in the past two years with the introduction of additional public bus services into 
Newcastle’s CBD and with Newcastle Airport taking over the management of the 
transport desk within the terminal building.  However these services will become 
pressured with the introduction of additional services which will bring an increase in 
passenger numbers.   There are currently no ground transport links from the Cruise 
Ship Terminal into the CBD, and there are currently no plans to implement links.  

Large events located some distance from public transport could reduce their traffic 
impacts with improved ground transport offerings.  Newcastle’s accommodation 
sector believes that the length of stay could be increased with the introduction of a 
shuttle bus service that links accommodation with attractions.  Indeed, a ground 
transport operator (or group of operators) could evolve into the city’s major tour 
transport operator through an economy of scale offered through running transport 
across both sectors.  In the meantime however, maximum use of existing services 
should be implemented – to achieve this; education of the existing service providers 
and operators in the tourism industry is required.  

 

                                                      

17 Figure provided by Newcastle Port Corporation 
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Table 6.5 Actions to assist Newcastle’s tourism tra nsport sector to increase capacity and grow visitor  numbers 

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Work with interested parties to investigate appropriate 
grant opportunities to conduct a scoping and 
feasibility study on an explorer bus style service 
between Newcastle hotels and activities and 
attractions 

�   NCC TEDS (Leisure Market Stimulus team)  

Tourism Hunter  

Support Newcastle Airport to deliver on key growth 
objectives 

�  �  NCC TEDS (Leisure Market Stimulus team) 

Newcastle Airport  

Tourism Hunter  

Participate in awareness raising activities in identified 
future growth destinations for Newcastle Airport 

�  �  NCC TEDS (Leisure Market Stimulus team)  

Newcastle Airport 

Tourism Hunter  

Work collaboratively with Newcastle Airport on more 
targeted forecasting to enhance growth strategies and 
leverage greater benefit from marketing promotions 
activities 

�  �  NCC TEDS (Leisure Market Stimulus team)  

Tourism Hunter 

Assist Cruise Hunter to build volunteer capacity whilst 
continuing to deliver Council led visitor information 
services on the Wharf 

�  �  NCC TEDS (Leisure Market Stimulus team)  

Tourism Hunter  

Cruise Hunter 

Assist local businesses to develop product and 
packages that capitalise on the cruise market for both 
day visitors and home porting. 

�  �  NCC TEDS (Leisure Market Stimulus team)  

Tourism Hunter  

Cruise Hunter 

Identify tourism product gaps that warrant further 
investigation with Cruise Hunter 

�  �  NCC TEDS (Leisure Market Stimulus team)  

Tourism Hunter  

Cruise Hunter 

Develop and deliver information and education 
sessions for tourism operators for the cruise market 

�  �  NCC TEDS (Leisure Market Stimulus team)  

Tourism Hunter 

Cruise Hunter 

Move the responsibility for Navy Visitor Packs to the 
Civic and Ceremonial Events officer. 

�   Civic and Ceremonial Events Officer 

Work with Newcastle Airport and  current private 
transport operators who may be able to provide 
multiple services to meet both airport transfer and City 
attractions shuttle services 

�   NCC TEDS (Leisure Market Stimulus team)  

Tourism Hunter 

Liaise with State Rail on the potential for joint 
marketing of major events to attract visitors by train 

 �  NCC TEDS (Marketing Team) 

State Rail NSW 
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6.5 Shift Newcastle’s tourism industry from a government to industry led focus 

NCC established Newcastle Tourism as a membership based Local Tourism Association 
(LTA) in order to: 

1. Provide a mechanism for Council and the local tourism industry to interact, particularly to 
build and refine policy and strategy affecting tourism interests 

2. Have a ready pool of willing operators to participate in cooperative destination marketing 
to stimulate business during low periods  

In exchange for varying levels of membership, Council offered members various marketing 
benefits to help stimulate business. Representation of the total industry has always been 
patchy and averaged between 50% to 60% of the total pool of operators. Industry 
representation has been deteriorating since 2001. Due to a lack of certain types of tourism 
product in Newcastle, operators from outside the LGA but within the Hunter Region were 
permitted to join. Outside LGA operators represent some 30% of total membership and this 
is growing annually. 

The Sustainability Review Part 1 recommended a review of the Newcastle Tourism Charter 
and membership with the objective of attracting greater tourist operator participation and 
ability to support attractor growth. A review has been undertaken and concluded that the 
purpose of Newcastle Tourism is not being achieved and that there are three options for 
better achieving the purpose, as outlined in Table 6.6. 

Table 6.6 Options to better achieve the purpose of Newcastle Tourism 

Option 1 

Add greater benefits to membership 
Communication mechanism Cooperative flexible marketing 

Incentives membership renewals and 
additions through offering more value for the 
same money. 

NCC provides additional resources on an 
ongoing basis to fund additional marketing 
campaigns  

�   

Mechanism retained but cooperation 
reliant on uptake of membership and 
increased membership from LGA 
uncertain 

�  

Not cooperative 

NCC has significant ongoing cost 

Option 2 – Fee for service program Communication mechanism Cooperative flexible marketing 

Remove Newcastle Tourism membership  

Apply a fee to participate in cooperative 
marketing campaigns 

�  

No way to communicate with industry 

�  

Greater focus on cooperative 
marketing from saved resources 
formerly dealing with membership 

Degree of cooperation questionable 

Option 3 – New industry-led group and 
optional buy-in cooperative marketing 
campaigns 

Communication mechanism Cooperative flexible marketing 

Remove Newcastle Tourism membership and 
assist industry to create an industry driven 
alternative group. Group includes a Council 
representative on main Committee 

 

Cooperative marketing campaigns are 
formulated within the industry group  

�  �  

Refreshed communication 
mechanism driven by industry with 
Council participation 

Greater degree of autonomy for 
industry to state issues and lobby for 
government response 

��  

Marketing proposals originate in 
cooperative fashion between industry 
and government, increasing likelihood 
of being targeted to low visitation 
periods and increasing likelihood of  
participation 
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During the consultation for this plan, representatives from the local tourism industry have 
formed the Newcastle Tourism Industry Group (NTIG).  This provides an opportunity for 
industry to work together for common goals as well as instituting a peak body for the City of 
Newcastle to interact with.   

Once Newcastle Tourism membership has been removed, then a set of criteria as per 
Table 6.7 needs to apply to form the basis of a supplier agreement between the City of 
Newcastle and the Tourism Operator (Supplier) for suppliers that wish to participate in 
marketing, capacity and product development led by the City of Newcastle.  This criteria and 
interaction would be outside of the scope of the NTIG. 

 

Table 6.7  Criteria for determining which operators  (suppliers) can participate in marketing, capacity  and product 
development support  

 

Criteria  

Location and 
Industry  

·  Accommodation, conference venue and restaurant suppliers must be located in Newcastle LGA 

·  Services, activities and attractions suppliers located outside the Newcastle LGA must be able to 
demonstrate a link that directly benefits the tourism sector within the Newcastle LGA and not be located 
more than approximately 1 hour's drive from the Newcastle City Centre. 

·  The supplier must be able to demonstrate that they are servicing the tourism sector. 

Business 
Compliance 

·  The supplier agrees to operate their business in a lawful manner.  The supplier asserts that they are a 
registered business and have sufficient public liability, professional indemnity and workers 
compensation insurances and indemnifies the City of Newcastle from any responsibility, liability or claim 
that may arise as a result of non-compliance.   

·  The supplier agrees to adhere to the City of Newcastle's DA (Development Approvals) process, Local 
Environment Plan (LEP) and Relevant Development Control Plans (DCP). 

Minimum 
Commitment  

·  The Supplier must be willing to participate in familiarisations on a FOC basis. 

·  It is the supplier’s responsibility to keep information and images on NCC websites and databases up to 
date and factual and to provide the City of Newcastle with statistics regarding results from any activities 
as requested.  The City of Newcastle reserves the right to amend, remove and reproduce any 
information and images supplied for this purpose. 

Management of 
Agreement 

·  The City of Newcastle reserves the right to suspend or terminate this agreement effective immediately 
by providing written notice, including email, if: 
- the supplier commits a breach of any of these terms and conditions 
- the supplier becomes, threatens, or is in jeopardy of becoming insolvent 
- The City of Newcastle receives consistent complaints about a supplier that NCC deems may be  
harmful to the destination brand 
- the supplier operates their business in any way that the City of Newcastle deems is harmful to the 
reputation of the destination brand. 

·  Interpretation of these criteria and any definitions therein are solely at the discretion of the City of 
Newcastle 

·  The City of Newcastle reserves the right to amend these criteria at any time without prior notice. 

·  The City of Newcastle reserves the right to not enter into an agreement with any business that it 
reasonably believes can not or will not adhere to these criteria. 
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Table 6.8 Actions to shift Newcastle’s tourism indu stry from a government to industry led focus 

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Develop an implementation and communication plan 
to manage the transition from cessation of Newcastle 
Tourism membership  

�   NCC TEDS (Leisure Market Stimulus team)  

Newcastle Tourism Industry 

Seek roles for TEDS staff on the  Committee and sub-
committees of the newly formed Newcastle Tourism 
Industry Group (NTIG) 

�   NCC TEDS (Leisure Market Stimulus team)  

Newcastle Tourism Industry Group 

Remove Newcastle Tourism membership structure 
and systems  

 

�   NCC TEDS (Leisure Market Stimulus team) 

 

Explore the ongoing role of a Local Tourism 
Association (LTA) in Newcastle 

�   NCC TEDS (Leisure Market Stimulus team) 

Tourism Hunter 

Newcastle Tourism Industry Group 

Encourage local tourism event organisers to join and 
create links with the Newcastle Tourism Industry 
Group 

�   NCC TEDS (Leisure Market Stimulus team)  

Newcastle Tourism Industry Group 

Local Tourism Event Organisers 

Apply criteria for determining which operators 
(suppliers) can participate in marketing, capacity 
building and product development support through the 
City of Newcastle as per Table 6.7 

 

�   NCC TEDS (Leisure Market Stimulus team) 

 

 

6.6 Assist tourism businesses to build capacity and secure investment 

In a recent forum of tourism operators, industry identified an unfulfilled need to assist with 
product and industry development, and accessing affordable funding to fully implement such 
development. Accessing debt and equity is a major issue restricting the growth of the more 
innovative (and hence perceived risky) sectors of the leisure tourism industry. This strategy 
seeks to bolster support to assist the local industry to develop and access funds.  This can 
be achieved after the release of NCC human resources through the implementation of 
actions in Table 6.9. 
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Table 6.9 Actions to assist tourism businesses buil d capacity and secure investment 

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Assist to develop and support training and 
development for Newcastle tourism operators and 
their staff in business and marketing planning  

 �  NCC TEDS (Leisure Market Stimulus team)  

Hunter Business Centre 

Hunter Institute of TAFE 

Newcastle Tourism Industry  

Department of Industry and Investment 

Seek external funding to research optimum funding 
options for special interest tourism development in 
Newcastle 

 �  NCC TEDS (Leisure Market Stimulus team)  

Newcastle Tourism Industry  

Department of Industry and Investment 

Establish regular industry forums to profile business 
success stories and challenges 

 �  NCC TEDS (Leisure Market Stimulus team)  

Newcastle Tourism Industry  

Department of Industry and Investment 

 

6.7 Performance measurement 

Table 6.10 Key performance indicators, acceptable r ange and monitoring methods for leisure market 

Key performance indicators Acceptable range Monitoring methods 

Annual average room rate for 4 – 4 ½  star 
properties based in Newcastle LGA 

$140 - $180 Australian Bureau of Statistics 

Annual average occupancy for 4 – 4 ½  star 
properties based in Newcastle LGA 

70 – 80% Australian Bureau of Statistics 

Annual forecast room stock in development 
within Newcastle LGA 

50 -150 NCC Development Approvals and industry ring around 
by NCC TEDS Leisure Stimulus team 

Annual number of days that cruises are forecast 
to berth in Newcastle 

12 - 24  Cruise Hunter bookings 

Annual number of tour and attraction products 
servicing the Newcastle LGA that are receiving 
product reinvigoration/development assistance 

2 – 5  Industry data capture by NCC TEDS Leisure Stimulus 
team 

Annual number of unapproved accommodation 
businesses being addressed as per the actions 
in Table 6.4 

5 – 10  Activity record by NCC TEDS Leisure Stimulus team 
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7 Business Tourism Market 

7.1 Economic value of the Business Tourism Market 

The Business Tourism Market is made up of visitors with one of the following main reasons 
to visit: 

·  Attendance at  meetings, incentives, conferences, conventions and exhibitions/trade 
fairs  (MICE) 

·  Business or other work 

·  Training and research related to employment 

·  Work travel for transport crews 

The Business Tourism Section of this plan will focus on the MICE sector because it is 
relatively easily targeted, and can have the best economic impact and return on investment 
(RoI) for Newcastle. 

Section 4.3  of this plan referred to extensive data analysis and a current market breakdown 
by geographic origin, conference type and industry sector, to derive two target market 
segments for Business Tourism: 

·  In the short term (2010 – 2011) growth rests with associations of 250 – 500 people, 
assuming positioning and marketing functionality can be enhanced 

·  In the medium term (from 2012 onwards) there is growth potential with associations of 
500 – 700 people, assuming product can be improved and a convention facility brought 
on line 

7.2 Competitors and product limitations 

7.2.1 Compet i tors 

Table 7.1 lists business tourism competitors and shows that all are investing heavily 
in building infrastructure to increase their capacity for conventions, and create 
facilities that have accommodation within the same infrastructure. Newcastle does 
not have a convention centre or a significant facility that includes accommodation. 

Table 7.1 Competitor product investments to grow th eir business tourism market 

Location Investment type Detail 

Sydney Conference and accommodation Penrith Panthers, extensive renovation and upgrade completed 
in 2009. 850 theatre style plus 8 breakout rooms and 216 room 
4 star hotel on site 

Sydney Conference and accommodation Sebel Parramatta, $4.5m refurbishment in 2008; features pillar- 
less ballroom seating up to 550 delegates and 11 other meeting 
rooms plus 194 accommodation rooms 

Wollongong Accommodation and convention 
centre 

Novotel – 200 room hotel with 600 seat convention centre, 12 
breakout rooms and extensive exhibition space 

Wollongong Convention centre (proposed) 1500 seats 

Gold Coast Convention Centre $40 million extension in November 2008, is now the largest 
regional convention centre in Australia – seats up to 6000 
delegates, 6000m2 exhibition space and 18 meeting rooms 

Canberra Convention Centre 2500 seat capacity plus 2400m2  exhibition space and 18 
breakout rooms. In 2007 completed a $30m refurbishment plus  
upgrades to technology, security and catering 
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Location Investment type Detail 

Terrigal Conference centre Crowne Plaza, completed $12 million major refurbishment  
upgrade  Conference centre for up to 400 plus 13 meeting 
rooms and 196 rooms on site 

Port Macquarie Convention Centre Purpose built $40 million facility. Accommodates 600 delegates, 
in a state-of-the-art auditorium, 5 breakout rooms and 570 m² 
foyer space. Opened in July 2009, 

Darwin Convention Centre $115 million world-class, multipurpose 1,500 seat, 4000m2 

exhibition space and 9 breakout rooms. Opened June 2008 

Mackay Convention Centre $29m facility opened in July 2009. Seats up to 1800, extensive 
breakout rooms and exhibition spaces 

Alice Springs Convention Centre 1200 seat convention centre - $3.1m refurbishment completed 
2008 

Sunshine Coast Events Centre Features five rooms with max capacity of up to 575 delegates. 
Providing a modern venue for conferences, exhibitions and 
events, opened June 2009 

Geelong Convention Centre and Hotel 
(proposed) 

$80m 1500 seat waterfront convention centre and international 
hotel. Includes 3000m2  of exhibition space and 8 breakout 
rooms 

Dubbo Regional Theatre and Convention 
Centre (proposed) 

$18.5m Centre due for completion March 2010. Facilities will 
comprise a 500 seat performing arts tiered theatre; 800 seat flat 
floor venue with a raised stage and significant foyer spaces 

 

7.2.2 Product and serv ice constraints 

Table 7.2 Business tourism market product constrain ts (in order of importance) 

Constraint Impact 

Lack of product venues that provide a coastal or port vista Limited brand definition that reduces competitiveness in marketplace 

No large hotel (more than 200 rooms) with 
comprehensive conference facilities onsite 

Miss out on high yield business requiring integrated facility 

Lack of a purpose-built convention centre with exhibition 
space 

Facilities are not cost competitive 

Miss out on high yield business greater than 450 pax 

Limited function venues to accommodate dinners in 
excess of 250 delegates 

Miss out on high yield business requiring conference dinner function 
facilities 

Higher average accommodation rates than our competitor 
destinations and more restrictive terms and conditions for 
group bookings 

Newcastle not competitive or flexible on accommodation rates and 
terms and conditions leading to lost business 

Parts of Newcastle CBD have a run-down appearance Damage to brand of a city in growth 

No direct flights from Newcastle to Adelaide, Perth and 
Darwin 

Miss out on business tourism market working in these areas 

Miss out on national association business 

For details of identified competitive advantages within the business tourism sector, please see Section 4  on 
Marketing.  
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7.3 Newcastle Visitor and Convention Bureau delivery structure 

7.3.1 Change of  focus 

Attachment E provides background information on the current delivery of the 
Newcastle Visitor and Convention Bureau (NVCB) services. Attachment E  also 
identifies constraints that exist with the current structure. Section 6 identified similar 
constraints with Newcastle Tourism membership, and proposed evolving from a 
Council-driven industry body to an industry-driven body. Because the NVCB is 
linked to the Newcastle Tourism model, reforms must be considered for the NVCB. 
Table 7.3 contrasts the current regional focus of the NVCB with a proposed 
narrower local focus, and suggests that a Newcastle focus on product that drives a 
Newcastle brand could increase competitive advantage. This will have implications 
on surrounding LGAs and LTAs that had previously benefited from the services of 
the NVCB. The criteria for determining which operators can participate with the 
NVCB (assuming no membership system), is outlined in Section 6 . 

 

Table 7.3  Benefits and risks in shifting from a re gional to local marketing focus for business touris m 

Option 1 - Regional focus Positive impacts Risks 

Extend service to operators outside Newcastle LGA within 
one hour’s drive of Newcastle CBD 

Annual access fee to operators outside Newcastle LGA 
within one hour’s drive of Newcastle CBD. No fee to 
Newcastle operators 

Service fee added to all cooperative marketing opportunities 

Increased critical mass and 
variety of product making co-
operative marketing initiatives 
more viable and more attractive 
to customers 

 

Not popular with some 
Newcastle located operators  

Some economic leakage 

Option 2 – Local (Newcastle) focus Positive impacts Risks 

Focus on Newcastle LGA product only 

No annual membership fee  

All destination awareness activities on a full to 95% cost 
recovery basis.  

No economic leakage 

Popular with Newcastle located 
operators 

Dissatisfied clients who expect 
to access regional information 
through NVCB services, as 
opposed to Newcastle LGA 
information only.  

 

 

 

7.3.2 Internal s truc ture 

The internal staff roles and task allocation of the NVCB staff are inconsistent with 
contemporary business. The two staff allocated to the NCVB have overlapping roles 
and their time allocation gives too much to servicing low yield enquiries. The result is 
some inefficiency and missed opportunities for growth in the higher yield segments. 
The role of NVCB within the wider LGA should be to develop those higher yield 
segments that are not normally sought after by individual operators, as they have 
many different accommodation, function and conference requirements, particularly 
within the association sector. Figure 7.1  contrasts the current internal structure with 
a more contemporary structure. Table 7.4 reallocates the tasks within a new 
structure, to streamline implementation of this proposal. 
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Figure 7.1 Current and proposed role orientation fo r the NVCB 

 

Current Structure      Proposed Structure  

 

Table 7.4 Reallocation of tasks within a revised st ructure of the NVCB 

Current NVCB 
structure Proposed division of work within new TEDS structure 

Tasks 
Completed by 
Person 1 and 2 

Marketing Business 
Tourism Specialist 

Marketing Sales and 
Bookings Team 

Business Tourism 
Liaison and 
Development 

Marketing program implementation 40% 40%   

Marketing program development 5% 40%   

Lead referral/follow up18 20%  20%  

Bidding/site inspections/follow up 10%   20% 

Database management 5%  15% 5% 

Administration 10% 5%  5% 

Industry liaison 5%   40% 

Research analysis 5%   30% 

 

                                                      

18 Refer to Section 4.5  for a proposed process to more efficiently handle conference enquiries 

Servicing 
enquiries 

Business 
Tourism liaison 
and 
development 

Business Tourism 
marketing and sales 

Person 1 

Business Tourism liaison and development 

 
Business Tourism 
marketing and promotions 

Servicing small business: Automated 

Sales larger business: Bookings Unit 

Person 2 

Person 2 

Person 1 

Servicing 
enquiries 
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7.4 Strategic Directions  

Following the situation analysis, there are three strategic directions proposed to reform and 
grow the business market: 

1. Refocus NVCB activities on Newcastle LGA product only. 

2. Realign Newcastle conference and convention product to deliver on the Newcastle 
brand and competitive advantages.  

3. Refocus the NVCB from lead processing to marketing, research and building industry 
relationships to ultimately maximise business from key target markets. 

7.4.1 Refocus NVCB act iv i t ies on Newcast le  LGA product  only 

In response to the situation analysis in Section 7.2 , this strategy is designed to 
reduce the geographical marketing coverage of the NVCB, in exchange for 
increased brand strength among local product.  

Table 7.5 Actions needed to refocus NVCB activities  on Newcastle LGA product only. 

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Implement a clear set of criteria operators must meet to access 
NVCB services, as proposed in Table 6.7 

�   NCC TEDS (Business Stimulus and 
Marketing teams) 

Change the name of the NVCB to Newcastle Convention 
Bureau (NCB) and register new business name with the 
Department of Fair Trading and domain name 
www.newcastleconventionbureau.com.au . 

�   NCC TEDS (Business Stimulus 
team) 

Communicate the change of name and change of delivery and 
service of the NVCB to Industry via website, newsletter, direct 
mail (updated collateral), email campaign and PR in local and 
national industry publications. 

�   NCC TEDS (Business Stimulus 
team) 

Identify additional Newcastle based product that supports the 
new brand proposition and competitive advantage and establish 
a mutually beneficial relationship. 

�   NCC TEDS (Business Stimulus 
team) 

Work with Tourism Hunter, Hunter Valley Convention Bureau 
and Port Stephens Tourism to communicate the shifting focus of 
NVCB.   

�   NCC TEDS team  

Tourism Hunter  

7.4.2 Real ign Newcast le conference and convent ion product   

In response to the situation analysis in Section 7.2 , this strategy is designed to 
improve the brand strength (competitive advantage) of local business tourism 
product, in exchange for the reduced geographical marketing coverage of the 
NVCB.  

 

Table 7.6 Actions needed to realign Newcastle confe rence and convention product to deliver on the Newc astle brand 
and competitive advantages 

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Consolidate expected minimum standards of 
conference venues; facilitate contemporary 
technology upgrades such as wi fi for a pool of 
suitable conference venues such as City Hall.  

�   NCC TEDS (Business Tourism Stimulus team)  

NCC Commercial Enterprises (Major Venues 
team) 
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Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Work closely with local operators that have the 
potential to realign their product to better reflect the 
brand 

�  �  NCC TEDS (Business Tourism Stimulus team)  

Newcastle Tourism Industry Group 

Work with proponents of major developments to 
minimise the impediments to the redevelopment of 
existing venues that can underline the new brand 

 �  NCC TEDS (Business Tourism Stimulus team) 

Reduce growth constraints for a 200 room four star 
hotel, preferably with fully integrated conference 
facilities (i.e. plenary hall for 700, breakout rooms and 
exhibition/foyer space minimum 1000m2) or next best 
scenario, to be built in close proximity to a convention 
centre (see Section 4 recommendations for more 
detail). 

 �  NCC TEDS (Business Tourism Stimulus team) 

Newcastle Tourism Industry Group 

Work closely with Newcastle Airport as per the actions 
in Table 4.11, Table 4.12 . 

�  �  NCC TEDS (Business Tourism Stimulus team) 

Newcastle Airport 

To improve the market perception of Newcastle CBD 
at night, seek external funding to assist to create a 
night illumination walk that highlights Newcastle’s 
positioning. The initiative should go beyond the former 
”Illuminate Newcastle” to add sculpture and special 
effects to the built landscape 

�  �  NCC TEDS (Business Tourism and Leisure 
Stimulus teams) 

Newcastle City Centre Committee 

 

Conduct a pre-feasibility study to document what is 
known about the alternative locations for a shared 
cruise terminal and convention centre, and what still 
needs to be investigated 

�   NCC TEDS (Business Tourism Stimulus team) 

Apply for funding from the Department of Industry and 
Investment NSW to commission a Scoping and 
Feasibility Study for a partially shared long term cruise 
ship terminal and convention centre in Newcastle. A 
potential location is Channel Berth No 1. The 
convention facility would have plenary hall seating for 
1200 people, multiple breakout rooms, and 
approximately 2,000 m2  of exhibition space 

 �  Newcastle Port Corp (Cruise Hunter) 

NCC TEDS (Business Tourism Stimulus team) 

 

Investigate the potential to either adapt an existing 
building or construction of  a new integrated 
conference facility 

 �  NCC TEDS (Business Tourism Stimulus team) 

 

7.4.3 Refocus the NVCB f rom lead process ing to market ing,  research and 
bui ld ing industry re lat ionships. 

In response to the situation analysis in Section 7.2 , this strategy is designed to free 
up staff time to create a more flexible operating environment that can pursue 
opportunities as they emerge, rather than if and when time permits.  

Table 7.7 Actions needed to refocus the NVCB from l ead processing to marketing, research and building industry 
relationships 

Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Fully separate business tourism marketing and sales 
from business tourism market development 

�   NCC TEDS Tourism and Economic 
Development Manager 

Restructure the NVCB to focus on marketing 
Newcastle venues 

�   NCC TEDS Business Stimulus team 
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Timeframe 
Actions 

2010/11 2011/12 
Responsibility 

Produce collateral for each target market (Association, 
Corporate, Government) 

�   NCC TEDS (Marketing team) 

Improve integration between marketing and venue 
provision 

�   NCC TEDS (Business Stimulus team) NCC 
Commercial Enterprises (Major venues team) 

Create a Works Plan for a Business Tourism Liaison 
and Development role to include: 

�  Liaise with venues to improve 
product and support new 
Newcastle brand delivery 

�  Research stories to enhance 
brand delivery 

�  Research associations in target 
industry sectors to establish 
conference cycle and suitability 
to Newcastle facilities 

�  Liaise with local operators to 
develop pre and post tours to 
leverage off Sydney conferences 

�  Build relationships with 
stakeholder organisations eg 
BES, AACB, MEA, HRTO, BEA 

�  Foster relationships with external 
organisations that can generate 
potential sources of conference 
business eg University of 
Newcastle, Hunter Medical 
Research Institute 

�  Identify and foster relationships 
with leaders in the local 
corporate, medical and academic 
sectors 

�   NCC TEDS (Business Stimulus team) 

 

7.5 Performance measurement 

Table 7.8 Key performance indicators, acceptable ra nge and monitoring methods for business market 

Key performance indicators Acceptable range Monitoring methods 

Proportional value of Association business 
(sized 250-500 people)  

30 – 35% Operator reports and internal follow up 

Increase in the proportional value of business 
from Canberra  

1.5 – 2.5% Operator reports and internal follow up 

Increase in the proportional value of business 
from Sydney  

2.5 – 3.5% Operator reports and internal follow up 

Proportional value of business from the energy, 
engineering and mining sectors 

5 – 10% Operator reports and internal follow up 

Value of long range booked business more than 
one year away 

20 – 40% Operator reports and internal follow up 
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8 Attachment A – Analysis of alternative market 
segmentation systems 

Segmentation System 
Roy Morgan 

Values Segments Mosaic Geo Tribes 

Psychodemographic/ Experience based system  3 1 1 

Reporting capabilities  3 2 1 

Ability to apply to competitor marketing  3 2 1 

Focus Group Ongoing Research Capability 3 2 1 

Consumer Database Application  2 3 2 

Simple training required  3 2 1 

Experience in the Travel and Tourism Industry  3 1 1 

Ability to use in house (for market research)  2 1 1 

Application across NCC services  2 3 1 

Cost  2 3 2 

Total  26 20 12 
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9 Attachment B – Target market match to Newcastle’s  
leisure product competitive advantages 

 Leisure competitive advantages     

Market Segment  
Music Events/ 
Nightlife  Arts  

Industrial/ 
Cultural 
Heritage 

City 
Beach  

Economic 
Benefit  Competition  Constraints Total  

Socially Aware  1 3 3 1 3 -3 -2 6 

Conventional Family Life  1 2 2 2 2 -3 -1 5 

Traditional Family Life  1 3 3 2 3 -2 -1 9 

Something Better 3 2 2 3 2 -2 -2 8 

Look at Me  2 1 1 3 2 -2 -2 5 

Basic Needs 2 1 2 1 1 -1 -3 3 

Real Conservatism  2 3 3 1 2 -1 -1 9 

Visible Achievement  1 2 1 1 3 -3 -3 2 

Fairer Deal  1 0 0 2 1 -1 -3 0 

Young Optimism  3 2 1 3 2 -2 -2 7 

         

Key:         

Target Markets          

Emerging Markets         
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10 Attachment C – Investigation into contemporary v isitor 
information services 

10.1  Relocation of the city centre Visitor Information Centre 

The Sustainability Review Part 1 recommended relocating the Visitor Information Centre (VIC) to a 
more prominent site on a major entry road to Newcastle where significant car parking can be 
provided. Consideration was to be given to co-locating the facility with another Council service/site 
and to maximise income opportunities through retailing.  The following provides an investigation into 
the historical performance of alternative locations for the VIC.  

Five conclusions from this investigation can be made: 

1. Wherever a VIC is located in Newcastle, it will always be missing a large proportion of visitors, 
due to multiple road systems bringing visitors into the City. 

2. Over the past 20 years, the VIC has been located on the harbour-front tourism precinct, 
heritage-front tourism precinct and city centre, and no precinct has demonstrated significantly 
larger visitation. Each move created a temporary boost that soon flattened out or declined.   

3. Visitor information needs to be made available across the city in many locations where visitors 
naturally think of it. 

4. Much of the VIC business has been replaced by the internet. Web-based technology offers 
information and bookings where and when people want it. This trend has been most pronounced 
within the accommodation sector, with the majority of customers booking online or on the phone, 
and the trend continually increasing. 

5. There is a limited amount of tour and attraction product in Newcastle, so combined with the high 
use of internet and telephone to process accommodation enquiries, there is limited product to 
process for walk-in customers. 

There are multiple entry and exit points that visitors use to experience Newcastle, so there is no one 
obvious place to locate a visitor information centre. The nearest existing staffed visitor information 
centres to Council’s current city centre operation are located at Shortland Wetland Centre and the 
Newcastle Airport. 
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Figure C1 Multiple visitor entry and exit points in  Newcastle, VIC Locations and LGA Boundary Map 
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The Boundaries of the Newcastle LGA are defined by the red line in the map above.  This boundary 
will be used to define business location criteria as outlined in Table 6.7.The table below indicates 
that wherever a major visitor centre is located in Newcastle, a large proportion of visitors will always 
be missed. Visitor information needs to be made available across the city in a variety of locations to 
meet the needs of visitors. 

Table C1 Relative performance of visitor informatio n centres at different locations in Newcastle 

Approx. 
operating 
period 

Location in Newcastle  Location attributes 
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Walk-ins to the Newcastle Visitor Information Centre as well as guest arrivals to Newcastle have 
declined, whilst room stock has increased.  The trend in Australia for booking online is steadily 
increasing, currently at a rate of over 40% per annum. 

The City of Newcastle needs to put its limited resources into marketing that attracts visitation to 
Newcastle and exploits online distribution channels to achieve economic stimulus. 

Figure C2 Relative change in the number of visitors  to the Newcastle VIC in its alternative locations,  relative changes 
in tourism activity, and relative change in custome r’s use of the internet to book tourism product  
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Sources:  Walk ins measured by Newcastle Visitor Centre.  Room Stock and Guest Arrivals taken from ABS Small Area 
Accommodation Data (15 rooms and over).  Accommodation booked online taken from Euro-monitor International, official (to 2008) and 
estimates (2009). 
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Figure C3 Proposed Distribution of Visitor informat ion Services across the Newcastle LGA 

Potential future tourism Level 3 (face to face) Visitor Information locations 
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Figure C4  Potential tourism Visitor Information Kiosk  and Information Signage  locations (Excluding 
Accommodation)  

Kiosk Locations = 

- Hunter Wetlands Centre 

- Wallsend Library 

- Wests New Lambton 

- Fort Scratchley 

- Hunter St Mall 

- Darby St 

- Newcastle Maritime Centre 

- Newcastle Beach  
(located inside an existing business) 

Signage Locations =  

- Nobbys Beach 

- Newcastle Train Station 

- Civic Train Station 

- Queens Wharf and Stockton  

- Ferry Terminals 
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Figure C5  Potential Tourism Visitor Information Kiosk and Information Signage  locations (Cont.): 
Excluding Accommodation 
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Figure C6 Potential Tourism Visitor Information Kiosk locations (Cont.): Accommodation Only  

 

·  The Gateway Inn 
Newcastle 

·  Boulevard on 
Beaumont Hotel 

·  Grand Mercure 
Newcastle 

·  Travelodge Newcastle  

·  Quest Newcastle 
Apartments 

·  Ibis Hotel Newcastle  

·  Chifley Apartments 

·  Crowne Plaza 
Newcastle  

·  Quality Hotel NOAH’S 
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Table C2 suggests that Option 3 is superior because it is more capable of assisting industry 

Table C2 Options to better achieve the purpose of a  Visitor Information Centre (VIC) 

Option 1 

Relocate VIC to superior Newcastle location 
Assist industry sell their product Provide advice on tourist experiences 

Construct a purpose built facility and relocate 
the VIC to either a location with greater 
passing traffic (eg Birdwood Park) or at a 
significant tourist destination area (eg Nobby’s 
Beach) 

�  

Limited additional sales on the basis 
that most sales are accommodation 
pre-booked through the phone or 
internet 

�  �  

Improved location should access more 
custom, but it is difficult to 
predetermine degree of improvement 

Option 2 – Shared facility with neighbouring 
LGA 

Assist industry sell their product Provide advice on tourist experiences 

Close the currently located VIC 

Form a commercial partnership with Lake 
Macquarie or Port Stephens to act on behalf of 
the NCC VIC at the existing facilities at Nelson 
Bay or Swansea 

�  �  
Limited additional sales on the basis 
that most sales are accommodation 
pre-booked through the phone or 
internet 

People are unlikely to contact 
neighbouring areas to book 
Newcastle product 

�  
People are unlikely to contact 
neighbouring areas to seek advice on 
Newcastle product 

Option 3 – Close current location and enhance 
website and local accommodation and 

attraction information services 
Assist industry sell their product Provide advice on tourist experiences 

Close the currently located VIC 

Upgrade the Visit Newcastle website to more 
effectively process enquiries and sales, and 
commit to continual refreshment 

Install kiosk-style information terminals at key 
accommodation and attractions within 
Newcastle for visitors to access the upgraded 
Visit Newcastle website 

Assist to accredit Level 319 VICs at strategic 
locations across the City 

�  �  

The website upgrade will increase 
the potential for presale of 
accommodation 

The provision of information at the 
accommodation properties will 
increase the potential sales of tours 
and attractions 

Resources formerly allocated to staff 
could be invested in other 
promotional methods 

�  �  

The information is being placed where 
the customer has already chosen to 
go, removing any inconvenience to 
visit another place 

Despite the reduced face to face 
contact, resources formerly allocated 
to staff would be invested in continual 
updates of the website and other 
promotional methods  

Table C3 suggests that Option 3 is superior because it has a low capital cost and lowest ongoing cost, 
freeing up funds for cooperative promotion campaigns to bring more visitors when they are needed 

Table C3 Relative capital and ongoing costs for alt ernative options to current VIC 

Options Capital cost to NCC Ongoing cost to NCC 

Option 1 – Relocate VIC to superior Newcastle 
location 

$High ($0.5-1M) $High ($200k per annum) 

Option 2 – Shared facility with neighbouring 
LGA 

$Low ($100k to adapt and fitout a 
building and move stock)  

$Medium ($100k per annum)  

Option 3 – Close current location and enhance 
website and local accommodation and 
attraction information services 

$Low ($100k for kiosks)  $Low ($30k per annum)  

                                                      

19 Level 3 VICs are businesses accredited to provide Visitor Information, but where Visitor Information is not the primary purpose of that 
business.  Currently the Hunter Wetlands Centre is Newcastle’s only Level 3 VIC. 
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10.2 Alternative human resourcing to support a city centre Visitor Information Centre 

Council’s central problem constraining tourism development is that human and financial resources are 
largely allocated, preventing the opportunity for Council to respond to opportunities that stimulate tourism 
development. The philosophy throughout this Plan is therefore to reallocate human and financial resources 
to where the industry most needs them and where they can provide the greatest return on investment. 

Staffing of the VIC is Council’s single greatest cost limiting the future development of Newcastle. 
Approximately $300,000 of staff costs could be reinvested into tourism development if an alternative way to 
resource a VIC could be found. The obvious way to provide a lower cost service is through the use of 
volunteers – a VIC operated predominantly by volunteers could be considered as part of each of the 3 
options put forward in Table C2. 

There are two distinct ways that the provision of visitor information could be provided: 

Council employ a VIC Coordinator and recruit a team of volunteers to staff the facility.  

Council form a partnership with one or more existing tourism operators prepared to take on the staffing of a 
Level 3 VIC20 within their facility. 

Council cannot run a VIC entirely with volunteer labour. There are examples across NSW of Visitor Centres 
that run partly on volunteer labour; however, to retain accreditation, all visitor centres must have a minimum 
of 1 full time paid staff member. Information from the accreditation body (Aurora) suggests that the majority 
of VICs operating successfully with volunteer labour are centres co-located with other businesses and are 
not managed by Local Government.  Many of these are in locations as suggested in Figure C3 .  

There is currently an accredited VIC serving Newcastle tourists from the Hunter Wetlands Centre. A second 
option would be to provide additional accredited services at other tourism destinations where tourists 
congregate. One business identified as a possible location for a Level 3 VIC is the Newcastle Maritime 
Centre. Both Hunter Wetlands Centre and the Newcastle Maritime Centre engage volunteers as a core part 
of their businesses. 

Table C4 explores the costs and benefits of each option, revealing that creating VIC services within tourism 
destinations managed by other operators is the most beneficial option. It allows far more of Council’s 
financial resources to be reinvested into tourism development and promotion, and it provides significant 
profile and financial benefits to the tourism operators that provide the service. 

 

Table C4 Relative ongoing costs and benefits for al ternative human resourcing of a VIC in Newcastle 

Human resourcing options 

 

Annual cost to NCC Benefits 

Council employ a Coordinator 
to oversee volunteers 

$125,000 pa 

$75,000 Coordinator salary and on-costs 

$35,000 administration costs supporting 
Coordinator and volunteers  

 
$15,000 Council ABC recharge 

Council retains control of one VIC within Newcastle  

Council can reinvest up to $175,000 into tourism 
development and promotion 

 

Tourism attractions provide 
VICs 

$5,000 pa 

Staff costs in ongoing training and 
development 

Destinations receive additional visitors that: 
- build awareness and interest 
- can be converted to customers 
- can assist generate additional revenue 

The role of visitor information is shared among 
tourism stakeholders 
Council can reinvest up to $295,000 into tourism 
development and promotion 

                                                      

20 Level 3 VICs are businesses accredited to provide Visitor Information, but where Visitor Information is not the primary purpose of that 
business.   



 

Page 74 of 79 Visit Newcastle – A Plan to develop tourism and events 2010 - 2012 (Adopted 07/09/2010) 

10.3 Transition approach to removal of online bookings 

Table C5  BookEasy alternative delivery systems  

Current Service delivered by BookEasy online 
system and Newcastle Visitor Information Centre 
staff  

 

Alternatives to current system 

Access to real-time online bookings     1. Third party booking site, eg Wotif or Quickbeds. ‘Book Now’ button on 
visitnewcastle website linking through to real-time bookable property 
listing on third party site. Most third party sites, however, are only suitable 
for accommodation.  

24 hour online reservation request  2.  ‘Booking Enquiry’ button on visitnewcastle website linking to a simple 
online contact us web form. This information would be send directly to the 
operator the client had requested information from, for the operator to 
follow up directly.  

BookEasy ‘Book Now’ button on operator’s own website  3. Site Minder offers a similar product to BookEasy for accommodation 
operators for a monthly fee (payable by operator). Not available to tour 
operators and attractions.  

4. Transfer tour operator BookEasy management to another Hunter LTA 
for them to manage. These operators will need to be a member of the 
managing LTA to access this service.  

Face to Face Bookings  5. Work with level 3 VICs to implement a booking system for tour 
bookings and possibly accommodation.  

Phone Bookings  Refer client to appropriate operators to make direct bookings.  

Table C6  Matrix of BookEasy alternatives by operat or type   

Type of Operator 1. 3rd Party 
Booking Site 

2. Online 
Reservation 

Request 

3. The Booking 
Button 

4. Change 
Bookeasy 

Management 

5. Level 3 VIC 
Bookings 

Backpacker/ Pub Stay � �  �    

Gold Medal B&B �  �  �    

24 Hour B&B �  �  �    

Gold Medal Hotel/ Motel �  �  �    

24 Hour Hotel/ Motel �  �  �    

Gold Medal Hotel/ Motel 
(30+ rooms) �      

24 Hour Hotel/ Motel (30+ 
rooms) �  �  �    

Gold Medal Tour Operator  �   �  �  

24 Hour Tour Operator  �    �  

Activities & Attractions  �    �  
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Table C7 Table Implementation plan for a smooth tra nsition for current operators  

Implementation tasks for alternative 1 

Third party booking site  

Timing 

Stop sell BookEasy bookings from 1 April 2011 14 September 
2010 

Investigate all third party booking site options  End Sept 2010 

Facilitate an information session for operators and event coordinators using BookEasy based on the different 
third party site options  

End Oct 2010 

Work with industry to select preferred third party supplier to provide online bookings via visitnewcastle.com.au 
website 

Mid Nov 2010 

Add new third party booking site to new visitnewcastle website.  Before end Feb 
2011 

Provide operator training on new third party booking system  Start Feb 2011 

Launch new website 1 March 2011 

Deactivate BookEasy 1 April 2011 

Implementation tasks for alternative 2 

Booking Enquiry/ Reservation Request button  

Timing 

Work with operators to create reservation request form for new visitnewcastle.com.au website  End January 2011 

Add new form to new website, for each operator listing.  Before end Feb 
2011 

Implementation tasks for alternative 3 

The Booking Button  

Timing 

Further investigate booking button and facilitate information session for operators  End Nov 2011 

Assist operators with implementation, including training   End Jan 2011 

Implementation tasks for alternative 4 

Transfer BookEasy real time bookings management to other Hunter LTAs  

Timing 

Work with operator & BookEasy to transfer management  End October 2010 

Implementation tasks for alternative 5 

Level 3 VIC Booking System  

Timing  

Work with Maritime Centre to source options for delivery of face to face bookings  End Feb 2011 
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10.4 Information Kiosks   

The proposed information kiosks will operate using a database of information common with the 
visitnewcastle website to provide visitor information in a touch screen format. Information to be displayed on 
the kiosks includes accommodation, activities and attractions, maps, events and general information such as 
Newcastle history, public toilets and parking.  

KIOSK REQUIREMENTS 

Below is a basic breakdown of the 3 major components to a kiosk: 

1. Hardware - consists of touch screen, kiosk itself, enclosure & peripherals 

Requirements the information kiosks: 

·  Vandal proof kiosk and touch screen (17”) monitor (multi-touch preferred) 
·  Our branding on kiosk 
·  Bluetooth technology 
·  Internet access 
 

2. User Application - kiosk user interface & design, should be simple and easy to navigate 

Requirements for the information kiosks: 

·  Easy to navigate using touch screen (and virtual keyboard if necessary) 
·  Mapping (eg. Google maps) 
·  Link with specified websites, eg. wotif and white pages  
·  User login – to allow operators to update their own info 
·  Web-based  
 

3. Kiosk System Software - prevents users from accessing operating system (OS), desktop & 
browser 

Requirements for the information kiosks: 

·  Only allow access to third party sites we have approved 
·  Remote monitoring and statistics (traffic per site) 
·  Attract Screen – with images of Newcastle  
·  View different information depending on location of kiosk (eg accommodation) 

COST 

Payment options include outright purchasing or leasing arrangements. Private tourism industry operators 
have also expressed interest in purchasing these systems for their hotel foyers. 
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11 Attachment D – Newcastle’s accommodation room st ock 

Name Accommodation Type Units Rooms Capacity 
AAA 
Rating 

Time to 
CBD 

Adamstown Elizabeth Motor Inn Hotel / Motel  23 73 3.5 10 

Albion Hotel, The Hotel / Pub  7 14  7 

Aloha Motor Inn Hotel / Motel  29 55 3 10 

Ashiana Boutique Accommodation Guest House / B&Bs  2 4  10 

Backpackers by the Beach Budget / Backpackers   38  5 

Backpackers Newcastle Budget / Backpackers  10 56  5 

Balgownie Cottages Cottage / Houses 2 4 14  5 

Belford Serviced Apartments Serviced Apartments 3 16 32  10 

Bella Vista Guest House Guest House / B&Bs  5 14  15 

Best Western Blackbutt Inn Hotel / Motel  30 62  15 

Best Western Traveller's Motor Village Hotel / Motel  34 78 4 15 

Bimet Lodge Hotel / Motel  30 145 3.5 3 

Boulevard on Beaumont Serviced Apartments 32  114  10 

Boulevard Serviced Apartments Serviced Apartments 9  56  10 

Brezza Bella B and B Guest House / B&Bs  2 4  10 

Broadmeadow Motel Hotel / Motel  21 60  10 

Broadmeadow Sports Lodge Budget / Backpackers   65  10 

Cambridge Hotel, The Budget / Backpackers   44  5 

Carrington Place Guest House / B&Bs  14 30  7 

Centennial Terrace Apartments Serviced Apartments 14 30 60  5 

Chaucer Palms Boutique B&Bs Guest House / B&Bs  4 8 4.5 10 

Chifley Apartments Newcastle Serviced Apartments 70  171 4.5 0 

Clarendon Hotel, The Hotel / Motel  20 54 4 0 

Commonwealth Hotel Hotel / Pub  11 22  5 

Cooks Hill Cottage Cottage / Houses 1 2 5  5 

Crown and Anchor Hotel Budget / Backpackers  11 40  5 

Crowne Plaza Newcastle Hotel / Motel  175 350 4.5 0 

Formula One Motel Hotel / Motel  78 170 2 20 

Grand Hotel Hotel / Pub     5 

Grand Mercure Apartments Serviced Apartments 40 40 80 4 5 

Hamilton Heritage Bed and Breakfast Guest House / B&Bs  3 11  10 

Hanbury Lodge Guest House / B&Bs  16 40  15 

Hospitality Inn Mayfield Hotel / Motel  28 70 3 15 

Hotel Ibis  Hotel / Motel  98 196 3.5 3 

Hotel Jesmond Hotel / Pub  10 30  15 

Jesmond Executive Villas Hotel / Motel  40 126 4 15 

Mayfield Motel Hotel / Pub  22 44 2.5 15 

Merewether Beach B&B Guest House / B&Bs  2 7  10 

Newcastle Beach YHA Budget / Backpackers   100 4 5 

Newcastle Serviced Apartments Serviced Apartments 20 40 80  5 

Newcomen Bed and Breakfast Guest House / B&Bs  2 5  5 

Northern Star Hotel / Pub  12 24  10 

Novocastrian Motor Inn Hotel / Motel  45 100 3.5 5 

Palm Valley Motel Hotel / Motel  23 50 3.5 30 
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Name Accommodation Type Units Rooms Capacity 
AAA 
Rating 

Time to 
CBD 

Premier Hotel Hotel / Motel  8 16  10 

Quality Hotel Noah’s On the Beach Hotel / Motel  90 180 4 5 

Quest Serviced Apartments Serviced Apartments 66  300 4.5 2 

Riverview Gardens B&Bs Guest House / B&Bs  2 7 4 20 

Silk Accommodation (Ducks Nuts Hotel) Hotel / Pub  16 32  2 

Sovereign Motor Inn Hotel / Motel  34 68 3.5 15 

Stockton Beach Tourist Park Park Cabins 19  102 3.5 20 

Terraces for Tourists Cottage / Houses 11 23 56  5 

The Beaches Hotel Hotel / Pub  9 18  10 

The Executive Inn Newcastle Hotel / Motel  134 402 4.5 15 

The Gateway Inn Newcastle Hotel / Motel  76 170 4.5 15 

Travelodge Newcastle Hotel / Motel  130 390 4 3 

Tudor Inn Motel Hotel / Motel  31 68 3.5 10 

Total  287 1,636 4,316   
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12 Attachment E – Current delivery of NVCB Services  

To more effectively target the conference sector, Council established the Newcastle Visitor and Convention 
Bureau (NVCB) in the early 1990’s. The role of the NVCB is to market Newcastle as a Business Tourism 
destination and generate conference related tourism for operators in Newcastle.  

NVCB is funded in the main by the City of Newcastle with additional contributions from members for co-
operative marketing initiatives co-ordinated by NVCB. To access the services of NVCB, operators must be 
members of Newcastle Tourism at either a MICE Partner ($1,250) or MICE Associate ($798) level. There are 
currently approximately 41 MICE members out of a total Newcastle Tourism membership of 150.  

NVCB currently performs the role of a quasi regional convention bureau. NVCB assists customers according 
to their requirement criteria, and sometimes these requirements cannot be met by member operators within 
the Newcastle LGA, or the customer may have requested information regarding venues and services in the 
surrounding area (eg Wine Country and Port Stephens). In this situation under the current model, the 
business is referred to other members of Newcastle Tourism, whose businesses are located outside of the 
Newcastle LGA. Newcastle operators are not happy with this approach. There is potential to consolidate and 
formalise a regional approach, or narrow back to a  purely Newcastle service, referring customers to the 
surrounding local tourist associations and bureaux (eg Hunter Valley Convention Bureau, or Port Stephens 
Tourism) as appropriate when it is clear the customer requirements cannot be met in Newcastle.   

Whilst the majority of membership (66%) is located in the Newcastle LGA, 33% of the MICE membership is 
located outside the Newcastle LGA (Port Stephens, Hunter Wine Country, Lake Macquarie). Under the 
current structure, NVCB membership is not sought from businesses located outside of the Newcastle LGA, 
but non Newcastle LGA operators are able to apply for membership, and are accepted if certain criteria can 
be met; i.e. are already members of their local tourist association and have appropriate conference product. 

Within the Hunter Region, Newcastle, Port Stephens, and Hunter Wine Country are the main conference 
destinations with a few other scattered facilities throughout the region in Lake Macquarie, Maitland and 
Barrington Tops. Newcastle has been the main LGA that has invested in marketing to the conference sector 
and for many years was the only Hunter LGA investing in this sector, hence the evolution of the trans-
regional membership. In more recent times Hunter Wine Country Tourism has put in some resources to 
securing this market and has registered the name “Hunter Valley Convention Bureau”. 

The current membership model also means that business is not able to be referred to Newcastle product that 
could have been suitable, because the operator is not a member of Newcastle Tourism. 


