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D e f i n i t i o n s  

Brand: source of a distinctive promise for customers from a product, service or 

place. Everything the lead organisation does in collaboration with its partners and 

community should be orientated around delivering and constantly enhancing the 
promise. A brand is not just a logo. 

Council: Organisation responsible for managing a local government area 

Event (tourism): designed to attract and satisfy the needs of visitors, reflecting the area’s 

brand essence, driving increased visitor awareness of the brand, and increasing visitation and 

associated economic impact to the area during and after the event. 

Local Government Area: An LGA included in the ASGC LGA Structure is a spatial unit 

which represents the whole geographical area of responsibility of an incorporated Local 

Government Council or an Aboriginal Council in Queensland. An LGA consists of one or more 

statistical local areas (SLAs). LGAs defined.  

Marketing: the management process through which goods and services move from concept 

to the customer. It includes the coordination of four elements called the 4 P's of marketing: 

identification, selection and development of a product ; determination of its price; selection of 

a distribution channel to reach the customer's place, and development and implementation of 

a promotional strategy. 

Operator: an individual or organisation that conducts a tourism activity which results in some 

degree of commercial return. 

Product: a good or service (tangible or intangible) than an organisation offers to its 

customers. 

Target market: the portion of actual and potential visitors that an organisation most wants to 

attract to their destination or product. The target market is chosen because the needs of the 

market segments chosen most naturally fit what the destination or product can offer and offer 

the best return on any marketing investment to attract them  

Visitor (local): a person who comes from within village / township within the local 

government area 

Visitor (day tripper): a person who comes to a destination from outside the immediate local 

area (such as a local government area) and leaves in the same day. 

Visitor (overnight): a person who comes to a destination from outside the immediate local 

area (such as a local government area) and stays overnight within the same immediate local 

area. 

WOW factor: a highly differentiated experience that is so distinctive that it is a primary 

motivator to visit a region – which may in turn be thought of as an iconic product. The delivery 

of a wow factor experience should so surprise and excite the consumer, that it motivates 

them to do it again or at least strongly recommend it to their friends and relatives. Not every 

visitor needs to do the wow factor, but typically those that don’t want to do it, still want to 

watch others do it. 

Yield - In the context of a Tourism Plan, yield is the expenditure injections of tourists (sales 

revenues) or the profitability of catering to different visitor markets. Yield can be defined 

purely from an accounting perspective (sales revenues per visitor) or the financial rate of 

return to operators, or gross operating surplus of different industry sectors. Alternatively, the 

profitability to the tourism industry of different market segments can be assessed. 



 

 

TOURISM PRODUCT DIVERSIFICATION PLAN FOR CESSNOCK LOCAL GOVERNMENT AREA (LGA) (22/7/2020) 4 

 

Executive Summary 
T h e  n e e d  t o  d i v e r s i f y  t h e  p r o d u c t  o f f e r  

The Hunter Valley Visitor Economy Destination Management Plan stressed that the 

destination needs to have more experiences to keep visitors in the region longer 

and spending more, and that these experiences need to be consistent with the 
current brand position for the destination so they can leverage off the primary 

marketing focus of the destination, which is primarily a wine/food experience. 

The current brand essence for the Hunter Valley is  ‘simple sophistication – a 
Hunter way of life’.  

The psychographic target markets for the Hunter Valley are: 

§ an indulger sector called Pampadours, who seek the following experiences 
proposed in the DMP – food and wine diversification of activities and services, 

wellness programs, golf and sports; and 

§ and an immersive and physical activity sector called True Travellers, who seek 
the following experiences proposed in the DMP – agritourism, Heritage 

(industrial history, convict trail, village life), nature, soft adventure (eg mountain 

biking), culture, arts and entertainment, and Indigenous tourism. 

Our stakeholder consultation suggested that Peer Group travellers (particularly 
women and family reunions) are also strong markets, due to their preparedness to 

stay overnight and spend freely, though some stakeholders may be over-estimating 

their presence due to their higher profile when in region than the other two 
segments (groups stand out and are more memorable). 

P r o d u c t  d e v e l o p m e n t  o p p o r t u n i t i e s  

After conducting a review of the tourism literature, a review of the tourism 

marketing literature and consultation with some tourism stakeholders, we identified 

27 product development opportunities. Using a Multi-Variant Analysis, we 
shortlisted eight opportunities as worthy of further investigation. The Economic 

Development Unit of Council then further shortlisted the eight to four for this project 

to focus on: 

1. Dining in the sky (crane suspended table & chefs), chosen with a view to 

operating at more than one site 

2. Who rules the kitchen? (cooking competition), chosen with the recognition of 
a need to find a suitable venue and operator 

3. Hunter picnicking (facilitated picnic sites), chosen with the view of choosing 

some private sites and integrating with an existing ‘Selfie Trail’ project 
4. Guided stargazing and dinner under the stars, chosen with the view of making 

existing businesses more profitable 

We developed concepts for each of these products, identifying potential locations, 

potential delivery mechanism, target markets and next steps to move them forward. 

We then undertook online market testing with Sydney residents that had visited the 

Hunter Valley both for a day trip and an overnight stay, or had only visited 

overnight. We managed to gather a majority of respondents from one of the three 
target markets (True Traveller, Pampadours and Groupies/Peer Group Travellers).  

The research confirmed that the Pampadours and True Travellers were far more 

likely to visit the Hunter Valley midweek than the other markets. 

The product opportunities that presented the greatest ability to motivate a unique 

visit to the Hunter Valley were: 
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1. Hunter picnicking (75%, with strong support from all target markets and non-

target markets) 

2. Guided stargazing and dinner under the stars (70%, with strong support from 
all target markets and non-target markets) 

3. Dining in the sky (60%, with strong support from True Travellers and Groupies 

/ Peer Group Travellers) 

4. Who rules the kitchen? (37% with solid support from True Travellers) 

The True Travellers are the critical target market, being highly motivated across the 

top three products. We found that neither gender nor age made any difference to 

the appeal of the four products. 

B o t t o m  l i n e  

Overall, Hunter picnicking and Guided stargazing and dinner under the stars 

perfectly match the Hunter Valley Brand and are now proven to motivate unique 
visits by the target markets to the Hunter Valley, even mid-week. 

E a r l y  r e c o m m e n d a t i o n s  

We therefore recommend to prioritise the development of the Hunter Picnicking 

Project, starting with Economic Development team members meeting with the top 
few listed potential picnic site hosts and current picnic operators to explain the 

concept, take their questions of clarification, and sound them out for interest, timing 

and resourcing potential.  

We also recommend to prioritise the development of Guided stargazing and dinner 

under the stars, starting with the Economic Development team members meeting 

§ with potential stargazing tour operators listed in this report, to determine their 

interest providing a visiting astronomy service to a restaurant providing dinner 

under the stars and consider some of the differentiating ideas listed in this 
report; and 

§ with potential host sites capable of providing dinner under the stars listed in 

this report to determine their interest in hosting dinner under the stars 

packaged with a visiting astronomy service. 

We also recommend a thorough scan of tourism development grants that Council 

might be able to procure to assist facilitate development, particularly given that at 

this time with COVID-19 travel constraints, most of the tourism industry will be 
reticent to spend capital reserves that might be needed to offset operating costs. 

G e t  g o i n g  n o w  t o  m a k e  t h e  m o s t  o f  t h e  c u r r e n t  

s i t u a t i o n  

However, our analysis of COVID-19 impacts on the domestic market suggests that 
as a short range drive destination from Sydney, the Hunter Valley is ideally located 

to attract frustrated True Travellers, Pampadours and Groupies/Peer Group 

Travellers. These two products perfectly match a building need to escape into an 
authentic and slightly pampered experience. So this is the perfect time to develop, 

so that the products can capitalise on these needs. 
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1. Introduction 

1.1 The shift back from marketing to product 

Over the past few years, there has been a shift among local governments and 
regional tourism organisations, from predominantly promotion to intervention in 

product reinvigoration, and even the creation of WOW factor products.   

The consumer is increasingly driving tourism product development.  The new depth 
of feedback has provided major opportunities for responsive businesses to improve 

their offer and rankings.  The rewards for being responsive and leading competitors 

in social media have translated to much greater profitability than was previously 
possible – so that the better tourism businesses are now generating far higher 

business incomes.  At the same time the increased competition has resulted in a 

winnowing of the worst reviewed businesses – so that overall quality of delivery is 
lifting significantly. 

With the Consumer now ‘King’, the challenge for destinations is increasingly 

around minimising over mature product by helping reinvigorate them. The ultimate 

version of product development or reinvigoration is the development and 
establishment of Wow factor experiences – experience so distinctive that 

consumers’ view them as the primary motivator to visit a region – in essence a 

region’s iconic product. The delivery of a wow factor experience should so surprise 
and excite the consumer, that it motivates them to do it again or at least strongly 

recommend it to their peers.  

 
1 New Earth Tourism Pty Ltd, 2013, Hunter Valley Visitor Economy Destination Management 
Plan 

1.2 The shift from DMP’s to product development 
strategies 

DMP’s became so entrenched in their standard structure and focus on marketing, 

and so high level overall, that they failed to help address their products that were 
becoming over mature or just not aligned to market needs. It has also been 

common to have DMPs with a high number of recommendations leading to dilution 

of key messages and failures of implementation.  This approach led to a too costly 
loss of belief in the value of DMP’s and tourism plans generally.   

Contemporary tourism planning needs to put more attention on maximising the 

prospect for implementation.  A modern DMP needs to identify a manageable set 
of initiatives most likely to make a difference. 

We have subsequently seen a shift from DMP’s to tourism product development 

strategies, as well as feasibility studies and business cases for single projects most 
likely to make a catalytic change to the operating environment. 

 

1.3 Project objectives and outcome 

The Hunter Valley has been a part of the above trends, and is in need of product 

reinvigoration. The Destination Management Plan1 for the region identified: 

“the Hunter Valley destination needs to have more visitor experiences to keep visitors in the 

destination longer and spending more. However, those experiences need to be consistent 
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with the current brand position for the destination so they can leverage off the primary 

marketing focus of the destination, which is primarily a wine/food experience.  

The more unique to the area and authentic the experience the more attractive and relevant 

they will be to the target markets and therefore providing a richer tourism experience for all 

visitors to the region promoting referral and return visitation”. 

This project, to develop a Tourism Diversification Plan, comes just in time to avoid 

slide in market share. As COVID-19 travel bans are progressively lifted, it will be 
day trip destinations on the edges of Australia’s capital cities that will benefit first, 

with regions further afield benefitting later. This is therefore a fantastic time to be 

injective some creative input into refreshing the Hunter Valley’s offer, and making 
the most of the first wave of domestic visitors escaping their isolation and looking 

for personal reinvigoration. 

This project applies to the Cessnock Local Government Area (LGA), as identified in 
Figure 1.1. 

Figure 1.1 Cessnock Local Government Area 

 

The Brief proposed a set of ambitious objectives for the project: 

1. Develop and grow our visitor economy to ensure it is socially, environmentally 

and economically viable and sustainable. 

2. Ensure a market-focused destination which offers a wide range of 
experiences to our visitors and the potential to attract and grow customer 

markets. 

3. Provide directions for market development and diversification opportunities 

primed for growth, especially in overnight stays, and visitor expenditure. 
4. Build on the reputation and attractiveness as one of Australia’s premier wine 

tourism destinations offering superb quality and high value food and wine 

experiences whilst ensuring authenticity of visit is pertained within the 
marketing message to deliver on the brand promise, core values and the 

character of the area. 

5. Support the active rejuvenation and reinvention of the Hunter Valley through 
embracing a new base of diverse experiences designed to attract new 

markets and stimulate repeat visitation in areas of nature, soft adventure, golf 

and sports tourism, culture and heritage, arts, retail, agri-tourism, events and 
alternative products. 

6. Develop partnerships with the private sector to undertake strategic product 

development in order to realise increased capacity to grow high yielding but 
under-capitalised markets e.g. VFR (Visiting Friends and Relatives), RVs, 

MICE (Meetings, Incentives, Conferencing, and Exhibitions), school holidays, 

and international adventure. 
7. Inform investors and businesses of opportunities to develop and grow tourism 

within the Cessnock City Council and Singleton local government areas. 

8. Inform tourism product development for projects in line with grant 
opportunities. 
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To achieve these objectives will require a staged approach as shown in Figure 1.2, 

and this report represents just the first stage in this approach. 

Figure 1.2 Likely staged approach to achieving project objectives 

  

1.2 Approach elements used to generate this report 

M a r k e t  a n a l y s i s  

To generate this Report, we applied a three staged approach: 

1. Identification of high-level opportunities 

2. Shortlisting of the more promising and relevant opportunities 
3. Development of concepts for the top 3 – 5 concepts 

This approach is presented in Figure 1.3. There were a number of additional tasks 

proposed that unfortunately the Project Budget could not afford at this time: 

§ Detailed analysis of the current market and trends, and potential markets to 

target through COVID-19 rebound 

§ Prepare a funding source proposal for each product concept 

§ Debrief Cessnock Council at a workshop session, to get feedback / buy in 

§ Prepare an Investment Prospectus for private sector proposals, or a Business 

Case for public sector funded proposals – supported by an economic impact 

assessment. 

Some of these initiatives could be revisited in the future, or as part of the 

development of a Business Case / Prospectus. 

Figure 1.3 The Approach used to develop this report 

 

• Market analysis
• Identification of high level 

potential opportunities
• High level analysis
• Shortlisted concept 

development
• Market testing & refinement

Product 
Diversification Plan

• Fully scoped option(s)
• Staged development costs
• Forecasts & viability
• Risk analtsis
• Business Case
• Decision to proceed

Business Case / 
Prospectus • Project 1: procure and 

leverage funding, detailed 
design, development, opening

• Project 2: procure and 
leverage funding, detailed 
design, development, opening

• Project 3 etc

Staged Development

• Review of relevant information
• Identify target markets & brand attributes
• Develop & weight assessment criteria
• Consultation to identify high level opportunities

1. Opportunity 
identification

• Workshop assessment of opportunities
• Site audit of shortlisted opportunities
• Map findings using product analysis tools

2. Shortlisting

• Identify shortlist to focus on
• Benchmark comparable product to strengthen 

concepts
• Market test shortlisted concepts
• Draft then Final Product Diversification Report

3. Concept 
development
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To identify potential opportunities, we used four key sources: 

1. Review of Destination Management Plan recommended product 

development initiatives 
2. Review of ‘Top 50 Things to do in the Hunter Valley’ (informal list and 

descriptors supplied by Cessnock City Council Economic Development 

Unit) 

3. Review of ‘Diverse experiences – Hunter Valley Wine Country’ (informal 
list and descriptors supplied by Cessnock City Council Economic 

Development Unit) 

4. Consultation with stakeholders (see Attachment A for a list of 
stakeholders and the questions posed to them) 

5. Review of relevant reports including Trails Strategy for the Hunter Valley 

(2020 Treadwell and Cessnock City Council) 
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2. Context 

2.1 Current tourism markets to the LGA 

L a c k  o f  i n s i g h t s  f o r  p r o d u c t  d e v e l o p m e n t  

Like most tourism regions, the Hunter and the Hunter Valley lack key information 
about the visitor markets needed to inform product development and product 

reinvigoration. Information collected, such as visitation, origin, broad purpose of 

visit and length of stay is not enough. Information needed includes: 

§ places visited; 

§ activities undertaken; 

§ visitor satisfaction with activities undertaken; and 

§ most importantly, unmet needs. 

The last Destination Management Plan for the region (DMP) was produced in 

20132. The DMP identified an enabling strategy to improve the understanding of 
the market through measures such as: 

§ Establishing a regular Brand Health Monitor; 

§ Further development of the Hunter Valley Tourism Monitor; and 

§ Visitor satisfaction (Mystery shopping program). 

Until better data is collected, product development among individual proponents 

will have to work on hunches and one off research initiatives. 

 
2 New Earth Tourism Pty Ltd, Hunter Valley Visitor Economy Destination Management Plan 
3 https://www.destinationnsw.com.au/wp-content/uploads/2020/04/hunter_time_series_ye_dec_2019.pdf 

O v e r a l l  v i s i t a t i o n  

Total visitation to the Hunter Tourism region has grown 19.5% from year ending 

December 2010 to 2019. Growth in the number of nights over the same period has 

grown at a much smaller rate of 8.4%, which has held back growth in expenditure 
to 16.5%3.  

At year end December 2019 The Hunter region accounted for: 

§ 17.0% of domestic overnight visitors, 14.1% of nights and 14.7% of domestic 
expenditure in Regional NSW; 

§ 18.0% of day visitors and 16.6% of day visitor expenditure in Regional NSW; 

and 

§ 22.8% of international visitors, 17.6% of visitor nights and 20.9% of 

expenditure in Regional NSW for YE December 2019. 

D o m e s t i c  o v e r n i g h t  v i s i t a t i o n  

The Hunter is Regional NSW’s number 2 region for domestic overnight visitors, and 
number 3 for nights and expenditure. At year end December 2019 there were 4.6 

million domestic overnight visitors (up 18.1% on the previous year) who stayed 

12.3 million nights (up 16.5%) in the Hunter and spent $2.1 billion (up 19.9%).  

From year ended December 2014 to December 2019, domestic visitors, nights and 

expenditure in the region recorded the following changes: up 55.3%, up 49.0% and 

up 57.7%, respectively. 
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The average length of stay in the region was 2.7 nights and average spend per 

night was $171.  

The majority of visitors to the region came for the purpose of Visiting Friends and 
Relatives (41%), followed by Holiday (38%) and Business (16%).  

The overnight domestic visitor is relatively evenly spread in age, with slightly more 

(25%) aged 15-29 years, followed by 60-69 years old (18%), 30-39 years old (17%) 

40-49 (24%) and 50-59 years old (16%), 60+ (18%).  

The most common travel party among visitors to the region was 'unaccompanied 

traveller' (30%), followed by 'adult couple' (27%) and 'friends and relatives travelling 

together' (22%). 

Sydney was the largest source market for visitors to the region (44%), followed by 

Regional NSW (39%). Visitors from interstate accounted for 17% of the region’s 

visitors. 

D o m e s t i c  d a y  t r i p s  

The Hunter is Regional NSW’s number 2 region for domestic day trip visitors and 

expenditure. At year end December 2019 there were 8.4 million domestic day trip 

visitors to the Hunter (up 21.1% on the previous year) who spent $859 million (up 
12.6%). The average spend per visitor was $102. The majority of visitors to NSW 

came for the purpose of Holiday (43%), followed by Visiting Friends and Relatives 

(33%) and Business (14%).  

Domestic day trippers are relatively evenly spread in age, with visitors aged 60-69 

years accounting for 21% of all day trippers to the region, followed by the 15-29 

years old (19%), 30-39 years old (18%) and 50-59 years old (16%).  

From YE December 2014 to YE December 2019, domestic day trip visitors and 

expenditure in the region were up 41.3% and up 29.1%, respectively. 

I n t e r n a t i o n a l  v i s i t a t i o n  

The Hunter region is Regional NSW’s number 2 region for international visitors, 
number 3 for nights and expenditure. There were 195,000 international visitors 

(down 6.1% on the previous year) who stayed 2.5 million nights (down 18.9%) in 

Hunter and spent $215 million (up 1.7%). The average length of stay in the region 
was 13.0 nights and average spend per night was $84.  

The largest purpose of visit to the region was Holiday (62%), followed by Visiting 

Friends and Relatives (27%), Business and Education (4%).  

The international visitor is predominantly a younger market, with 35% of the visitors 

were aged 15-29 years, followed by 30-39 years old (16%) and 50-59 years old 

(16%).  

The most common travel party among visitors to the region 'unaccompanied 

traveller' (49%), followed by 'adult couple' (24%) and 'family groups with children' 

(13%).  

The region’s largest source market for international visitors was United Kingdom 
(15%), followed by United States of America (10%) and New Zealand (8%).  

From YE December 2014 to YE December 2019, international visitors, nights and 

expenditure in the region was up 29.8%, down 6.6% and up 26.4%, respectively. 
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V i s i t o r  e x p e c t a t i o n s  

A visitor survey of 198 people in 20074 identified that Visitors to the Hunter Valley 

Wine Country are expecting the region to cater more to an adult market in terms of 

food, wine and relaxation. There was also a degree of luxury expected, which was 
higher for overnight visitors (79%) than those on a day trip (57%). Visitors did not 

expect to experience ‘Nightlife and entertainment’. What visitors did expect was: 

§ Food and wine experiences (95%); 

§ Relaxation and rejuvenation (92%); 

§ Quality time with partner/family/friends (91%); 

§ Tour around and explore (86%); 

§ Luxury and indulgence (72%); and 

§ Discover or learn something new (68%) 

In terms of actual experiences, the same research identified that 86% visited a 
winery, 77% ate out and 76% just walked or drove around / took in the sights. 

V i s i t o r  s a t i s f a c t i o n  

Overall, the majority of visitors (89%) were satisfied with their visit, with 54% very 

satisfied and 35% fairly satisfied. There were no significant differences across 
different types of visitors in terms of satisfaction, indicating that Hunter Valley Wine 

Country manages to deliver to all. Among those visitors anticipating particular 

 
4 https://www.destinationnsw.com.au/wp-content/uploads/2014/05/Hunter-Valley-Wine-Country.pdf 
 

experiences, expectations were somewhat better or much better than expected in 

the case of: 

§ Food and wine experiences; 

§ Relaxation and rejuvenation; 

§ Quality time with partner/family/friends; and 

§ Touring around and exploring. 

Although many visitors did not expect to experience ‘Nightlife and entertainment’, 
those that did felt their expectations were exceeded. In contrast, a large proportion 

of visitors expected ‘Luxury and indulgence’, but for many these expectations were 

not met. 

F u r t h e r  v i s i t o r  p r o f i l e  i n s i g h t s  f r o m  c o n s u l t a t i o n  

Our consultation specifically for this project suggested a very diverse opinion on 

which markets represent the best yield and growth opportunities (see Attachment 
A for a list of stakeholders consulted). Key points from this were: 

§ Groups are a key market, coming for weddings, family get togethers or as 

friends (especially women aged 25 – 55 years); 

§ most visitors have limited knowledge of what to do beyond the wineries and 
restaurants, and operators believe this reduces length of stay and spend; 

§ some romantic weekends away for couples aged 28 – 45 years; and 
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§ there was minimal interest from stakeholders consulted in pursuing family 

markets or Millennials for overnight stay because the accommodation and 

much of the eating offer do not match their needs. 

Figure 2.1 The different market segments by generation 

 

The three most reported unmet needs of current visitors were: 

1. Marketing and visitor information that makes it easier to integrate a set of 

complimentary experiences throughout the stay – need to present 

matched products and product packaging 

2. Comprehensive, user friendly visitor information addressing how and 

where to exercise outdoors (particularly bushwalking and cycling) – need 

a comprehensive trails publication, website and / or App that presents and 

contrasts information equally (this issue is compounded by poor 

directional signage to and along the trails) 

3. Need opportunities to learn more about the local area’s history, people 
and character, to feel more connected throughout the stay – need 

interpretive experiences that are more immersive than an interpretation 

sign or panel. 

 

2.3 Current brand positioning 

The current brand positioning was established in 2012. Table 2.1 presents the 

brand positioning.  

The vision is to reposition the Hunter Valley as a more contemporary and 
fashionable place to visit and engage a younger audience. There was a recognition 

that the marketing needed to challenge the wine consumer and trade to get them 

thinking differently about Hunter Valley wines and to attach modernity to tradition. 

The over-arching message for the brand is - ‘simple sophistication’ build upon 
authenticity and the lifestyle of the destination. 
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Table 2.1 Product development ideas proposed in the DMP 

Brand positioning element Components 

Core attributes Australia’s oldest winemaking region 
Pioneering independence 
Still rural beauty 
Diverse relaxation experiences 
Unique Hunter Valley wines 

Benefits Appreciation of time 
Reconnection with friends and family 
Status from knowledge gained 
Rejuvenated by new experiences 

Values Authenticity 
Simplicity 
Quality 
Substance 
Longevity 

Personality Unpretentious 
Generous 
Effortlessly stylish 
Knowing 
Intrigue 
Timelessness 

Essence Simple sophistication “A Hunter way of life’ 

2.4 Current target markets 

Section 2.3 revealed that the information on current visitors is high level 
demographic (eg. basic place of residence, age and high-level purpose of visit). 

Demographic profiles are not very useful for product development or reinvigoration, 

because they don’t reveal enough about the values and motivations, let alone the 
needs and any unmet needs, from which product is shaped to address. 

Psychographic market segmentation is much more useful for product development 

and reinvigoration. The DMP proposed two psychographic-based target markets 
for the region: 

§ an indulger sector called Pampadours, who seek the following experiences 

proposed in the DMP – food and wine diversification of activities and services, 
wellness programs, golf and sports; and 

§ and an immersive and physical activity sector called True Travellers, who seek 

the following experiences proposed in the DMP – agritourism, Heritage 

(industrial history, convict trail, village life), nature, soft adventure (eg mountain 
biking), culture, arts and entertainment, and Indigenous tourism. 

Table 2.2 presents further detail on these sectors, along with profiles of the other 

market segments that make up the majority of visitors in NSW. 
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Table 2.2 Explanation of market segments 

Visitor segment  Travel mindset  % of visitors to 
country NSW 

Target for product development 

Pampadours  The indulgence segment. Pampadours want it all. They seek out new places, new faces, a different 

culture, climate and food and activities not available or taken up at home. They travel outside school 

holidays. They avoid caravans, self-contained accommodation, day trips, adventure and risk.  

14% Food and wine diversification of activities 

and services 

Wellness programs 

Golf and sports 

True Travellers  They are travellers, not tourists. They often holiday overseas where they immerse themselves in a 

different culture. They favour spontaneity. They respond to physical activity, personal fitness travel, 

adventure, risk and things they would not do at home.  

31% Argitourism 

Heritage (industrial history, convict trail, 

village life) 

Nature, soft adventure eg mountain biking 

Culture, arts and entertainment 

Indigenous 

Compatriots  Middle Australia. Compatriots travel with their family. They have to budget and look for value and 

accessibility. The children of Compatriots often have a role in deciding a holiday destination. Holidays 

are usually taken in single blocks, to allow maximum recharge.  

20% Not a strong fit 

Wanderers  Independent potterers. Nearly 1/2 of the Wanderers segment is retired. Wanderers take many holidays. 

They seek out value for money and take their holidays outside school holidays.  

24% Not a strong fit 

Groupies/Peer 

Group Travellers  

A segment with a skew towards youth, males and school and tertiary students. They travel in peer 

groups and in peak periods. They want party time, bright lights, clubs and pubs. Their trips include 

fishing or hunting trips for males, girls’ weekends 

7% Not a strong fit 
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2.5 Review of current product 

The DMP included a product audit that identified what it believed to be strong, 
relatively easily developed opportunities that could quickly expand experiences 

available and would be attractive to the current target market segments. We found 

the audit presented highly questionable categorisation of product (for example 
every accommodation and food and beverage venue received a nature / adventure 

and Indigenous category) and so of limited use. There are further uses of the DMP 

throughout Section 2. 

The DMP5 suggested that the strength of the Hunter Valley visitor experience lies 

in:  

§ A very large number of wineries, most with Cellars Doors. Many of the larger 
wineries are also able to service large coach groups, with several having 

restaurants as part of the winery experience.  

§ A very strong accommodation base, from small B&Bs to large, sophisticated 

resorts (a number with quality golf courses). Most of the larger accommodation 
properties (and some winery cellar doors) also with, mainly small size, 

conference and meeting facilities.  

§ A significant number of conference and meeting facilities, mainly linked to 
accommodation with significant leisure facilities (such as The Vintage and 

Crowne Plaza).  

§ A wide range of restaurants and food options from award winning fine dining to 

cafes and some local provedore style experiences, in addition the increase of 

micro-breweries, distilleries and unique or organic food products.  

§ A strong base of tour operators, mainly focussed around the wine and food 

experience, nature and soft adventure experiences e.g. ballooning, etc.  

§ A significant (but variable) range of leisure events, festivals and concerts. 

Hunter Valley Villages & Towns, eg. Wollombi, Broke, Pokolbin, Neath and 
Kurri Kurri, etc  

§ The major non-wine related attractions such as the Hunter Valley Gardens 

(although not a wet weather option) and the Army Base Museum are larger 
and handle significant visitor numbers (both FIT and groups)  

§ A strong potential arts/culture and heritage (both convict and indigenous) asset 

base, but in many cases either underdeveloped, has limited interpretation 
available for the visitor to appreciate its significance, or not well connected to 

the visitor information system.  

§ A significant nature experiences opportunity (particularly soft adventure, e.g. 
walking, hiking, bike riding, fishing, etc.), in both surrounding national parks 

and recreation areas such as Lake St Clair. However, much is still fairly 

undeveloped. International standard, championship golf courses. 

§ International standard, championship golf courses. 

The DMP provided a SWOT Analysis of the region, presented in Table 2.3. 

 
5 New Earth Tourism Pty Ltd, Hunter Valley Visitor Economy Destination Management Plan 
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Table 2.3 Strengths, Weaknesses, Opportunities and Threats for tourism in the Hunter Valley  

(Source: New Earth Tourism Pty Ltd, Hunter Valley Visitor Economy Destination Management Plan) 

Strengths Weaknesses Opportunities Threats 

§ Wines - long heritage/ high 

awareness along with award 
winning wines  

§ Strong short break 

positioning/visitation out of Sydney  

§ Accessible to major markets - 

domestic and international via 

Sydney  

§ Broad range and quality Cellar Door 

Experiences  

§ Quality accommodation & Golf 
courses  

§ Newcastle Airport - additional 

capacity development  

§ National award winning restaurants  

§ High quality leisure events 

positioning 

§ Limited family/wet weather 

attractions/experiences  

§ Limited non-road access to the 

destination  

§ Poor roads/cycle paths & poor local 
signage  

§ Inadequate WiFi & 3G service  

§ Outdated consumer view of Hunter 
wines  

§ No major, large convention facilities  

§ Limited sense of connection 
between destination cities and main 

winery areas  

§ Only a small range of dedicated 
visitor focussed retail  

§ Limited preparedness for China & 

India market growth  

§ No real sense of arrival at 

destination borders 

§ Many underdeveloped 

nature/Heritage/culture and soft 
adventure experiences  

§ New 1000 seat conference/ meeting 

facility  

§ Better utilisation of high potential leisure 

recreation experiences, eg. Lake Lyall, 

mining tours, etc.  

§ Golf - including tours and packages for 

the international market Extensive 

visitor information resources  

§ New Expressway and additional entry 

points  

§ New HVWTA Branding  

§ Incentives to increase air service 

network into Newcastle Airport  

§ International visitor market growth from 
China and India  

§ Extraordinary World Heritage National 

Park experiences  

§ Growing destination 

competition  

§ Increased urban development 

impacting the brand  

§ Risks to Hunter Valley 
environment in particular 

Coal Seam Gas Mining  

§ Land use conflicts e.g. mining 
and tourism 
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2.6 Proposed product development strategies 

The DMP identified that priority development focus should be in the following 
experience themes:  

§ Food and Wine (particularly provedoring, etc.); 

§ Culture and the Arts; 

§ Nature (soft adventure e.g. walking, biking, fishing); 

§ Golf and Sports Tourism; 

§ Heritage (convict and industrial history); and 

§ Indigenous (sites and culture). 

Specific product development ideas put forward in the DMP are presented in Table 

2.4. 
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Table 2.4 Product development ideas proposed in the DMP (Source: New Earth Tourism Pty Ltd 2013) 

Product sector Potential products Our response following investigation 

Food and Wine Microbreweries, distilleries and cider production  

Unique and organic foods 

‘Provedore’ style businesses to promote and sale regional wine and produce  

Microbreweries, distilleries and cider production are now available, 
recommend to leave out of this Project assessment  

Unique and organic foods are available in some local retail outlets, add to 
Project assessment as an agritourism experience 

Provedore style businesses already exist in Hunter Valley Village Green, add 
to Project assessment as an Epicurean Centre 

Culture and the Arts Arts and Culture Trail which accesses the many and varied art sites and facilities 
throughout the region which showcase local artists, galleries, exhibitions and 
entertainment  

Arts and Culture Trail already exists, covering local artists, galleries, 
exhibitions, but there is no outdoor sculpture and no night-time experience, 
add this element to Project assessment 

Nature / soft 

adventure 

World Heritage Nature Trail to attract multi-night touring out of Sydney 
Network of Cycling and Walking Trails as an extension to the Richmond Vale Rail Trail 
and around key tourist areas, which eventually link throughout the region and provide 
experiences and facilities for visitors and venues for future special interest or multi-sport 
events  

Reinvigorate Lake St Claire fishing and recreation park  

The 2020 Trails Strategy identified trail upgrades and development, 
coordination and marketing, but not much in the way of interpretation and 
how to make the trails deliver a more immersive experience 

No apparent progress on reinvigorating Lake St Claire fishing and recreation 
park – product designed for Compatriots not target markets, stakeholders 
consulted did not mention it, recommend to leave out of this Project 
assessment 

Golf and Sports 

Tourism 

Golf and sports related tourism including golf packages and tours  Initiative listed appears to be more aligned to marketing than product 
development, recommend to leave out of this Project assessment 

Heritage (convict) Establishment and promotion of the Convict Trail and associated sites and facilities  Addressed in 2020 Trails Strategy, add to this Project assessment 

Heritage (industrial 

history) 

Upgrade Military Museum - Singleton  

Upgrade Richmond Vale Railway and Mining Museum  

Add to this Project assessment 

Indigenous Development and appropriately managed access to significant Aboriginal sites via local 
Aboriginal community groups and Indigenous tourism operator, e.g. Ngurra in the World 
Heritage National Park  

There is already an Aboriginal Tourism operator (Girri Girra) delivering 
guided day and overnight tours to several Aboriginal sites within the 
Wollombi Valley /Yengo National Park, recommend to leave out of this 
Project assessment 
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2.7 Review of other relevant information 

The following section provides a review of tourism-related plans applying to the 
Cessnock Local Government Area (LGA). We have concentrated our review 

purpose to look for relevance to product development initiatives. In essence, the 

Destination Management Plan provides only very high level reference to this. 
Highly specific tourism development actions were found for the recently produced 

Trails Strategy, and Richmond Vale Rail Trail Feasibility Report.  

Consequently, this report provides the most focussed account of what specific 
tourism product development initiatives could be most relevant for the LGA. 

C e s s n o c k  2 0 2 3  C o m m u n i t y  S t r a t e g i c  P l a n  

The Plan sets an objective of increasing tourism opportunities and visitation in the 

area, and recommends to identify and increase the diversity of the tourism 
experience and market existing historical, cultural, natural and indigenous heritage. 

C e s s n o c k  E c o n o m i c  D e v e l o p m e n t  S t r a t e g y 6 

The Strategy recognises that it is State and Federal Government Policy that 

tourism development and marketing be undertaken within the framework provided 
by Destination Management Plans (addressed throughout this Section 2). The 

Strategy proposes (among many actions) to encourage the diversification into 

activities that complement both the wine and tourism sectors. 

 
6 Jenny Rand and Associates and Suzanne Lollback, 2014 

T r a i l s  S t r a t e g y 7 

This recent and extensive piece of work included an audit of Council managed 

trails and a strategic approach to trail delivery based on ensuring they deliver 

differentiated experiences. Trails serviced the drive, cycle, mountain bike, walker 
and horse riding markets. Some of the opportunities identified included: 

§ enhancing connectivity of trails/active transport; 

§ development of themed trail experiences to showcase the region (e.g. 
heritage); and 

§ integration of trails with Indigenous cultural heritage and Songlines. 

Potential trail projects were identified and broadly prioritised based on 
need/demand, feasibility, location and benefit. The strategic directions are as 

follows: 

§ upgrade existing Council-controlled trails, advocate for improvements to trails 
managed by other agencies and progress with current trail development 

projects; 

§ develop an integrated trail planning framework for Cessnock City Council and 

its partners; 

§ ensure public access to Council owned/managed land is maintained and seek 

to secure public access to additional land where this forms a strategic corridor 

for potential future trail/s; 

7 Trails Strategy: Planning for our people, our place, our future, 2020, Cessnock City Council 

and Tredwell  
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§ ensure that up-to-date on-ground trail information is provided at strategic 

locations across the LGA. Ensure this information is consistent with other 

information sources, and appropriately reviewed & updated; 

§ continue to progress with the development of a recreational trail along the 

Richmond Vale Rail Line; 

§ Enhance and develop the trail and support infrastructure between Cessnock 

and Kurri Kurri and promote as an integral part of a wider trail network; 

§ Enhance and develop the trail and support infrastructure at Convent Hill and 

Bridges Hill and promote as an integral part of a wider trail network; 

§ Enhance and develop the trail and support infrastructure at Chinaman’s Hollow 
& Maybury Peace Park and promote as an integral part of a wider trail 

network; 

§ Enhance and develop the trail and support infrastructure along the Kookaburra 
Trail and promote as an integral part of a wider trail network 

§ Enhance and develop the trail and support infrastructure along the Kitchener 

Dam Loop Trail and promote as an integral part of a wider trail network; 

§ Enhance and develop the trail and support infrastructure along the Wollombi 

Brook Nature Walk and promote as an integral part of a wider trail network; 

§ Enhance and develop the trail and support infrastructure along the Wine 
Country Stroll and promote as an integral part of a wider trail network; 

§ Enhance and develop the trail and support infrastructure along the Hunter 

River Nature Walk and promote as an integral part of a wider trail network; 

§ Enhance, extend and integrate cross-regional trails and vehicle touring 

routes/drive trails; 

§ Formalise existing informal trail networks where there is community support 
these provide benefit to the community; 

§ Provide positive trail experiences across the Cessnock LGA; 

§ Support new trail projects where there is demonstrated community support for 

such a concept, benefits to be leveraged and where Council resources are 
available. 

§ Improve health and wellbeing across the LGA through programs and events 

which promote regular physical activity and active lifestyles; 

§ Improve the provision of mapping and trail information across the Cessnock 

LGA; 

§ Improve the promotion and marketing of trail opportunities across the 
Cessnock LGA; 

§ Use trail development and provision as an economic and community 

development tool; and 

§ Foster partnerships relating to trail development, management, maintenance 

and promotion. 

The recommended provision of up to date trail information is critical to assisting 
tourism markets find and utilise trail opportunities. It would be interesting to 

evaluate which trail developments might have the greatest appeal to the tourism 

target markets. 
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R i c h m o n d  V a l e  R a i l  T r a i l  F e a s i b i l i t y  R e p o r t 8 

This report proposed significant works to upgrade the Richmond Vale Rail Trail to 

operate for recreation and tourist use. 

The report estimated that the Richmond Vale Rail Trail, if developed, would attract 
30,000 additional day trippers/year (specifically to use the trail), resulting in an 

injection of some $2.17 million into the local economies per year. This represents 

around 0.6% of the existing day tripper market to the Hunter region and around 1% 
of the existing day tripper market to Newcastle City. 

The Report further contemplated that if the trail converted 10,000 day trippers into 

overnight visitors, this would inject an additional $1.23 million/year into the 
economy based on overnight visitor expenditure of $123.13/day. If they stay 

overnight to undertake the trail journey, they would undertake other activities as 

well over the course of their stay. The benefit of the 2nd or subsequent day’s stay 
cannot be attributed to the trail. 

If 10,000 visitors stayed an extra day to use the trail (or use a package of trails 

including the rail trail) this would represent less than 0.5% of existing overnight 

visitors. Attracting this number of users would see an additional $1.23 million/year 
injected into the economy. 

According to the City of Newcastle website outlining the Shortland to Richmond 

Vale Rail Trail, physical work is yet to commence on either of the two stages of the 
project. 

 
8 Mike Halliburton Associates and Transplan Pty Ltd, 2014 

C e s s n o c k  C i t y  R u r a l  L a n d s  S t u d y  

This Report provides high level references to growing tourism across the LGA, with 

a focus on agritourism that builds on existing strengths in wine tourism, and nature 

tourism. It’s objectives in this regard are to provide for rural tourism development 
compatible with the landscape characteristics, environmental values, land use and 

settlements patterns. 

Strategies to support this are: 

§ provide for rural based tourism in locations in close proximity of existing towns 

and tourism nodes that are sympathetic to the settlement pattern and uses of 

the area; 

§ ensure tourism facilities are limited in their intensity and scale to avoid adverse 

visual impact on the natural environmental; and 

§ ensure buildings are sited in the landscape and designed to protect the rural 
farmed landscape 

Unfortunately, there is no further direction on the character, form or location of 

agritourism or nature tourism in the report. 

C e s s n o c k  C i t y  V i n e y a r d  D i s t r i c t  S t u d y  

The Cessnock City Planning Strategy Project aims to provide a solid foundation of 

evidence to inform the future sustainable strategic land use development of the 

Cessnock Local Government Area (LGA) and to develop a comprehensive set of 
strategic recommendations based on that evidence which will guide the preparation 



 

 

TOURISM PRODUCT DIVERSIFICATION PLAN FOR CESSNOCK LOCAL GOVERNMENT AREA (LGA) (22/7/2020) 23 

 

of future major amendment(s) of Cessnock Local Environmental Plan (LEP) 2011 

and Cessnock Development Control Plan (DCP) 2010. 

The study identified that for the wine tourism sector to remain viable, the charm 
and the character of the Vineyards District must be preserved and in some areas, 

restored. 

The landscape assessment identified a number of elements of the road network 

that could improve the visitor experience including: 

§ Road signage 

§ Landscape protection, traffic management and road infrastructure 

§ Alternative transport options, such as walking, bikes, horses and electric cars. 

The study recommends the development of a ‘trail’ strategy for the Vineyards 

District to identify the most appropriate routes as well as options for trail design and 

construction. 

  



 

 

TOURISM PRODUCT DIVERSIFICATION PLAN FOR CESSNOCK LOCAL GOVERNMENT AREA (LGA) (22/7/2020) 24 

 

3. High level ideas generation 

3.1 The initial list 

Table 3.1 presents the 27 shortlisted opportunities, showing the broad sector that 
each opportunity represents, the primary source of the idea and the immediate 

likely driver as private sector, non-Council but with Council support, and Council as 

the lead driver.  

From Table 3.1, it is straightforward for Council to identify initiatives that it might 

want to lead, if their performance against the assessment criteria was not 

considered. These initiatives are largely infrastructure based, generating 
experiences that are largely free to use and would help address stakeholder 

emphasis in trail use through walking, cycling and mountain biking. 

 

3.2 The shortlisting process 

A Multi Variant Analysis (MVA) was used to score the performance of each 
opportunity. A set of criteria were introduced to the MVA, as described below. 

L i k e l i h o o d  t o  t r i g g e r  a n  o v e r n i g h t  s t a y  

This criterion has been included to acknowledge that experiences that can only be 

conducted in the evening, or are better when experienced in the evening, are more 
likely to trigger an overnight stay, whereas experiences that can only be 

undertaken in the day time may not. 

We have subsequently included this criterion as a score out of five, since it 
represents the central aim of the Project.  

D i f f e r e n t i a t i o n  o f  t h e  p r o d u c t  

This criterion seeks to ensure that the secondary objective of this Project – to 

diversify the product offer, is achieved. Doing more of the same thing does not 

achieve this. Conversely, the more different the offer is, the more it could stand out 
and be considered as a new reason to visit. Counter balancing this is the need for 

the product to ‘fit’ the tourism brand. We found assessing this against the brand 

essence of simple sophistication, too difficult to apply, but have instead addressed 
the wider brand attributes (see Table 2.1). 

We have subsequently split the criteria into three sub-component criteria: 

§ differentiation within the Hunter Valley (scored out of five); 

§ differentiation within NSW (scored out of four); and 

§ potential WOW factor (being so differentiated that it generates a trigger to visit 

in its own right (scored out of four). 

P o t e n t i a l  t a r g e t  m a r k e t s  

It is critical that the products proposed not only appeal to the target markets, but 

influence them to stay overnight. We propose that the target markets for 

developing tourism product and experiences that increase overnight stay and yield 
are, in order of importance: 

1. True Travellers – these markets are already present and have a range of 

unfulfilled needs that if catered for should result in increased visitation and 
increased overnight stay, including mid-week 
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Table 3.1 Initial list of potential tourism development opportunities 

Products assessed Product sector  Primary source of suggestion Private 
sector 
driven 

Council 
support 

Council 
driven 

Expand number of Back of House experiences at 
wineries, breweries and distilleries, similar to Drayton’s 
(make more immersive, how to experience when not 
happening) 

Social / F&B Stakeholder consultation 
- close while customers are still enjoying themselves, variable quality among 
newer ones, need more variation to match levels of customer experience 
and capability 

   

Hunter picnicking (themed platforms, facilitated F&B & 
activities) 

Social / F&B SMA Tourism research of innovation to meet unmet needs 
- greater use of the landscape  
- facilitation makes it easier and more interesting than do it yourself 

   

Mobile themed ‘pop up’ caravans (for wedding 
proposals, birthdays, women’s events etc) 

Social / F&B SMA Tourism research of innovation to meet unmet needs 
- greater use of the landscape  
- offers a niche Instagram able experience to more standard wedding 
functions 

   

Who rules the kitchen? Cooking competition (different 
restaurants or purpose built, stream for 
audience/additional voting) 

Social / F&B SMA Tourism research of innovation to meet unmet needs 
- capitalising on success of television-based cooking and competitions 
- extension of Hunter F&B brand to reach younger and fun markets 

   

Cooking classes (tailored to different markets) Social / F&B Stakeholder consultation 
- need more variation to match levels of customer experience and capability 

   

Dining in the sky (crane suspended table & chefs) Social / F&B SMA Tourism research of innovation to meet unmet needs 
- see website for Dinner in the Sky Australia  

   

Epicurean Centre (restaurant, function, retail & 
interpretation displays) 

Social / F&B Stakeholder consultation 
- interpretation could differentiate it from other Centres and host VR product 
and / or cooking classes and competition 

   

Agritourism experiences of growing / making locally 
produced organic foods 

Agritourism Destination Management Plan further adapted by SMA Tourism from retail to 
interpretive experience  
- interpretation could not only enrich visitors understanding of products sold 
in retail outlets, but also increase retail sales of these products 

   

Activation Program for Hunter Valley Village Green 
(provedore markets, arts and food trucks, winter fire 
festival) 

Cultural / F&B Stakeholder consultation 
- regular night activation that brings tourists and locals together 

   

Hunter wine making museum Cultural / F&B Stakeholder consultation 
- first stop: interpretation of the history of the Hunter’s wine making 
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Products assessed Product sector Product sector  Private 
/ 
sector 
driven 

Council 
support 

Council 
driven 

Stargazing observatory Nature SMA Tourism research of innovation to meet unmet needs 
- multi-cultural interpretation, perhaps including Aboriginal, perhaps linked to 
Drive in theatre for projecting telescope images for all to see 

   

Bike trail for casual riders (linking existing trail 
destinations) 

Nature touring Stakeholder consultation 
- THE biggest suggestion from stakeholders, stressing linkages between 
attractions and trails 

   

Nature walking trail upgrade (1/2 day walks with 
interpretation of local environment and history) 

Nature / Soft 

Adventure 

Stakeholder consultation 
- popular suggestion pitched as something to fill in the morning or afternoon 
- there are lots of trails, but they lack creative interpretation and they are 
hard to find in marketing or on site 

   

Mountain biking network (varying levels) Soft Adventure Stakeholder consultation 
- sites with grape growing landscape in background 

   

Escape Room Expansion to add other local themes, ie. 
coal mine escape 

Soft adventure SMA Tourism research of innovation to meet unmet needs 
- easy way to interpret stories for group markets and Compatriots 

   

App for scavenger hunt trail Soft Adventure SMA Tourism research of innovation to meet unmet needs 
- easy way to interpret stories for group markets and Compatriots 

   

Additional creative interpretation for Convict Trail Cultural Destination Management Plan 
- Current interpretation could be made more emotionally impactful 

NPWS   

Permanent projection attraction (historic stories at HV 
Gardens / Village Green /  

Cultural SMA Tourism research of innovation to meet unmet needs 
- VIVID-like facility to further use existing attraction 

   

Night Gig Venue (Sydney’s Metro, Newcastle’s Lizotte’s 
at The Hangar) 

Cultural Stakeholder consultation 
- good extension from concerts to extend brand 

   

Small exhibition centre (for events, eg. car clubs & 
dancing competitions) 

Cultural Stakeholder consultation 
- to assist attract small quirky events and park collector cars 

   

VR booths addressing local history Cultural Stakeholder consultation 
- great way to tell local stories in any weather at any place 

   

Reinvigorate Richmond Railway Museum Cultural Stakeholder consultation 
- make more contemporary for Wanderers and Compatriots 

NGO   
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Products assessed Product sector Product sector  Private 
/ 
sector 
driven 

Council 
support 

Council 
driven 

App based tour of local villages Cultural Stakeholder consultation 
- unmet demand to explore with interpretation 

   

Interactive display for historic glass photographs at 
proposed Edgeworth David Museum 

Cultural Stakeholder consultation 
- previous exhibition popular with Wanderer market 

   

Outdoor Sculpture Trail (day and night with App) Cultural SMA Tourism research of innovation to meet unmet needs 
- focus on night lighting for more individual moods and interpretation 

   

Fitness / Raw Challenge / Bootcamp Wellness Stakeholder consultation 
- good counter-balance to food and wine 

   

Long distance bike trail for exercise (road maintenance 
and directional signage) 

Wellness Stakeholder consultation 
- some routes on cyclist Facebook sites but routes not managed 
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2. Peer Group Travellers – these markets (best represented by groups of 

women aged 25 – 50 years and family reunions) are already present and 

have some unfulfilled needs that if catered for should result in increased 
overnight stay either side of weekends 

3. Pampadours – these markets are already present, and have a few unmet 

needs that if catered for should result in small increases in length of stay 

either side of weekends, but are unlikely to grow significant increased 
visitation 

We have subsequently included the potential match of new product ideas to the 

needs of these three markets as a score out of five.  

L i k e l i h o o d  t o  t r i g g e r  d i r e c t  e m p l o y m e n t  

This criterion has been included to broaden the economic benefits of the tourism 

development opportunities to contemplate their ability to directly employ people in 
order to deliver this experience on an ongoing operational basis. 

We have subsequently included the potential match of new product ideas to the 

needs of these three markets as a score out of three.  

M u l t i  V a r i a n t  A n a l y s i s  

The total potential score for any opportunity was the sum of the criteria maximum 

scores (36 points).  Opportunities scoring: 

§ 17 or below were coloured red; 

§ 18 to 22 were coloured yellow; and 

§ 23 to 30 were coloured green. 

 

H i g h e s t  s c o r i n g  c o n c e p t s   

Table 3.2 presents the MVA of the 28 opportunities, and suggests that the eight 

highest scoring opportunities were: 

§ 30 points – Dining in the sky (crane suspended table & chefs) 

§ 29 points – Who rules the kitchen? Cooking competition (different restaurants 

or purpose built, stream for audience/additional voting) 

§ 26 points – Hunter picnicking (themed platforms, facilitated F&B & activities) 

§ 26 points – Mobile themed ‘pop up’ caravans (for wedding proposals, 

birthdays, women’s events etc) 

§ 25 points – Permanent projection attraction (historic stories at HV Gardens / 
Village Green 

§ 25 points – Stargazing observatory  

§ 23 points – Hunter wine making museum 

§ 23 points – Night Gig Venue (Sydney’s Metro, Newcastle’s Lizottes at The 

Hangar) 
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Table 3.2 Multi Variant Analysis of tourism development opportunities 

Products assessed Product sector Match to 
True 
Travellers 
target 
market 

Match to 
Peer 
Group 
Travellers 
(reunions) 

Match to 
Pampado
urs target 
market 

Differenti
ation 
within 
Hunter 
Valley 

Differenti
ation 
within 
NSW 

Potential 
WOW 
factor  

Likelihood 
to trigger 
an 
overnight 
stay 

Likely to 
trigger direct 
employment  

Total 
score 

Score   / 5 / 5 / 5 / 5 / 4 / 4 / 5 / 3 / 36 

Dining in the sky (crane suspended table & chefs) Social / F&B 2 4 4 5 3 4 5 3 30 

Who rules the kitchen? Cooking competition (different 
restaurants or purpose built, stream for 
audience/additional voting) 

Social / F&B 3 5 2 5 4 4 3 3 
29 

Hunter picnicking (themed platforms, facilitated F&B & 
activities) 

Social / F&B 3 4 4 5 3 3 2 2 26 

Mobile themed ‘pop up’ caravans (for wedding 
proposals, birthdays, women’s events etc) 

Social / F&B 3 4 2 5 3 3 3 3 26 

Permanent projection attraction (historic stories at HV 
Gardens / Village Green /  

Cultural 4 2 2 5 3 3 5 1 25 

Stargazing observatory Nature 4 2 2 5 3 3 5 1 25 

Hunter wine making museum Cultural / F&B 4 2 3 4 4 2 2 2 23 

Night Gig Venue (Sydney’s Metro, Newcastle’s Lizottes 
at The Hangar) 

Cultural 3 4 2 3 2 2 5 2 23 

Activation Program for Hunter Valley Village Green 
(providore markets, arts and food trucks, winter fire 
festival) 

Cultural / F&B 4 3 2 3 1 2 4 3 
22 

Epicurean Centre (restaurant, function, retail & 
interpretation displays) 

Social / F&B 4 3 4 1 2 2 2 3 21 

Expand number of Back of House experiences at 
wineries, breweries and distilleries, similar to Draytons 
(make more immersive, how to experience when not 
happening) 

Social / F&B 4 4 4 1 2 2 2 2 

21 

App based tour of local villages Cultural 4 3 3 4 3 2 2 0 21 
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Products assessed Product sector Match to 
True 
Travellers 
target 
market 

Match to 
Peer 
Group 
Travellers 
(reunions) 

Match to 
Pampado
urs target 
market 

Differenti
ation 
within 
Hunter 
Valley 

Differenti
ation 
within 
NSW 

Potential 
WOW 
factor  

Likelihood 
to trigger 
an 
overnight 
stay 

Likely to 
trigger direct 
employment  

Total 
score 

Score   / 5 / 5 / 5 / 5 / 4 / 4 / 5 / 3 0 

Cooking classes (tailored to different markets) Social / F&B 4 3 2 3 2 2 2 2 20 

Agritourism experiences of growing / making locally 
produced organic foods 

Agritourism 4 3 2 4 2 1 2 2 20 

VR booths addressing local history Cultural 4 2 1 4 3 3 2 1 20 

Small exhibition centre (for events, eg. car clubs & 
dancing competitions) 

Cultural 2 3 4 3 2 1 2 2 19 

App for scavenger hunt trail Soft Adventure 3 3 0 5 3 2 2 0 18 

Outdoor Sculpture Trail (day and night with App) Cultural 4 2 2 3 2 2 3 0 18 

Bike trail for causal riders (linking existing trail 
destinations) 

Nature touring 4 3 2 2 2 2 2 0 17 

Escape Room Expansion to add other local themes, ie. 
coal mine escape 

Soft adventure 3 3 0 3 2 3 2 1 17 

Fitness / Raw Challenge / Bootcamp Wellness 2 4 0 3 2 1 3 2 17 

Nature walking trail upgrade (1/2 day walks with 
interpretation of local environment and history) 

Nature / Soft 

Adventure 

4 2 2 2 2 1 2 0 
15 

Reinvigorate Richmond Railway Museum Cultural 3 1 1 3 2 1 2 1 14 

Mountain biking network (varying levels) Soft Adventure 3 2 0 2 2 2 2 0 13 

Interactive display for historic glass photographs at 
proposed Edgeworth David Museum 

Cultural 2 1 0 3 2 1 2 1 12 

Long distance bike trail for exercise (road maintenance 
and directional signage) 

Wellness 1 3 0 2 2 1 2 0 11 
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3.3 Shortlisted opportunities further investigated 

Following a workshop with Council’s Economic Development Unit, the following five 
opportunities were chosen for further investigation in the field: 

1. Dining in the sky (crane suspended table & chefs), chosen with a view to 

operating at more than one site 
2. Who rules the kitchen? (cooking competition), chosen with the recognition of a 

need to find a suitable venue and operator 

3. Hunter picnicking (facilitated picnic sites), chosen with the view of choosing 
some private sites and integrating with an existing ‘Selfie Trail’ project 

4. Guided stargazing and dinner under the stars, chosen with the view of making 

existing businesses more profitable 
5. Permanent projection attraction, chosen with the view of approaching an 

existing operator (eg. Hunter Valley Gardens) or integrating with a Night 

Economy Cessnock activation project 

The concept of developing a Permanent projection attraction was transferred out of 
this project for further development by the Economic development team, potentially 

as part of Cessnock night economy activation.  

The concept of developing an interpretive attraction within or adjacent to the Hunter 
Valley Visitor Centre that introduces brand essence (eg a Wine Museum) was 

transferred out of this project for further development by the Economic 

development team as a future project. 

Outlines of the first four products were generated, along with aspects to further 

research as a means to bringing each product towards a pre-feasibility. This 

triggered site investigations across the LGA, to determine potential sites and firm 
up the potential of some propositions. This work is covered in Section 4. 

Attachment E presents the high level concepts of shortlisted product development 

opportunities that were not taken forward in Section 4. 
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4. Shortlisted product concepts 

4.1 Dining in the sky (working title) 

T h e  c o n c e p t  

This concept is designed to offer a group of people a meal and drinks 45 metres 
above the ground. The experience is centred around creating a WOW factor, 

through doing something normal in a very abnormal space. The WOW factor offers 

customers a high level of ‘brag ability’ and subsequent customer driven social 
media marketing. 

The experience also offers the opportunity to present the Hunter Valley landscape  

from the air, increasing visitor recognition and appreciation for the convergence of 
grape growing, retained bushland, hills and mountains. 

The experience also offers the opportunity to showcase local food and wine to 

markets that may not have been attracted to some products, but get linked to them 
through the novelty experience. 

The concept is not new. The first documented version was ‘Dinner in the Sky’ a 

Belgian based novelty restaurant service which used a crane to hoist its diners, 
table, and waiting staff 150 feet into the air. The operation was run like a pop up for 

various events in Australia, New Zealand, Japan, Singapore and Vietnam. In 

application in Western Australia, the operation used Resident Executive Chef 
Mathew Anderson to showcase local produce and Australian modern cuisine. The 

base ticketed experience is a 40 minute canapes and cocktails priced at $235, 

followed by a 55 minute three course lunch in the sky priced at $295, followed by a 
65 minute five course dinner priced at $395. 

Figure 4.1 Images from the product ‘Dinner in the Sky’ 

 
https://www.weekendnotes.com/dinner-in-the-sky-
perth/#:~:text=Tickets%20start%20at%20%24295.00%20per,meal%20served%20with%20m
atched%20wines.&text=Tickets%20start%20at%20%24395.00%20per%20person. 
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Rather than using a mobile crane, this concept would involve establishing a 

hanging structure and ground based crane system to haul the pod-like dining table 

up and lower it down again. The table pod could reside continuously at one 
location, or be shared between two or more locations, to capture seasonal 

strengths and seasonal demand stimulus needs. The pod could be lifted up as per 

normal, but lowered onto a truck to transport between locations. 

A hanging structure could be built as a piece of outdoor sculpture, similar to the 
Melbourne International Gateway, colloquially known as the Cheese Stick (see 

Figure 4.2). The Cheese Stick is 70 metres long and approximately 40 metres 

high. A much cheaper build would be required than what was paid for this art work. 

Figure 4.2 The Melbourne International Gateway could be an inspiration for a sculpture-

based hanger to suspend the Diner in the Sky pod 

 

Outdoor sculptures have proven extremely powerful ways to differentiate wine 

regions, as was done in McLaren Vale South Australia (see Figure 4.3). 

If two or more locations were chosen, then it might be possible to build them 
concurrently to achieve complimentary but differentiated designs, and an economy 

of scale for the build. 

Figure 4.3 The production of a major outdoor sculpture that also provides a practical 

purpose was well demonstrated by the development of The Cube at the 

d’Ardenberg Estate, McLaren Vale, South Australia 

 

P o t e n t i a l  l o c a t i o n s   

We consider that the best locations are those providing: 

§ significant visible access to potential customers, because they are on the side 

of a major road or are themselves a major attraction; 

§ significant view fields of the convergence of the Hunter Valley landscape 

elements of grape growing, retained bushland, hills and mountains; 

§ established parking and visitor amenities; 

§ established kitchen associated with a café / restaurant  to service the food and 

beverage offer; and 
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§ an operator that wants to grow its brand and custom through the provision of a 

WOW factor experience. 

Potential sites might include: 

§ the three concert venues (Bimbadgen, Hope Estate and Roche Estate) so that 

seasonal summer use could include watching a part of the concert from above; 

§ Hunter Valley Gardens (to view the gardens from above); and 

§ various high profile restaurants within the Hunter Valley. 

P o t e n t i a l  d e l i v e r y   

In the Hunter Valley the Dining in the sky experience could be hosted by one venue 

and operator, by multiple operators each owning all of their infrastructure, or by 
multiple operators that own the fixed infrastructure but share out the dinner pod 

across designated parts of the year.  

Whichever the model, the operator(s) would need to want to offer a high quality 
food and beverage experience, within a ‘WOW’ factor soft adventure experience. 

T a r g e t  m a r k e t  

The online market testing revealed 60% of the target markets chose this 

experience as ‘makes me want to travel to the Hunter Valley’.  This concept was 
third most popular behind Hunter picnicking at 75% and Stargazing with dinner 

under the stars 70%. This concept was most popular with the True Traveller market 

segment at 73% slightly behind Hunter picnicking at 78% and Guided stargazing 
with dinner under the stars 77%.  There may be slightly less females prepared to 

take part in this experience as the market testing revealed that females were more 

likely to have a fear of heights than males.  See Section 5 for further details. 

N e x t  s t e p s  

While an implementation plan is not part of the project scope, we would suggest 

that the next steps for this project would be to explore whether there are any 

potential property owners / operators interested in hosting this product. On the 
basis that there is interest, then there would be merit in preparing a Business Case 

for the project, to further scope and cost the proposal, and then act as a frame of 

reference to seek significant public and private sector funding. 
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4.2 Who rules the kitchen? (working title) 

T h e  c o n c e p t  

On the wave of success of reality TV cooking competitions such as My Kitchen 
Rules and Master Chef, there is potential for the Hunter Valley to make itself known 

as a destination to participate in a cooking competition, between groups of friends, 

against other members of the public or local or celebrity chefs. 

Live on site audiences could be view the competition (from a viewing platform if the 

facility is purpose built, enjoying refreshments while watching the competition as 

well as voting.  The competition could also be live-streamed allowing for family and 
friends not on site to not only watch the competition but to vote as well. The 

experience could also be appealing for markets interested in live streaming 

‘selfies’. 

P o t e n t i a l  d e l i v e r y  a n d  s i t e s  

This product could be structured and delivered like a function. This would mean 

setting up fixed dates and taking bookings for these dates. The ideal and more 

viable model would be group bookings. There is a healthy market of groups of 
women coming to the Hunter Valley to get together, and this product would be an 

ideal highlight. There is also a healthy market of family get togethers, that could 

also be interested. The supplementary model would be dates for individuals, 
couples and smaller groups to respond to fixed dates and hopefully make up the 

minimum size – typically eight and ideally around 15. 

Figure 4.2 Images illustrating aspects of the product ‘Who rules the kitchen 
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This product could be delivered in several ways: 

§ as an expansion of an existing cooking competition in the Hunter Valley; 

§ as an expansion of a local existing cooking school; 

§ as short accommodated feature within an existing restaurant or hotel 

restaurant; and 

§ as a niche product within a larger educational operation, such as a TAFE. 

There is at least one local operator already delivering a version of a cooking 
competition product. Estate Tuscany Cooking School offers a Master Chef 

Challenge for up to eight people. Teams are given a mystery box and strict 

timeframes to create their menu. Dishes are then judged for creativity, team work, 
presentation and taste.  The winning team receives a prize for each team member. 

The cooking schools easily identified as operating within the Hunter Valley were: 

§ Estate Tuscany Cooking School; 

§ Hunter Valley Cooking School; 

§ Major Lane Cooking School at Lovedale Smokehouse; 

§ BBQ School; 

§ Our Italian Table at Nicita Estate; and 

§ Margan Cooking School. 

The cooking school product offered across the Hunter Valley typically runs on 
demand or if scheduled, not more than monthly, and the group size capacity range 

varies from six to 10 persons, and is typically eight people. 

Attachment C provides further detail on the cooking schools easily identified as 

operating in the Hunter Valley. 

P o t e n t i a l  s i t e s  

This concept could be mobile and conducted at different restaurants already set up 
at various venues around the Hunter Valley utilising local produce.  Alternatively, a 

purpose built facility could be built and used for other activities as well as a cooking 

competition attraction. 

T a r g e t  m a r k e t  

The online market testing revealed only 37% of the target markets chose this 

experience as ‘makes me want to travel to the Hunter Valley’.  This concept was 

the least preferred concept of the four tested. 

This concept was most popular with the True Traveller market segment at 49% and 

surprising least preferred by the Groupies/Peer Group Travellers.  This segment 

did however rank highest in the qualifying question of wanting to be a spectator 
rather than a contestant (34%) and would do it if in the area (27%). 

This concept ranked highest across all segments in “I have no interest in 

participating in this experience”.  See Section 5 for further details. 

N e x t  s t e p s  

While an implementation plan is not part of the project scope, we would suggest 

that this initiative could be placed in the lower priority to the other concepts, based 

on its lower appeal to the target markets as identified above.  If there is still interest 
in pursuing it, the next steps for this project could be to explore whether there are 

any potential property owners / operators interested in hosting this product.  
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4.3 Hunter picnicking (working title) 

T h e  c o n c e p t  

Combining the Hunter Valley’s food and wine with its landscape, this proposal 
could create a series of themed platforms at ‘WOW’” locations for having a picnic. 

The experience could thus be appealing for markets interested in ‘selfies’. 

Capitalising on the unmet market demand for greater facilitation of experiences, 
this concept could be delivered by a functions like operator, to provide a pre-

booked personal space, food & beverage, picnic facilities and complementary 

activities. Drop off and pickups could be offered. There may be locations where the 
operator or their subcontractor operates a drone to film the picnic from the air and 

transmit the video to the customer for posting on their social media. 

P o t e n t i a l  l o c a t i o n s   

We consider that the best locations are those providing: 

§ a view field that captures the essence of the Hunter Valley landscape (wine 

grape plantings in the foreground, and bushland and mountains in the 

background) 

§ an attractive immediate setting, with sufficient spatial separation to create 

privacy from the public, but still some visibility for the public to be aware of the 

opportunity; 

§ immediate vehicle access to service the facility; 

§ access to regularly serviced public amenities; 

§ an existing winery that provides cellar door, food and beverage as an 
extension to the experience; 

Figure 4.3 Images illustrating aspects of the product ‘Hunter picnicking’ 
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§ an interpretive opportunity to further deepen the experience; 

§ ability to be secured and monitored to minimize risk of vandalism or theft; and 

§ low risk of bushfire or flooding. 

Following field investigations, the following sites were identified as having ideal 

strengths for this product: 

1. Audrey Wilkinson, providing a 360 degree view that includes vine plantings, 

other wineries, Brokenback Range of Barrington Tops, a choice of locations to 
adapt to weather conditions, a wine museum to deepen the experience, 

previous picnic provision through Red Balloon and a current close fit with an 

existing arrangement to take cheese platters and wine outside as a 
spontaneous picnic 

2. Tyrells, providing close up views of vine plantings and water in the foreground 

and the Brokenback Range immediately behind, an existing picnic area facing 
west for warmer winter sun, cellar door and back of house tours to deepen the 

experience 

3. Enzos, providing localised lake frontage and wine planting views, significant 
‘brag ability’ associated with higher proportions of Pampadour visitors, cellar 

door, restaurant, retail and accommodation to deepen the experience 

4. Wandin Estate, providing south facing slopes of grape plantings and the 
Brokenback Range in the distance, a nearby water view and local cricket pitch, 

cellar door, restaurant and villa accommodation to deepen the experience 

5. Dalwood Estate, providing east facing views of grape planting, historic tree 
plantings and the Hunter River in the background, cellar door, function catering 

and stories associated with being the longest running commercial vineyard in 

Australia 

Attachment B presents a profile of all the sites considered, including the main 

view fields provided at the picnic sites. We visited and assessed, but then 

discounted public land sites, due to higher levels of difficulties associated with 
servicing, securing and managing the sites, and a consequent much higher level of 

local government investment and much less predictable level of customer 

satisfaction. 

P o t e n t i a l  d e l i v e r y   

As mentioned earlier, the facilitated service could include provision of: 

§ the picnic platform (provided to identify the site, create a sense of character 

and a temporary ‘special home’, and keep the site dry and clean) and perhaps 
a roof (to keep rain off) or a shade structure to keep sun off); 

§ the picnic facilities (variations on picnic rug / tables and seating), soft 

furnishings and character additions to the platform, chiller and storage boxes 
for the food and beverage; 

§ the picnic food & beverages, ideally featuring local produce; and 

§ complementary activities (eg picnic games and adjacent interpretation that 

deepens the experience). 

There are at least two major ways to deliver a facilitated picnic operation: 

1. Each property provides the facilitated service themselves, allowing it to 

focus on the hosts own produce, making it easier to offer an optional value add 
waiter service, ensuring ready access to customer service, and fast tracking 

the bump in and bump out service (making the operation more efficient) 
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2. A functions orientated picnic operator services the picnic sites, creating a 

smoother connection with the enquiries and bookings service, a single service 

level, and generating a potentially greater economy of scale. 

It may be the case that host properties already providing a daily food and beverage 

product might only be prepared to participate if they also operate the picnic 

facilitation. Conversely, some operators may see the provision of the facilitated 

service as an incumbrance on their ‘core restaurant business’ and only want a third 
party to operate the facilitation. 

There are tourism operators that have delivered occasional versions of this product 

within the LGA in recent years. For example: 

§ Miss May Picnics (see Figure 4.6) operates the marketing, booking and all 

operational delivery aspects of luxury picnics and grazing tables, preparing 

food from a commercial kitchen to 35 wineries that have no or limited food 
offering, attracting 35% of their custom from Instagram; 

§ The Pokolbin Picnic Company Hunter Valley package regional gourmet 

produce into hampers that can be picked up or delivered to the customer’s 
named location for an extra charge (such as Gardens and Village Grounds 

- Broke Rd, Pokolbin; Pokolbin Community Hall Grounds - McDonalds Rd, 

Pokolbin; Pokolbin Hill Picnic Park - Cnr Debeyers Rd and McDonalds Rd, 
Pokolbin; and selected wineries, by agreement from the winery), offering four 

different picnic hampers, as well as additionally priced picnic rugs, trays, 

cushions, chairs, umbrella and boule set, with bookings preferred a day in 
advance; 

  

Figure 4.6 Promotional images from locally based Miss May Picnics 
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§ Bimbadgen offers a picnic basket hamper for use on or off site seven days a 

week, with bookings needing to be made three days in advance; 

§ Audrey Wilkinson has packaged their winery museum, wine tasting and a 
gourmet picnic hamper for use on the grass directly outside the cellar door 

(see Figure 4.7), operating at 10.30am, 12 noon 1.30pm and 3pm for about 

two ours per session; and 

§ Red Balloon have marketed a Hunter Valley Scenic Helicopter Flight and 
Picnic, that features a 15 minute helicopter flight to Audrey Wilkinson, wine 

tasting and picnic hamper 

T a r g e t  m a r k e t  

The online market testing revealed this experience as the most popular out of the 

four concepts tested with 75% of the total target markets choosing it ‘makes me 

want to travel to the Hunter Valley’.  This concept was ranked most popular with 
the True Traveller market segment at 78% and Pampadours at 76%.  

Groupies/Peer Group Travellers ranked this as their second favourite experience 

with 66% only slightly behind Guided stargazing and dinner under the stars at 68%. 

See Section 5 for further details. 

N e x t  s t e p s  

While an implementation plan is not part of the project scope, we would suggest 

that the next steps for this project would be to meet with the top few listed potential 
hosts to explain the concept, take their questions of clarification, and sound them 

out for interest, timing and resourcing potential.  

Figure 4.7 Above: The Audrey Wilkinson top of hill property showing the large grassy 

area to the east, Below: promotional image of current picnic offer 
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4.4 Guided stargazing and dinner under the stars 
(working title) 

Almost all of the existing stargazing opportunities within NSW are located west of 

the Great Divide. Consequently, there are very few opportunities within two hour’s 
drive of Sydney that offer clear, sharp night sky viewing (Sydney opportunities are 

of a lower visibility due to light pollution). Furthermore, there are virtually no guided 

stargazing experiences within NSW that are packaged with dinner under the stars 
(the closest high profile opportunity being at Uluru). 

This opportunity capitalises on this gap in the product offer. A guide equipped with 

telescopes and projection could further differentiate their stargazing through 
interpretation beyond the scientific perspective to storytelling that covers multi-

cultural perspectives of the universe – there may even be the opportunity for an 

indigenous feature. Further differentiating this opportunity could be dinner under 
the stars, timed before or after stargazing to fit sunset timing. 

Figure 4.4 Images illustrating aspects of the product ‘Hunter picnicking’ 
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P o t e n t i a l  d e l i v e r y   

The closest high profile opportunity we found in Australia is at Uluru, and is known 

as the Sounds of Silence Dinner. The three course dinner is held in front of Uluru 

and Kata Tjuta, and includes entertainment and stargazing – the startalker takes 
visitors on a tour of the spectacular southern night sky.  

In Western Australia, GPS Adventure Tours offers the Pinnacles Sunset and Star 

Gazing Tour9 with the highlight of dinner under the stars in the Pinnacles Desert. 
Customers start with a guided bushtucker / medicine tour, traditional Australian 

barbecue and then the stargazing. Customers can lie down and look up at the sky 

as the guide tells them about Aboriginal Astronomy and stories from the 
Dreamtime. Customers also have a close up look at the stars and planets through 

telescopes and attach their smart phone to the telescope to get their own pictures.  

In Western Australia, GPS Adventure Tours also offers a nature tour that finishes 
with Guided stargazing and dinner under the stars in the Chittering Valley10, just 

outside of Perth. The tour starts in the Swan Valley to sample local food and wine, 

then dinner and stargazing with powerful computerised telescope and astro 

binoculars. 

P o t e n t i a l  l o c a t i o n s  a n d  d e l i v e r y   

This product could be delivered in one of at least three ways: 

1. At a fixed observatory, with some type of catering on site 

 
9 https://www.gpsadventuretourswa.com.au/tours/pinnacles-sunset-and-star-gazing-tour/ 
10 https://www.gpsadventuretourswa.com.au/tours/stargazing-swan-valley-and-chittering-
valley-dinner-tour/ 

2. At a partnering restaurant for dinner under the skies, then a transfer to a fixed 

observatory for the stargazing when it is quite dark 

3. A restaurant for dinner under the skies followed by a visiting astronomer guide 
to deliver the stargazing (similar to the Uluru Sounds of Silence dinner). 

The only known fixed observatory in the local area was old in October 2019 and 

there is no evidence of it operating as an observatory. 

A suitable venue for dinner under the stars would be one that: 

§ has the capability to expand its operation to cover pre-booked dinners; 

§ has a flat area close enough to its restaurant to allow waiter services; and 

§ can provide a significantly darkened dining area not affected by visitor 
headlights or operational buildings. 

Some potential examples could include: 

§ the higher end Estate Tuscany, which markets outdoor dining venues as 
opportunities to dine under the stars;  

§ Wandin has a restaurant, self contained villas and runs events and weddings 

§ the mid-market Blaxland Inn offers an outdoor dining area and outdoor fire for 
atmosphere; 

§ Mira Wines have views from the top of hill, host events such as Olive Curing 

classes, Greek cooking classes, and village feasts but do not advertise a 
restaurant onsite; 
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§ Glandore Estate hosts several different events throughout the year including a 

Burning of the Barrel experience which has become a ‘must do’ experience, 

but do not advertise a restaurant; 

§ Saltire Estate hold several events throughout the year including Lovedale Long 

Lunch, Hunter Valley Kombi Fest and the Hunter Valley Highland Games, but 

do not advertise a restaurant onsite; 

§ Tintilla hold an annual Tuscan Long Lunch, but does not advertise a restaurant 
onsite 

§ Undercliff Winery & Gallery have open parkland spaces used for weddings and 

functions but do not advertise a restaurant; and 

Audrey Wilkinson provides an ideal stargazing location is because it is sited on the 

top of a hill and has a large flat grassy area adjoining the cellar door. However, the 

venue does not have a kitchen or restaurant to leverage off. 

Potential operators to deliver a stargazing experience may be: 

§ Matt Dodds who runs stargazing tours.  Matt sent a letter of introduction to the 

Hunter Valley Visitor Centre in January 2020. Matt runs stargazing events at 
NSW wineries using a suite of different telescopes.  The stargazing event 

starts with an introduction of the evening and viewing of the sun through solar 

telescopes prior to the sun setting.  He then allows time for the guests to have 
dinner and provides a laser guided tour of the night sky introducing objects to 

be observed through the telescopes. 

 
11 https://www.bintel.com.au/australian-new-zealand-astronomical-societies/newcastle-
astronomical-society/?v=322b26af01d5 

§ Newcastle Astronomical Society Newcastle Astronomical Society11may be 

able to suggest potential stargazing tour hosts. The Society meets on the first 

Friday of each month at the University of Newcastle and also conducts 
observing night on the following night, as well as a ‘Side-Walk’ astronomy 

viewing program. 

Figure 4.9 Outdoor dining area and fire pit at the Blaxland Inn 

  

T a r g e t  m a r k e t  

The online market testing revealed 70% of the target markets chose this 

experience as ‘makes me want to travel to the Hunter Valley’.  This concept was 

second most popular behind Hunter picnicking at 75%.  It was most popular with 
the True Traveller market segment at 77% with Groupies/Peer Group Travellers 

ranking it their most favourite experience at 68%.  See Section 5 for further details. 
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N e x t  s t e p s  

While an implementation plan is not part of the project scope, we would suggest 

that the next steps for this project would be to: 

§ meet with potential stargazing tour operators as identified above to determine 
their interest providing a visiting astronomy service to a restaurant providing 

dinner under the stars and consider some of the differentiating ideas described 

above; and 

§ meet with potential host sites capable of providing dinner under the stars as 

identified above to determine their interest in hosting dinner under the stars 

packaged with a visiting astronomy service. 
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5. Market testing the shortlisted four 
concepts 

5.1 The approach used 

O b j e c t i v e s  o f  t h e  m a r k e t  t e s t i n g  

The objectives of market testing the four shortlisted concepts was to: 

§ determine the relative appeal of each product concept; 

§ determine the relative likelihood of each product to attract an overnight mid-

week stay; and 

§ gather profile information from the respondents, as a means of exploring the 

performance of the above relative to different market segments. 

M a r k e t  t e s t i n g  a p p r o a c h  

A draft questionnaire was developed to address the above objectives, with a review 

from Council’s Economic Development Unit (see Attachment B).  

To work within the available budget but still achieve a reasonable sample size, 

online market testing was chosen. The recruitment targeted Sydney residents that 
had stayed overnight within the Hunter Valley. Recruitment was undertaken using 

Pollfish12. Pollfish is a survey platform that delivers surveys online and via mobile 

 
12  
https://try.pollfish.com/?utm_source=google&utm_medium=cpc&utm_campaign1=gsem_Brand&utm_adgro
up1=pollfish&utm_term=%2Bpollfish&utm_sitelink={sitelink}&utm_device=c&utm_creative=325837533335

apps on a global scale. The company has a Worldwide sample pool of 600 million 

people. 

The final questionnaire was activated with Pollfish in July and took 14 days to 
collect a sample of 294.  At the close of the survey Pollfish validates all responses 

to ensure quality data.  Any surveys that are answered too quickly, contain 

gibberish or are click consistent are manually removed.  The final number of 

responses after the validation process available for analysis reduced to 266.  Given 
the targeted sourcing of respondents and final screening, we regard this sample as 

completely adequate for detailed analysis and conclusions. 

The sample was analysed on a question by question basis. Then some cross 
tabulation was undertaken to explore answers to questions against differing 

respondent profiles. 

Potential respondents were screened with a question asking them had they visited 
the Hunter Valley as a day trip and overnight or just overnight.  Those selecting 

either of these were kept in the sample and proceeded to answer the survey 

questions.  All other potential respondents were screened out of the survey at this 
point.  Of the 266 qualifying respondents, 62% (164) had visited the Hunter Valley 

both for a day trip and an overnight stay and 38% (102) had only visited overnight. 

  

&gclid=Cj0KCQjwoub3BRC6ARIsABGhnyYwFap9-
abkdrK8bwyomPjuNAJieRixNgNcasrP5WLjmWflhoK4UosaAgeqEALw_wcB 
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5.2 Target Market respondent profile 

M a r k e t  s e g m e n t  r e p r e s e n t a t i o n  

One of the objectives of the sampling was to maximise the representation of three 
target markets (True Traveller, Pampadours and Groupies/Peer Group Travellers).  

This was achieved with 76% (205) of the respondents classing themselves as one 

of these three target markets (A single selection question asked respondents to 
choose a phrase that best described them they travel within Australia). The results 

show: 

§ 43% (115) classified themselves as a True Traveller; 

§ 17% (44) classified themselves as Groupies/Peer Group Travellers; and 

§ 17% (46) classified themselves as Pampadours. 

The portion of the sample of respondents that were not part of the target market 
segments was 24 % represented by Compatriots 12% (33), and Wanderers 

10.53% (28).  See Table 2.2 for explanation of market segments. 

G e n d e r  

Of the 266 respondents, 47% (126) were female and 53% (140) were male in the 
following age groups: 

§ 25 – 34 years 22% (60) 

§ 35 – 44 years 26% (68) 

§ 45 – 54 years 23% (60) 

§ 55 + years  29% (78) 

A n n u a l  i n c o m e  

Annual income of the 266 respondents was as follows: 

§ Over $200,000 22% 

§ $125,000 - $199,999 18% 

§ $75,000 to $124,999 20% 

§ $45,000 to $74,99 11% 

§ Under $45,000 23% 

§ Prefer not to say 7% 

F o r m a l  E d u c a t i o n  

Education level of respondents was as follows: 

§ University   46% 

§ Post graduate  20% 

§ Vocational/Technical college 16% 

§ High school   15% 

§ Middle school  3% 

C h a r a c t e r i s t i c s  o f  t h e  t h r e e  t a r g e t  m a r k e t s  

Table 5.1 presents the attributes of each of the three target markets sampled in the 

market testing. True Travellers were predominately young, 25-44 years while the 

Pampadours were predominately older 45+ and the Groupies/Peer Group 
Travellers were widely aged distributed.  The True Travellers were predominately 

male (63%) the Pamapdours were slightly more female (59%) with an even spread 

of male and female for the Groupies/Peer Group Travellers.  A high proportion of 
True Travellers were full time employed (80%) with Pampadours and 

Groupies/Peer Group Travellers employment being split between full time 57% and 

part time / casual 22%/25%.  There was reasonable consistency in education level 
across the target market segments. 
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Table 5.1 Characteristics of three target markets 

Attributes 

True 

Travellers Pampadours 

Groupies/ 

Peer Group 

Travellers 

Female 37% 59% 52% 

Male 63% 41% 48% 

25-34 30% 24% 30% 

35-44 33% 17% 20% 

45-54 18% 28% 23% 

54+ 18% 30% 27% 

Employed Full Time 80% 57% 57% 

Employed Part Time / Casual 9% 22% 25% 

University educated 46% 43% 50% 

Post graduate educated 24% 24% 11% 

Vocational / Technical College educated 13% 17% 16% 

High school educated 14% 13% 20% 

Middle school educated 3% 2% 2% 

 

5.3 Market most likely to visit mid-week and stay 
overnight 

Respondents were asked what the likelihood of travelling for an overnight midweek 

break, outside of school holidays, as opposed to the weekend.  The research 
confirmed that the Pampadours and True Travellers were far more likely to visit the 

Hunter Valley midweek.  Of the target markets, 46% (94) responded with “highly 

likely” and 43% (88) responded with possible.  As predicted the Compatriots (family 

groups) are not likely to travel during the week.  Wanderers were prepared to 

travel, but were not classed as a high yield visitor.  See Table 5.2 for more detail. 

Table 5.2 Breakdown of market segments likely to travel midweek and stay overnight 

Market segment 

Highly likely to travel 

midweek Possible travel midweek 

True Travellers 53% 36% 

Pampadours 54% 41% 

Groupies / Peer Group Travellers 18% 65% 

Average of target markets (above) 46% 43% 

Compatriots 0% 44% 

Wanderers 54% 31% 

 

5.4 Product’s relative appeal and influence to 
motivate travel to the Hunter Valley 

The four concepts tested were: 

1. Dining in the sky 

2. Who rules the kitchen? 

3. Hunter picnicking 

4. Guided stargazing and dinner under the stars  

The respondents had a choice of the following responses: 

§ Makes me what to travel to the Hunter Valley 

§ I would do it but only if I was in the area 
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§ I am indifferent to the experience, I could be swayed either way 

§ I have no interest at all in participating in this experience 

§ I would like to be a spectator but not a contestant (only for Who rules the 
kitchen concept) 

§ I have a fear of heights, so I wouldn’t do it (only for the Dining in the sky 

concept) 

The most important response was “makes me want to travel to the Hunter Valley” 
and therefore we have focused our analysis on this.  Figure 5.1 shows the total 

and break-up of the target market’s responses, confirming that in order of greatest 

motivation to visit the Hunter Valley were: 

5. Hunter picnicking (75%) 

6. Guided stargazing and dinner under the stars (70%) 

7. Dining in the sky (60%) and  

8. Who rules the kitchen? (37%) 

In this sense we have two very strong and one strong product concept to 

contemplate development focus. 

The strength of Hunter picnicking and Guided stargazing and dinner under the 

stars concepts is further demonstrated through them also being the strongest 

motivators among the non-target markets. 

Figure 5.1 Responses of relative appeal for concepts with the question “makes me want 

to travel to the Hunter Valley” 

 
Interestingly neither gender nor age variation influenced the preferred concept. 

  

0.00%
10.00%
20.00%
30.00%
40.00%
50.00%
60.00%
70.00%
80.00%

Total Target
Market

True Travellers Groupies/Peer
Group

Travellers

Pampadours

Dining in the sky Who rules the kitchen?

Picnic world Stargazing and dinner under the stars



 

 

TOURISM PRODUCT DIVERSIFICATION PLAN FOR CESSNOCK LOCAL GOVERNMENT AREA (LGA) (22/7/2020) 49 

 

6. Attachments 

Attachment A – Stakeholder consultation 

The stakeholders consulted by phone for this project were: 

1. Hunter Valley Wine Tourism Association Amy Cooper (Chief Executive 

Officer) 

2. Hunter Valley Visitor Centre: Cessnock City Council: Melisa George 

3. Hunter Valley Visitor Centre: Cessnock City Council: Geoff Walker 

4. Kurri Kurri Visitor Centre / Town with Hearts: Lesley Morris 

5. Around Hermitage Association: Vicci Lashmore-Smith (long term tourism 
representative) 

6. Wollombi Tourism: Kylie Gemmel (President) 

7. Newcastle Connections (tours and transport): David Harding 

8. Beyond Ballooning: Julia Allen 

9. Draytons family wines: John Drayton 

10. Nimbler Digital: Johnathan Poynter (past tourism and wine marketing for 

Hunter Valley) 

11. De Meyrick Communications Maryanne Cantwell (past tourism and wine 

marketing for Hunter Valley) 

Several other stakeholders were approached but did not respond. 

The questions posed in consultation were: 

1. Who do you believe represent the best markets for growing overnight 

visitation and yield in the region?   
2. The Destination Management Plan recommended two target markets to 

develop product for, Pampadours and True Travellers, see the table below for 

explanation of market segments.  

a. What do you think the unmet needs of the Pampadours visiting the 
Hunter Valley region? 

b. What do you think the unmet needs of the True Traveller visiting the 

Hunter Valley region? 
3. What sort of experiences or products do you think should be developed to 

attract an overnight stay or a longer stay from: 

a.  the Pampadours? 
b. the True Travellers? 

4. Out of the each mix you have just nominated which one do you think has the 

most appeal potential for: 
a. the Pampadours? 

b. the True Travellers? 

5. Are you aware of any proposals in the local area that might match your ideas 
and that we should visit and assess more carefully?  Who should we talk to 

in this respect? 

6. Do you have any other comments or suggestions to assist this project? 
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Attachment B – Assessment of some potential picnic sites within the Cessnock LGA  

Other public land sites visited were Mount Bright Lookout (relatively remote to access and service) and Bimbadeen Lookout (semi-remote with power). Both sites would require 
significant infrastructure and amenity investment and be vulnerable to vandalism, theft and fire 

 



 

 

TOURISM PRODUCT DIVERSIFICATION PLAN FOR CESSNOCK LOCAL GOVERNMENT AREA (LGA) (22/7/2020) 51 

 

Audrey Wilkinson View field Favourable characteristics Interpretive 
opportunity to deepen 
experience 

Rank Potential branding Strategy to 
approach 

360 degrees, providing a choice of sites 
and view fields that include multiple wine 
growing properties, Brokenback Range (no 
bluffs), Barrington Tops  

On top of a hill offers alternative sites to capture different views 
and favourable weather 

Attractive cellar door building, onsite picnic package, but no 
restaurant to prepare and serve food. Three guest cottages. 

Museum covering 
history of Audrey 
Wilkinson winery 

Wine Masterclass 

1 You can see 
everything 

Second site to 
develop as a 
bigger proposition 
learning from first 
site 
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Tyrells  View field Favourable characteristics Interpretive 
opportunity to deepen 
experience 

Rank Potential branding Strategy to 
approach 

Close up view of wine grape plantings, 
water feature and Brokenback Range to 
west 

Distant views of Barrington Tops to the 
north 

Faces west and north west 

Established picnic site / use 

Historic attractive cellar door and winery buildings 

Back of house tour 
of winery by 
arrangement 

2 Huge view of the 
mountains 

First site to 
develop as using 
established picnic 
use and likely 
operator support 
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Peppers Creek 
Village  

View field Favourable characteristics Interpretive 
opportunity to deepen 
experience 

Rank Potential branding Strategy to 
approach 

Localised property only, featuring a lake, 
grassland and some remnant trees 

Strong Pampadour visitation to Enzo restaurant for lunches, 
as well as cellar door and shopping to leverage off 

Tuscan inspired attractive buildings including several villa 
accommodation units 

Early settlement of 
the Hunter Valley 

3 Potential jetty 
platform over the 
lake for 
differentiation 
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Dalwood Estate View field Favourable characteristics Interpretive opportunity to deepen 
experience 

Rank Potential branding Strategy to 
approach 

Views of wine grape plantings, historic tree 
plantings and the Hunter River in the 
background 

East facing 

Cellar door with limited hours, no restaurant but 
there is function catering 

Stories associated with being 
the longest running commercial 
vineyard in Australia 

4 Longest running 
commercial 
vineyard in 
Australia 

Keep in reserve if 
expansion 
warrants 
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Wandin Estate  View field Favourable characteristics Interpretive 
opportunity to deepen 
experience 

Rank Potential branding Strategy to 
approach 

Close up views of wine grape plantings, distant views 
of Brokenback Range to south 

Faces south but some wind protection 

Upper level has villa accommodation 

Mid-level (picnic location has grape growing, cellar 
door and restaurant (lunch and dinner) 

Lower level has water feature and cricket ground 

Relationship 
between terroir and 
food 

5 Secluded and real Keep in reserve if 
expansion 
warrants 

 
  



 

 

TOURISM PRODUCT DIVERSIFICATION PLAN FOR CESSNOCK LOCAL GOVERNMENT AREA (LGA) (22/7/2020) 56 

 

LeoGate Estate 
Wines 

View field Favourable characteristics Interpretive 
opportunity to deepen 
experience 

Rank Potential branding Strategy to 
approach 

Full frontal close up views of 
Brokenback Range 

Faces south and is quite exposed (weather might be an issue in winter) 

Broke Road in foreground creates some visual loss and traffic noise 

Stories associated 
with Brokenback 
Range 

6 Huge view of the 
mountains 

Not shortlisted 
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Petersons (original 
smaller property) 

View field Favourable characteristics Interpretive 
opportunity to deepen 
experience 

Rank Potential branding Strategy to 
approach 

Northern soft rolling hills, east overlooking 
Cessnock and distant forested hills 

North facing 

Small scale cellar door and outdoor wine tasting under trees 

Relationship 
between wineries 
and townships 

7 Rooftop picnic? Not shortlisted 
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Adina Vineyard  View field Favourable characteristics Interpretive 
opportunity to deepen 
experience 

Rank Potential branding Strategy to 
approach 

Distant views of Brokenback Range, 
olive plantation to east, otherwise 
green grass 

South facing 

Semi flat big grassy spaces for group picnics and children to run 
around 

Cellar door, Provedore, restaurant and accommodation villas to south 

Farming and 
Australian cuisine 

8 Bring a big group 
of friends or family 

Not shortlisted 
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Lovedale 
Smokehouse  

View field Favourable characteristics Interpretive 
opportunity to deepen 
experience 

Rank Potential branding Strategy to 
approach 

Distant views of Brokenback Range, small lake 
frontage 

South facing, relatively flat 

Café, gourmet pantry, cooking school, functions 

Smoking and 
preserving food 

9 Picnic and cooking 
class? 

Not shortlisted 
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Attachment C – Potential operations to host ‘Who rules 
the kitchen?’ 

K u r r i  K u r r i  T A F E  

The Kurri Kurri TAFE offers a venue differentiated by its scale, extensive 
equipment, availability in peak tourism periods and on-site motel room 

accommodation (if required). Specific elements to this venue include: 

20 cooking stations (currently eight operational due to COVID-19 social distancing 
requirements); 

§ teacher demonstration bench linked to a camera and screen; 

§ large cool and dry stores; 

§ bar and dining area; 

§ on-site accommodation providing approximately 54 beds made up of 21 motel 

rooms (19 zipper split King and two Queen beds) and five cottages (7 pax 

each); 

§ a mini bus for transporting guests  

Figure C – 1 The TAFE Kitchen offers scale and ultimate fitout of equipment 
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C o o k i n g  s c h o o l s  

Name Style of food Group size  Cost per 

person 

Duration Frequency Accommodation /restaurant 

Estate Tuscany 
Cooking School 

     All cooking schools include venue hire, staffing, ingredients and equipment to 
make the dishes.  Location of each cooking school depends on the group size, 
time of day and style of cooking school selected, either The Mill or the 
Conservatory. 

Master Chef Challenge Minimum 8  $135 3 hrs On demand This team experience sees teams given a mystery box and strict timeframes to 
create their menu.  Dishes are then judged for creativity, team work, 
presentation and taste.  The winning team receives a prize for each team 
member. 

The Guided Cooking 
Experience 

Minimum 8 $135 3 hrs On demand An Executive Chef guides the group through a two course menu teaching 
culinary skills and technique not often used for everyday cooking. 

Pizza and Pasta Minimum 10 $85 1.5 – 2 
hrs 

On demand This experience is suitable for large groups on a restricted time frame and 
budget.  Guests are taught how to make fresh pasta and pizza dough. 

Hunter Valley 
Cooking School 

 Minimum 8 $200 4 hrs On demand Purpose built Cooking School Kitchen and Library. Schedule includes a 
vineyard inspection and tutorial with the Cellarmaster, cooking then eating your 
chosen three a three-course menu made from local organic produce. 

Pizza making classes and wine education workshops also available 

Major Lane 
Cooking School at 
Lovedale 
Smokehouse 

Low and slow smoking 
class, Thai Street, Food, 
Vietnamese, Sichuan, 
Authentic Mexican, 
Indonesian 

Minimum 6    Artisan smokehouse with a gourmet pantry, café and outdoor cooking class 

BBQ School Seafood, Tapas, 
Mexican, Meat, 
American smoking, Beer 
and BBQ 

 $125 - 
$140 

3 hrs Varies but 
mostly 
monthly 

Offers a range of live streaming and interactive BBQ courses in Sydney, 
Melbourne, Brisbane, Canberra and the Hunter Valley. 

All classes are both demonstration and hands on, participants each what they 
cook on the day, E-Cookbook with all recipes are emailed after the class. 

Our Italian Table 
at Nicita Estate 

Pasta  $125 3 hours All year During the Pasta making class participants learn the art of traditional hand 
rolled pasta paired with seasonal sauces, bread and dessert, coffee and 
biscotti. 

Margan Cooking 
School 

  $155 4 hrs Monthly Each class starts in the kitchen garden, harvesting produce to use in the 
session.  The class includes a sit down three course lunch in the restaurant 
with matching Margan wines 
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Attachment D – Market testing questionnaire 

Potential tourism experiences in the Hunter Valley, NSW 

Q1 Have you visited the Hunter Valley wine region for a day trip or an 
overnight stay? 

Single Selection, screening question 

- Day trip (screened out) 

- Overnight stay 

- Both, day trip and overnight stay 

- Never visited the Hunter Valley (screened out) 

Q2 Imagine an experience where you are harnessed and hoisted 150 
metres into the air with waiters and perhaps a chef serving lunch or 
dinner with drinks and views of the Hunter Valley vineyards and 
bushland. How do you feel about this idea? 

Single Selection answer 

- Makes me want to travel to the Hunter Valley 

- I would do it but only if I was in the area 

- I am indifferent to the experience, could be swayed either way 

- I have a fear of heights, so I wouldn't do it 

- I don't have a fear of heights but still have no interest at all in 

participating in this experience 

  
  



 

 

TOURISM PRODUCT DIVERSIFICATION PLAN FOR CESSNOCK LOCAL GOVERNMENT AREA (LGA) (22/7/2020) 63 

 

Q3 Is there anything that could be added or removed from this 
experience that would significantly increase its appeal to you?  

Open ended answer 

Q4 Imagine an experience where you could be a contestant in a cooking 
competition with friends, family or other members of the public, 
using produce sourced from the Hunter Valley. You could choose to 
live stream it to your friends or they could come and watch. How do 
you feel about this idea?  

Single Selection answer 

- Makes me want to travel to the Hunter Valley 

- I would do it but only if I was in the area 

- I would like to be a spectator but not a contestant 

- I am indifferent to the experience, I could be swayed either way 

- I have no interest at all in participating in this experience 
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Q5 Is there anything that could be added or removed from this 
experience that would significantly increase its appeal to you? 

Open ended answer 

Q6 Imagine an experience where you could book your own private 
themed picnic platform at a WOW location with views overlooking 
the Hunter Valley. Your chosen food and wine can be picked up from 
a local provider or set up ready for your arrival. How do you feel 
about this idea? 

Single Selection answer 

- Makes me want to travel to the Hunter Valley 

- I would do it but only if I was in the area 

- I am indifferent to the experience, I could be swayed either way 

- I have no interest at all in participating in this experience 
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Q7 Is there anything that could be added or removed from this 
experience that would significantly increase its appeal to you? 

Open ended answer 

Q8 Imagine an experience where you could participate in a guided 
stargazing experience providing perspectives from different 
cultures, packaged with a locally inspired dinner and beverages 
under the stars in the Hunter Valley. How do you feel about this 
idea? 

Single Selection answer 

- Makes me want to travel to the Hunter Valley 

- I would do it but only if I was in the area 

- I am indifferent to the experience, I could be swayed either way 

- I have no interest at all in participating in this experience 
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Q9 Is there anything that could be added or removed from this 
experience that would significantly increase its appeal to you?  

Open ended answer 

Q10 Please choose the answer that best describes you? 

Single Selection answer 

- Retired 

- Semi retired 

- Employed - full time 

- Employed - part time or casual 

- Looking for work 

- Unable or choosing not to work 

- Other 

Q11 What is the likelihood of you travelling for an overnight midweek 
break, outside of school holidays, as opposed to the weekend? 

Single Selection answer 

- Highly likely 

- Possible 

- Unlikely 

- Not at all 

Q12 Which of the following best describes you when you travel within 
Australia? 

Single Selection answer 

- You like to immerse yourself in different cultures, favour spontaneity, physical 

activity and adventure 

- You prefer to travel with your peers in groups for a fun social time 

- You travel predominantly outside school holidays, book ahead, prefer 
pampering with a sense of indulgence rather than budget 

- You travel with your family, usually within school holidays, looking for value 

and what works for your children 

- Being retired or semi-retired, you take many holidays and seek value for 

money 

  



 

 

TOURISM PRODUCT DIVERSIFICATION PLAN FOR CESSNOCK LOCAL GOVERNMENT AREA (LGA) (22/7/2020) 67 

 

Attachment E –Shortlisted product development 
opportunities that did not receive detailed development or 
market testing 

N i g h t  G i g  V e n u e  ( S y d n e y ’ s  M e t r o ,  N e w c a s t l e ’ s  

L i z o t t e s  a t  T h e  H a n g a r )  

To build on the Hunter Valley’s brand attribute of live music at the concert scale, 

could be the development of a smaller venue with character and perhaps a view of 
the grape growing landscape.  Gigs could be programmed to correlate with other 

touring groups in the Hunter region (eg. Lizottes, Cambridge Hotel and small acts 

supporting Hunter Valley concerts). 

It is acknowledged that at this particular time with limitations on size of gatherings 

in confined spaces due to Covid-19, this proposal is unlikely to be feasible. 

Potential initiatives to move the concept forward: 

1. Where are the potential existing venues with some character that could service 

live music gigs eg. the Hangar, Hope Estate or Bimbadgen Estate? 

2. Would Brian Lizotte be interested in expanding Lizottes to a venue with the 
Hunter Valley? 

3. What could Cessnock City Council do to help incentive / attract an operator 

and venue? 
4. Market test the appeal and likelihood of triggering an overnight stay in the 

Hunter Valley and /or a visit mid-week 

 

 
  



 

 

TOURISM PRODUCT DIVERSIFICATION PLAN FOR CESSNOCK LOCAL GOVERNMENT AREA (LGA) (22/7/2020) 68 

 

M o b i l e  t h e m e d  ‘ p o p  u p ’  c a r a v a n s  

Themed trailers / caravans to be taken to sites with ‘wow’ view for special events, 

such as wedding proposals, women’s events, birthdays etc. 

For example, a wedding proposal event could see a van fitted out with a romantic 
theme featuring a comfy couch inside for privacy, fairy lights, candles, fresh flowers 

etc, table and chairs could be set up outside drinks for meals and a swing seat 

could be suspended from the trailer or van to further enhance the romantic 
experience.  Various options for a surprise proposal could add to the uniqueness of 

the event. The experience could also be appealing for markets interested in 

‘selfies’. 

Potential initiatives to move the concept forward: 

1. Where are potential locations for event venues on public property? 

2. Where are potential locations for event venues on private property? 
3. Are there any current operators who could add this attraction to their current 

business model? 

4. Is there an existing operator who would be interested in setting up this 

attraction as an ongoing business? 
5. Explore potential operator(s) 

6. Market test the appeal and likelihood of triggering an overnight stay in the 

Hunter Valley and /or a visit mid-week 
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P e r m a n e n t  p r o j e c t i o n  a t t r a c t i o n   

This concept could create install light projections that depict stories of the Hunter 

Valley as a night based attraction.  A quick way to image this concept could be a 

regionally based mini Vivid.  However these attractions would be permanent with 
refreshment every few years.  To help fund the cost of maintaining the equipment 

and paying for energy, this attraction would probably need to be ticketed. The 

experience could also be appealing for markets interested in ‘selfies’. 

Potential initiatives to move the concept forward: 

1. Is this a product that should be installed at one large attraction or multiple 

smaller attractions that form a trail? 
2. Are there obvious locations where installations could be introduced (large 

project surface relatively safe from vandals and relatively protected from 

ambient light)? 
3. Which are the potential single attractions that could host this eg. Hunter Valley 

Gardens, Hunter Valley Zoo or Richmond Railway Museum? 

4. Should it be integrated with the proposed outdoor sculpture trail? 

5. Market test the appeal and likelihood of triggering an overnight stay in the 
Hunter Valley and /or a visit mid-week 
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O u t d o o r  S c u l p t u r e  T r a i l  ( d a y  a n d  n i g h t  w i t h  A p p )  

Like the successful Field of Light at Uluru and A Light Safari in Wine Country in 

Paso Robles, California, this concept could introduce either lit sculptures or large 

numbers of micro lighting installations that form an overall sculpture – both utilising 
the character of the Hunter Valley landscape and both trying to convey some 

character and story of the Hunter Valley.  The attraction would need to be made 

safe from vandals and thieves and could be installed on private land to help 
achieve this and also offer an evening drinks and dinner package.  The experience 

could also be appealing for markets interested in ‘selfies’. 

Potential initiatives to move the concept forward: 

1. Is this a product that should be installed at one large attraction or multiple 

smaller attractions that form a trail? 

2. Which are the potential single attractions that could host this eg. Hunter Valley 
Gardens, Hope Estate or Bimbadgen? 

3. Are there obvious locations where installations could be introduced (with 

interesting Hunter centric landscape, safe from vandals and relatively 

protected from ambient light)? 
4. Should it be integrated with the proposed permanent projection attraction? 

5. Market test the appeal and likelihood of triggering an overnight stay in the 

Hunter Valley and /or a visit mid-week 
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A d d  a n  i n t e r p r e t i v e  a t t r a c t i o n  t o  H u n t e r  V a l l e y  

V i s i t o r  C e n t r e  t h a t  i n t r o d u c e s  v i s i t o r s  t o  t h e  H u n t e r  

V a l l e y  b r a n d  ( e s s e n c e )  

Visitor Information Centres receive more custom when co-located with a popular 

tourism attraction – especially one that is a logical starting point to introduce the 
essence of the area. The Hunter Valley Visitor Information Centre is located at a 

logical entry point for such an attraction.  

This opportunity involves developing an introductory interpretive experience of the 
Hunter Valley, such as: 

§ Hunter wine making museum (exhibits and artefacts) 

§ Virtual reality storytelling experiences 
§ Escape Room covering local themes (eg.coal mine escape) 

§ Large interactive digital screen to introduce the range of trails and help visitors 

choose which one matches their needs and then download the app that 

supports this 

Parts of the building might be able to be adapted to host or at least trial one or 

more of the proposed interpretive experiences. The pilot testing could assist build a 

case for a more substantial build on the Council owned vacant land next door. 

The Economic Development Unit have recommended that this product be further 

explored at a later time.  

Images illustrating aspects of the brand essence attraction added to the Hunter Valley Visitor 

Centre 

 


