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Executive Summary

[Please complete this page last]

[Your Destination Management Plan Executive Summary should capture, in no more than a few pages, a clear vision for your destination’s future and a blueprint for your destination to successfully build and manage the visitor economy. The summary should reflect the key points that are contained in more detail throughout the body of this plan under the following headings:]

A. Destination Analysis
B. Destination Direction

C. Destination Requirements
1. Destination Analysis

1.1. Key Destination Footprint

[Describe the footprint/scope of your destination (towns, LGA areas. You may want to show this on a map. Why have you chosen this as the boundary for your destination?]

1.2. Key Stakeholders

[Outline your destination’s key stakeholders and how they have contributed to the development of this Destination Management Plan.]

	Organisation
	Key contact
	Contribution to Plan

	[e.g. Chamber of Commerce]
	[Mr Chamber]

	[Attended 3 consultations meetings, reviewed draft DM plan.]

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


[Add any secondary stakeholders into an appendix providing all the above information.]

1.3. Key Data and Documents

[Outline the existing plans and research used/reviewed to develop this Destination Management Plan.]

	Organisation
	Strategies/Plans/Research 

	[e.g. Town Council]
	[Land and Environment Plan, Traffic Management Plan, Tourism and Economic Development Plan, NVS and IVS data, VIC visitation data, community satisfaction survey results.]

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	


Additional Comments: [You may wish to consider and answer some of the following: Were you able to source all the information/data you needed/wanted to be able to develop your Destination Management Plan. Were there key plans or strategies that you could not access? Are there plans you think should be developed that do not currently exist? Do you need to commission new research or more work on existing research to complete your plan? How much would this cost and do you have the resources to action this?]

1.4. Key Assets

[Destination NSW will supply spread sheets containing the information currently on visitnsw.com as a basis for your destination footprint. Using this as your starting point, attach an audit of the experiences/attractions/products/services your destination offers. Attachment A of this template provides a breakdown of how information is stored in the State Tourism Data Warehouse that feeds the consumer website. You may wish to include these categories and types in developing a complete audit of your destination.

In the table below identify up to the 10 best experiences/attractions/products/services]

	What 
	Description
	Consumer Appeal

	[Name]
	[describe product offering]
	[rationale for why it made the list]

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


Market position: [Where do your experiences/attractions/products/services fit in the market? Are they high-end, competitive or budget? Are they tired and run down or fresh and renewed regularly? Are they unique or the best of their kind? Are they value for money? Do they deliver quality? Do they provide something for everyone? Do they appeal to a specific niche market? How does this compare to your competitors? Who are your competitors?]

Unique selling proposition: [How will your experiences/attractions/products/ services succeed in the market? What gives your experiences/attractions/products/services a competitive edge – for example are they unique to your region, state, country or world? What evidence do you have to support this?]
1.5. Key Imagery and Footage

Do you have high resolution imagery or footage of your:

· Key assets 

· Destination

· Experiences

Does the imagery include showing your target audiences engaging with the destination and experiences available? If not, what are the gaps and how will the destination address this issue? 

Have the images and video been supplied to key partners such as Destination NSW for use in promotional activity? 

1.6. Key Source Markets and Consumer Segments

	Source Market
	Consumer Segment
	Reason for Visit?

	[Sydney]
	[Grey Nomads/Wanderers]
	[National Parks]

	
	
	

	
	
	

	
	
	

	
	
	


Visitors: [Where do your visitors come from? Do they travel directly to your destination, is your destination en-route to somewhere else or are you on a touring route? How much do they spend? Do you have feedback from your customers about your experiences/attractions/products/services?]
Demand: [What is the existing demand for your experiences/attractions/products/ services in your destination? What evidence do you have to support this?]

Growth potential: [What is the anticipated growth for your experiences/attractions/ products/services in the future? What will drive this growth? Are there gaps in the experiences/attractions/products/services currently offered in your destination? What are they and how will your destination reduce these gaps? What new markets could you target or what existing markets can you strengthen? Provide the relevant segmentation and source market information.]
1.7. Key Infrastructure

[In the table below, identify up to 10 critical pieces of infrastructure in your destination. A full infrastructure list should be included in your attached audit.]

	Product/Service
	Description
	Why is it key?

	[Airport]
	[Provides 5 flights a day from 2 different airlines]
	[50,000 passenger movements a year into the destination]

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


[Is the infrastructure tired and rundown or new and well maintained? Does it deliver the level of service your visitors require? What is the existing demand for  infrastructure in your destination? What evidence do you have to support this? What is the anticipated/potential for growth in infrastructure usage in the future? What will drive this growth? Are there gaps in the infrastructure available in your destination? What are they and how will your destination reduce these gaps? If you have listed Visitor Information Centres, what ROI are they delivering? Are they in the right locations?]

1.8. Key Communications Channels

[Identify the key communication channels used by your destination to communicate to your existing/potential visitors. This may be digital such as websites, social media or EDMs, consumer and trade shows, publications, VICs, radio, TV, etc.]

	Channel type
	Coverage of Destinations Assets
	Profile of this channel
	Advantages
	Disadvantages

	[e.g. visitnsw.com]
	[Approximate % of destination assets showcased through this channel]
	[What level of visitor engagement does this channel offer e.g. 200,000 unique visitors p.a.?]
	[What advantages are there of using this channel to showcase our destination assets e.g. It is ranked highly on google?]
	[What challenges do you expect to face using this channel? How will you overcome them e.g. maintaining content?]

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	


 [Please consider the following: Are these communication channels delivering a consistent message to your consumers? Do the different channels allow you to deliver very specific messages to different audiences? Are you and your stakeholders satisfied with the ROI achieved? What are other channels available to your destination? Why are they not currently used?]

2. Destination Direction

2.1. Focus: 

[What is the primary visitor economy business in your destination e.g. meetings and business, leisure, education?]

2.2. Vision

[What is the vision statement for the destination?]

2.3. Mission

[What is the mission statement?]

2.4. Goal and Objectives

[What are your short and long term goals and objectives? What activities will the stakeholders undertake to meet them?]

2.5. Action Plan 

[What are the milestones to achieve these goals and objectives?]

	Milestone
	Date of expected completion
	Person responsible

	[What are the milestones that the destination needs to complete starting from today?]
	[Completion Date for each milestone?]
	[Who is responsible?]

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


3. Destination Requirements

3.1. Human Resources

[What resources do you have now to maintain the destination’s service and profile e.g. VIC operations, business development, marketing activity, current research, etc.? Have the relevant people identified in the Action Plan committed to take the lead role as required?

What other human resources are needed (part or fulltime, contractors, consultants) to undertake the actions in the plan? What additional resources are needed to build the destination’s service and profile e.g. VIC operations, business development, marketing activity, current research, etc.?]

3.2. Financial Resources

[How much money up-front do you need? List your key financial stakeholders and, if known, the level of investment they have committed to delivering the actions in this plan. Supply information on the current level of investment being delivered in the destination’s existing activity to maintain the destination service and profile e.g. VIC operations, business development, marketing activity, current research, etc.

Is there a shortfall? Where will you obtain the funds?]

3.3. Key Risks 

[List the potential risks (in order of likelihood) that could impact your Destination.]

	Risk
	Likelihood
	Impact
	Strategy

	[Description of the risk and the potential impact to your Destination.]
	[Highly Unlikely, Unlikely, Likely, Highly Likely]
	[High, Medium, Low]
	[What actions will you take to minimise/mitigate the potential risk to your Destination?]

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Product Audit – Attachment A

Categories/Types to consider when developing your product audit

	ACCOMMODATION

 

	MAIN CATEGORY
	POSSIBLE SUB CATEGORY
	ADDITIONAL INFORMATION
OR CATEGORIES

	Apartments
	 
	 

	Backpackers and Hostels
	 
	 

	Bed and Breakfasts
	 
	 

	Cabins and Cottages
	 
	 

	Farm Stays
	 
	 

	Lodge
	 
	 

	Holiday Houses
	 
	 

	Hotel / Motel
	Hotel
Motel
	 

	Residential College
	 
	 

	Resorts
	 
	 

	Spa and Retreats
	 
	 

	Wilderness Safari Retreat
	 
	 

	Self-Contained
	 
	 

	Caravan and Camping
	 
	 

	Serviced Apartments
	 
	 

	Luxury
	 
	 

	Home Hosting Program
	 
	 


	ATTRACTION



	 
	 
	 

	MAIN CATEGORY
	POSSIBLE SUB CATEGORY
	ADDITIONAL INFORMATION
OR CATEGORIES

	Aboriginal NSW
	Aboriginal Owned and Operated
Aboriginal Guided
Aboriginal Art/Display/Collection
Interpretation
	 

	Amusement and Theme Parks
	 
	 

	Animal
	 
	 

	Building and Structure
	 
	 

	Classes, Lessons and Workshops
	 
	 

	Entertainment
	Entertainment Centres
Pubs, Night Clubs, Bars, Cinemas,
Theatres
	 

	Food and Wine
	Local Produce Provider
Brewery
Distillery
Wine
Farm Gate Sales
	 

	Farming, Food, and Produce
	Agriculture
Nursery
Orchard and Fruit Picking
Rice
Produce
Trout Farm
	To be an attraction these would need 
to be accessible to a visitor, even
if it is only via a pre booked tour

	Galleries, Museums and Collections
	Collection
Gallery
Museum
	 

	Gaming
	Casino
	 

	Historical Sites and Heritage 
Locations
	Monuments
Interpretation Panels
Historic Buildings
Self-Guided Walks
Historical Figure Statues
Historic Bridges
	 

	Landmarks and Buildings
	 
	 

	Maritime
	 
	 

	Mining and Industry
	Mining
	 

	Natural Attractions
	Beaches, Rivers and Waterways
Natural Attractions
Snow Fields
Marine Parks, Whales, Dolphins, Fish
Mountains, Lookout and Caves
National Parks and Reserves
World Heritage
Parks and Gardens
	 

	National Parks and Reserves
	Flora, Fauna
	 

	Observatories and Planetariums
	 
	 

	Parks and Gardens including Botanic
	 
	 

	Public Art Works
	Sculpture
Murals
Statues
	 

	Scenic Drive and Walks
	 
	 

	Science and Technology
	 
	 

	Shopping
	 
	 

	Spas and Retreats
	 
	 

	Sports and Recreation
	 
	 

	Wineries, Vineyards and Breweries
	Cellar Door
Brewery
Wine
Distillery
Vineyard
	 

	Zoos, Sanctuaries, Aquariums and
Wildlife Parks
	 
	 

	Others
	 
	 


	CONVENTION  

	MAIN CATEGORY
	POSSIBLE SUB CATEGORY
	ADDITIONAL INFORMATION
OR CATEGORIES

	Event Hosting Track Record
	Sport

Business 
	 

	Conference/Exhibition Facilities
	Break out rooms No.
Break out rooms Capacity
	 

	Meeting Rooms
	Capacity
Break out rooms No.
Break out rooms Capacity
	 

	A.V. Service Available
	In House
External Contractors
	 

	Catering Services Available
	In House
External Contractors
	 


	DESTINATION INFORMATION 

	MAIN CATEGORY
	POSSIBLE SUB-CATEGORY
	ADDITIONAL INFORMATION
OR CATEGORIES

	Dining / Eating Out
	Fine Dining
Café
Restaurants
Take Away / Fast Food
	Cuisine Type including Hours/Days of Operation
African
American
Australian
Barbecues
Cajun/Creole
Cantonese
Chinese
French
Greek
Health Food
Indian Cuisine
Indonesian
Irish
Italian
Japanese
Kosher
Lebanese
Malaysian
Mediterranean
Mexican
Mongolian
Noodles
Pizza
Ribs & roasts
Seafood
Smorgasbord
Spanish
Steak
Swiss
Thai
Turkish
Vegetarian
Vietnamese

Hours/Days of Operation

	
	
	

	Entertainment
	Entertainment Centres
Night Clubs
Pubs
Cinemas / Theatres
Cocktail / Wine Bars
	 

	Retail
	Arts and Crafts
Essentials
Fashion
Food & Wine
Gifts & Toys
Health & Beauty
Internet Café
Jewellery & Accessories
Leisure
Markets
Shopping Centre / Arcades
Travel
Major Supermarkets
	Hours/Days of Operation

	Parking (Public)
	Caravan, Cars
Coach
RV, Overnight
	 

	Dump Point
	 
	 

	Service Station
	LPG
	 

	Motor Mechanic
	 
	 

	Volunteer Network
	Service Clubs
Visitor Information Centre (VIC)
(Meet and Greet Service)
	 

	Major Banks
	ATMs, Branches, Foreign Exchange
	 

	Accredited Visitor Information
Centres
	 
	 

	Transport
	Air Services
Coach Services
Ferry Services
Rail Services
Transfers
	 

	Digital Marketing Assets
	Free Wi-Fi
Website
Apps
YouTube Channel
Twitter
Facebook Pages
Pinterest
	 

	Sporting Facilities
	Athletics
Soccer
Rugby
AFL
Rugby League
Cricket
Polo
Netball
Basketball
Tennis
Indoor Pool
Outdoor Pool
Bowls
Other
	 

	Major Industry
	Agriculture
	Grapes
Other Fruits
Beef
Pork
Lamb
Wool
Crops

	 
	Mining
	Coal
Minerals

	 
	Tourism
	 

	 
	Education
	Facilities

	 
	Manufacturing
	Provide Type

	 
	Secondary / Manufacturing


	Value adding to the raw material 
e.g. Cheese Making, Wine Making, 
Steel works etc.

	Awards
	Any awards the destination and its assets have received in the last five years
	 

	Education/Training Facilities/
Academics
	Universities
TAFE Colleges
Police Academy
Defence Force Training Academy
Learn to Fly Centre etc.
	 

	Medical Services
	Doctors
Hospital
Dentist
Pharmacy
	 

	Disability Services
	Wheelchair
Accessible Facilities
	Outline all facilities available


	EVENT 

	MAIN CATEGORY
	POSSIBLE SUB CATEGORY
	ADDITIONAL INFORMATION
OR CATEGORIES

	Classes, Lessons and Workshops
	For example Cheese Making, Cooking
Sculpture
	Visitors have the opportunity to gain
knowledge, information, comprehension or skill in a particular discipline

	Markets
	Farmers, Car Boot, Arts and Crafts
Community
	 

	Exhibitions and Shows
	Agriculture, Field Days, Produce
Art
Educational
Exhibition Show
Lifestyle, Boats, Cars, Gardens, Flowers
Science Technology
	 

	Festivals and Celebrations
	Celebration, Commemoration, Religious
Festivals and Celebrations
Food Wine
Film
Special Interest
	 

	Performances
	Comedy, Drama, Musicals
Dance
Music, Orchestra, Jazz
Opera
Performances
	 

	Sporting Events
	AFL
Rugby League
Rugby Union
Football Soccer
Cricket
Cycling
Rodeo, Campdraft, Equestrian
Golf
Horse Racing
Marathons, Running, Walking
Motor Sports, Speedboats, Motorcycles
Sporting Events
Rodeo
Snow Skiing
Surfing, Swimming, Surf Lifesaving
Tennis
Rowing, Canoeing, Kayaking, Sailing, Yachting
Athletics
Netball
Bowls
Other
	 


	HIRE
 

	MAIN CATEGORY
	POSSIBLE SUB CATEGORY
	ADDITIONAL INFORMATION 
OR CATEGORIES

	Four Wheel Drives
	 
	 

	Bicycles
	 
	 

	Boats
	Canoe
	 

	Kayak
	 
	 

	Campervans and Motorhomes
	 
	 

	Cars
	Buggy
Vintage Classic
Limousine
	 

	Equipment
	Ski, Camping
	 

	Houseboats
	 
	 

	Minibuses and Coaches
	 
	 

	Motorcycles
	Scooter
Trail
Quad Bikes
	 

	Yachts
	 
	 

	Airplane
	Glider, Microlite
	 

	Helicopter
	 
	 


	TOUR 

 

	MAIN CATEGORY
	POSSIBLE SUB CATEGORY
	ADDITIONAL INORMATION
OR CATEGORIES

	Lunch Cruise
Abseiling 
Animal Riding
Animal Viewing
Art and Craft making
Art Painting
Astronomy
Ballooning
Bird watching
Bridge Climbing
Bush Tucker
Bushwalking
Camel Riding
Camping
Canoeing
Canyoning
Caving
City Sightseeing
Crabbing
Cruising
Cycling
Dinner Cruise
Dolphin Watching
Farm/Station activity
Fishing - Beach
Fishing - Deep Sea
Fishing - Fly
Fishing - Game
Fishing - Rivers, Estuaries and Lakes
Flora
Fossicking
Fruit Picking
Gliding/Hang Gliding
Go Karting
Gold Prospecting
Golfing
Grass Skiing
Guided Walks
Hang Gliding
Hiking/Trekking
Horse-riding
Industrial
Jet Boating
Kayaking
Lakes
Learning/Lessons/Tuition
Marine Animal Swimming
Meditation/Relaxing
Motor Racing
Motorcycling
Mountain Biking
Off Road Driving
Para-Sailing/Para-Flying
Photography
Quad Bike Riding
Rock Climbing
Sailing
Sand Boarding
Scenic Flight
Scuba-Diving
Sea kayaking
Self-Guided
Shopping
Sightseeing
Skydiving
Snorkelling
Snow Skiing
Sports Participate
Sports Viewing
Surfing
Swim with Fish
Swim with Sharks
Swim with Whales
Swimming
Tennis
Theme Park
Trail bike riding
Train Ride
Water Skiing
Water-based
Weddings
Whale Watching
White Water Rafting
Wind Surfing
Wine Tasting
	Foreign Language                More than 1 day
Full day
Half Day or Less
Night
Tailored
Self-Guided
Accredited
	Guides
Interpretation                                    
Eco Tourism Australia
Respecting our Culture (ROV)
T-Qual
Advanced Ecotourism Certified

Australian Tourism Accreditation Program

Aussie Host
Ecotourism Certified
Green Globe 21
Museums Australia
National Ecotourism Accreditation Program

Register of National Estate
National Trust
Nature Tourism Certified
National Tourism Accreditation Program

Professional Association of Diving Instructors (PADI)

Indigenous Accreditation Program
Savannah Guide
Savour Plate Rated
Scuba Schools International (SSI)

Tour Guiding Association
World Heritage

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


Attachments:
[List all of your attachments here. These may include audits, research, marketing plans, strategic plans, etc. IF these documents are available on-line you may wish to list the names of the documents and provide the link to allow us to access]
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