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1INVESTMENT ATTRACTION
BRAND & STRATEGY
Cessnock City  Counci l
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LINES 

Cessnock

Kurri Kurri

Branxton

Wine Country

Wollombi

Each line represents a different township within the area. They can be used together as per the 
logo, or individually when representing a specific township. The lines represent the mountains of 
the region, and how each township is unique, but the combination of the townships leverage each 
others’ strengths.
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CESSNOCK = Mustard

C: 13   M: 31   Y: 100   K: 0         R: 225   G: 174   B: 37         HEX: #E1AE25

KURRI KURRI = Orange

C: 15   M: 70   Y: 100   K: 10         R: 194   G: 98   B: 37         HEX: #C26225

BRANXTON = Jam

C: 35   M: 100   Y: 60   K: 30         R: 130   G: 23   B: 62          HEX: #82173E

WINE COUNTRY = Dark Green

C: 100   M: 45   Y: 85   K: 40         R: 0   G: 78   B: 55         HEX: #004E37

WOLLOMBI = Light Green

C: 60   M: 30   Y: 100   K: 20         R: 102   G: 125   B: 51         HEX: #667D33

Light Grey

C: 0   M: 0   Y: 0   K: 40         R: 167   G: 169   B: 172         HEX: #A7A9AC

Black

C: 0   M: 0   Y: 0   K: 100         R: 35   G: 31   B: 32         HEX: #231F20

INSPIRATION  
PALETTE

1B. COLOURS
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PRIMARY LOGO

SECONDARY LOGOS

CESSNOCK

KURRI KURRI

WOLLOMBI

BRANXTON

WINE COUNTRY

AA BB CC DD EE FF GG HH II JJ KK LL MM NN OO PP QQ 
RR SS TT UU VV WW XX YY ZZ 1 2 3 4 5 6 7 8 9 0 ! @ # $ %

AA BB CC DD EE FF  GG H H  I I  JJ  KK LL  MM NN O O  P P  QQ RR 

SS TT  UU VV WW XX YY Z Z  1  2  3  4  5  6  7  8  9  0  !  @ # $ %

OPEN SANS EXTRA BOLD

COO P ER HEWITT L IGHT

Open Sans Extra Bold Cooper Hewitt Light

1C. FONTS



9 Greater Cessnock | Investment Attraction Brand and Strategy

WONNARUA
“Lands of hil ls and plains”

2OUR PLACE IN  
THE REGION
Cessnock City  Counci l
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Situated in the Lower Hunter Region the Cessnock LGA is located across the traditional lands 
of the Wonnarua people, the Awabakal people and the Darkinjung People. The LGA covers 
approximately 1,950 square kilometres and forms part of the Lower Hunter. European settlement 
since the 1820’s saw the establishment of pastoral lands, the coal mining industry, the viticulture 
industry and more recently a thriving tourism industry. 

While mining was the principal industrial base and source of employment in the Cessnock Region 
for the first half of the twentieth century, changes in the mining industry, including deepening coal 
seams and automation has led to the closure of mines in the area. 

The decline of mining in the Cessnock LGA is in contrast to the success of the Hunter Region’s 
viticulture industry. 

The Hunter Valley is Australia’s oldest wine region, colloquially known as Hunter Valley Wine 
Country, the region is internationally acclaimed, particularly for the shiraz and semillon varietals. 
With over 150 wineries, the region is home to more cellar doors than any other wine region in 
Australia. The viticultural industry gives rise to a thriving tourism industry that boasts restaurants, 
accommodation, events, Hot Air Ballooning, business conferences, galleries and specialty shops. 

The Cessnock LGA is currently witnessing substantial growth. Urban development is rapidly 
expanding within a growth corridor between Cessnock, Kurri Kurri and Maitland, and between 
Branxton, Greta and Rutherford.

Cessnock

Singleton Maitland

Newcastle

Lake 
Macquarie

Hawkesbur y
Central Coast

195,000 HA 
Land Area

59,985 
Residential Population (2019)

22,737 
Dwellings (2016)

2A. OUR PLACE IN THE REGION
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The 195,000 hectares of land within the Cessnock local government area is currently categorised 
into the following land use zones:

103,084 HA 
Rural zones  

(excluding RU3 Forestry)

5,246 HA 
Residential zones  

(including R5 Large Lot Residential and RU5 Village)

57,826 HA 
Environmental zones

1198 HA 
Industrial zones

405 HA 
Commercial zones

669 HA 
Tourist zone

25,630 HA 
Forestry zone

2B. OUR LGA AT A GLANCE
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Our Cessnock LGA is home to 59,000 people, the majority of whom reside in a thin urban belt 
between the townships of Cessnock and Kurri Kurri. The region’s rural character and amenity is one 
of our key strengths. The community values the rural lifestyle, opportunities for larger lot residential 
properties and access to a range of community services and recreation facilities.

The median age of our population is 38, which is consistent with the median age in NSW. This 
is projected to remain stable in the coming years, with our ageing population offset by younger 
people drawn to the region’s relative affordability lifestyle and access to employment. This 
scenario is already playing out in Cessnock’s urban release areas, including land at North Rothbury, 
Branxton and the Cessnock to Maitland Growth Corridor.

In 2016 the median age at North Rothbury, Cliftleigh and Heddon Greta was 33, 24 and 43 
respectively. In contract, some of our more established localities in our LGA, such as Kurri Kurri 
and Branxton are witnessing a rising median age. This may indicate a lifestyle choice buy older 
residents who have chosen to live closer to the established commercial centres or within lower 
maintenance, medium density housing.

There were 23,684 people in the labour force in 2016. Half of these people were employed  
full-time and a further third, part-time.

In 2016 the most important industry sectors were accommodation and food services, retail trade, 
health care and social assistance, education and training and manufacturing, Three in every 
five people employed worked in these industries. Employment land at Black Hill, the Kurri Kurri 
Industrial Precinct and the redevelopment of the former Kurri Kurri Aluminium Smelter site are 
anticipated to play a pivotal role in providing future local employment opportunities. 

2016 - 59,101
2036 - 70,000 - 80,000

2016 - 24,000
2036 - 30,350 - 35,000

10 year average population growth
Cessnock - 1.8%  |  NSW - 1.3%

New jobs by 2036
5,369

Average household size
Cessnock - 2.57  |  NSW - 2.42

2C. OUR COMMUNITY
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Our region is known for its’ environmental value and scenic beauty. Our natural environment and 
landscape are an integral part of what makes the region special and unique. 

Cessnock is characterised by large areas of steep, heavily vegetated terrain in the south and east, 
as well as flat, cleared areas surrounding the town of Cessnock and neighbouring urban areas. The 
flat terrain around the Cessnock township contains some of the largest remaining remnants of the 
valley-floor vegetation in the Hunter Valley.

National parks and state forests cover 40 per cent of the Cessnock land area (78,769 hectares). 
The national parks include Werakata, Wollombi, Yengo, Sugarloaf and the Watagans. Yengo 
National Park forms part of the listing for the UNESCO Greater Blue Mountains World Heritage 
Area. The listing was made in recognition of the extraordinary natural values that the area contains, 
including unique plants and animals and associated communities. 

The Cessnock LGA has a unique identity central to which at the prominent items of heritage 
significance and the ‘country town’ character of the City’s centres. Our LGA contains several 
hundred items of heritage significance, including items of indigenous, built and natural significance. 
Cumulatively these prominent places and buildings help establish the character of our area. 

40% of the LGA  
is National Park or  

State Forest

A UNESCO World  
Heritage Area

A regionally significant  
biodiversity corridor

2D. OUR NATURAL ENVIRONMENT
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Aim: To attract high value and sustainable jobs to the Cessnock local government area. 

Investment attraction for Greater Cessnock is based on three pillars - Enable, Lifestyle, Support.

Cessnock City Council will achieve our aim by:

• Providing consistent investment attraction information and branding

• Providing a business concierge services for targeted industries that will create 10+ jobs

• Creating a business concierge working group that consists of:

○ Economic Development & Tourism Manager

○ Economic Development Officer

○ Senior Development Services Officer

○ Senior Strategic Planner

○ Regional NSW Business Development Manager, Hunter & Central Coast

• Creating an internal referral system for projects that meet investment  
attraction requirements.

2E. OBJECTIVES
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Port of Newcastle is the largest port on the East Coast of Australia. As 
a global trade gateway for more than 220 years, the Port delivers safe, 
sustainable and efficient logistics solutions for their customers.

With a deep-water shipping channel, capacity to double trade volumes, 
available portside land and berthside connections to the heavy rail 
network, few Australian ports can match the unique capabilities of Port 
of Newcastle.

The Port creates jobs and generates more investment in the local 
community, This contribution has been valued at $1.6 billion to the 
Lower Hunter economy and 9,000 local jobs  
per annum.

Newcastle Airport has been providing air travel to the people of the Hunter, Central Coast and 
Northern NSW regions, as well as welcoming visitors from across the globe for more than 70 years.

As Australia’s sixth largest regional airport they work closely with their airline partners to deliver on 
their purpose of being the airport the region deserves.

The NSW Government sees Williamtown as the regional hub of Australian industry 
participation supporting the Joint Strike Fighter fleets in the Asia Pacific region.

2,296  
ship visits in 2019

2,299  
ship visits in 2018

2015 2016 2021 2026 2036 2076

pax

pax

Actual Actual Forecast Forecast Forecast Forecast

1,139,700 1,216,624 1,363,500 1,525,700 2,288,800 4,532,500

- - 82,900 240,500 360,300 1,043,200

1,139,700 1,216,624 1,446,400 1,766,200 2,649,100 5,575,700

NEWCASTLE AIRPORT PROJECTED PASSENGER NUMBERS (BASE CASE)

DOMESTIC

INTERNATIONAL

TOTAL pax

2F. THE PORT

2G. NEWCASTLE AIRPORT
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2H. CESSNOCK AIRPORT

Well positioned in the Hunter Region, Cessnock Airport is primed for growth and is ready 
to leverage from opportunities from surrounding regional airports, including Newcastle 
and Bankstown.

Due to its accessible location, proximity to major freight routes and capacity to absorb 
future growth, the airport hosts a number of complimentary aviation businesses and has 
a growing demand for pilot skills and training (fixed wing and rotary).

The airport is already home to four flying schools, the Wirraway Aircraft Museum and the 
Hunter Recreational Flying Club. Scenic joy flights over the vineyards, aerobatic and jet 
aircraft and passenger charter services are also catered for.

10 hectares of land is available for aviation operations, maintenance and manufacturing 
activities that is unencumbered by Defence and within an uncongested airspace. 

Contact the Cessnock Airport Operations Coordinator during business hours Monday 
to Friday on (02) 4993 4228 to discuss commercial opportunities.

Cessnock Airport // Image credit @colleenharris
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2I.  MAJOR HEALTH PRECINCTS 
IN GREATER NEWCASTLE

1. Cessnock Public Hospital

2. Kurri Kurri Public Hospital

3. East Maitland Public and Private 
Hospital

4. Raymond Terrace Community 
Health Centre

5. John Hunter Public Hospital

6. Calvary Mater Waratah  
Public Hospital

7. Lingard Merewether  
Private Hospital

8. Warners Bay Private Hospital

9. Charlestown Private Hospital

10. Toronto and Gateshead  
Private Hospitals

11. Belmont Public Hospital

12. Morisset Psychiatric Hospital

13. Hunter Medical Research Institute
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TAFE

Cessnock City has two TAFE campuses – Cessnock and Kurri Kurri.  
Situated within the grounds of Kurri Kurri TAFE Campus, the  
Hunter Valley Hotel Academy is a state of the art facility catering to  
Tourism, Hospitality and Event Management training. Kurri Kurri TAFE is also 
a centre for horticultural and heavy machinery trades, boasting a successful 
partnership with Komatsu.

2J.  LEARNING NETWORK

Greater Cessnock is home to 28 schools, two TAFE Campuses and is part of the wider TAFE 
and University network that includes seven TAFE campuses and the University of Newcastle.

University

The University of Newcastle, 45km East of Cessnock City, is 
renowned for its medical, engineering and architecture faculties, 
and has realised significant investment in the Faculty of Business 
and Law, a centre for excellence in the areas of: Business and 
Management, Economics, Law, Politics and Tourism.
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Freight Rail Bypass 
Investigation

Railway

Hunter Valley Coal  
Rail Network

Port

Airport

Inter-regional 
Connection

Disclaimer: Hunter Regional Plan 2036

2K. INTER-REGIONAL 
TRANSPORT CONNECTIONS
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THE TARGET AUDIENCE FOR THIS CAMPAIGN 
ENCOMPASSES TWO KEY AREAS:

Vincent St, Cessnock // Hunter Valley Visitor Centre

• Potential investors located within the Greater Sydney, Central 
Coast, Newcastle and Lake Macquarie areas (generic marketing). 

• Investors seeking to expand, relocate or establish a business in 
the following industries (targeted marketing):

 - Manufacturing

 - Health Services and Associated Industries

 - Agriculture

 - Aerospace

3TARGET AUDIENCE
Cessnock City  Counci l
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. 
Po

SYDNEY  
only approx. 1-2 hours away 
Population of 5,005,400

CENTRAL COAST  
only approx. 1 hour away. 
Population of 333,627

WIDER NSWNEWCASTLE & LAKE MACQUARIE 
only approx. 30 minutes away 
Population of 322,878

3A. AUDIENCE LOCATION

NEWCASTLE &  
LAKE MACQUARIE  
only approx. 30 minutes away 
Population of 322,878CESSNOCK
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Demonstrate that Cessnock City Council is a 
business friendly Council that is efficient in 

processing development applications

Target both greenfield and 
brownfield investors

Entice investors to the region by 
selling lifestyle, education, health and 

economic infrastructure.

Encourage new home buyers into the 
area with the opportunity to benefit from 

home ownership and capital gains

Entice investors to the region by promoting 
a growing population, capital growth, close 

proximity to 5 million people, available 
workforce and low establishment costs

3. SUPPLIER NETWORK 10.3%

6. LABOUR COST 9.0%

2. LOGISTICS COSTS 10.7%

5. LABOUR AVAILABILITY  
(TECHNICAL) 9.1 %

1. LABOUR AVAILABILITY  
(BLUE COLLAR) 11.4%

4. HIGHWAY/ROAD  
INFRASTRUCTURE 9.8 %

9. PORT INFRASTRUCTURE 6.5%

12. AIRPORT  
INFRASTRUCTURE 3.1 %

8. PROJECT  
IMPLEMENTATION RISK 7.1 %

11. QUALITY OF LIFE 3.4 %

7. INVESTMENT  
INCENTIVES 8.3 %

10. PHYSICAL SITE  
      CHARACTERISTICS 4.6  %

INVESTOR SITE SELECTION REQUIREMENTS

Ranked highest to lowest:

Entice business/property owners to 
expand into a growing market, be 

close to new customers and achieve 
strong property value growth

3B. INVESTMENT
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3C. GREATER CESSNOCK  
TOWNSHIPS AND REGIONS

. 
Po

SYDNEY  
only approx. 1-2 hours away 
Population of 5,005,400

CENTRAL COAST  
only approx. 1 hour away. 
Population of 333,627

WIDER NSW

NEWCASTLE &  
LAKE MACQUARIE  
only approx. 30 minutes away 
Population of 322,878 CESSNOCK

WOLLOMBI VALLEY

CESSNOCK

WINE COUNTRY
BRANXTON & GRETA

KURRI KURRI
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• CESSNOCK

• KURRI KURRI

• BRANXTON & GRETA

• WINE COUNTRY

• WOLLOMBI VALLEY

Cooper St, Cessnock // Hunter Valley Visitor Centre

4TOWNSHIPS
Cessnock City  Counci l
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Cessnock has a population of approximately 28,965 people 

Their key demographics include:

• Median Age: 37

• 55 per cent of residents work full time

• 17.9 per cent of workers are technicians and trade workers
closely followed by labourers

• Health Care and Retail Trade are the two top industries of
employment

• 43.1 per cent of families are couples with children

Cessnock Hotel // Hunter Valley Visitor Centre

CESSNOCK4A. CESSNOCK
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Has lived in the Cessnock region their whole life and has seen it all. They know the ins and outs 
of the main street, visit the town centre every Saturday for coffee and would like to see something 
new and exciting in their hometown. Lindsay works in health care so travels from Cessnock to work 
each day. May have a small family, but also likely to be single/in a relationship.

RESIDENT: LOCAL LINDSAY 

• Age: 30-45. 

• Cultural Background: Caucasian/European. 

• Gender: Male/Female. 

• Common interests/hobbies: Spending time 
with family on weekends, getting coffee at 
one of the cafés in the town centre, relaxing 
at home on weekends.    

• Family makeup: Single or married with a  
few kids.

• Consumed media: Digital news (TV  
and a little bit of social media), local paper 
(Cessnock Advertiser) and nightly  
television, Netflix.  

• Brands/influences: Big W, Target, Kmart, 
Bunnings, Local businesses.   

• Where are they in their career? Currently 
working fulltime, likely in a health care/ 
labourer job.

• What search terms would they use to find 
activities/properties in the Hunter Valley? 
What’s on this weekend in Cessnock? What’s 
on in the Hunter Valley, family-friendly 
activities in Cessnock, businesses Cessnock.  

• What social media channels would they 
use? Facebook and Instagram. 
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Andy’s AirBnB is a former rental property which they’ve turned into accommodation for those 
visiting the Wine Country and upper Hunter region. The property is a three-bedroom home with an 
acreage of land and can house up to eight people, making it perfect for group getaways or couples’ 
trips. Andy only lives a short drive away, closer to the town centre making it easy to clean and set-
up between stays. Andy has lived in Cessnock their whole life and is happy to offer advice on the 
best places to visit to tourists. It’s likely Andy only works a few days a week as they are leading into 
retirement.

TOURISM: AIRBNB OWNER ANDY

• Age: 45-65. 

• Cultural Background: Caucasian/European. 

• Gender: Male/Female. 

• Common interests/hobbies: Spending time 
in the local area, hiking/gardening, enjoying 
a glass a wine tasting from one of the 
wineries in Wine Country, spending time with 
the locals in the town centre.    

• Family makeup: Married with children and 
maybe grandchildren but are empty nesters.

• Consumed media: Digital news (TV and 
a little bit of social media), local papers 
(Cessnock Advertiser), travel magazines, 
travel TV.  

• Brands/influences: Big W, Target, Kmart, 
David Jones, Bunnings, Local businesses.   

• Where are they in their career? Currently 
working part-time, looking to ease into 
retirement.

• What search terms would they use to 
find activities/properties in the Hunter 
Valley? (So they can tell their customers 
what’s on when they’re visiting) What’s 
on this weekend in Cessnock? What’s on in 
the Hunter Valley, family-friendly activities 
in Cessnock, businesses Cessnock, Best 
activities for couples in Cessnock.  

• What social media channels would they 
use? Facebook and Instagram, but mainly for 
travel accounts. 
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Live, explore and grow  
in the gateway to Hunter Valley

Jacarandas in King St, Cessnock // Image credit @sociocerebral

Poppet Head Reserve // @merrillieVincent St Kitchen // @hunterhunter

Burger Fiend // @hunterhunter

The Pickled Pig Butchery // @hunterhunter Mr O // @hunterhunter

KEY MESSAGE
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Just a step away from Wine Country So much to see in Cessnock City 

Support local and discover our range of 
unique businesses 

Premier location to Live, Work and Play

The perfect business opportunity 

Big town living with wineries  
on your doorstep 

Urban vibes in a rural setting 

SECONDARY MESSAGES 

Wirraway Aviation Museum // @glenngraham1980

Spend more time living  
in Cessnock City
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Kurri Kurri has a population of 17,638 people

Their key demographics include:

• Median age: 38

• 54 per cent of residents work full time

• Most common occupations are technicians/trade workers  
(18.5 per cent) and labourers (16 per cent)

• Education and Training, and Construction are the two top 
industries of employment

• 41.4 per cent of families are couples with children

Entry to Kurri Kurri from Heddon Greta // @KurriKurriTownOfMurals

KURRI KURRI4B. KURRI KURRI
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Has recently started a family (in the last two years) and is looking to buy their first home outside of 
the city. Has previously been renting in the city but want the dream of owning their own home (with 
their husband/wife) that is affordable but not too far from their work in Newcastle or entertainment/
activities. Also looking to grow their family with at least one more child and a pet. With Kurri Kurri 
being so close to the freeway/expressway, Nic believes it’s the ideal location for young families 
looking to escape the city and move somewhere affordable.

RESIDENT/INVESTMENT: NEW-FAMILY NIC

• Age: 25-35.

• Cultural Background: Diverse. 

• Gender: Male/Female. 

• Common interests/hobbies: Family 
outings to the park, shopping with the 
family, catching up with extended family 
and friends, relaxing at home to enjoy 
time off work on weekends, family friendly 
activities that also provide good social 
experiences and outings for the parents, 
pet-friendly activities (such as pet-friendly 
parks).    

• Family makeup: Married with at least one 
young child, maybe two.

• Consumed media: Digital news (TV and 
a little bit of social media) and nightly 
television, Netflix, kids TV.  

• Brands/influences: Kid/parent-friendly 
stores: Best and Less, Cotton On Kids, Big 
W, Target, Kmart, Bunnings.   

• Where are they in their career? 
Established in their field or finished 
apprenticeship and have been working for 
over seven years. Likely work in a trade or 
aged care part-time.

• What search terms would they use to find 
activities/properties in the Hunter Valley? 
Housing estates Kurri Kurri, properties for 
sale Kurri Kurri, closest shops Kurri Kurri, 
things to do Kurri Kurri, what to do with 
kids in Kurri Kurri, closest parks Kurri Kurri, 
how long is the drive from Kurri Kurri to 
Newcastle? 

• What publications do they read? Online 
news, national newspapers

• What social media channels would they 
use? Facebook and Instagram. 
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Alex is a lover of art and design and lives in Newcastle/Sydney. As a love of art, Alex loves going to 
galleries, art shows and exhibitions by themselves or with friends. Alex has never visited Kurri Kurri 
before but has heard the town is known as ‘The Town of Murals’ and is keen to explore the area 
and discover the meaning behind the murals. Alex is environmentally conscious. 

TOURISM: ARTISTIC ALEX

• Age: 20-35.

• Cultural Background: Diverse. 

• Gender: Male/Female. 

• Common interests/hobbies: Attending 
art exhibitions/shows/galleries during the 
week and on the weekend, creating their 
own artwork, teaching art classes at the 
local aged care centre.    

• Family makeup: Single and lives either 
alone or with housemates.

• Consumed media: Digital news (mostly 
online news), social media, Netflix and 
documentaries.  

• Brands/influences: Riot Arts and Craft, 
Spotlight, Tree of Life, Bunnings.   

• Where are they in their career? Working 
freelance for their artwork but is likely 
working in an office job or retail with 
minimal qualifications.

• What search terms would they use to find 
activities/properties in the Hunter Valley? 
Town of murals, Kurri Kurri town of murals, 
meaning behind murals Kurri Kurri, map of 
murals Kurri Kurri, Kurri Kurri murals artists. 

• What social media channels would they 
use? Facebook and Instagram, but only to 
showcase their artwork. 
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Leave your mark and 
discover the town  
behind the murals

Kurri Kurri Tafe // @cas_mck

Kurri Kurri Nostalgia Festival //  
@melgrayphotography

Kurri Kurri Nostalgia Festival //  
@_caffeineandgasoline_

Rotary Park // @therealpierbello

Mana Home Bath Body //  
@manahomebathbody Kurri Kurri Hotel // @pubs_of_newsouthwales

KEY MESSAGE
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Explore the Town of Murals Discover a world of opportunity  
only 30 minutes from Newcastle

Immerse yourself in the Town of Murals
Growth, opportunity and lifestyle  

all in one location

Strategically located within the heart the of 
the Hunter Valley 

Breakaway from the city and  
embrace the outdoors

SECONDARY MESSAGES 

Indigenous Artwork at Kurri Kurri Primary School // @teaching_with_butterflyqld
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BRANXTON4C. BRANXTON

Branxton has a population of 1,991 people 

Their key demographics include:

• Median Age: 39 

• 57 per cent of residents work  
full time 

• Construction and Education/Training are the most common 
occupations 

• 45.7 per cent of families are couples with kids 

Greta has a population of: 2,830 people

Their key demographics include:

• Median Age: 33 

• 55.9 per cent of residents work full time 

• The two most common occupations are Labourer and 
educator/trainer

• Accommodation and Food Services and Construction are the 
two largest industries of employment 

• 47.9 per cent of families are couples with children 
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Carl works in construction in the Hunter region. He travels from Branxton to his work site everyday 
but enjoys having his house in an area that is away from his workplace, but not too far so he 
doesn’t have to drive over an hour to get home to his family. 

RESIDENT: CONSTRUCTION CARL

• Age: 30-55 

• Cultural Background: Caucasian/European 

• Gender: Male 

• Common interests/hobbies: Exercising 
and spending time outdoors, cycling, 
watching the football, relaxing with a beer 
at the local pub with his mates, enjoying 
some quiet time at home on the weekend 
with family 

• Family makeup: Single dad with kids  
every second week, or married with kids 
(aged 5+) 

• Consumed media: Digital news (TV or 
social media) and nightly television, Netflix. 

• Brands/influences: Bunnings, Mitre 10, 
Supercheap Auto  

• Where are they in their career? Well-
established in role – would be willing to 
switch between employers but happy in 
the industry 

• What search terms would they use to find 
activities in the Hunter Valley? Things to 
do in the Hunter Valley, Branxton events, 
best pubs in Hunter Valley, football hunter 
Valley, best cycle tracks Hunter Valley 

• What social media channels would  
they use? Facebook 



37 Greater Cessnock | Investment Attraction Brand and Strategy

Cameron is an enthusiastic cyclist who lives outside of the Branxton area, closer to Newcastle. 
They love exploring new cycle tracks outside of Newcastle, as the city doesn’t offer a lot of tracks. 
They spend most of their free time cycling alone or in a group and often make a social occasion 
out of it, getting coffee, breakfast or lunch after a long ride. 

TOURISM: CYCLING CAMERON 

• Age: 30-55 

• Cultural Background: Caucasian/European 

• Gender: Male/Female 

• Common interests/hobbies: Exercising 
and spending time outdoors, cycling, 
catching up with friends at a café after a 
long ride, hiking 

• Family makeup: Married with children or 
Divorced  

• Consumed media: Digital news (TV) and 
maybe some social media platforms (if 
they’re closer to 30 than 55) 

• Brands/influences: Rebel Sport, Two 
Wheel Industries, Cycle Australia, 
Cessnock Bicycle Company 

• Where are they in their career? Working a 
full-time job in a range of industries 

• What search terms would they use to find 
cycle tracks in the Hunter Valley? Cycle 
tracks Branxton, best cycling tracks Hunter 
Valley, cycle track map Hunter Valley, best 
cafés in Hunter Valley 

• What social media channels would  
they use? Facebook
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Be captured by  
heritage beauty with heart

Branxton // Image credit @timcorinphoto

Huntlee Tavern // @huntleenewtown
Hungerford Meat Co //  

@centralmarketbranxton

Maitland St, Branxton //  
@retrorailhuntervalley

Branxton-based Calligrapher //  
@lettersfromhelen

Tomorrow’s Bloom Micro Farm // @tomorrowsbloom

KEY MESSAGE



39 Greater Cessnock | Investment Attraction Brand and Strategy

Where retro meets rural Country side delights wine, food and views

Leave the city behind and  
explore the countryside 

Fine architecture, great 
hospitality and friendly locals

Live, work and play amongst  
Branxton’s heritage beauty

SECONDARY MESSAGES 

Hunter Farm Collective // @celiasweetrelish
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A tourism hot spot, the Wine Country has a population of 
approximately 961 people. 

Their key demographics include:

• Median Age: 52 

• 59.4 per cent of residents work full time 

• Most common occupations are managers and professionals – 
this is likely due to the close proximity to restaurants/wineries 
in the area 

• 61.6 per cent of families are couples without children 

Based on these demographics the key target markets of the area 
are families with children, trade/labourers, retirees (Wine Country) 
and young families.

WINE COUNTRY4D. WINE COUNTRY
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Is looking for the perfect getaway with a group of friends and/or partner. Doesn’t want to go too far 
from metropolitan Sydney, but doesn’t want to feel like they’re in the city. Has visited some areas of 
the Hunter Valley previously. 

TOURIST: SYDNEY-SIDER SHANNON 

• Age: 23-30 

• Cultural Background: Diverse 

• Gender: Male/Female 

• Common interests/hobbies: Visiting 
restaurants with friends/partner on 
weekends, mid-week café visits for a 
coffee fix, travel, relaxing with a wine and 
a good show on Netflix, trending cafés/
restaurants 

• Family makeup: Single or in a relationship, 
but not yet engaged/married  

• Consumed media: Digital news (TV or 
social media) and nightly television, Netflix, 
travel shows, social media 

• Brands/influences: Kathmandu/Anaconda 
for travel and top end brands for lifestyle 
choices, Travel bloggers/influencers  

• Where are they in their career? Finished 
degree and just beginning or established 
in their field. Likely studied in Sydney or in 
Newcastle and made the move to Sydney 
for their career. 

• What search terms would they use to find 
activities in the Hunter Valley? Things to 
do in the Hunter Valley, accommodation 
Hunter Valley, AirBnB Hunter Valley, where 
to stay in Hunter Valley, wineries in Hunter 
Valley, distilleries in Hunter Valley, wine 
tour Hunter Valley, girls weekend Hunter 
Valley, bucks party Hunter Valley, hens 
party Hunter Valley, Coachella  
Hunter Valley 

• What publications do they read? Online 
publications (travel blogs, travel tips, 
lifestyle magazines, influencer blogs) 

• What social media channels would they 
use? Facebook, Instagram, Twitter, Tik Tok
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Brad is a business owner from Newcastle/Sydney who is always looking to expand his horizons and 
invest in various new businesses. The Hunter Valley Wine Region is an area he has had his eye on 
and is interested in buying properties and/or wineries. He recognised Wine Country as a growing 
tourist attraction, particularly following COVID-19 the growing encouragement to travel Australia 
rather than overseas. Rather than own one property or winery, he would like to own multiple and 
create a chain or his own wine tour which goes to his exclusive wineries. 

INVESTMENT: BUSINESS OWNER BRAD 

• Age: 40-59 

• Cultural Background: Caucasian/European

• Gender: Male 

• Common interests/hobbies: Business 
trips, Stock market, finance, travel  

• Family makeup: Single or married, but no 
children  

• Consumed media: Digital news (TV 
or social media), Finance magazines, 
investment novels, ‘how to succeed’ type 
novels and documentaries 

• Brands/influences: David Jones, Ralph 
Lauren, Dior, Audi, Porsche  

• Where are they in their career? Finished 
business degree from top Sydney 
University and owns multiple businesses/
companies in Sydney and looking to 
expand into different areas. 

• What search terms would they use to 
find properties in the Hunter Valley? 
Commercial properties for sale Hunter 
Valley, Hunter Valley wine country, wineries 
for sale, winery income Hunter Valley, 
Hunter Valley wine country economic 
contribution, best time to buy properties in 
Hunter Valley 

• What publications do they read? Online 
news, national newspapers 

• What social media channels would they 
use? Facebook, Twitter and LinkedIn
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Morgan owns one of the many wineries in Wine Country. It’s been in their family for two 
generations and they live close-by and run the winery with their partner. Morgan spends most 
of their time on the winery working, but often ventures out into other areas of Wine Country and 
beyond to see what’s on offer and to gauge an idea of the tourism levels, as they rely heavily on 
both local and regional tourism. 

RESIDENT: WINERY MANAGER MORGAN 

• Age: 40-65 

• Cultural Background: Predominately 
Caucasian/European 

• Gender: Male/Female 

• Common interests/hobbies: The outdoors, 
gardening, cultivating the vines, relaxing 
on weekends at home (when not working), 
small trips into town 

• Family makeup: Most likely married (or de 
Facto) with children who are grown. 

• Consumed media: A mixture of print 
(novels, newspapers) and digital (only 
television) 

• Brands/influences: Country Road, 
Kathmandu, Harris Farm (i.e. local 
produce), Bunnings 

• Where are they in their career? Currently 
working at the winery 

• What search terms would they use 
to learn more about the local area? 
Tourism Wine Country, tourism Cessnock, 
accommodation Cessnock, accommodation 
Wine Country, most popular wineries 
Cessnock 

• What publications do they read? Local 
publications (Newcastle Herald, Maitland 
Mercury, Cessnock Advertiser), Hunter & 
Coastal Lifestyle magazine 

• What social media channels would they 
use? Has a Facebook account but doesn’t 
really use it. Would consider creating an 
Instagram for their winery, but haven’t had 
the chance to learn.
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Uncover more of 
Wine Country

Picnic in Wine Country // @hunterhunter

Sunset rainbow in Wine Country //  
@nightienightlanePicnic in Wine Country //@georgiarickard

Tamburlaine Wines // @lalisakim

Hot Air Balloon  // @alexisaraya23 Weddings at Kirkton Park // @mattyyv

KEY MESSAGE
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Create your own history 

Live in your own regional playground 

Escape to the vines 

Create memories that last a lifetime in  
Wine Country 

Wine Country - the best picked fruit  
of the Hunter region 

Go behind the vines and discover the  
beauty of the region 

Eat, play and sip your way through  
Wine Country 

SECONDARY MESSAGES 

The Mighty Hunter // @hunterhunter
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WOLLOMBI VALLEY4E. WOLLOMBI VALLEY

Wollombi has a population of 188 people. 

Their key demographics include:

• Median Age: 59 

• Most common professions are managers and professionals 

• 56.9 per cent of families are couples without children 

Laguna has a population of 216 people. 

Their key demographics include:

• Median age: 54 

• Most common occupations are community and personal service 
workers and labourers 

• 53.3 per cent of families are couples without children 
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Is looking to settle down following an early retirement. Lives in metropolitan areas like Sydney, 
Newcastle or the Central Coast. Wants to escape the city and make a tree change to a quiet, quaint 
but exciting area of NSW that isn’t too far from their family (who remain in the metropolitan areas).

INVESTMENT: SAM, SELF-FUNDED RETIREE 

• Age: 55-70 

• Cultural Background: Diverse, 
predominately Caucasian/European 

• Gender: Male/Female 

• Common interests/hobbies: Outdoor 
activities including golf and gardening, 
attending local markets, mid-week lunch 
trips with friends and entertaining friends 
and family at home.  

• Family makeup: Most likely married (or de 
Facto) and has children and grandchildren 
who remain in the area they’re looking to 
move away from.  

• Consumed media: A mixture of print 
(novels, newspapers) and digital (mostly 
television and basic social media platforms 
i.e. Facebook and Instagram) 

• Brands/influences: Country Road, 
Kathmandu, Harris Farm (i.e. local produce) 

• Where are they in their career? Retired 

• What search terms would they use to find 
Hunter Valley properties? Hunter Valley 
homes for sale, homes for sale Wollombi, 
downsizing Hunter Valley, small homes 
Hunter Valley, properties Hunter Valley, 
Hunter Valley properties for sale, Hunter 
Valley region, Wollombi, things to do in 
Wollombi 

• What publications do they read? Local 
publications (Newcastle Herald, Maitland 
Mercury, Cessnock Advertiser) 

• What social media channels would they 
use? Facebook and Instagram
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Melissa is a young woman hailing from Sydney who is planning on getting married within the next 
year in the Hunter Valley. She comes from a family with money and is ready to spend big to have 
the perfect wedding day. She’s chosen to get married in Wollombi and has invited over 100 people 
to attend. With a job in the inner-city, Melissa wants to escape the hustle and bustle and have the 
perfect outdoor wedding.  The wedding will be on a Saturday in April and she’s researched the 
best venues in the area for the day. She plans to spend a couple of days after the wedding in the 
Wollombi area with her soon-to-be husband and visit some of the tourist destinations.  

TOURIST: SOON-TO-BE-MARRIED MELISSA 

• Age: 24-30 

• Cultural Background: Caucasian/European 

• Gender: Female 

• Common interests/hobbies: Exercising, 
extensive beauty routines, wine tours, 
attending local markets, mid-week lunch 
trips with friends and entertaining friends 
and family at home.  

• Family makeup: Engaged and wanting to 
start a family as soon as possible.   

• Consumed media: Digital – television, 
Netflix and social media  

• Brands/influences: Country Road, 
Portmans, Myer, David Jones, Mimco, 
Gucci, Louis Vuitton 

• Where are they in their career? Working 
full-time in a high-end job in inner city 
Sydney 

• What search terms would did they use to 
find the perfect wedding venue? Wedding 
venues Hunter Valley, weddings Hunter 
Valley, best wedding venues Hunter Valley, 
outdoor wedding inspiration Hunter Valley, 
Wollombi weddings, Wollombi, Wollombi 
accommodation 

• What publications do they read? Wedding 
and design magazines and online news 
platforms (celebrity news, etc.) 

• What social media channels would they 
use? All social media platforms from 
Facebook and Instagram to Tik Tok and 
Pinterest (for wedding inspiration)
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Find your  
quaint escape 

Wollombi Road, Wollombi @picturesbysusan

Redleaf Wollombi // @redleafwollombi
Weddings in Wollombi //  

@weddinggrounds

Redleaf Wollombi @redleafwollombi

Little Valley Farm // @littlevalleyfarm Wollombi Post Office // @picturesbysusan

KEY MESSAGE
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Nestle yourself in history,  
country charm and nature

Stroll down memory lane into a world of 
colonial architecture 

As much character as the friendly people 
who live here 

So much more than a weekend away 

All the good things – preserved in time 

Time for a tree change?  
Discover the natural beauty of Wollombi 

See the boutique charm on 
Route 33 

Find the perfect work-life balance on 
Sydney’s doorstep 

SECONDARY MESSAGES 

Wollombi Courthouse // @picturesbysusan
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• SOCIAL MEDIA GRAPHICS

• DIGITAL BANNER

• EMAIL DIRECT MARKETING

• BROCHURE COVER

5CREATIVE CONCEPTS
Cessnock City  Counci l
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The below is a basic representation of the way the tagline would be weaved into the creative concept.

SOCIAL MEDIA

DRAFT CONCEPT MOCK-UPS ONLY, NOT FINAL ART

WWW.ADVANCEGREATERCESSNOCK.COM.AU/WOLLOMBI

Advance Greater Cessnock
PRIMARY LOGO

SECONDARY LOGOS

CESSNOCK

KURRI KURRI

WOLLOMBI

BRANXTON

WINE COUNTRY

Advance Greater Cessnock

PRIMARY LOGO

SECONDARY LOGOS

CESSNOCK

KURRI KURRI

WOLLOMBI

BRANXTON

WINE COUNTRY

Advance Greater Cessnock

CREATIVE CONCEPTS
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DIGITAL BANNER

EMAIL DIRECT MARKETING

DRAFT CONCEPT MOCK-UPS ONLY, NOT FINAL ART
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BROCHURE COVER

DRAFT CONCEPT MOCK-UPS ONLY, NOT FINAL ART
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BILLBOARD

DRAFT CONCEPT MOCK-UPS ONLY, NOT FINAL ART
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LANDING PAGE

DRAFT CONCEPT MOCK-UPS ONLY, NOT FINAL ART



57 Greater Cessnock | Investment Attraction Brand and Strategy

VIDEO

DRAFT CONCEPT MOCK-UPS ONLY, NOT FINAL ART
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CONTACT US

Economic Development Unit:
+61 2 4993 6720

economic.development@cessnock.nsw.gov.au

Council Website:
www.cessnock.nsw.gov.au

Business and Investment Website:
www.advancecessnock.com.au

For economic data:
https://app.remplan.com.au/cessnock/economy/summary


