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Foreword 
 

Strategic planning for tourism in the Riverland is essential in order to chart a confident course into 
an uncertain future.  
 
Good strategic planning is achieved when it takes into account the wide range of economic, 
social and environmental aspects that confronts, challenges and provides opportunities for the 
region. 
 
Strategic planning answers the fundamental questions, “Where are we now?” “Where do we want 
to be?” and “How are we going to get there?”  When engaging in strategic planning for tourism, 
we must also ask the additional questions, “Who are our primary visitors?” “Why do/would they 
come?” and “What is the core promise we make to them”.  Successful tourism then follows 
through to deliver on this core promise.  
 
This integrated tourism strategy aims to draw together these important considerations to achieve 
realistic growth in tourism in the region consistent with the Riverland community’s aspirations. 
 
The Riverland Tourism Strategy is a summary of what has been learnt from substantial economic, 
market, resource, social, landscape, and environmental and planning policy investigations. 
These comprehensive investigations take an objective and candid look at the present and 
potential future situation. The detailed analysis in this regard forms Volume 2 – Appendices of this 
Strategy. 
 
This strategy attempts to simplify the complexity of these investigations to provide focus for future 
action. 
 
One of the key outcomes of this strategy is to subsequently align the “rules” governing tourism 
development with the vision to ensure the community gets the economic, social and 
environmental outcomes it wants. To achieve this, a draft Tourism Plan Amendment Report (PAR) 
has been prepared which forms Volume 3 of this initiative. 
 
This strategy has been developed by QED Pty Ltd. QED wishes to acknowledge the assistance 
of the Steering Committee. In addition, QED wishes to acknowledge David Crinion (SATC 
General Manager Policy and Planning, Project Mentor), Claudelle Martin (SATC Steering 
Committee representative) and Stephanie Denton (SATC Senior Research Office)r for their 
detailed assistance.  
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Executive Summary 
Introduction 

This Strategic Tourism Plan has been prepared as a collaborative initiative between 
the: 

 Riverland Development Corporation  

 Riverland Tourism Association  

 Berri-Barmera Council 

 Loxton-Waikerie Council 

 Mid Murray Council 

 Renmark-Paringa Council 

 South Australian Tourism Commission, and the  

 Department of Environment and Heritage. 

The aim has been to produce a visionary and integrated Tourism Plan taking into 
account the range of economic, social, environmental and strategic marketing issues 
and opportunities identified [Section2].   

It is anticipated that the collaborative implementation of this Plan will contribute to 
successful and sustainable tourism and resultant community outcomes and benefits 
for the region.   

The Role of Tourism 

Tourism is significant contributor to the economic health of the Riverland. In 2004 
domestic overnight visitors spent $104 million in the region, which sustained around 
880 jobs [Section 3.1]. 

This contribution is generally recognised by the Riverland community i.e. 92% of 
residents consider tourism to be either very important, or important to economic 
prosperity and the quality of life enjoyed by the community [Section 3.2].   

The community has positive aspirations for tourism with 81% believing the region has 
unique tourism features yet to reach full potential (compared to State average 
response of 74% [Section 3.2]. 

Visitor Characteristics 

74% of visitors to the Riverland come from South Australia (50% from Adelaide) while 
24% come from interstate (12% of these from Victoria and 10% from NSW).  Only 2% 
of visitors come from overseas (mainly backpackers) [Section 4.3]. 

Of those domestic visitors that stay overnight, almost 80% come for holidays, or to visit 
friends and relatives (VFR) in the region, while a little over 20% come for business, 
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educational or other reasons. Over 92% of holiday and VFR visitors come by road 
[Section 4.6]. 

The number of visitors to the Riverland has grown marginally (by 0.5% p.a. since 
1998), while the total number of visitor nights spent in the region has grown by almost 
6% p.a. However, most of the growth in visitor nights has been from VFR visitors 
[Section 4.7]. Tourism Outlook 

While the number of international visitors to Australia continue to increase following 
recovery from events such as September 11, at the national level there has been a 
progressive decline in domestic holiday travel since 2000 [Section 5.1].  

A number of external factors influencing domestic demand, that the tourism industry 
has little control over, will present challenges to future growth. These include:  

 Higher household debt 

 Changing household consumption patterns  

 Increased costs of domestic travel (excluding airfares) 

 Changes in the labour market making travel more difficult  

 Labour force trends where people are taking less holidays domestically  

 But there has been strong growth in outbound travel  

 Growth in low cost air carriers have benefited cities, not regions  

 Rising price of petrol 

Strongest tourism growth has occurred 4-star accommodation sector [Section 5.3].  

Given that the region is so dependent on the domestic market, the impact of these 
demand drivers could possibly result in a decline in future tourism demand if nothing 
changes in terms of the region’s competitiveness [Section 6.1]. 

Tourism Targets 

It is considered that an optimistic, but nevertheless realistic stretch target for future 
growth would be 2.5% growth per annum in visitor nights (achieved through and 
increase in visitors and in length of stay) [Section 6.3]. 

In addition to this visitor night target, it is recommended that an overall increase of 10% 
be targeted in average daily visitor expenditure by 2010 i.e. from the current figure of 
$81 per night (note: average visitor yield for other Murray River interstate destinations 
is currently just over $100 per night) [Section 6.3]. 

Achieving these targets will not just happen. It is recommended that the Riverland 
focus on ensuring it becomes a destination of choice. The critical success factors that 
must be addressed in order to achieve this, will include: 

 Developing a clear brand position 

 Providing memorable experiences  

 Establishing several ‘iconic products’  
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 Providing infrastructure that facilitates the regional experience 

 Aligning planning policy to encourage investment in new product 

 Building the tourism industry’s capacity and capability [Section 8.1]. 

Return on Investment 

If the Riverland achieves its tourism targets by addressing these critical success 
factors, it could result in a progressive growth in economic benefits and return on 
investment to the region of an additional $33 million, and an additional 240 jobs, in the 
year 2010 (over the possible ‘do nothing’ decline scenario examined) [Section 7.1]. 

Regional Brand 

To become a ‘destination of choice’ the Riverland must decide what it wants others to 
know, think, believe, or feel about it.  This must be expressed in a clearly focused 
brand strategy. This involves identifying a ‘core promise’ that the region will make to 
the market. The brand strategy should be the cornerstone of the region’s entire 
business growth strategy [Section 9.2].  

It is recommended that the brand be directed to a primary audience of Adelaide and 
SA Country residents with a destination focus, in the first instance – get this right and a 
broader audience of interstate and perhaps international travellers will follow [Section 
9.5]. 

The brand itself is the RIVERLAND and the region’s core attribute is the RIVER. The 
Riverland’s other related key attributes are: Sunshine  + abundant fresh fruit and wine 
at the source + natural wetland experiences + activities in the great outdoors [Section 
9.6].  

Based on Steering Committee workshop, it is recommended the core promise that the 
Riverland make to the visitor, based on these attributes, be:  

 

The Riverland is an oasis of vineyards and orchards with stunning natural 
river scenery offering a healthy escape, which will revive the body, mind 
and soul [Section 9.6]. 

This brand strategy highlights an appreciation of the natural environment and the 
peace, quite and tranquil atmosphere that exits in the Riverland. This implies strong 
brand values of:  

 Stewardship (of the River as a resource) 

 Sustainable development 

 Authenticity 

 Being relatively low key 

 Quality within the context of value for money [page 9.7 ]. 
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The Riverland brand strategy recommended in this Regional Strategy resonates well 
with the newly developed SA Brand strategy – expressed in the new creative tagline – 
‘South Australia. A brilliant blend’ [Section 9.9]. 

It is recommended that the next step be to commission creative expertise to express 
this brand strategy in the marketing communication tools including trademark, slogan, 
‘hero’ images and communication messages guidelines. 

Strategic Approach to Markets 

Based on the forecasts for tourism growth in each of the main market sources, it is 
recommended the Riverland adopt the following broad strategic approach:   

 Intrastate market (Adelaide and SA country) – Grow the market  

 Interstate market (Victoria and NSW) – Defend existing share   

 International market (especially NZ) – Develop the market [Section 10.2].  

Tourism Vision 

It is recommended that the Riverland’s vision be to become Australia’s undisputed 
‘must see - must do’ Murray River holiday destination [Section 13]. 

This vision is amplified in the main report, but envisages the Riverland becoming ‘a 
household name in South Australia with most people aspiring to discover or take a 
rejuvenating holiday in the region …… the Riverland’s appeal contributing to 
significant growth from the interstate market …… and more international visitors 
seeking this authentic Australian experience’ [Section 13].   

Goals and Strategies 

This Strategy Plan identifies five goals and sixteen strategies to achieve this vision:  

Goal 1: Position the Riverland as a compelling destination 

 Develop a collaborate brand [Section 15, Strategy 1.1]. 

Goal 2: Enhance and grow authentic experiences 

 Develop iconic, innovative and environmentally responsible nature-based 
experiences  [Section 15, 2.1.]. 

 Improve the visitors’ connection with the river  [Section 15, Strategy 2.2 ]. 

 Enhance ‘on the river’ experiences  [Section 15, Strategy 2.3]. 

 Integrate experiences of the region’s abundant local produce [Section 15, Strategy 
2.4]. 

 Develop healthy lifestyle experiences [Section 15, Strategy 2.5].  

 Tell the story of the Riverland  [Section 15, Strategy 2.6]. 
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Goal 3: Align regional policy and infrastructure 

 Provide infrastructure that welcomes, supports and guides the flow of visitors  
[Section 15, Strategy 3.1]. 

 Improve access while ensuring ecological integrity  [Section 15, Strategy 3.2]. 

 Align planning and other policy to facilitate investment in sustainable tourism  
[Section 15, Strategy 3.3]. 

Goal 4: Productively market the region 

 Strengthen awareness of ‘on river’ and drive experiences  [Section 15, Strategy 
4.1]. 

 Enhance the marketing of events and festivals  [Section 15, Strategy 4.2]. 

 Develop new markets (especially international) [Section 15, Strategy 4.3]. 

 (NB: International market development will depend on Goal 1). 

Goal 5: Strengthen tourism capacity 

 Build professional and competitive tourism industry  [Section 15, Strategy 5.1]. 

 Effectively manage risks to the brand  [Section 15, Strategy 5.2]. 

 Build a positive tourism culture within the community  [Section 15, Strategy 5.3]. 

Priority Actions  

 For each of the sixteen strategies more detailed actions have been recommended. 
In all there are over 100 actions. These have been prioritised in the Implementation 
Schedule (Appendix E). The recommended top twelve priority actions are: 

o Adopt a collaborative brand policy and strategy - including identifying a brand 
custodian – see Implementation section [Section 15, Strategy 1.1.1] 

o Boldly define Riverland gateways incorporating river views wherever possible (or 
connection with other core attributes where not possible) [Section 15, Strategy 
1.1.6] 

o Encourage at least two memorable nature-based retreat or eco-lodge 
accommodation experiences in natural river settings [Section 15, Strategy 2.1.1] 

o Establish three 'iconic' drive trails - two of which should be a 'blockies' and a 
'fauna' trail [Section 15, Strategy 2.2.6] 

o Enrich the houseboating experience by connection (mooring and other 
infrastructure) with riverside attractions and walking trails [Section 15, Strategy 
2.3.2] 

o Develop a national and eventually internationally recognised Riverland canoe-ing 
event [Section 15, Strategy 2.3.5] 

o Develop and implement an urban design framework in each of the Riverland 
towns [Section 15, Strategy 2.2.2] 
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o Revitalise the Big Orange/Wilabalangaloo precinct as a family oriented 
experience linked with other trails and initiatives [Section 15, Strategy 2.4.2] 

o Undertake a regional signage audit and review and consolidate all regional 
signage [Section 15, Strategy 3.1.5] 

o Prepare a Regional Sustainable Tourism Plan Amendment Report (PAR) to align 
planning policies with the vision [Section 15, Strategy 3.3.1] 

o Develop a central database of all Riverland tourism product to facilitate effective 
cross regional promotion and referrals [Section 15, Strategy 4.1.8] 

o Encourage all tourism operators to use the on-line Connect SA consumer 
reservation system [Section 15, Strategy 4.1.11]. 

In addition to these specific actions it is recommended that all new development is 
best practice and consistent with the SATC Design Guidelines for Sustainable Tourism 
Development.  

Implementation  

 The effective and efficient implementation of the recommended actions in this Plan 
require clearly defined stakeholder roles, a culture of collaboration, and shared 
commitment to achieving the vision.  

 Ultimately it will be the private sector that will invest in creating new experiences 
within the region. It is anticipated that identifying strategic directions and priorities 
will act as a catalyst for investment by this sector [Section 16.2]. 

 Regional agencies will have an important role to play in attracting and supporting 
investment by the private sector through providing a positive policy framework, by 
establishing supportive infrastructure, and by helping to build the capacity of the 
tourism industry and within the community to meet the expectations of the visitor 
[Section 16.2]. 

 Section 16 – Implementation, contains a matrix of stakeholder core business and 
supportive roles by the broad goals recommended in this Tourism Strategy. (The 
Implementation Schedule contained in Appendix E provides more detail in this 
regard in terms of priorities, timelines, and indicative budgets).    

 The key recommendations made to ensure a responsive and dynamic tourism 
planning process and implementation process for the region are: 

o A Riverland Strategic Tourism Implementation Committee should be established 
comprising present Steering Committee stakeholders. This Committee should 
meet at least quarterly, or as otherwise required. The role of this Committee 
should be to: 

- Implement the Strategic Tourism Plan 
- Protect/manage the Riverland brand 
- Be a catalyst for innovation 
- Forge partnerships 
- Address emerging issues relevant to the Plan 
- Network and information sharing 
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- Communicate with the community 
- Strategically co-ordinate tourism activity, and  
- Monitor and review progress [Section 16.3].  

 
o A jointly funded Product Development Coordinator should be appointed to work 

out of the Riverland Development Council to: 

 
- Network with existing industry and emerging industry 
- Product development facilitation and linkages, including seeking funding 
- Provide advice to potential investors 
- Develop and promote an investment prospectus in line with strategic plan 
- Deliver professional advice and facilitate training to industry  
- Work closely with the Regional Marketing Manager and Regional Food Officer 

[Section 16.4].  
 

 Potential funding sources that may be available to assist in the implementation of 
the strategy are outlined in Appendix F. 
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1 Introduction 

1.1 Riverland Tourism Region 
The Riverland Tourism Region is a two-hour drive east of Adelaide and includes 
approximately 300km of the Murray River – extending from Blanchetown in the south-
west to the Victorian border in the east.  It includes the river townships of Blanchetown, 
Morgan, Waikerie, Barmera, Berri, Loxton and Renmark and surrounding townships of 
Moorook, Kingston, Lyrup and Cobdogla. To the north is the Bookmark Biosphere 
Reserve and to the south the Gerard Community and dry-land farming areas. 

Map 1 shows the boundary of the Riverland Tourism Region.  For the purposes of this 
Strategy, the Riverland Tourism Region follows the LGA boundaries of Renmark 
Paringa, Berri Barmera, Loxton Waikerie and encompasses the north-western portion 
of the Mid Murray Council. 

1.2 Project Partners 
The Riverland Tourism Strategy is a co-operative initiative, jointly funded by key 
regional stakeholders.  Facilitated by QED Pty Ltd, these partners have come together 
as the Riverland Tourism Plan Steering Committee and include: 

Riverland Tourism Association  

 Robyn Cusick (Chairperson) and  

 Roslyn Becker (formerly Marketing Manager)  

Riverland Development Corporation  

 Ken Smith 

Riverland Councils: 

 Berri-Barmera - Steven Kubasiewicz  

 Loxton-Waikerie - Peter Ackland  

 Mid Murray - Robin Bourne  

 Renmark-Paringa - Barry Hurst and David Case 

South Australian Tourism Commission  

 Claudelle Martin  

Department of Environment and Heritage  

 Phil Strachan 
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2 An Integrated Approach 
South Australia’s tourism vision is to be ‘an inspirational leader in innovative and 
sustainable tourism’.  (South Australian Tourism Plan 2003-2008 – Inspiring 
partnerships for sustainable tourism) 

Its intention is to change the way the market place thinks about tourism, as well as 
inspiring the regions within South Australia to compete vigorously by being innovative, 
collaborative, sustainable and always building on their inherent strengths. 

One of the key goals of the Plan is to fully develop the ‘SA Experience’.  Within this 
context the Plan includes Objective 1.6:  Enhance the Murray River experience. 

For the Riverland, tourism opportunities that will particularly position it within the ‘SA 
Experience’ will relate to the core themes of: 

 River 

 Nature-based 

 Sense of place (Riverland Towns); and 

 Food and wine. 

It will strengthen its sense of differentiation through other complementary themes 
within the Plan including: 

 Healthy lifestyle 

 Sports tourism 

 Special interests 

 Festivals and events; and 

 History and heritage. 

To do so successfully and consistently, the Riverland tourism strategy has utilised 
other key initiatives of the Sustainable Tourism Package.  These include: 

 Responsible Nature-based Tourism Strategy 

 Wine Tourism Strategy 2004-2006 

 Cultural Tourism Strategy (draft)  

 Cycle Tourism Strategy  

 Sustainable Tourism Development in Regional South Australia – Discussion Paper 
and 

 Design Guidelines for Sustainable Tourism Development. 

These broader tourism documents can be found on www.tourism.sa.gov.au    

Nature, healthy lifestyles, watersports and special interest tourism mean that 
recreational activities are a fundamental part of the River Murray experience.  To be 
truly integrated and sustainable, the strategy recognises the importance of also 
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aligning key strategic recreational and water management initiatives within the 
Riverland. 

These include: 

 Water Catchment Management Plan for the River Murray 

 Biodiversity Plan for the South Australian Murray-Darling Basin 

 SA Murray Darling Basin Natural Resources Management Plan and Investment 
Strategy  

 A Sustainable Recreation Strategy for the River Murray and Lower Lakes in South 
Australia; and 

 Riverland Regional Open Space, Sport and Recreation Strategy. 

This Plan has sought to achieve a systematic approach and effective integration by 
including key stakeholders in the process and by undertaking comprehensive 
economic, tourism market, social, development opportunity and environmental 
analyses. The goals, strategies and actions recommended are a reflection of this 
integrated approach.    
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3 The Role of Tourism 

3.1 Why is tourism important? 
Tourism is a significant contributor to the Riverland economy.  In 2004 domestic 
overnight visitors spent $104 million in the region, which sustained around 880 jobs. 

The Riverland has a relatively diverse economic base.  Horticulture (wine grapes and 
citrus in particular), dryland farming (wheat, barley, rye, oats triticale, wool and meat), 
manufacturing (primarily processing and packaging of primary produce and light 
engineering activities) are all valuable industries.  The Riverland also has a large 
service sector in transport trade and business services. 

However, there are times when seasonal or market fluctuations in the primary sector 
impact on the broader economic health of the region. In these circumstances it is 
important to have other sectors that contribute to a stronger economic base. 

The tourism industry helps to further diversify the economic base of the region. It also 
helps to create demand for facilities and services that locals enjoy and it helps to 
provide a strong economic rationale for conserving and protecting valued natural and 
cultural heritage. 

3.2 What does community think about tourism? 
A Statewide Survey of Community Attitudes to Tourism (September 2001) found that, 
although ranked lower than other industries such as fruit growing and processing, wine 
and agriculture, 92% of the Riverland community, when asked how “important tourism 
was to economic prosperity and quality of life enjoyed by the community”, said it was 
either very important or important (compared to a State average response of 85%). 

Significantly, the Riverland community, when asked to choose a statement that best 
described their region, displayed the highest self-belief in its tourism potential by 
choosing the statement “It has unique tourism features yet to reach full potential” (81% 
compared to State average response of 74%). 

The Riverland community also significantly had the highest agreement of all the 
regions to the statement, “as a community we need to do more to encourage tourism 
in our region” (82% compared with SA as whole 74%). 

Community consultation undertaken during the course of preparing this strategy 
confirmed these general attitudes of Riverland residents. 
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3.3 What exactly is the tourism industry? 
The tourism industry services people from outside the region who come to visit for a 
variety of purposes. The official definition of a tourist (or visitor) is a non-resident of an 
area who visits from at least 40 kilometres away and stays at least one night but no 
more than 12 months.  People on a day trip from home are also counted as part of 
tourism demand. 

These visitors can be categorised in many different ways, but broadly speaking there 
are two types of visitors: 

 discretionary visitors (the ones you can influence to come e.g. for holidays) and  

 non-discretionary visitors (the ones that come for reasons you have no influence 
over e.g. for business). 

For the discretionary visitor, the ‘EXPERIENCE’ is everything and it is imperative to 
remember this in the strategic planning process. 

The tourism industry itself is a collection of independent, but inter-dependent firms, 
mostly small businesses, who supply products and services that satisfy the demand of 
both these types of visitors.   

Tourism industry sectors include attractions, accommodation, transport, tour 
operations, goods and services (e.g. food and beverages, shops etc), promotion, 
investment and management. As a result, tourism is an industry that is typically 
fragmented and difficult to organize and manage. 

The important characteristic of a sustainable tourism industry is authenticity.  That is, 
the destination does not have to build ‘touristy’ things – it just has to share and present 
its environment, lifestyle, stories and experiences with the visitor (see The Principles of 
Sustainable Tourism in Appendix A). 

3.4 What are the keys to growing a strong industry? 
Growing a sustainable tourism industry is about more than advertising and promotion.  
Successful tourism marketing involves aligning and co-ordinating a complex set of 
inter-related tasks.  These tasks include: 

 

 Researching market trends, attitudes and behaviour for sound decision-making 

 Developing policies and strategies for sustainable industry development 

 Establishing and maintaining a brand that will form the cornerstone of the region’s 
business strategy 

 Developing and enhancing the destination experience  

 Encouraging synergies and linkages between tourism and other activities  

 Attracting the investment to implement tourism strategy 

 Providing access and infrastructure to facilitate the experience 
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 Identifying and connecting with the travel distribution network 

 Seeking positive publicity to raise awareness of the destination 

 Promoting the destination to motivate the market to come and stay 

 Ensuring the consumer has access to information and booking services 

 Building capacity and influencing other relevant parties to complement the strategy 

 Delivering on the promise – professionalism and standards 

 Jointly monitoring and managing tourism with other stakeholders to ensure 
sustainability. 
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4 The Tourism Market 

4.1 How many visitors come to the Riverland? 
In 2004, about 352,000 visitors came and spent 1,244,000 nights in the region. This 
represents around a 9% share of visitors to regional South Australia.  In this regard the 
Riverland punches a little above its weight in comparison to other non-metropolitan 
regions in South Australia. 

4.2 Why do visitors come? 
Of those domestic visitors that stay overnight, almost 80% come for holiday, or leisure 
reasons or to visit friends and relatives (VFR) in the region, while a little over 20% come 
for business, educational or other reasons.   

Those that come for holiday or leisure reasons (46%) and to a lesser extent those that 
come for VFR reasons can be influenced to come through the tourism marketing 
activities undertaken by the region.  

Holiday purpose visitors are on a trip to escape and unwind (48% compared with the 
SA figure of 43%).  Others are touring around and exploring most likely visiting a 
number of other regions  (20% cf SA figure of 20%).  

4.3 Where do they come from?  
Of domestic visitors who come for holiday, leisure or VFR reasons 74% come from 
South Australia (50% from Adelaide) while 24% come from interstate (12% of these 
from Victoria and 10% from NSW).  About 2% of total overnight visitors came from 
overseas (i.e. 6,000, mainly backpackers).   

4.4 Who are they? 
The types of visitors to a destination can be understood in a number of different ways 
e.g. by their demographic profile (age, lifecycle stage, or travel group), their 
psychographic profiles (their values, attitudes and lifestyles that determine their 
preferences and consumption patterns) and by their holiday typology (travel behaviour 
e.g. short break, getaway, drive, special event etc).   

There is a fairly wide range of people that come to the Riverland, but most holiday/VFR 
visitors are 45+ years in age travelling with children or as couples. 

One way of providing a profile of the tourism market is to segment it by peoples’ 
values, attitudes and lifestyles.  This work referred to as VALS Segmentation), has 
been done by Roy Morgan and is used extensively in the business sector (see 
Appendix B). 

In terms of tourism, the most significant psychographic segments for the Riverland are 
those termed: 
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 Visible Achievers (26% compared with 21% for SA as a whole).  These people tend 
to be upwardly mobile, families, wealth creators, aged 35-54) and  

 Traditional Family Life (also 26% cf 21% for SA as a whole).  These people tend to 
be older mainly empty nesters, with stable incomes and time to travel. 

It is likely that visitors to the Riverland from Adelaide (and Broken Hill) are mainly on a 
short break or getaway trip, whereas those from interstate are mainly driving on their 
way to somewhere else. 

The Riverland Tourism Association’s Marketing Strategy 2005/2008 contains a more 
detailed breakdown of markets and market characteristics. 

4.5 Where do they stay? 
Visitors stay primarily in caravan parks and camping grounds (30% of nights), in a 
friends and relatives home/holiday home (29%), in a hotel or motel (16%), houseboat 
(6%), non-commercial caravan or camping spot (6%), or in own holiday home (2%).  
On average domestic holiday/VFR visitors stay in the region for 3.7 nights. 

4.6 How do they get to the Riverland? 
Private vehicles are the predominant form of transport for domestic holiday/VFR 
visitors to the Riverland (92%) with a further 4% traveling by bus and coach.  This has 
significant implications for the infrastructure provided for visitors. 

4.7 Have the number of visitors to the Riverland been 
growing? 
Regional tourism statistics can be quite unreliable when it comes to looking at trends 
in numbers. Figure 1 below shows the growth pattern in tourism nights since 1998 
within the confidence levels of statistical reliability (i.e. 95% confident that the actual 
figures lie somewhere within the band shown in the figure below). 

It appears that an unexplained high increase in the March Quarter of 2004 and carried 
through for twelve months on the rolling basis has painted a more optimistic picture 
throughout 2004 than was actually the case, with figures returning to being more within 
the pre-March 2004 trend when the March 2004 Quarter was replaced by the March 
Quarter 2005.   
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Figure 1 

Nevertheless, by using a variety of methods including calculating the line of best fit 
(which just happens in this instance to intersect the end points) and verifying this 
against other indications it would appear total visitor numbers have grown marginally 
(by 0.5% p.a.) while the total number of visitor nights spent in the region may have 
grown by almost 6% per annum over the past six years (1998 - March 2005). 

It is noted that the growth rate in hotel and motel room nights sold between 2001-2004 
increased on average by 2.1% per annum.  There is no time series for caravan parks 
available, but it is expected that these would have demonstrated stronger growth off 
the back of the increase in the drive market post 2001. 

The growth in the total number of visitor nights to the Riverland compares favourably 
with the overall South Australian growth rate in visitor nights of 0.4% and the national 
growth rate in nights of 0.2% in nights between 1998 – March 2005.  

However, as shown in figure 2, there is strong evidence that most of the growth 
experienced has been in VFR visitors (i.e. almost 4% p.a. and 8% in nights based on 
best fit trend line).  This substitution of holiday purpose travel for VFR travel is 
consistent with a very clear and strong national trend in this regard.   

Consistent with this national trend was a decline in holiday visitors to the Riverland (i.e. 
based on a line of best fit, this was down by an average of -3.1% p.a. over the same 
period although holiday nights were up on average by 4.5% p.a.). 

Riverland Domestic Overnight Visitor Nights Trend, 1998 - March 2005
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Domestic Visitor Nights to Riverland by Purpose 1998 
to March 2005 rolling annual trend
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Figure 2 

4.8 Who doesn’t come that perhaps might? 
While the Riverland appeals to clear segments as indicated above, the region achieves 
a fairly broad range of ages, attitudinal segments and types of visitors. 

However, it does not attract a large number of interstate visitors for holiday purposes 
as the major source markets of Victoria and NSW have river-based destination options 
in their own State. 

Relative to market size and value, in terms of Roy Morgan VALS segments, a 
productive segment, the ‘Socially Aware’ segment, is under represented.  These 
people are well-traveled, educated, wealthy, families, community minded, thoughtful 
and strategic in their approach to life, active and experiential, green and progressive. 
Fewer of the Socially Aware segment visit the Riverland (12%) than the SA average 
(16%). 

In less problematic times in terms of rising petrol prices, there may be an opportunity 
to attract more people that are touring on holidays (especially from interstate touring 
for about one-two weeks). 
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5 Future Outlook for Tourism 

5.1 What is the outlook for tourism in the Riverland? 
To get a feel for the outlook for tourism in the Riverland we have to have some 
understanding of what is happening at the national level and of some of the ‘big 
picture’ drivers of tourism demand.   

At the national level there has been a progressive decline in domestic holiday travel for 
virtually all groups since the year 2000.  People are taking less trips and spending 
fewer nights away. There is a lower use of commercial accommodation and fewer 
leisure activities undertaken while on a trip.  People are also spending less per trip.  

As observed in the Riverland, there has been a very clear substitution between holiday 
travel and the lower value VFR travel for some groups at the national level.  For 
example, Adelaide residents, the Riverland’s major source of visitors, have spent 16% 
less nights on holiday and leisure trips since June 2003.  For the Riverland to have 
held up in the face of this trend is a very positive sign. 

5.2 Why is this happening? 
Travel behaviour is influenced by many factors, but most significantly by economic 
health in the place visitors come from and by the general consumption patterns of 
those people.  Significant factors that are currently having an impact on holiday travel 
include – 

 Higher levels of personal and household debt (especially Sydney and Melbourne 
the main sources of domestic travel) 

 Changing household consumption patterns (increases in spending on 
communications, household goods, home entertainment systems, furnishing, 
renovations and health) 

 Increased overall costs of domestic travel (excluding airfares) reducing affordability 
and competitiveness (including the impact of GST) 

 Australians traveling outbound (overseas) more (particularly Sydney and 
Melbourne).  For example, better exchange rate and increase in seat capacity and 
holiday deals to NZ and South East Asia. 

 Changes in the labour market making travel more difficult (increasing casualisation 
of the work force, long working hours and people not taking their holiday leave). 

Basically people have less time and money to spend on travel and prefer to spend on 
making their home environment convenient, comfortable and entertaining (this trend 
has been dubbed ‘cocooning’ by futurists). 

At the same time, with cheaper overseas airfares along with the rising value of the A$, 
there has been a strong growth in the more exotic outbound travel (i.e. there has been 
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a 20% growth in Australian’s travelling overseas rather than in their own country in the 
12 months to June 2005). 

Lack of time (the Australian working population has 88 million days of holiday leave 
accrued), affordability, other consumer priorities and the industry’s lack of 
competitiveness are major issues confronting all destinations. The Commonwealth 
Government’s new Industrial Relations Policies may have further impact on the ‘leave 
pool’ if employees are granted the right to cash in leave entitlements.   

The National Tourism Forecasting Council has forecast a long-term average annual 
growth in domestic visitor nights to 2014 of 0.9% pa and in overseas visitor nights of 
5.8% pa. It is likely that the domestic forecast may be revised given the observable 
trends mentioned above.   

Should there be any new ‘shocks” to the market (i.e. terrorism, disease outbreaks, 
natural disasters etc) then there may be an adjustment in the growth prediction 
between the international market and the domestic market. 

5.3 How will this affect the Riverland? 
These factors will certainly have an impact on the Riverland and there are already early 
signs of this emerging.  In addition to the factors above, there are others that will 
impact on regional destinations further away from capital cities such as the Riverland.  
These include: 

 The growth in low cost air carriers (i.e. Virgin Blue and Jetstar) offering city to city 
travel at more affordable prices (increasing seating capacity between capital cities 
and major tourism regions) 

 The rising price of petrol, which if it continues, will suppress demand in the up till 
now strong touring market (this touring market was strong post September 11, Bali 
and SARS as Australian’s traveled at home more.  However, this trend has started 
to reverse since around December 2003) and there may be a substitution between 
touring and single destination holidays 

 Strong trends in interstate migration (400,000 people moved states in 2003) 
favouring domestic travel for VFR purposes 

 In terms of accommodation supply, nationally, the strongest growth has occurred in 
4-star accommodation (31% since June 2001) with guest nights up 50%.  Regions 
that aren’t competitive in this regard are likely to suffer. 

Many of these trends are likely to continue for the foreseeable future. All the signs are 
that there are some challenging times ahead. However, there are also opportunities for 
those that recognise and work with the trends. 
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6 Future Growth Scenarios 

6.1 What future growth can the Riverland expect? 
Taking into account these factors, it is possible to construct three potential scenarios 
and then to assess them against the most influential and likely ongoing factors to 
select a most likely scenario (See Figure 3). 

Scenario A:  Maintenance of current growth patterns (i.e. around  + 5% p.a. growth in 
nights to 2010). 

The Riverland has benefited greatly from the growth in the drive market since the 
multiple ‘shocks’ affecting travel patterns in recent years (e.g. September 11, Ansett 
collapse, Bali Bombings, SARS etc).  As people have been concerned about overseas 
travel they have traveled domestically (although as we have seen the market is now 
correcting itself).  This scenario assumes constant circumstances and that growth will 
continue on the same path that it has over the past six years. However, given the 
drivers outlined in section 4.1 and 4.2 it is not a likely scenario. 

Scenario B: Achieve share of growth in proportion to forecast national growth (i.e. + 
0.9 p.a. growth in nights to 2010).  

Tourism Research Australia (TRA) maintains forecasts of Australia travel.  Although 
these are likely to be revised in the light of recent trends discussed above, TRA’s 
current forecasts are for 0.9% growth p.a. nationally in the number of domestic visitor 
nights (note these are for all nights and recent trends show holiday nights have been 
falling). This scenario is based on the Riverland maintaining its share of this forecast 
growth. It represents a possible scenario.  

Scenario C:  Experience a decline in tourism demand (e.g. – average of -5% p.a. in 
nights to 2010. 

This arguably conservative worse case scenario, is based on all the factors mentioned 
above continuing to suppress travel demand generally and the Riverland being 
significantly impacted by these influences, along with strong competition from other 
destinations competing for a potentially shrinking market 
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6.2 What is the most likely scenario? 
We are living in a more volatile and uncertain world than at any time in recent history.  
Should the world political scene change in terms of travellers’ perceptions of safety 
and security then we may see a switch back to domestic holidays.  After Australian’s 
have satisfied their ‘cocooning’ desires there may also be a switch back to the 
physical and emotional health benefits of taking holidays. 

However, the growth in the important drive market is softening nationally (i.e. the 
number of interstate trips involving the use of a private vehicle has declined by 7% in 
the past year). Petrol prices are increasing and low cost air carriers to city and other 
major holiday destinations will provide strong competition. Barring major terrorism 
incidents or pandemics, outbound travel will continue to compete for travel 
consumption. 

If the price of petrol continues to rise, or stay at a high level, this may see a sustained 
decline of the touring holiday in favour of the single destination holiday. This will 
provide a distinct opportunity for the Riverland but will increase further the importance 
of the Adelaide/South Australian market. 

Therefore the most likely scenario for the Riverland for the foreseeable future is likely to 
lie somewhere between scenario B and C if things stay the same in terms of the 
region’s approach to tourism, particularly in the face of increasingly strong competition 
from other destinations (especially with the likelihood of quality products being 
discounted). 

6.3 What would a realistic target be? 
An optimistic but nevertheless realistic stretch target would be somewhere between 
scenario A and B i.e. 2.5% growth per annum in visitor nights achieved through an 
increase in visitors and length of stay, (See Figure 4).  However, to achieve this target 
the region needs to address some critical success factors that are discussed in more 
detail on Section 8. 
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Riverland Domestic Overnight Visitor Nights 
Stretch Target and Most Likely Scenarios to Dec 2010
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Figure 4. 

It should be noted that in terms of achieving an economically sustainable tourism 
industry the focus should not be just on growing the number of visitors, but should 
also be aiming to increase visitor yield (e.g. greater expenditure per visitor per night). 

It is recommended that in addition to the growth in visitor nights target, the Riverland 
target a 10% increase in average daily visitor expenditure in real terms from $81 per 
night (4 year average based on 2004 $ terms) to $89 per night by 2010 (this compares 
with current average visitor yield for other Murray River interstate competitor 
destinations of just over $100 per night). 

Achieving this target will have much to do with the relevance, richness and quality of 
the EXPERIENCE that the Riverland as a whole, and individual businesses, offer the 
visitor. 
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7 Return on Investment 

7.1 What would be the benefits of achieving this 
target? 
The most likely scenario relating to growth in visitor nights (i.e. decline of  –2.5%) could 
see the loss of 137,000 visitor nights in 2010 compared to nights for the 12 months 
ended March 2005, which would equate to $11 million less in visitor expenditure in 
2010 and up to 81 less jobs. 

The difference between the most likely scenario (between scenario B and C) and the 
realistic stretch target (between scenario A and B), in terms of visitor nights is 291,000 
nights.   

If the realistic stretch target were to be achieved there would be an additional $23 
million benefit to the Riverland in 2010 and 162 jobs over and above the most likely 
scenario.   

In addition to this, if the Riverland achieves its increased average daily expenditure 
target of $89 then the value of tourism would increase progressively to an additional 
$33 million in the year 2010 compared to the most likely scenario with no change in 
spend.  In terms of employment, the difference between the likely scenario and 
achieving both targets is 240 jobs). 

The above analysis is based only on changes in domestic visitor nights.  Impacts of 
changes in day trips and on international visitor nights would have an additional 
impact on tourism expenditure and employment. 

These benefits do not include the flow-on benefits that tourism could value add to 
other sectors such as the food and wine sector in creating a stronger and more 
positive brand image for local products and services, or the educational benefits 
resulting from first hand experience and interpretation explaining the Murray River story 
and the need to manage and sustain the Murray River system. 
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8 Critical Success Factors 

8.1 What do we need to do to achieve these targets? 
Achieving the targets and benefits won’t just happen.  It will take a conscious and 
collective sense of purpose and commitment.  Critical success factors include:  

 Set a goal of becoming a destination of choice for at least one productive and ‘low 
risk’ segment of the market (i.e. the Adelaide ‘escape’ market) 

 Foster a strong and collaborative commitment to a clearly articulated brand position 

 Provide access to and memorable experiences of the River  

 Demonstrate and communicate in practical terms the community’s stewardship of 
the River and its environment 

 Give priority to establishing several fresh ‘iconic products’ based on destination 
strengths (not necessarily big but renowned for their authenticity, creativity and 
sustainability such as Banrock Station) 

 Put in place supportive infrastructure to facilitate the regional experience 

 Align ‘the rules’ (e.g. planning policy) with vision to encourage development 
consistent with the regions’ brand values; and 

 Build tourism industry capacity. 

 To address these critical success factors for regional stakeholders and the 
community must rise above local competitiveness issues and recognize that any 
initiative that builds the regional brand is good for the region as a whole (i.e. a rising 
tide raises all boats). 

A strong and positive regional brand is beneficial beyond tourism by helping to 
position the region in many other business endeavours (i.e. not just quality products, 
but come from a special place – build brand equity by making a connection between 
product and place). 
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9 The Riverland Brand 

9.1 What is a brand? 
Becoming a destination of choice for a selected market starts by deciding what the 
Riverland wants the market to know, think, or feel about it. 

The brand positioning is the cornerstone of the region’s business growth strategy.  It is 
the promise of a compelling experience that meets the needs of customers.  However, 
it is exceptionally focused and is not designed to be all things to all people. 

The promise must be credible, clearly differentiated and offer the visitor a relevant 
benefit. It should always be seen from the consumers’ perspective rather than simply 
what the region has to offer.  The regional brand is not just about the promotional 
message.  It is the platform from which all investment, planning and regulatory policy 
decisions are made. 

The brand itself is the RIVERLAND. Within the context of the project’s comprehensive 
research and community consultation, the Steering Committee has worked together to 
articulate the Riverland Brand. 

9.2 What is the Riverland’s status as a destination 
brand? 
Research shows that when people think about regional brands in terms of holidays 
they do not find it easy, nor can they guess too many regional brands (some that do 
come to mind are Rocky Mountains, French Riviera, Swiss Alps, Greek Islands, or 
closer to home, perhaps the Great Barrier Reef, Gold Coast, the Kimberleys). 

A regional brand must have THINGS that are similar in their own ways but are unique 
and differentiated from elsewhere.  It must be an area with some similar geographic 
landscape or that is well known for something special whether it’s man made or 
natural. 

One of Riverland’s challenges is that in the consumers mind it is not a discrete 
geographical area, but part of a larger geographical entity (The Murray) of which there 
are different sub-regions in both South Australia and interstate. 

Consumer research undertaken by Brian Sweeney and Associates for the South 
Australian Tourism Commission in October 2000 shows that most South Australians 
generally regard the Riverland and Murraylands as one region and for the interstate 
market it is seen as a place that you pass through on the way to somewhere else. 
(Source: Regional Branding Research, Sweeney Research, October 2000).   

This research revealed that the perceptions of regional brands are a function of 
consumer beliefs about the level of differentiation of the region and of whether the 
location is seen as a destination as opposed to simply being on the way to 
somewhere else.  This is illustrated in Figures 5 and 6 that show the beliefs of the 
South Australian and Victorian markets 
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South Australian Perspective 

Differentiated

Non-Differentiated 

Non-Destination 
Orientated 

Destination 
Orientated 

   • Flinders Ranges 

 • Barossa 

 • Kangaroo Island 

• Adelaide Hills

• Clare
• Eyre Peninsula

 • Fleurieu Peninsula 

 • Yorke Peninsula

 • SE Coast 
• Riverland 
• Murraylands 

 
Figure 5 and 6 

 
Victorian Perspective

Differentiated

Non-Differentiated

Non-Destination 
Orientated

Destination  
Orientated 

   ***   • Flinder s Ranges 

•  Barossa 
• Kangaroo Island

• Adelaide Hills

•  Clare

• Eyre Peninsula

• Fleurieu Peninsula

• Yorke Peninsula

• SE Coast
• Riverland
• Murraylands

•  Adelaide

*** Flinders Ranges is somewhat of an ‘outsider’. It is differentiated; and a small proportion see its potential for them  
 

Branding is most relevant when a region fits into the top left hand quadrant (i.e. it is 
seen as differentiated and a destination).  If a region is in the bottom right hand 
quadrant (i.e. not differentiated and not-destination oriented) then it will be a fringe 
brand largely at the mercy of flows in the passing drive market traffic.  

From the same research, Figure 7 plots consumer experience/familiarity with SA 
regions by their perceptions of appeal by assigning scores to consumer responses 
from 0 (know nothing about it) to 10 (holidayed within last 5 years) and for appeal with 
ratings from 0 (not appealing at all) to 10 (very appealing) 

Source: Regional Brand Study, Sweeney Research 
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Figure7 Perceptions of SA Regional Destinations 

On this basis, the Riverland falls narrowly into the low appeal/high familiarity quadrant 
(with an appeal rating just under the 6.5 mean appeal rating for all regions).  Clearly 
there is an opportunity to move it further up the appeal rating and improve peoples’ 
familiarity with it as a destination. 

From this it can be seen that the challenge is for the Riverland to be seen as a 
destination in its own right while also tapping into the drive market. 

It rarely makes sense to craft a destination’s core proposition around a group of 
visitors whose selection criteria for their visit are several steps removed from the 
destination experience itself. 

Even if the visitor is going somewhere else the Riverland still needs to be seen as a 
place that they want to include on their itinerary.  

The Riverland has a good basis for aspiring to be a destination brand given the fact 
that 71% of domestic holiday/VFR visitors to the Riverland involve one stopover only on 
their trip, while only 16% have 4 or more stopovers characteristic of the drive market. 
However, the Riverland needs to attract more of these people by transforming the vast 
majority of the market that considers it as a passing through only region. 

9.3 Why is the Riverland’s current brand image 
weak? 
The Riverland has a considerable challenge in establishing strong destination brand 
recognition.  To understand where the current brand image sits (to the extent that there 
is one) we must understand what the consumer is thinking. 

The following comments come from the aforementioned Sweeney Regional Branding 
Study.  (While this study was undertaken late in the year 2000, research experience 
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over 20 years, has shown that consumer perceptions do not change markedly, unless 
there are some significant events that shift perceptions.  It is  

likely that recent negative publicity about the health of the Murray may have reinforced 
some of the perceptions mentioned below). 

It must also be remembered the following comments report on independent research 
of consumer perceptions and do not constitute judgements by any particular party.  

The Sweeney research found that, ‘For South Australians, the River itself 
was the single draw card for the region, associated with riverboats, and 
camping holidays.  It was seen as very sunny, warm to hot region 
thought by many to be too warm in the summer months.  It was also seen 
to be a region that was not particularly focused on tourism, which both 
surprised and irritated many. 

Much of the area was associated with primary production.  As such, it 
was associated with good, fresh produce, but not good restaurants. 

Apart from the Murray, and the occasional golf course, there was a sense 
that there was little to do. The Monash playground was a delightful 
exception, many were fond of this but were unsure whether it was still in 
operation.  The region may have good wineries but this is not a draw 
card in itself”. 

‘From an interstate perspective, the Riverland’s largest interstate market 
(Victorians) do not perceive any difference between the Riverland and 
the Murraylands, both are regarded as “passing through” country.  

On top of that, the vast majority see these areas as offering no more (or 
even less) than could be found in the Murray closer to home (e.g. the old 
town of Echuca, the golfing precincts from Swan Hill to Corowa, the wine 
regions of Rutherglen, the boating and other sports of Yarrawonga (all of 
these being comparatively accessible).  The Riverland … may have 
houseboating and waterskiing, but few Victorians saw any real reason for 
traveling the extra distance’. 

     
The Roy Morgan Single Source Survey conducted throughout Australia identifies what 
destinations the domestic market prefers for their holidays.  This survey shows that the 
Riverland is ‘on the radar’ of 162,000 people in Australia as one of their preferred 
holiday destinations (See Figure 8).  This figure has varied little at around 160,000 
people over the period April 2000 to March 2005 (compared to Murraylands at around 
100,000). 
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Net Trip Preference - Murraylands & Riverland
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Figure 8 

Analysis of Riverland’s ‘preferrers’ show that 68% come from SA and 10% from Vic and 
NSW; 40% are 50+ years of age; 57% are from the Visible Achiever and Traditional 
Family Life segments.  While there are some strong positives in this information (e.g. 
these segments are the most productive travel segment), this result does not 
constitute a strong overall ‘demand pool’ for the region. 

This relatively low ‘demand pool’ may well be a reflection of what earlier studies on the 
Murray River have found.  That is, there are barriers to seeing the Murray as an 
appealing holiday destination.  Within the context of the river being the region’s 
greatest asset, these included: 

 Fear of children drowning in the murky waters 

 Concern those same children, to avoid drowning would have to wear restrictive 
buoyancy vests all day long 

 Dislike of speed boats 

 Too many private property signs along the river bank 

 Perceptions of pollution (including algal bloom) 

 Land around was seen as vast and dry and all brown 

 Towns well away from the river were rejected as unsuitable for holiday visits. 

Again this evidence clearly demonstrates that if the Riverland is to transform the way 
people see the region as a distinctive holiday destination some things must change. 

The Riverland challenge is how to move from a relatively passive disposition to 
become a destination of choice – a sought after place by a primary audience that 
gives it its vitality, which subsequently captures the imagination and attention of other 
segments of the market. 
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9.4 What is the Riverland’s potential? 
The Riverland’s potential is directly related to its capacity to meet consumer holiday 
needs. 

The primary motivation of the visitor is to seek a change – to EXPERIENCE something 
they cannot at home.  There are many motivations for travel, but most fall within the 
following broad needs: 

 Escape – a freedom from the pressures and restrictions of urban living and 
everyday life 

 Aesthetic – the opportunity to appreciate scenery and wild nature 

 Challenge – the testing of oneself and the overcoming of physically challenging 
situations 

 Romance – reliving and imagining the experience of the “frontier” 

 Companionship – caring about the setting and experiencing it with others 

 Discovery – learning about different lifestyles, culture and nature and biodiversity 

 Spiritual renewal – an opportunity for mental restoration and connection with 
something beyond self. 

This can be further expanded by research undertaken by the New South Wales 
Tourism Commission which has shown that the top five drivers of Australian and 
international visitors are: 

 The lure of the beach – where there is no beach some form of water is a must, 
although getting into the water however, is not as popular 

 Room with a view – spectacular views and accommodation that lets nature in 

 The great outdoors – want unspoilt natural settings for activities and interests, 
where they can do their favourite things in the great outdoors 

 Food with a view – people from the cities want to eat well, in a natural setting in the 
open air 

 Animals in nature – see animals in their natural environment. 

The Riverland has the capability to satisfy many of these higher order holiday 
motivations. 

The Sweeney Research Regional Branding Study demonstrated that nearly four in ten 
of the survey sample had visited the Riverland in the past five years making it one of 
the five most visited destinations in South Australia. 

When comparing the activities that current visitors to the Riverland participate in 
relative to its interstate counterparts, the Riverland has higher incidence on average 
than its interstate counterparts of: 

 visiting friends and relatives (42% compared with 36%) 

 general sightseeing (39% cf 35%) 
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 watersports (15% cf <5%) 

 fishing (14% cf 10%) 

 picnics & BBQs (14% cf 10%) 

 walking (13% cf 9%) and  

 visiting wineries (12% cf 6%). 

Visitors to the Riverland were less likely to eat out at a restaurant (38% cf 47%) or 
attend pubs, clubs and discos (20% cf 29%). 

The South Australian Tourism Commission’s Brand Health Monitor measures the 
Melbourne and Sydney markets’ perceptions of different States against a range of 
holiday attributes.   

Figure 9 shows that in 2005, based on multiple responses, SA is most associated with 
having authentic and credible wineries and wine regions (72%), distinctive dining and 
fresh regional produce (29%), festivals and events (28%), Outback experiences (24%), 
and fifthly, River-based experiences (22%).  However, when asked which State comes 
first to mind in terms of River-based experiences, Victoria (36%) and NSW (28%) rank 
ahead of SA (9%). 
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Figure 9 

Nevertheless, this still remains a positive finding and clearly shows that the region has 
something to work with in terms of achieving the stretch target of between of 2.5% 
growth per annum in visitor nights achieved through an increase in visitors and in 
length of stay (a realistic target between Scenario A and B). 
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9.5 Who is the Riverland’s primary audience? 
This strategy does not provide a detailed description of the Riverland tourism markets 
or appropriate marketing activities.  This is the province of the Riverland Tourism 
Association’s Tourism Marketing Strategy.  

However, at the high strategic level this strategy recognizes that successful destination 
brands focus on being relevant to a primary audience knowing that others visitors will 
then follow. 

It makes sense that the brand and subsequent marketing priorities should be directed 
at the region’s largest market with easy access, a propensity to visit and that is 
expected to grow (see section 10 for a discussion of forecast growth by main 
markets). 

South Australians currently comprise 73% of the Riverland’s holiday/VFR visitor market.  
Nearly 70% of Riverland ‘preferers’ are in the Adelaide market and nearly 60% of these 
are from the Visible Achievers and Traditional Family Life segments.   

In general, the Riverland’s ideal visitors are those who spend more on average on a 
holiday than do other visitors.  Research shows that the Riverland’s most productive 
market segments are affluent families and couples aged between 35-54, and affluent 
empty nesters/retired people aged 45 plus years in age.  These people are generally 
destination focused and are likely to take short breaks of 1-3 nights or getaways 
between 1-2 weeks, or take a drive holiday between 2-6 weeks. 

The general market trends outlined in Section 8.4 are strongly evident in these 
segments as consumers seek emotive experiences, value ecological integrity, 
celebrate sense of place, and aspire to products that are clean and green and natural, 
and where they can truly relax and explore and connect with something beyond 
themselves. 

The Riverland’s primary audience is shown below.  By focusing on the needs and 
aspirations of these visitors others will follow. 

 

 

 

 

 

 

The Riverland’s Primary Audience 

 

Adelaide and SA Country residents seeking nature and cultural outdoors 
destination experiences 
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9.6 What is the Riverland’s core proposition? 
As previously stated, the brand itself is the RIVERLAND.  However, there must be a 
rational basis for what the region’s brand is.  The key is to define what the core 
promise is that the Riverland makes to potential visitors. This promise must be positive, 
relevant and connect with potential visitors’ needs and aspirations. 

The Steering Committee identified this core promise by building a brand pyramid to 
provide a focus for the brand strategy and implementation.  In building the brand 
pyramid the Steering Committee identified the: 

 key attributes of the region (that define the essential character and nature of the 
destination) 

 rational benefits that the experience of such things, offers the visitor (these are 
generally the things that the visitor could easily articulate as the benefits they seek 
or appreciate) 

 emotive responses that it is hoped the visitor will derive from these experiences 
(these are the key to the core promise but harder to identify as they involve less 
tangible feelings).  

These elements are crystalised to form the Riverland’s core promise (See Figure 11).  
In developing this pyramid, the Steering Committee was mindful of consumer needs 
and preferences as determined through research and consultation 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 11 

By gathering information together in this sequence, the Riverland Steering Committee 
has created an increased focus for determining the core proposition that that the 
Riverland makes to the visitor.  Through this process, the key words that were 
identified were ESCAPE (notions of freedom), OASIS (water, green, productive and life-

Attributes 
The river, meandering and languid, sunny warm to hot, dramatic sandstone cliffs, 

graceful river red gums, tranquil wetlands, lush vineyards, orchards and citrus groves, 
houseboating, interesting heritage, discrete townships, UNESCO listed bio-sphere, 
Chowilla wetlands, 40 national and conservation parks, Banrock Station, aboriginal 

culture 

Core Proposition 

The Riverland is a diverse 
oasis escape that will 

revive the body, mind and 
soul

Rational Benefits 
Escape,  relaxation, seeing beautiful, peaceful and tranquil scenery, 

availability of fresh healthy food at the source, visiting wineries, shopping 
for local art and crafts, outdoor water-based activities, (houseboating, 

canoeing), bushwalking and cycling, challenge and adventure, explore and 
learning about the heritage and story of the place

Emotive Responses 
Freedom, time out for self and to nurture the 

relationships that are important to me, good for 
my health, wholesome, optimistic, enjoy simple 
pleasures, reconnect with nature, unwind, enjoy 

healing time out to rejuvenate and revive 

Primary Audience: 

Adelaide and SA country 
outdoor experience 
seekers

Brand Values: 

• Stewardship 
• Sustainability 
• Authenticity 
• Value for money 
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giving place within a dry landscape) and REVIVE (rest with healthy activity options, 
rejuvenate for life’s journey ahead).  In essence: 

 

Overview of the Core Promise 

Sunshine  + abundant fresh fruit and wine at the source + natural wetland 
experiences + activities in the great outdoors translates to: 

 
The Riverland is a diverse oasis of vineyards and 

orchards within stunning natural river scenery offering a 
healthy escape, which will revive the body, mind and 

soul 
 

It must be emphasised that this is a Brand Strategy only. It is not something that the 
consumer will ever see. What the consumer will see is the tagline (slogan), brand mark 
(logo) that the creative process will develop based on this strategy, as well as the 
marketing message that will be expressed in various ways in marketing collateral 
(brochures etc) all of which is designed to reinforce the brand image and recognition. 

9.7 What are the brand values that underpin this 
promise? 
It has been said that in business today, service is not an issue – if you don’t provide 
service you are out of business.  Quality is not an issue – it’s something you have to 
have.  Price and styling are all dictated by the market.  The only issue left is what you 
stand for (Source: John Bell, CEO, Esprit). 

Accordingly, it is an essential that the Riverland is very clear about what the community 
stands for, and thus what residents and potential visitors alike can expect. 

The State-wide Survey of Community Attitudes to Tourism (September 2001) found 
that the Riverland community’s agreement at 92% with the statement “The big 
challenge is to encourage growth but ensure it is both appropriate and sustainable” 
was higher than for South Australians as a whole (85%). 

The Riverland also rated higher than the SA average in it’s belief that, “Properly 
designed and managed tourism development can be sustainable within a natural 
environment” (90% cf 84%). 

This emphasis on appropriate development and sustainability was reinforced during 
consultation with a wide variety of regional stakeholders and residents during the 
investigation stage. 

Consultations indicated an appreciation of the natural environment and the peace, 
quiet and tranquil atmosphere that exists in the Riverland.  

These imply strong brand values of:  
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 Stewardship (of the River as a resource) 

 Sustainability 

 Authenticity 

 Being relatively low key 

 Quality within the context of value for money 

Any tourism development that achieves a sense of being special (different), of 
continuity (having connections to the past), of belonging (fitting with the fabric of the 
present community) and of conserving and enhancing (valued local attributes and 
natural resources) is also likely to evolve harmoniously with that community.  Such 
development will also have a long life span given the increasing maturity and 
discernment of the tourism market. 

9.8 Are there any risks to the Riverland brand 
promise? 
The key risks to any Riverland brand proposition are the potential negative perceptions 
of the Murray in terms of management and health of water resources (e.g. water flows, 
salinity, pollution etc).   

If the Riverland is positioning itself as a place for healthy rejuvenating escapes, then 
negative media publicity can substantially negate any marketing messages and hence 
appeal of the region.  In this regard it will be important to ‘live’ the following brand 
values as far as is practicable. 

9.9 How consistent is this with the South Australian 
brand? 
The marketing of the Riverland as a holiday destination takes place within a highly 
diverse and competitive marketplace (i.e. intrastate, interstate and international 
markets).  As a region that is trying to get the attention of these markets the Riverland 
will not be effective by going it alone.         

In the first instance, the interstate and international markets in particular need to be 
aware of SA as a destination and the regional holiday options.  As far as practicable, 
collaboration is required to achieve complementary regional and State branding.  In 
the Riverland’s case this will ensure it is well positioned in this broader marketing and 
that all marketing effectively reinforces a consistent message. South Australia’s brand 
pyramid is shown in Figure 12. 



 

 
Riverland Strategic Tourism Plan Steering Committee 

Riverland Integrated Strategic Tourism Strategy 
Job No: 05-014Y  Report No: 06-080 

29

QEDptyl td

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 
 
 
 

Figure 12 SA Brand Pyramid 

South Australia’s core promise is that it is a vibrant and welcoming place that 
celebrates the good things in life.  The Riverland’s core promise of being an oasis 
escape that will revive body, mind and soul resonates well with this.  

The core attributes identified in the State brand are equally relevant to the Riverland – 
especially those of ‘unspoilt nature in close proximity’ and ‘home of exceptional wine 
and produce’. The rational benefits, emotional responses and brand values identified 
in the Riverland’s brand pyramid similarly resonate with the State brand strategy. 

The State’s brand strategy is subsequently portrayed in the simple tagline, ‘South 
Australia. 'A Brilliant Blend’.  This hints at the State’s undisputed renown for wine and 
wineries, but is also capable of being an umbrella to articulate the other diverse and 
often intangible lifestyle experiences the State offers.   

Within this context, the State’s marketing messages will tease out the brilliant blend of 
experiences/benefits available. Given the complementary nature of the strategic brand 
pyramids, it is likely that the creative expressions of this will also resonate with the SA 
Brilliant Blend. 
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nature at 

close 
proximity 
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Spirit 

Intimate encounters with nature and people 

Participation in and celebration of  
heritage and culture 

A surprising discovery  
that inspires and challenges 

Indulgence and appreciation of  
the good life 

A vibrant and welcoming 
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good things in life 
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Importantly, the SA Brilliant Blend brand has been well received and adopted by other 
State Government stakeholders (i.e. economic development, arts, education etc). This 
will increase the chances of a greater collaborative brand approach being taken in the 
marketing of the State with the likelihood of greater impact in the marketplace.   

The Riverland should strive to achieve a similar approach to maximize effort in 
destination recognition.  A strong regional brand can benefit all stakeholders (e.g. for 
food producers it could convey the notion of being special produce from a special 
place). 



 

 
Riverland Strategic Tourism Plan Steering Committee 

Riverland Integrated Strategic Tourism Strategy 
Job No: 05-014Y  Report No: 06-080 

31

QEDptyl td

10 Market Priorities 

10.1 What is the outlook in each of the main markets?  
Given the complexity of the tourism market a key component of any strategy is to 
determine the best focus for promotion and future market development.   

Figures 13-15 below illustrate the national and State forecasts for growth in the 
international, interstate and intrastate markets (Source: BDA Marketing Planning, Q3 2005).  
Note: these are expressed in terms of tourism trips and South Australia’s forecast is 
projected as a constant share of the forecast national growth in these markets. 

This shows that to the year 2010 there is expected to be strong growth in international 
travel to Australia, declining interstate travel and modest growth in the intrastate market 
(South Australians traveling within their own state). 

Figures 13-15:  Forecast Growth by Main Geographical Markets 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 



 

 
Riverland Strategic Tourism Plan Steering Committee 

Riverland Integrated Strategic Tourism Strategy 
Job No: 05-014Y  Report No: 06-080 

32

QEDptyl td

10.2 What approach do we take in each market? 
Within context of the forecasts outlined in section 10.1, Figure 16 summarises the 
appropriate strategic approach that should be taken with each market.  

 

 

 

 

 

 

 

 

This shows the most productive focus for the Riverland in the foreseeable future will be 
the intrastate market, given its proximity and propensity to holiday in the region and the 
growth expected in this market. Achievement of the targeted growth in terms of visitor 
nights is most likely to come from this market. (i.e. Increase market share strategy).   

The Riverland will have to fight hard for a share of the expected declining interstate 
market.  This market should be of second priority in terms of allocation of scarce 
marketing resources and it will be necessary to ensure marketing expenditure is 
efficient by focusing on the most productive marketing activities.  (i.e. Defend market 
share strategy).  It should be recognized that any significant negative national or 
overseas event (e.g. pandemic, terrorism incident etc) may see Australians 
substituting traveling overseas with domestic travel.  

The Riverland currently has a very small international market visitation (less than 2% of 
visitor nights).  While there is strong growth forecast for the international market, the 
region has yet to achieve significant recognition in this market, largely due to the 
region having a paucity of suitable international product.  This represents a significant 
opportunity, but strategic challenge, in terms of developing internationally marketable 
product (i.e. longer term Market development strategy). 

It is important that the Riverland has access to such forecasts as well as other market 
intelligence to permit the tracking of key demand drivers and trends in markets and 
subsequently the fine tuning of marketing strategies as circumstances inevitably 
change.  

Market Strategy 

Intrastate Grow market 

Interstate Defend share 

International Develop market 

 

Figure 16:  
Overall Market Strategy Based on Forecast Growth in Tourism 
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11 Tourism Opportunities 

11.1 How do we increase our appeal to these 
markets? 
In the Critical Success Factors section (Section 8), it is clear that one of the Riverland’s 
primary challenges is to ensure it becomes a destination of choice, or to put it another 
way, an ‘aspirational’ destination. 

To remain competitive in an aggressive tourism market, the Riverland must create 
clear and appealing experiences that meet the needs of holiday visitors.  This will be 
achieved by:  

 Focusing on development that will strengthen the brand promise  

 Strengthening existing markets and creating new markets 

 Focusing on connection with the core asset – the River, and  

 Encouraging accommodation that is an experience in its own right. 

Development opportunities and priorities are discussed under Goal 1 and 3 and their 
relevant strategies. These deal with the importance of developing attractions and 
activities in the towns (particularly the riverfronts); of value adding to the region’s rural 
activities (wine and food production); of featuring healthy lifestyle product; of creating 
events that celebrate the local story (past and present); and of strengthening the 
relatively unique houseboats sector. 

11.2 How important is the eco-tourism experience? 
More particularly, however, the opportunities in developing stronger nature-based 
tourism and eco-tourism experiences deserve specific discussion.  These should all be 
considered within the context of the environmental management imperatives 
discussed in Section 12.   

Nature-based tourism is any sustainable tourism activity, or experience that relates to 
the natural environment, whether for relaxation, discovery, or adventure. Eco-tourism 
as a subset of this is defined as ‘nature based tourism that involves education and 
interpretation of the natural environment and is managed to be ecologically 
sustainable’ (Commonwealth Department of Tourism, National Ecotourism Strategy, 
1994). 

Eco-tourism has become one of the fastest growing sectors of the world travel industry 
(World Tourism Organisation). The future of eco-tourism is intrinsically dependent on 
the quality of the environment.  Tourism Research Australia (TRA) analysis shows that 
of all international visitors to Australia, 45%  are motivated by natural experiences, with 
half of these being ‘dedicated’ nature tourists.   

A Commonwealth Department of Tourism survey of domestic consumer demand in 
1994 found that of those people planning to holiday in the twelve month period 
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following the survey, 61.4% planned to visit a natural attraction or a national park. This 
was second only to visiting friends or relatives. The demand for environmentally sound 
holidays is therefore very high. 

 
 

 
 

 
The research illustrated above, recent literature reviews and consultation undertaken 
as part this strategic plan, clearly demonstrate the unrealized opportunities to create 
nature-based and ecotourism experiences around the diverse and accessible natural 
assets of the region.  

Importantly, such opportunities can contribute greatly, not only to the Riverland’s 
brand promise and strength, but also visitor expenditure yield and the environmental 
sustainability message through sound development and interpretation.  

 

Figures 17 – 18: Consumer Association of SA with brand themes 
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11.3 What are the priority eco-developments? 
The range of potential nature-based and ecotourism opportunities are described in 
Table 1 below: 

 
Table 1: Nature-based Opportunities 

Tourism Opportunity Required Setting 
a. Retreat/Eco-lodge 

Retreat or lodge accommodation designed to 
create experience in own right and manage 
environmental impacts 

 
Likely to be located away from towns and close 
to natural river attractions e.g. adjacent to 
national park areas, access and views to river or 
wetland areas 

b. ‘Safari’ Tents 

Light weight structures that could be fixed or 
moveable, providing a more up market 
approach to the traditional camping experience 

 
Located outside of townships, close to national 
parks; biosphere areas, wetland areas, lakes, 
the river or even caravan parks – importantly 
they are best sited in a natural setting 

c. Camping Facilities 

Formal and informal camping in designated 
areas in natural settings. Facilities likely to be 
limited to bins, designated camping areas, 
picnic tables and composting toilets 

 
Located close to existing services, especially at 
the periphery of towns, possibly associated with 
existing caravan parks 
Likely to be located in park-like vegetation (i.e. 
mature trees with cleared understorey) 

d. Walking / Cycling Trails 

Designated trails to facilitate both short walks to 
particular sites and sustained overnight walking 
trips 

 
Located around natural attractions and to 
connect different towns and tourism 
opportunities e.g. reserves/recreational areas, 
cellar doors 

e. Eco-huts 

Cabins designed as a staging site on walking 
trails, for one or two nights accommodation 

 
Likely to be located away from towns and close 
to natural attractions e.g. wetland areas 
 

f. Bird Hides 

Non-intrusive and constructed in a natural 
setting to maximise natural flora and fauna 
(particularly bird viewing) opportunities. Limited 
facilities 

 
Located within wetland area 

 
These developments and facilities represent critical gaps in the Riverland tourism 
product that need to be proactively encouraged – as opposed to informal camping 
and holiday shack development which needs more-so to be better managed rather 
than actively encouraged.   

Opportunities to develop retreat/eco-lodge, safari tents and eco-hut type 
accommodation will be achieved by the private sector.  What the region (in particular 
local councils or National Parks) can do to facilitate these will be to provide supportive 
planning policies and supportive infrastructure (e.g. walking/cycling trails/ bird 
hides/lookouts among other things). These aspects are discussed in more detail under 
Goal 3.  
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The challenge for the Riverland will be to find creative and realistic means of ensuring 
appropriate development can occur while not compromising the environment.  
Facilitative policies and development advice to attract new development should be 
consistent with the Design Guidelines for Sustainable Tourism Development (SATC, 
December 2005). These are available on www.tourism.sa.gov.au 
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12 Environmental Management 

12.1 How important is the environment to tourism? 
The critical success factors and brand values outlined on pages Section 8.1 and 
Section 9.7 respectively, emphasise the imperatives of stewardship and sustainability 
in all future development in the Riverland. 

The Biodiversity Plan for the South Australian Murray Darling Basin region identifies the 
broad environmental issues facing the Riverland.  Potential threats include: 

 Fragmentation and isolation of habitat 

 Loss of remnant vegetation 

 Inappropriate grazing 

 Environmental weeds 

 Problem introduced animals 

 Inappropriate fire regimes 

 Salinity 

 Water pollution 

 Mismanagement of water resources 

 Groundwater extraction 

 Mining 

 Uncontrolled camping 

 Off road driving 

 Soil erosion and compaction 

 Species extinction. 

The key ecological assets in the region include some of the landscape areas that are 
most valued by visitors and by the local community; such as the Ramsar sites and 
National Park areas. 

The quality of the environment, both natural and man-made, is essential to tourism and 
particularly to visitors with an interest in nature-based tourism and ecotourism. 
However, tourism’s relationship with the environment is complex. Although the 
contribution of tourism to the local and regional economies can be considerable, there 
can also be environmental impacts associated with it. 
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12.2 How does tourism impact on the environment? 
The relationship between tourism and the environment is strong and the need for both 
to operate together to benefit each other is becoming increasingly obvious.  The River 
Corridor has been impacted upon by recreational activities, including houseboating, 
holiday shacks, unrestricted camping, walking, picnicking and general boating. 

Negative impacts from tourism occur when the level of visitor use is greater than the 
ability of the environment to cope with this use within acceptable limits. 

Uncontrolled recreational use can put pressure on an area and lead to impacts such 
as soil erosion, increased pollution, discharges into water bodies and channels, 
natural habitat loss, increased pressure on endangered species and heightened 
vulnerability to forest fires. It also often puts a strain on water resources. 

Unrestricted camping along the river corridor in particular can inadvertently destroy the 
habitat it provides for native species. Campers use dead and hollow branches for 
campfires, removing valuable habitat for reptiles, invertebrates and native fish. In 
unrestricted and unmanaged areas, rubbish and effluent may be disposed of directly 
into the River Murray causing water pollution and adding to the overall decline in water 
quality. In areas of appealing natural attractions, waste disposal is a serious problem 
and improper disposal can be a major despoiler of the natural environment - rivers, 
scenic areas and roadsides. 

However, an eco-tourism approach and well-managed tourism has the potential to 
create beneficial effects on the environment by contributing to environmental 
understanding, protection, conservation management and monitoring. It is a way of 
raising awareness of environmental values and can be used to generate income to 
finance management of natural areas.  

12.3 How can we encourage sustainable tourism? 
Success in protecting the environment while fostering tourism will depend on a high-
level and on-ground cooperative approach from government, industry, conservation 
organisations and local communities. An important part of the management process is 
the need to assess key environmental effects and develop practical safeguards to 
protect the environment. 

Future tourism development in the natural environment and in the more remote areas 
of the Riverland region should incorporate low impact site development techniques 
such as those illustrated in the Design Guidelines for Sustainable Tourism 
Development. 

As explained in the Guidelines, in sensitive environments, a comprehensive site 
analysis should be required to ensure tourism development is designed with nature. 
The intended outcome is development that is responsive to the prevailing natural and 
cultural site attributes, which demonstrates that people can live in balance with nature. 
This will be expressed and presented to the visitor through creative and informative 
interpretation to raise understanding and appreciation of the environment. 
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New development should also incorporate appropriate risk management in siting and 
design, particularly in relation to the physical condition of the land, including its 
propensity to flood, storm or fire hazard, or incidence of landslip, erosion risk, or 
ground instability. 

It may also be appropriate in more environmentally sensitive locations to require an 
applicant to submit an environmental Management Plan or system (as required by ISO 
14 000) to ensure that tourism development is accredited and managed in accordance 
with ecotourism principles (www.tourism.sa.gov.au). 
Consideration should be given to implementing a Tourism Optimisation Management 
Model (TOMM) to assess, monitor and manage the long-term health of the Riverland 
as a tourism destination. This innovative program is currently being applied on 
Kangaroo Island.  In this model future scenarios are examined and local communities 
are engaged in a process to consider what desirable economic, marketing, 
environmental, community, visitor experience, and infrastructure development 
conditions they wish to see. The process also identifies what needs to be monitored 
(and the acceptable ranges of these performance indicators) to determine if they are 
achieving these desirable conditions. 

12.4 Establishing a Policy Framework for Tourism 
The following maps provide details of relevant factors that must be taken into account 
in the review of planning policies that would help facilitate the achievement of the 
tourism vision.  

More detailed analyses will be required in the Statement of Investigations that would 
accompany any Plan Amendment Report (PAR) that is initiated to encourage 
appropriate sustainable tourism development. 

These maps detail:    
 Map 2: Relevant Water Management Factors 

 Map 3: Biodiversity Attributes 

 Map 4: Broad Development Plan Zones 

 Map 5: A notional Tourism Land-use Constraints and Opportunities.    

Strategies for environmental management are contained under Goal 3 and Strategy 
3.2 in particular. The strategic priorities for tourism and relevant actions relating to the 
alignment of planning policies are discussed in more detail under Goal 3 and Strategy 
3.3 in particular.  Appendix C contains a matrix that provides a framework for the 
creating of policies for tourism within the different land-use zones.    
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13 Tourism Vision 
While this Riverland tourism strategy has been prepared for a five-year period, as far 
as is practicable, it looks ahead to a twenty-year horizon. Its tourism vision, expressed 
below, ultimately sets out to change the way the Riverland is viewed in the market 
place.  

This ‘desirable vision’ has been written in terms of how a commentator, some five-ten 
years in the future, might express what he or she sees.  It is in a sense the desirable 
epitaph of those today who lay the foundations for the future. 

Future Vision 

The Riverland will be undisputedly Australia’s ‘must see - must do’ Murray 
River holiday destination. 

The picture in 2012: 

The Riverland’s tourism industry is thriving. This clean and green industry 
helps to underpin a strong and stable regional economy. It has created 
jobs for locals and complements other regional business sectors and 
environmental initiatives.   

The tourism industry has achieved long-term average annual growth of 
over 2.5% p.a. in visitor nights spent in the region. And visitors are 
staying longer and spending more money. This has made a major 
contribution to a much envied community pride and confidence. 

This situation is largely the result of the region being united and clearly 
focused over many years on delivering on its core brand promise of 
being a highly appealing river oasis - the perfect escape to restore body, 
mind and soul. 

The Riverland has become renowned as a destination that provides 
many opportunities to enjoy a healthy outdoor environment. The 
experience of a well cared for natural environment has been spiced with 
easy appreciation of the regions unique heritage and culture, which you 
can’t miss because it seems at every corner there is story told.   

Quality houseboat adventures; memorable nature retreat 
accommodation; the Riverland Canoe Classic; opportunities to savour 
fresh, locally produced food and wine; an amazing range of recreation 
and sporting activities; linked with drive, walking and cycling trails, 
provides abundant choice to just relax, to discover, or to be active.    

Effective alliances between local businesses, tourism and the 
environment, which started with the well-known Banrock Station winery-
wetlands complex, have really captured the imagination of the market by 
delivering truly iconic, authentic and memorable experiences.  

Over the years, the Riverland has built an enviable tourism industry 
capacity. It is switched on, responsive to market trends and all 
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stakeholders work to a common vision and goals, maintained through a 
collaborative and dynamic tourism planning process.  

The Riverland is a household name in South Australia with most people 
aspiring to discover or take a rejuvenating holiday in the region.  
Furthermore, the Riverland’s appeal to interstate visitors has seen this 
market contribute to significant growth in recent times and we are also 
seeing many more international visitors seeking this authentic Australian 
experience.  
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14 Goals 
The Riverland will realise its tourism vision of being Australia’s ‘must see - must do’ 
Murray River holiday destination by achieving the following five key goals: 

Goal 1: Positioning the Riverland as a compelling destination 
Goal 2: Enhancing & growing the Riverland’s blend of authentic, river-related 

experiences 
Goal 3: Aligning regional policy and infrastructure to realise the vision 
Goal 4: Productively marketing the Riverland 
Goal 5: Strengthening tourism industry capacity within the Riverland. 

The Riverland’s potential to meet holiday visitor needs is strong. However, while the 
region’s built and natural attractions already provide a solid platform for development, 
new investment is still required to achieve growth targets. 

This Strategy focuses on key directions and priority initiatives that will make a 
difference in achieving its target growth.  By working more strategically it will still be 
possible, even with the barriers to tourism growth that the region has no control over, 
to deliver on its core promise and achieve growth. 

It is recognised that it will largely be local entrepreneurs and the private sector that will 
invest in creating new experiences that will deliver on the brand promise.  It is 
anticipated that by identifying key directions and priorities this will act as a catalyst for 
interest and more detailed action by this sector. 

Various organisations and agencies within the region also have an important role to 
play in attracting and supporting this investment by providing facilitative planning 
policy framework, by establishing supportive infrastructure, and by building the 
capacity of the tourism industry and within the community generally. 

The following section provides greater detail on the strategies to achieve each of the 
above goals, with specific actions recommended under key headings.  Appendix E 
provides an implementation schedule for these actions detailing priorities, 
recommended lead and supporting stakeholder responsibilities, budget estimates and 
timing. 
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15 Strategic Directions & Actions 
GOAL 1: 

Position the Riverland as a compelling visitor destination 

To improve the market’s awareness of, and positive associations with, the Riverland as 
a destination, what is needed is a focused approach that will put the region ‘on the 
map’ and in the market’s ‘consideration set’ of places they wish to visit. It must 
become an ‘aspirational’ destination. 

The RIVERLAND brand should be of concern to all stakeholders because its 
expression will convey what the Riverland wants people to know, think, feel, or believe 
about the place – not just as a place to visit, but as a place with which to do business 
and perhaps as a place to work and live.  

The brand must be the cornerstone of the region’s overall business growth strategy.  It 
requires exceptional focus, leadership and discipline.  It should be expressed in a 
clearly articulated policy (brand management and use) and strategy (implementation).   

The Riverland brand is not just about a promotional message – it must be the platform 
against which business decisions, planning, investment, and regulatory policy 
decisions are made. 

The brand strategy can subsequently be ‘unpacked’ in various creative tools and 
communication messages.  The brand may evolve, but it must remain consistently 
focussed (i.e. don’t get side tracked – and remember just as stakeholders are getting 
bored with it and want to move on, it is likely the market is just getting it!)  

Strategy 1.1: Collaborate to develop Brand RIVERLAND 

To be truly successful the brand must be more than simply a tourism brand.  It must 
be one that is applicable to and applied by other stakeholders within the region. 
 
Actions: 
 
1.1.1 Develop and consistently implement collaborative brand policy and 

strategy. 

1.1.2 Commission expertise to create supporting creative tagline, images and 
messages that expresses the Riverland Brand – and complements the SA 
Brilliant Blend Brand. 

1.1.3 Integrate the Riverland Brand into the Riverland Tourism Associations three-
year marketing plan for tactical action to ensure consideration, intention and 
conversion to visit. 

1.1.4 Establish a brand RIVERLAND custodian to champion, monitor, and/or 
regulate how the Riverland Brand is used [refer to Implementation]. 
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1.1.5 Identify a small number of potentially iconic ‘hero’ images that leave 

unmistakable associations with the Riverland experience. 

1.1.6 Boldly define Riverland gateways where visitors enter/exit the region 
incorporating river views wherever possible (refer to infrastructure section). 

1.1.7 Review and consolidate the plethora of messages and images found within, 
and particularly, when entering the Riverland (in light of the brand) 

GOAL 2:  

Enhance & grow the blend of authentic river-related experiences 

The Murray is South Australia’s only significant river – and is integral to the soul, 
character and charm of the Riverland. However, as one of many destinations along the 
entire 2,530 kilometres of Murray, the Riverland must find ways to authentically 
distinguish its part of the River experience from the rest. 

Relaxation, nature and the natural environment are the two top needs of most visitors, 
and the Riverland already has the foundation in place to improve their appeal to 
visitors. 

The Riverland must offer experiences that will not only satisfy the needs of the visitors it 
seeks to attract, but will provide the region with a competitive advantage that is 
sustainable. 

The Riverland has a relatively ‘low-key’ and ‘under-developed’ riverine environment 
that will increasingly be valued by its visitors.  It must build on this visitor experience by 
developing and sensitively value adding to the region’s natural and cultural assets.  
These assets include: 

 The River Murray, which creates unique natural and conservation environments, 
adds significant aesthetic appeal to townships, provides a resource for a healthy 
and relaxed lifestyle through water-based recreation and sport facilities, house-
boating and other on-water experiences 

 Food production (especially citrus and wine producing areas that provide 
abundance to the region)  

 Vibrant townships, which are cultural hubs within close proximity to each other; 
and 

 Other key features of visitor interest such as Lake Bonney, (which provides a 
unique water resource for ‘family-friendly’ recreation and sport and educational 
activities) and the Bookmark Biosphere Reserve, (which is recognised as a bio-
region of international significance). 

The extent that the visitor and community now value the successful Banrock Station, 
indicates the potentially significant opportunity of iconic nature-based experiences 
within the Riverland. 

To achieve the region’s growth target and vision it will be important to encourage other 
quality products that capture the imagination and attention of the market. This will be 
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particularly important to growing the Riverland’s appeal in the interstate market and to 
developing the untapped international market. 

The growing opportunities in the retiring ‘baby boomers’ market and demand for 
relaxed soft adventure and special interest themes, is also an imperative for the 
Riverland to develop compelling experiences that will set it apart from other 
destinations.  These experiences will leverage the region’s Mediterranean climate and 
ensure memorable connections with the River. 

Strategy 2.1 Develop environmentally responsible nature-based experiences 

The Riverland has a diverse range of natural assets with international and national 
standing, at a time when ecotourism is one of the fastest growing sectors in the 
tourism industry. To be competitive and to develop new markets (e.g. international), 
the Riverland needs to encourage investment in new experiences of the river and the 
regions natural and cultural assets.   

 

Actions: 
 
Accommodation 
 
2.1.1 Establish at least two iconic and innovative nature-based retreat or eco-

lodge accommodation experiences that have views and access to the River, 
and are located in a natural setting. 

[For example, within close proximity to Wetland areas such as Banrock and 
Chowilla, clifftops overlooking Katarapko between Berri and Loxton or 
Hogwash Bend] 

2.1.2 Encourage new cabin style accommodation for the getaway and drive 
market close to critical mass of activities. 

2.1.3 Encourage the upgrading of existing caravan and camping parks to meet 
contemporary visitor demands. 

2.1.4 Ensure new development is best practice and consistent with the SATC 
Design Guidelines for Sustainable Tourism Development (www.tourism 
sa.gov.au). There should also be a move to positively influence National 
Parks Management Plans to lift the profile of best practise tourism 
development and sustainable tourism development generally in this regard.  

 
Licensed tour-operated water trail 
 
2.1.5 Develop an iconic 2 night /3 day (extending to a 3 night / 4 day) water trail 

experience, incorporating accommodation options within or adjoining the 
National Park / conservation areas. 

[Examples may include:  Chowilla -Bulyong Island – Renmark, Loxton - 
Katarapko - Berri, Overland Historic Hotel -Loch Luna -– Banrock Station - 
Waikerie, Barmera – Moorook – Loxton] 
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2.1.6 Integrate and promote water trails with existing bushwalking trails and 
interpretative bird-watching experiences.  (Priority should be given to those 
that can provide all three elements of water, birds and walking.) 

 
Fauna conservation and bird-watching 
 
2.1.7 Link, interpret and promote a fauna drive trail between Blanchetown – 

Morgan – Cadell - Waikerie incorporating the existing wombat sanctuary, 
pelican viewing, Taylorville, Gluepot Reserve and Kingston-on-Murray. 

2.1.8 Further develop the Bird Day Out Event & Gluepot Education programs by 
linking them to pre & post event packages. 

2.1.9 Increase the number of sunset and sunrise tours/walks available. 
[For example: Wombat Sanctuary at Blanchetown, Gluepot Bird Reserve and 
Banrock Station.] 

 

Strategy 2.2: Maximise visitors’ connection with the River Murray 

The key imperative for the Riverland to strengthen its brand is to progressively focus 
on creating interesting and exciting experiences that convey, renew and maximise 
its relationship to this vital resource. 

 

Actions: 
 
Townships 
 
2.2.1 Improve waterside open space areas at Loxton, Blanchetown, Barmera 

(Lake Bonney), Morgan and extend the Berri riverfront to Martins Bend as 
well as extending the Waikerie waterfront to Harts Lagoon. 

2.2.2 Develop and implement an urban design framework within each town to 
connect the town centre with the riverfront through such things as walks, 
paving, cycle paths, day and night activities, picnic facilities and 
interpretative signage. 

 [For example:  Implement the key urban design framework and master plans 
recommendations for Loxton and Renmark. 

Undertake similar Urban Design and Master Planning work in the key towns 
of Blanchetown, Barmera, Waikerie, Morgan and assess the need for Berri to 
riverfront to Martins Bend] 

2.2.3 Investigate opportunities to develop additional water-based sporting events 
that are compatible with current recreational activities within townships. 

2.2.4 Develop and upgrade cycle paths within all towns to include links into town 
centres and where appropriate, connect with accommodation providers. 

2.2.5 Encourage local sporting clubs and managers of recreational facilities to 
promote and welcome interaction with and use by visitors. 
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[For example:  Identify ways Waikerie sporting facilities can provide 
information on activities to accommodation providers /VIC or information 
signage along foreshore encouraging visitors to come in and ‘see a local 
game’]. 
 

Tourism Drives 
 
2.2.6 Identify three key ‘scenic’ drives, that begin/end within town centres , that 

best present the meandering Murray River with at least one of the following 
characteristics: 

• ‘an abundance of wildlife’ 
• ‘river red gums’; or 
• ‘orchards, citrus groves and vineyards’ 
 

Events and Festivals 

2.2.7 Develop a balanced program of events and festivals that adopts a regional 
approach to event development. 

2.2.8 Where feasible, identify opportunity for events to be located on or have links 
to town riverfront areas. 

 [For example:  Renmark – water-skiing event] 

Strategy 2.3: Enhance “on the river” experiences 

The Riverland must continue to provide a broad range of water-based opportunities 
to encourage those attracted by the allure of water. The Riverland must reinforce 
and convey the healthy lifestyle (rejuvenating) and wellbeing messages that can be 
provided by its house-boating experiences and by establishing the Riverland as 
South Australia’s ‘must do’ canoe destination. 
 
Actions: 
House-boating 

2.3.1 Establish physical linkages between tourism attractions and the River 
through   boardwalks, walking trails and informal houseboat moorings. 

[For example: Banrock Station, Loxton Historical Village, Overland Historic 
Hotel, Morgan Historic Walk and Wilabalangaloo]. 

2.3.2 Enhance the Houseboating experience by providing on-board information 
packages (including maps) relating to: 

 existing walking and cycle trails that can be accessed from the River 

 existing canoe trail information 

 birdwatching opportunities 

 local events and 

 wineries and cultural attractions. 
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 Investigate the opportunity to combine on-board information to emphasise a 
healthy lifestyle theme. 
[For example:  Houseboats could leverage healthy lifestyle message by 
having a theme on certain products and providing specific information about 
this theme (eg tai chi), or include deals with local naturopath etc] 
 

2.3.4 Value-add by providing hampers or samples of local produce or information 
about how to access local produce and/or hampers. 

 
Canoe trails 
 
2.3.5 Develop an internationally recognised canoe event (e.g. using one or more 

of the existing canoe trails at Katarapko, Chowilla, Loch Luna or from 
Morgan to Berri). 

2.3.6 Link a ‘come & try / ‘be active’ program to the proposed international canoe 
event. 

2.3.7 Foster opportunities to develop short ‘2-3 hour’ canoe/dinghy/kayak trails 
(including guided tour options) within the Murray River National Park. 

[For example: within Bulyong Island, Katarapko and Loch Luna.] 

2.3.8 Incorporate broader tourism information onto canoe trail maps (eg. 
accommodation, canoe hire) 

2.3.9 Link canoe maps to council and applicable tourism websites. 
 
Short river and charter boat cruises (1 - 4 hour) 
 
2.3.10 Identify, encourage and actively promote at least three iconic short river 

cruises. 

2.3.11 Strengthen the provision of local produce on hospitality-focused 
cruises/boats. 

2.3.12 Encourage cruises to use story-telling to connect cultural attractions across 
town and council boundaries. 

 

Strategy 2.4: Provide and promote opportunities for visitors to discover 
and celebrate the abundance of local produce 

The Riverland is one of Australia’s major horticultural regions.  The Riverland also has 
the highest proportion of people visiting wineries in comparison to six other 
Murray River destinations (up and down River). The region must strengthen the 
association of a healthy lifestyle with food and wine experiences by continuing 
to support opportunities to access and value-add to the region’s food and wine 
experiences. 

 
 



 

 
Riverland Strategic Tourism Plan Steering Committee 

Riverland Integrated Strategic Tourism Strategy 
Job No: 05-014Y  Report No: 06-080 

49

QEDptyl td

 
Actions: 
 
Local produce trail 
 
2.4.1 Develop a flexible ‘blockies’ trail that links seasonal horticultural product and 

has the following elements as being integral to the experience: 
 
 

Food & Wine 
 
2.4.2 Create a family-oriented, local produce-focused tourism attraction by 

reinvigorating the Big Orange / Wilabalangaloo precinct to connect visitors with 
the following elements: 

 meet the grower, pick the produce 
 taste the produce 
 purchase the produce (through quality-designed & well maintained food 

stalls- but not shops) 
 interpretation; and 
 family-friendly environment 
 healthy lifestyle – e.g. healthy fruit juices 
 an all-year attraction on the blockies trail 
 half-day and full day drive itineraries 
 river views. 

2.4.3 Include wineries and cellar-doors into half-day and day self drive itineraries. 

2.4.4 Encourage opportunities (on Blockies trail) for visitors to pick their own fruit and 
learn about its cultivation and production. 

2.4.5 Encourage community hotels, sporting clubs, local food establishments and 
accommodation providers to feature local wines and explain local and regional 
produce in menus. 

2.4.6 Participate in the Murray Slow Foods group to encourage local producers to 
develop value-add tourism opportunities. 

 
Produce Markets (Events) 
 
2.4.7 Determine feasibility and value of locating/relocating local produce markets in 

close proximity to river frontages within townships, in order to create a critical 
mass of activities. 

 

Strategy 2.5: Develop healthy lifestyle experiences through a range of 
recreational pursuits and health and well-being 
opportunities 

The emphasis on healthy lifestyles is one that is being embraced world-wide.  People 
are increasingly looking for alternative ways for ‘staying healthy’ in mind, body and 
soul. Recreational pursuits offer opportunities for exercise and exploring the region. 



 

 
Riverland Strategic Tourism Plan Steering Committee 

Riverland Integrated Strategic Tourism Strategy 
Job No: 05-014Y  Report No: 06-080 

50

QEDptyl td

 

With populations aging, the ‘grey’ market is increasingly seeking holidays that involve 
relaxation and rejuvenation.  Providing health and wellbeing experiences will meet this 
market need. 
 
Actions: 
 
Health and Wellbeing 
 
2.5.1 Strengthen the Riverland’s position as a centre for health and rejuvenation by 

establishing a health retreat / spa style development in a natural river setting or 
rural setting with River aspects. 

2.5.2 Encourage opportunities to incorporate general health and well-being 
messages and information into all tourism offerings and existing recreational 
activities. 

2.5.3 Encourage local health, recreation and well-being initiatives (e.g. yoga classes) 
that require a ‘boost’ to consider relocating to an area within close proximity to 
the River and publicising to visitors. 

 
Families & Children 
 
2.5.4 Position Lake Bonney as the hub for fun-environment-education linking it to 

recreational, environmental and educational opportunities within the region. 

[For example:  McCormick Centre, Loch Luna, Cobdogla Heritage Museum and 
Monash Playground.] 

2.5.5 Upgrade accommodation and facilities around Lake Bonney to cater for school 
camps and youth. 

2.5.6 Develop ‘beginner / learn to’ activities at Lake Bonney that are focussed on 
’youth’ and those ‘young at heart’. 

[For example: ‘Learn to’ water-ski, ‘Learn to’ wakeboard] 

Create recreational and play facilities for children along the riverfront that 
includes ‘safe’ water experiences. 

 
Recreational Activities 
 
2.5.8 Retain and strengthen the Riverland’s position as South Australia’s regional 

golfing destination. 

2.5.9 Determine feasibility of developing cycle paths that connect townships. 

 [For example:  Renmark to Berri, Berri to Loxton] 
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Strategy 2.6: Share the story of the Riverland in an entertaining and 
interactive manner  

The Riverland should encourage informal, entertaining and idiosyncratic ways to tell the 
Riverland story from River morphology, through pioneering settlement to environmental 
rehabilitation, weaving within this the Riverland’s Aboriginal and 20th century culture. 

Caravan Parks, houseboats, fruit fly stations, town riverfronts, rest areas, scenic 
lookouts and National Parks are key places where the visitors that the Riverland seeks 
to target will gather, meet, and stop. All of these places provide opportunities for 
connecting the visitor to these Riverland stories. 

Actions: 
 
 
2.6.1 Undertake an audit of unique “stories” of the Riverland from the morphology of 

the River Murray to pioneers ‘taming’ the land, the Loveday Camps to present 
day ‘rehabilitation’ of the environment. 

2.6.2 Where relevant, ensure the Aboriginal culture is an integral part of these 
Riverland stories. 

2.6.3 Integrate the Riverland’s Aboriginal culture into Regional Visitor Guides. 
2.6.4 Present stories of the Riverland at places where people meet, gather and stop.  

(e.g. gateways, lookouts, town riverfronts, and at accommodation such as 
caravan parks). 

 
Environment 
 

 Tell the story behind environmental management and with rehabilitation 
initiatives and programs. 

 Provide accommodation providers, when possible, with access to 
environmental literature. 

 Strengthen partnerships between tourism and organisations involved in 
environmental rehabilitation, such as WaterCare, Local Area Planning groups 
and Natural Resource Management initiatives. 
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GOAL 3: 

Align policy and infrastructure to realise the tourism vision 

Achieving 2.5% growth per annum in visitor nights through increased visitors, length of 
stay and greater visitor expenditure, strategic alignment of planning policy, 
environmental management and development and infrastructure investment that 
supports the visitor experience. 

Goals 1 and 2 outline how the Riverland can enhance and grow the Riverland as a 
holiday destination of choice. The Riverland must encourage sustainable tourism 
development through a positive and supportive policy framework that will generate 
benefits for and resolve potential conflicts between tourism, industry sectors and 
environmental interests. 

Natural assets such as the River and wetlands and cultural assets such as the 
townships are valued by the community places and other stakeholders.  These are 
also the foundation for building authentic tourism experiences. It therefore becomes 
important that the Riverland find ways to maintain these important and unique natural 
and cultural landscape qualities. 

This Tourism Strategy contains a recommended Strategy 2.1 and Action 2.1.1 in 
particular, to encourage iconic, innovative nature-retreat or eco-lodge development 
that is set in inspiring natural river settings (i.e. views and access).  Currently this is 
unlikely to be possible unless there is an appropriate no flood zone site, or there is 
innovative policy that allows this while mitigating ecological risk.   

Without a conscious and committed effort to aligning the ‘rules’ with the vision, it likely 
that progress on achieving the vision will be slow, or may not occur at all as 
stakeholders become frustrated with ‘the system’. The most likely outcome in this 
instance would be mediocrity. 

Appendix C provides a framework for integrating tourism opportunities into the existing 
planning policies (i.e. scale of tourism development in relation to various zones). 

The South Australian Tourism Commission’s Guidelines for Sustainable Tourism 
Development provide helpful guidance to policy makers, developers, consultants and 
assessment authorities in regard to best practice and will help to realise a sustainable 
approach through thoughtful and innovative design.  

 

Strategy 3.1: Provide tourism infrastructure that welcomes, supports 
and guides the flow of visitors 

Provision of supportive tourism infrastructure is seen as one of the most effective ways 
that the Riverland can help to facilitate local entrepreneurs and appropriate private 
sector investment and increase the overall satisfaction of the Riverland experience for 
the visitor. 
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Actions: 

Riverland Gateways 

3.1.1 Utilise traffic count information, views of the River and scenic vistas as preferred 
locations for the creation of gateways into the region. A focus on public art and 
contemporary design should be adopted to convey and combine the brand 
images of the Riverland with a focus on creating a strong connection with the 
River. 

 
3.1.2 Review and consolidate the plethora of messages and images found within, 

and in particular, when entering the Riverland in light of the Brand. 

3.1.3 Provide informative and interpretative opportunities for visitors entering the 
Riverland. 

3.1.4 Provide shade, picnicking, waste/recycling and toilet facilities at gateways 
located at the exit/entry of the Riverland. 

Signage 

3.1.5 Undertake a regional signage audit along the Sturt Highway and within each of 
the major Riverland towns and implement priority recommendations from the 
signage audit. 

River Experiences 

3.1.6 Provide interpretative and directional signage along the three existing canoe 
trails within the Murray River National Park.  Investigate opportunities to extend 
infrastructure to support additional canoe trails. 

3.1.7 Investigate opportunities to develop short-term houseboat mooring facilities at 
tourist attractions and walking trails that have riverfront access. 

[For example:  Overland Historic Hotel, Banrock Station, Loxton Historic Village, 
Morgan Historical Walk, Chowilla Station Walk] 

3.1.8 Support and influence the National Parks and Wildlife’s Riverland Parks 
program to give priority to water-based tourism infrastructure and managed 
camping areas. 

3.1.9 Improve navigability and safety of water trails, by providing infrastructure such 
as signage and small vessel (canoe/kayak) mooring facilities within National 
Park and Game Reserves. 

 

Drive Experiences 

3.1.10 Ensure that the following is provided, as a minimum requirement, at all 
locations where people are being encouraged to stop: 

• adequate shade - either informal (trees) and/or formal (structures) 

• safe turn-in lanes, with appropriate warning signage; and  

• adequate car-parking. 
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3.1.11 Formalise all existing scenic lookouts by providing facilities such as seating, 
picnic facilities, shelters, and where possible boardwalks/ looped trails to the 
River.  (Priority should be given to those scenic lookouts that provide a 
memorable photo opportunity of the River). 

Manage mobile homes/ caravans by providing dedicated short-term parking 
options.  (Priority should be given to expanding or integrating these within 
existing public car-parking areas, particularly those located along or near 
River). 

 
Townships 

3.1.12 Provide eco-friendly toilets, shade, picnicking and waste/recycling facilities 
along town riverfronts.  (Priority should be given to locations along the riverfront 
that can provide a visual connection with central town activities). 

Investigate the demand for pump-out facilities available for houseboats and 
motorhomes. (Priority should be given to opportunities that establish 
efficiencies through shared-use facilities including petrol stations for motor 
homes). 

 

Strategy 3.2: Support improved access and use of the natural landscape 
that does not diminish water quality, ecosystem health, 
river morphology, biodiversity and cultural values. 

To achieve sustainable development will require management approaches that include 
design-based development and infrastructure as well as environmental management 
performance initiatives. Requiring these allows new visitor experiences to be 
developed that have minimal impacts. 
 
Actions: 
 
3.2.1 Actively promote best practice in all new and refreshed tourism development 

and infrastructure using the SATC Design Guidelines for Sustainable Tourism 
Development and the River Murray Sustainable Recreation Site Planning and 
Implementation Guide. 

3.2.2 Investigate the opportunity to introduce the Tourism Optimisation Management 
Model within the Riverland. 

3.2.3 Increase the number of managed camping opportunities within the National 
Park, Game Reserves, Conservation Parks and Bookmark Biosphere. 

3.2.4 Investigate the need for and implications of establishing a limit on the number 
of private houseboats on the Murray.  

3.2.5 Encourage the development of the volunteer visitor conservation / rehabilitation 
market (e.g. through such programs as the Conservation Volunteers Trust). 
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Strategy 3.3: Align planning policy and Murray River legislation and 
management to facilitate investment in a range of 
sustainable tourism developments. 

The review of current Council Development Plans has highlighted a number of 
unnecessary inconsistencies across the region relating to tourism development 
policies.  More significantly however the review has shown the need to better facilitate 
quality retreat style accommodation within natural environments, active waterside 
precincts and the capacity to value-add within rural and primary industry areas. 
 
Actions: 
 
Council Development Plans 
 
3.3.1 Prepare a paper for the Riverland Local Government Forum recommending that 

the 4 Councils prepare a Regional Sustainable Tourism Development PAR that 
facilitates experiences identified in Goal 2. 

3.3.2 Investigate possible exemptions to Development Plan flood zone provisions for 
innovative and ecologically sound eco-development that can satisfy rigorous 
flood zone risk management criteria. 

3.3.3 Introduce planning policies that facilitate value-adding opportunities within 
primary industry and pastoral areas, in particular the capacity to develop 
produce stalls (less than 50 square metres & produce from property), but not 
shops, cellar-door sales and small-scale accommodation. 

3.3.4 Reinforce planning policies so that they continue to facilitate locations along the 
riverfront to moor commercial tourism product (i.e. houseboats, cruise boats). 

3.3.5 Provide greater guidance for appropriate management of marina development 
when Council Development Plans are next reviewed.   

 
River Murray Legislation and Management 
 
3.3.6 Ensure legislation and policy encourages the sustainable use of commercial 

operations relating to houseboats, river cruise and eco-tours on the River 
Murray. 

3.3.7 Ensure legislation and policy encourages the sustainable provision of strategic 
tourism infrastructure, including informal houseboat mooring facilities on the 
River Murray. 

3.3.8 Support policy that facilitates public access within the River Corridor and 
Bookmark Biosphere. 
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Crown Land 
 
3.3.9 Identify and actively promote appropriate development on suitable tourism 

development sites on Crown Land.  (Priority should be given to those adjacent 
to the National Park and conservation areas). 

Encourage the ability to enter into lease arrangements for quality sustainable 
tourism accommodation and attractions, particularly within natural and river 
settings. 
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GOAL 4: 

Productively market the Riverland 

As previously mentioned, this strategy does not provide a detailed description of the 
Riverland tourism markets or appropriate marketing activities.  This is the province of 
the Riverland Tourism Association’s Tourism Marketing Strategy.  

However, at the broad strategic level the Riverland must, where required, reposition its 
marketing material to support the new Riverland Brand.  Repositioning will involve 
refining promotional collateral and supporting images to reflect those experiences that 
will differentiate the Riverland from other holiday destinations. 

The new Riverland Brand should be used to influence the visitor decision by raising 
awareness to what the Riverland has to offer, show them the additional benefits of the 
Riverland as a holiday destination in its own right and finally give them more of a 
reason to come (See Figure 19). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

To achieve this the Riverland should use a quality, information-rich marketing 
approach repositioned to educate potential visitors to the Riverland’s diverse range of 
product opportunities that will provide escape, rejuvenation and a healthy lifestyle. 

The Riverland must also seek to adjust marketing efforts to broaden target markets 
knowledge of the range of self-drive itineraries and experiences suitable for children, 

AWARENESS CONSIDERATION CONVERSION 

 
Tell me who you are 

 
‘The RIVERLAND is a 
diverse oasis escape that 
will revive the body, mind 
and soul’ 
 
 
The RIVERLAND is the place 
where the great Australian 
Outback meets Australia’s 
mightiest river – the Murray 
River - a surprising, 
meandering oasis in a vast 
arid landscape, which is the 
home of Australia’s largest 
producer of citrus fruit and 
wine grapes. 

 
Tell me what do you have to 

offer? (benefits) 
 

The RIVERLAND offers 
spectacular river scenery and 
accessible natural wetlands.  It 
is a place in which you can 
relax, unwind and recharge and 
enjoy the fruits of our labour. 
We have more hours of 
sunshine than any other leisure 
destination in South Australia 
with plenty of great outdoor 
activities.  Our story is a 
fascinating one of early 
pioneering battles to tame 
nature and now of learning to 
conserve and co-exist with our 
natural environment. 

Now give me a reason to come 

It’s time you took a well-earned 
break from the pressures of 
everyday life.  Your health is 
your most important asset. 
Relax and recharge in the 
RIVERLAND while discovering 
the amazing blend of natural, 
cultural and recreational 
activities of this place just far 
enough away to feel like you are 
on a real holiday.  Hire a 
houseboat and meander along 
the lazy Murray.  Learn about 
our romantic riverboat heritage 
and about our internationally 
recognised wetlands and river 
ecosystem.  Enjoy the array of 
outdoor activities and the fresh 
delicious fruit of our land.  Enjoy 
our events that celebrate our 
culture and lifestyle. Discover 
the brilliant blend of South 
Australia’s RIVERLAND 
attraction. 

Figure 19: Influencing the consumers decision 
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families and partners. It must also continue to explore opportunities for efficient and 
effective co-operative marketing, website and e-booking connections with the 
distribution systems of other industry sectors within the Riverland region. 

 

Strategy 4.1: Strengthen the awareness of on-river and drive 
experiences 

The Riverland must seek to actively encourage development of a more focussed and 
coordinated approach to print and web information to highlight its competitive 
strengths. 
 

Actions: 
 
Brand 
 
4.1.1 Align marketing messages and images with the RIVERLAND brand strategy. 

4.1.2 Complement the State branding approach by highlighting the blend of 
experiences, revealing the region’s hidden secrets and appealing to the human 
senses in communication messages. 

 
Promotion and Collateral 
 
4.1.3 Review Riverland marketing programs based on latest market segmentation 

research. 
4.1.4 Undertake collaborate promotions with the South Australian Tourism 

Commission and with other tourism regions. 
4.1.5 Review and improve regional mapping to identify and present a greater range 

of Riverland experiences to the visitor. 
4.1.6 Develop and promote half and full day self-drive itineraries with the range of 

Riverland experiences. 
4.1.7 Provide information on how to access Riverland regional job networks 

regarding seasonal work opportunities through the Visitor Information Centres, 
accommodation providers such as caravan parks and drive-related itineraries 
and websites. 

 
Distribution 
 
4.1.8  Develop a detailed central database of regional product and experiences that 

can be accessed by all Riverland Visitor Information Centres. 

 

4.1.9  Improve how information is distributed to visitors, particularly by increasing 
availability on the internet. 

Encourage tourism operators to be registered on the SATC Database (i.e. the 
Australian Tourism Database Warehouse) 

Encourage all tourism operators to use the on-line Connect SA reservation 
system. 
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Strategy 4.2: Enhance the marketing events and festivals 

Effectively using events to position the Riverland will be an important catalyst for 
improving visitor demand within the region. It will be essential that any ‘positioning’ 
events for the Riverland reflect the core promise that the region makes to its visitors. 
 
 

Actions: 
 
4.2.1 Efficiently schedule and market events by ensuring all event managers 

register events with the Riverland Tourism Association and Visitor Information 
Centres. 

4.2.2 Ensure an up-to-date Calendar of Events is available on the web at all times. 

4.2.3 Leverage existing regional events by linking to pre & post food & wine, cultural 
heritage and nature opportunities. 

4.2.4 Link event promotion and packaging into the broad range of itineraries 
developed to encourage visitors to extend stay. 

 Actively encourage private and non-tourism sector sponsorship, promotion 
and collective marketing of regional events. 

 

Strategy 4.3: Develop new markets (especially international) 

Backpackers are usually the pioneers that discover new destinations.  Backpackers 
do not like to spend a lot of money on transport and accommodation, but will spend 
significant amounts on experiences. The Riverland has the benefit of having seasonal 
work for the backpacker market, but must develop this opportunity as part of a long-
term growth strategy to develop the international market. 
Please note that while this strategy is placed under the productively market the 
Riverland goal (because it involves raising awareness of the Riverland in these 
markets) market development will largely depend on the encouragement of ‘iconic’ 
internationally appealing new product and experiences.   
 
Actions: 
 
4.3.1 Use existing domestic and international market research (from Tourism 

Research Australia and SATC) to determine that match between market 
preferences and expectations and the Riverland’s capacity to develop new 
product. 

4.3.2  Strengthen the promotion of houseboating to the New Zealand market 
(undertake investigations to determine how to make this product more 
acceptable and accessible to this market). 

4.3.3  Ensure all new product developed is publicised in relevant markets. 
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4.3.4 Participate in visiting journalists and trade media familiarisations to improve 

coverage in travel trade media (focus on unique elements such as picking 
fresh fruit etc). 

4.3.5 Develop a backpacker market strategy (investigate seasonal work, 
accommodation, experiences and other needs and the constraints to market 
development). 
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Goal 5: 

Strengthen tourism capacity 

Visitors are increasingly becoming spoilt in the destinations they can visit and the 
services and facilities they are provided with.  As a result they are more discerning in 
their choices and their expectations are higher.  Being able to meet these expectations 
is a challenge that the Riverland will not only need to meet but exceed. 

Like most regional tourism destinations, the tourism industry within the Riverland is 
relatively segmented and comprises mostly small businesses.  These factors often 
make it difficult for the industry to become more profitable, professional and more 
significantly, self-reliant. 

While quality of service and facilities are not the main motivations for travel, they do 
play an important and integral role in the overall satisfaction of the visitor’s experience 
of the region.  Poorly run businesses are unlikely to provide good customer service, or 
an enduring experience that visitors will remember with enthusiasm.   

For the industry itself, the majority of opportunities to enhance the Riverland as a 
destination have been identified in the areas of events, nature-based tourism, and 
water-based experiences.  Activities associated with these experiences, such as 
canoeing and water-skiing, are also considered by the insurance sector as being 
higher risk activities, and therefore have the greatest propensity to be impacted by 
public liability insurance issues. 

The Riverland must exceed visitor expectations by creating a collaborative and 
cohesive tourism industry that can deliver a consistent, safe tourism product and 
experience that will ultimately add to the bottom line and profitability of the individual 
operators.  However, it can not do so alone.  By building tourism culture hand-in-hand 
with the broader community the Riverland must move as a whole towards improving its 
overall position in the national and international marketplace. 

 

Strategy 5.1: Build a united, professional and competitive tourism 
industry that can effectively support and promote the 
Riverland Brand 

Actions: 
 
Tourism Businesses 
 
5.1.1 Encourage local entrepreneurs ideas (through advice and incentives) to add to 

the range of linked attractions (especially for the family market e.g. yabbie 
farms, mini-golf)  

5.1.2 Improve business networking, mentoring, and industry development forums for 
tourism operators with other related industry sectors. 

5.1.3 [For example:  Investigate potential for Aussie Host to hold quarterly seminars 
across the region] 
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5.1.4 Encourage the adoption of the AAA Tourism Green Star Program by the 
accommodation sector. 

5.1.5 Create incentives for operators to participate in management training and 
workforce planning programs.  (Incentives may include greater support for 
grant funding, discounts on lease fees or recognised qualifications). 

5.1.6 Provide education on how to achieve sustainable environmental outcomes with 
a focus on water quality management, river morphology and eco-system 
health (i.e. sustainable business program). 

 
Tourism Employees 
 
5.1.7 Implement initiatives arising from the SA Tourism Workforce Development, 

particularly in relation to the potential for TAFE to provide on-job training 
support to tourism operators. 

 Provide training opportunities for tourism operators, accommodation providers 
and volunteers to strengthen skills in interpretation and story telling. 

 
Accreditation programs 
 
5.1.8 Continue to promote and encourage operators to participate in Accreditation 

Programs such as National Tourism Accreditation Program and Eco-tourism 
Australia. 

5.1.9 Negotiate a tailored River Murray module to strengthen the environmental 
criteria within the National Tourism Accreditation Program to further encourage 
sustainable tourism business practices. 

 
Visitor Information Centres 
 

 Continuously improve staff and volunteers understanding of the Riverland 
brand and the mix of regional tourism products. 

 [For example: Investigating the opportunity to introduce a cross-regional 
familiarisation program for staff to become more familiar with products within the 
region]. 

 
 

Strategy 5.2: Effectively manage risks that can potentially impact on the 
Riverland brand 

The key risks for the Riverland are the potential negative perceptions of the Murray in 
terms of management and health of water resources (e.g. water flows, salinity, pollution 
etc.  To continue to attract visitors and to ensure repeat visitation the Riverland must 
adopt a prudent approach to risk management that conveys the message, particularly 
to families with young children, that the Riverland is, and will remain a safe place to 
come. 
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Actions: 
 
5.2.1 Encourage effective risk management planning by operators within the higher 

risk tourism businesses (the accreditation process will help in this regard). 

5.2.2 Encourage collaboration between like operators and associations to negotiate 
group buying and access to insurance options. 

5.2.3 Review the Victorian Adventure Activity Standards model and develop outdoor 
recreation-based standards for adventure activities such as canoeing, 
kayaking, and potentially water-skiing and wakeboarding. 

5.2.4 Develop a Riverland Tourism Incident (Media) Response Plan aimed at 
minimising any negative publicity that may reduce the appeal of the Riverland 
to the visitor. 

5.2.5 Promote and encourage publicity of positive environmental practices of the 
Murray environment. 

5.2.6 Provide information on water safety, water quality management, environmental 
management, fruit fly at Riverland Visitor Information Centres and at other 
relevant visitor locations (e.g. on houseboats) 

 

Strategy 5.3:  

A positive visitor experience is often created and reinforced by the contact made with 
the local community.  However within regional destinations one of the major barriers to 
tourism development is that most people and many local businesses think that tourism 
only benefits and concerns tourism businesses. 
Actions: 
 
Councils 
 
5.3.1 Provide regular workshops and access to case study examples to Council’s 

planning staff and potential developers in order to facilitate sustainable tourism 
development outcomes. 

5.3.2 Adopt the use of the Federal Government’s Tourism Impact Model and 
promote tourism benefits and outcomes within local media releases and on 
Council websites. 

5.3.3 Explore opportunities to provide information on economic benefits to industry 
sectors that may benefit from tourism becoming a value-adding opportunity, 
particularly the wine and produce sectors. 

 
Community 
 
5.3.4 Identify and actively encourage a small number of well-known Riverland 

identities to participate in an Ambassador program for promoting the Riverland 
Brand. 
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5.3.5 Identify ways for local environmental groups to assist / train tourism operators 
to interpret environmental management initiatives as an integral part of the 
visitor experience. 

 
Non-tourism sectors 
 
5.3.6 Encourage ‘reciprocal’ marketing opportunities between tourism and non-

tourism businesses. 

[For example:  nature-based tours to provide morning tea vouchers at local 
cafes / food establishments] 

5.3.7 Support the growth of business-tourism-environment-education alliances. 

[For example:  Identify ways to encourage corporate sponsorship of water-
based infrastructure such as canoe trails.  This may include the ability for non-
tourism businesses to provide incentive-based schemes – similar to current 
retail - petrol discounting program with contributions going to the maintenance 
of the trail infrastructure.] 

5.3.8 Provide advice to assist block owners on how to diversify into tourism. 

5.3.9 Encourage local and state media to run positive stories connected with the 
Riverland generally and the implementation of the Tourism Strategy. 
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16 Implementation 

16.1 The need for collaboration 
This Riverland Tourism Strategy has not been prescriptive in terms of every opportunity 
for the region. It does provide a firm strategic foundation for partners to work together 
to achieve common targets and goals that will ensure the region is competitive in 
tourism and related sectors.   

The Riverland’s existing tourism industry already has a strong foundation for further 
growth. However, to date, when delivering tourism outcomes, stakeholders across the 
tourism industry, government and even other industry sectors have frequently worked 
independently of each other.   

The effective and efficient implementation of the recommended actions in this Plan 
require clearly defined stakeholder roles, a culture of collaboration, and shared 
commitment to achieving the vision.  

16.2 Role clarification 
Ultimately it will be the private sector that will invest in creating new experiences within 
the region. It is anticipated that identifying strategic directions and priorities will act as 
a catalyst for investment by this sector. 

Regional agencies have an important role to play in attracting and supporting 
investment by the private sector through providing a positive policy framework, by 
establishing supportive infrastructure, and by helping to build the capacity of the 
tourism industry and within the community to meet the expectations of the visitor. 

Table 2 provides a matrix of stakeholder core business and supportive roles by the 
broad goals recommended in this Strategy (A more detailed description of core roles 
(leadership) and supplementary roles (supporting partner) is contained in Appendix E. 
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Table 2: Stakeholder Roles in Regional Implementation 

 
Stakeholder 

Goal 1 
Brand 

Goal 2 
Experience 

Goal 3 
Alignment 

Goal 4 
Marketing 

Goal 5 
Capacity 

RTA C S - C S 
Local 
Councils 

S S C S S 

RDC S S S - C 
Existing 
Industry 

S C - S S 

Emerging 
Industry 

S C - - - 

SATC S S C S S 
DEH S C C S S 
Other State 
Agencies 

- S C - - 

Other 
Groups 

S C S S S 

Legend: C = Core Business, S= Supportive Role 
 

This matrix underscores the complexity of stakeholder roles within the 
region or that impact on the region and the need for developing an 
effective process for integrating effort. 

The key implications of this is the need to coordinate the wide spread 
interest in a cohesive brand and the need to drive product development 
and the strengthening of industry capacity. 

To achieve responsive and dynamic tourism planning and implementation in 
the region, it is recommended that a Riverland Strategic Tourism Co-
ordination Committee be established and that a Product Development 
Co-ordinator is appointed. These initiatives should be operationally inter-
related. 

16.3 Riverland Strategic Tourism Implementation 
Committee  
The recommended Strategic Tourism Implementation Committee should be a high-
level group of regional people - focused on the implementation and goal delivery of 
the Integrated Strategic Tourism Plan and on emergent issues affecting the future 
growth and development of tourism in the Riverland. 

It is recommended the Committee consist of the following stakeholders: 

 Riverland Tourism Association  
 Riverland Development Corporation  
 Berri Barmera Council 
 Loxton Waikerie Council  
 Mid Murray Council 
 Renmark Paringa Council 
 Department of Environment and Heritage   
 Tourism Industry Representative 
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 Regional Food Group 
 Riverland Product Development Coordinator  
 (Plus an Executive Officer) 
 
The broad role of the Committee would be: 
 Implementing the Strategic Tourism Plan 
 Protecting/managing the Riverland brand 
 Being a catalyst for innovation 
 Forging partnerships 
 Addressing emerging issues relevant to the Plan 
 Networking and information sharing 
 Communication with the community 
 Strategic co-ordination of tourism, and  
 Monitoring and reviewing progress.  

An industry representative on the Committee is vital. Ideally the person should be well 
known to the tourism industry on a local, state and ideally national level. The person 
should have a extensive tourism and business networks and be capable of acting as a 
champion for the future of the Riverland’s tourism industry. Representatives on the 
Committee should be at senior management level (e.g. for Councils, either the Council 
CEOs or nominee at a senior management level). Representatives from other 
agencies, or organisations (see Table 3) could be invited from time to time as relevant 
to the issues being discussed. 

The Committee should meet on a quarterly basis (or at other times if deemed 
necessary by the Committee). The Committee should be served by an Executive 
Officer who would be responsible for circulating the agenda, minute talking, 
coordination or preparation of any papers, and any other administrative arrangements 
required by the Committee.  
 
Prior to the establishment of the Implementation Committee the Riverland 
Development Corporation has agreed to take the leadership role in keeping the 
Steering Committee functioning, progressing the establishment of a Product 
Development Co-ordinator and establishing the Implementation Committee.   
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16.4 Product Development Co-ordinator 
It is recommend that a jointly funded Product Development Co-ordinator be appointed, 
working out of the Riverland Development Corporation, having a core facilitative role in 
developing new product and industry capacity.   

This is similar to roles that currently exist in other regions, which are funded through 
various collaborative partnerships between Councils, Development Boards and the 
SATC. 

The role of the Product Development Coordinator would be to: 
 Network with existing industry and emerging industry 
 Product development facilitation and linkages, including seeking funding 
 Provide advice to potential investors 
 Develop and promote an investment prospectus in line with strategic plan 
 Deliver professional advice and facilitate training to industry  
 Work closely with the Regional Marketing Manager and Regional Food Officer.  

16.5 Collaborative Partnerships 
While the Implementation Committee should coordinate strategic implementation 
action and the Product Development Officer should work on the ground to encourage 
new product and improved industry capacity, they will have to work with a range of 
other parties that will contribute to successful outcomes.  The range of likely 
collaborative partners is listed in Table 3. 

Table 3: Potential Collaborative Partners  
Core Stakeholders Other Agencies Associations 

Regional Tourism 
Association 

Riverland Development 
Corporation 

Berri-Barmera Council 

Loxton-Waikerie Council 

Mid Murray Council 

Renmark-Paringa Council 

South Australian Tourism 
Commission 

Department of Environment 
and Heritage 

Office of Recreation and 
Sport 

Planning SA 

Department of Water, 
Land and Biodiversity 
Conservation 

SA Water 

Department of 
Education and 
Childrens’ Services 

Technical and Further 
Education (TAFE) 

Tourism Training SA 

Houseboat Hirers 
Association 

Boating Industry 
Association 

Backpackers Associations 

Bike SA 

Caravan Parks 
Associations 

Landcare Australia 

Royal Automobile 
Association (RAA) 

SA Bed and Breakfast 
Association 

SA Farm and Country 
Holidays 

NB:  Other partners may include: River Murray tourism regions – i.e. Murraylands, Fleurieu Peninsula and Victoria / 
NSW regions 
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The detailed Implementation Schedule contained in Appendix E provides more detail 
in terms of priorities, timelines, lead and supportive stakeholders and partners and 
indicative budgets.    
 

Potential funding sources that may be accessed to assist in the 
implementation of the strategy are outlined in Appendix F  (NB: this does 
not represent a comprehensive list of opportunities but covers the main 
sources). 
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Appendix A:  Principles of Sustainable Tourism 
 

Sustainable tourism is “tourism which meets the needs of present visitors and host 
regions while protecting and enhancing opportunity for the future” (World Tourism 
Organisation). 
 
The concept of sustainability is at the heart of the SA Tourism Plan 2003-2008. South 
Australia’s sustainable tourism strategy is guided by twelve clear principles, based 
on the Triple Bottom Line (i.e. on economic, social and environmental factors). 
 

Sustainable tourism is characterised by: 
 
1.Being different 
The key to successful and sustainable tourism is achieving a clear sense of 
difference from other competing destinations. This can be achieved by basing 
development and marketing on the attributes and strengths of the destination. 
 
2. Achieving authenticity 
The attractions most likely to be successful, and those with the greatest enduring 
appeal, are those which are genuinely relevant to the history, industry, culture lifestyle 
and natural resources of the district. 
 
3. Reflecting community values 
This means representing the past, present and future aspirations of the local 
community in a living and dynamic way rather than embalming the past. This involves 
listening to and responding to the community. 
 
4. Understanding and targeting the market 
Understanding the broad market trends and the needs of specific segments is 
critical. This involves the development of specialised products based on the inherent 
attributes of an area. 
 
5. Enhancing the experience 
Peoples motivation for travel is to seek something they cannot experience at home. 
The ‘bundling’ of attributes enhances the appeal of a place, and the likelihood of 
visitation. 
 
6. Adding value 
Adding value to existing attributes achieves a richer tourism experience and helps to 
diversify the local economy. This can include accommodation, sales outlets, 
conference facilities and dining in association with established industries. 
 
7. Respecting natural and cultural values 
Sustainable tourism development derives its form and appeal from these qualities, 
and adds to the special nature of the destination and in particular respects ecological 
processes. 
 



 
8. Achieving conservation outcomes 
A mutually beneficial alliance can be achieved between tourism and conservation. 
That is, through understanding and enjoyment comes greater appreciation and 
empathy, advocacy and protection for the resource. 
 
9. Having good ‘content’ (‘telling the story’) 
Tourism development can interpret (present and explain) natural, social, historic and 
ecological features. ‘Telling the story’ provides a more rewarding experience and 
helps conserve the destination. 
 
10. Achieving excellence and innovation in design 
Good design respects the resource, achieves conservation outcomes, reflects 
community values, and is instrumental in telling the story. It is not just about form and 
function but also about invoking an emotional response from the visitor. 
 
11. Providing mutual benefits to visitors and hosts 
Tourism is not encouraged for its own sake. It is an economic and community 
development tool and must take into account the benefits that both the host 
community and the visitor seek. 
 
12. Building local capacity 
Good tourism businesses do not stand isolated from the communities they operate 
in. They get involved with the community and collaborate with other businesses and 
stakeholders to build a positive and self-sufficient capacity. 
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Appendix B: Roy Morgan VALS Segmentation 
 
Roy Morgan Values Segments are a research based marketing tool that assists in 
finding out how people think, their aspirations, self images, behaviour and what types 
of communication appeal.  Developed in conjunction Colin Benjamin, Horizons 
Network, these segments have been tested and found robust internationally, as well 
as in Australia. 

The Roy Morgan Value SegmentsTM model can be analysed and used in two 
different ways - to examine the responses of individual segments (a place on the 
map) or to examine the whole map and the way in which the interrelationship of 
issues has an impact on people saying yes or no. 

Of the ten value segments the following three have the most relevance to the 
Riverland. 
 
Segment: Traditional Family Life 
Description: Generally Australia’s empty nesters or extended families.  

This segment has a strong family focus, traditional roles, 
values and structure.  This segment does not seek activity 
or excitement from their lifestyle. 

Potential: 22% of SA travellers in 12 months prior to February 2005 
Motivation: Health & Well-being, Well-Respected, Family 
Predominant Age 
Group: 

50 + years 

Activity  
 
Interests: 

Sightseeing, Cultural Heritage, Wineries, not high on 
activities 

Distribution 
System: 

Seeks planned itineraries 

Accommodation: Caravan / Touring Parks, Standard Hotels / Motels (value for 
$) 

Segment: Visible Achievers 
Description: Visible achievers are Australia’s wealth creators.  They are 

confident, competent and productive visible success 
stories, seek recognition of personal achievement and the 
value of hard work. 

Potential: 23.3% of travellers to SA in 12 months prior to February 
2005 

Motivation: Visible examples of Good Living, Value for Money, Quality 
time with family/children 

Predominant Age 
Group: 

35 - 64 years 

Activity Interests: Sports (Golf, Tennis etc) 
Distribution  
 
System: 

Will book directly with the service provider, on-line travel 
booking company 

Accommodation: Luxury Hotels, Serviced Apartments, B&B Accommodation, 
4 star accommodation, rent 

Segment: Socially Aware 
Description: The most educated segment of the community.  They are 



trend-setters, socially responsible, idealistic and natural 
politicians.  The socially aware belong to pressure groups 
and enjoy persuading others to their opinions and must 
have the latest and greatest toys in their search for 
information and new things. 

Potential: 17.8% of travellers to SA in 12 months prior to February 
2005 

Motivation: 
 
Predominant 
Age Group 

Discovery – trying anything new & different, destination-
focussed  
25 - 49 years 

Activity Interests: Outdoor & Nature, Events & (Arts) Festivals, Galleries & 
Museums,  

Distribution 
System: 

Will book directly with service provider 

Accommodation: Boutique (Unique) Accommodation, B&B, Luxury Hotels 
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Appendix C: Planning Policy Framework for 
Tourism Development 

 

 
 

Zones  

 

Scale 

Residential Township 
Centre, 

Business, 
Enterprise 

and 
Commercial 

Industrial, 
Extractive and 

Flood 

Rural, 
Primary 

Production, 
Pastoral, 
General 

Farming, 
Fringe and 

Out of 
Council 

Horticulture, 
Forestry, 

Landscape and 
Heritage 

Conservation 
and Coastal 

Public 
Notification 
Procedures 

 

Value adding 

(Ancillary to 
primary use) 

 

Consent on 
Merit 

 

Consent on 
Merit 

 

Consent on 
Merit 

 

Consent on 
Merit 

 

Consent on 
Merit 

 

Consent on 
Merit 

Councils 
decide based 
on State-wide 
notification 
procedures 

 

Small 

(Up to 10 
persons) 

 

Consent on 
Merit 

 

Consent on 
Merit 

 

Non-complying 

 

Consent on 
Merit 

 

Consent on 
Merit 

Consent on 
Merit in 
existing 

buildings, 
otherwise non-

complying* 

Residential, 
Township etc. 

Category 1. 

All other 
zones 

Category 2 

 

Medium 

(11 – 100 
persons) 

 

 

Non-
complying 

 

Consent on 
Merit 

Non-complying 

(with possible 
exceptions for 

eco-
development. 
See Strategy 

3.3.2)* 

 

Consent on 
Merit 

 

Consent on 
Merit 

 

Consent on 
Merit* 

 

Category 3 

 

Large 

(Over 100 
persons) 

 

 

Non-
complying 

 

Consent on 
Merit 

 

Non-complying 

 

Consent on 
Merit 

 

Non-complying 

 

Non-complying 

 

Category 3 

 
 
Please Note: 
All ‘Consent on Merit’ development assessed against appropriate principles of development 
control 
 
* New small-scale development is non-complying to prevent potential proliferation of what could 
end up being ‘second homes’, whilst medium-scale development is consent on merit in order to 
encourage some high priority, high design, quality medium-scale tourism development. 
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Appendix D: Stakeholder Roles 
 

APPENDIX D:  Core Stakeholder Roles (in terms of Regional Focus) 
 

Stakeholder Core Roles Supplementary Roles 
Regional Tourist Association 
 

 Brand  

 Marketing 
 

 Experiences – marking these 

 Capacity – Industry 
Development 

Local Government 
 

 Strategic Alignment 
 
 

 Brand – funding to RTA 

 Experiences – policy, 
Infrastructure, Investment 
attraction 

 Marketing –Visitor Information 
Centres, & events, funding to 
RTA  

 Capacity – assistance to 
industry groups 

Riverland Development Corporation 
 

 Experiences – investment 
attraction, development advice 
& links  

 Capacity building  

 Brand 

 Strategic Alignment - investment 
attraction, support for policy and 
infrastructure 

Existing Industry 
 

 Experiences – refresh, upgrade, 
extend and linkages 

 

 Brand (alignment with) 

 Marketing – funding to RTA 

 Capacity – responsive to 
initiatives  

Community Entrepreneurs and 
Emerging Industry 
 

 Brand Experiences – in the 
future once developed 

 

 Brand – in the future 

 Marketing - future role 

 Capacity – future role 

South Australian Tourism 
Commission 
 

 Strategic alignment  Brand - branding the State  

 Experiences – Infrastructure 
support, linking, advice and 
funding 

 Strategic Alignment – policy, 
infrastructure and investment at 
the regional level 

 Marketing – State level focus 
and funding of RTA 

 Capacity – State level focus, 
industry development to the 
region and accreditation 

Department of Environment and 
Heritage (National Parks and Wildlife) 
 

 Strategic Alignment (own 
policies) 

 Experiences 
 

 Brand – for Parks 

 Marketing – for Parks  

 Capacity – Industry development  

Other State Agencies 
 

 Strategic Alignment 
 

 None 
 

Other Interest Groups 
 

 Experiences 
 

 Brand – alignment with regional  

 Strategic Alignment – in own 
product area 

 Marketing- own product in the 
region 

 Capacity – Industry development 
in their sector  
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APPENDIX E:  Tourism Plan Implementation Schedule 
The following Tables provide greater implementation details for those actions deemed to be of high priority (this table may need to be reviewed 
from time to time by the Riverland Strategic Tourism Implementation Committee in light of changing circumstances). The Top 12 actions referred to 
in the Executive summary are shaded in grey below.  

RSTIC = Riverland Strategic Tourism Implementation Committee 
PDC = Product Development Coordinator 

RTA = Riverland Tourism Association 
RDC = Riverland Development Corporation 
SATC = South Australian Tourism Commission 
National Parks = National Parks and Wildlife Service 
Council’s = Local Government Authorities 
Industry = All industry groups including present and future industry 
 

 
Action 

 
Priority 

 
Timeframe 

 
Core 

 
Supplementary Partner(Short) 

 
 
Goal 1: Position as a destination 
Strategy 1.1: Develop a collaborative brand 
1.1.1 Develop brand policy and strategy (Top12) High short RSTIC RSTIC members/SATC 
1.1.2 Commission creative brand tolls High short RTA RSTIC members 
1.1.4 Establish brand custodian High medium RSTIC RSTIC members 
1.1.6 Create strong gateway statements (Top 12) High medium Councils SATC 
1.1.7 Review all signage/messages High short Councils RSTIC members, DOT 
 
Goal 2: Enhances the Experience  
Strategy 2.1: Develop nature-based experiences 
2.1.1 Establish iconic and innovative eco accommodation 

(Top 12)  
High long Industry RDC, Councils, SATC 

2.1.3 Upgrade existing caravan/camping parks High long Private 
sector/Councils 

PDC, SATC, Councils 

2.1.5 Develop iconic water trail experience  High medium PDC Canoe SA, Councils 
2.1.6 Integrate priority water and walking trails  High long Councils DEH, ORS 
2.1.9 Increase sunset/sunrise tours High short Industry RTA 

Strategy 2.2: Maximise connection with River 



 
Action 

 
Priority 

 
Timeframe 

 
Core 

 
Supplementary Partner(Short) 

 
2.2.1 Improve waterside open space High short Councils RTA, Other Agencies 
2.2.2 Develop urban design frameworks (Top 12) High short Councils Other Agencies 
2.2.3 Investigate opportunities for water-based sporting events High medium PDC RDC 
2.2.4 Upgrade cycle paths High medium Councils Other Agencies 
2.2.6 3 iconic drive trails (Top 12)  High Medium PDC RTA SATC 
2.2.7 Develop calendar of regional events High medium PDC RTA 

Strategy 2.3: Enhance ‘on-river’ experiences 
2.3.1 Establish physical linkages (Top 12)  High medium Councils SATC 
2.3.2 Enhance houseboating experience High short Councils RTA, Boating Industry Association of South 

Australia 
2.3.5 Develop international canoe event (Top 12) High long PDC  RTA, SATC, National Parks 
2.3.7 Develop short canoe/dinghy/kayak trails High medium National Parks RTA, SATC, PDC 
2.3.10 Identify and promote short river cruises High medium PDC RDC,  

Strategy 2.4: Discover and celebrate local produce 
2.4.1 Develop a flexible ‘blockies’ trail High short PDC Industry, SATC, RTA 
2.4.2 Create tourist attractions for the Family market (Top 12) High medium Industry PDC 
2.4.3 Include cellar doors in self drive itineraries High short PDC  
2.4.6 Participate in the Murray Slow Foods group High short Industry PDC 
2.4.7 Investigate relocating produce markets nearer the River High short PDC Council’s, industry 

Strategy 2.5: Develop healthy lifestyle experiences 
2.5.1 Establish health retreat development High long Industry Council’s 
2.5.3 Encourage wellbeing and recreation activities closer to 

the River 
High medium PDC Council’s 

2.5.4 Position Lake Bonney as the Hub for fun-environment-
education 

High medium RTA PDC 

2.5.6 Develop ‘beginner’ classes at Lake Bonney High medium Industry PDC 
2.5.9 Determine feasibility of cycle path to connect towns High medium Councils RTA, RDC, PDC 

Strategy 2.6: Share the story of the Riverland 
2.6.1 Audit unique “stories” of the Riverland High short PDC RTA 
2.6.3 Integrate the Riverland Aboriginal culture High medium RTA RDC, PDC, Other Agencies 
2.6.4 Present stories of the Riverland where people meet High short PDC Industry, RTA, Councils 
2.6.6 Provide accommodation providers with environmental 

literature 
High medium PSC SATC, National Parks 

2.6.7 Strengthen partnerships between tourism operators and 
environmental groups 

High medium RDC Industry, PDC 

 
Goal 3: Align Policy and Infrastructure 
Strategy 3.1: Provide infrastructure to welcome and guide visitors 
3.1.5 Audit and consolidate signage throughout the Riverland High short PDC Councils, SATC 



 
Action 

 
Priority 

 
Timeframe 

 
Core 

 
Supplementary Partner(Short) 

 
(Top 12) 

3.1.6 Provide signage along existing canoe trails High medium National Parks SATC, PDC 
3.1.11 Formalise existing scenic lookouts High medium PDC RTA 
3.1.13 Provide eco-friendly facilities along town riverfronts High long Industry PDC, Councils 
3.1.14 Investigate demand for pump out facilities for 

houseboats and motor homes 
High short PDC Boating Association of South Australia 

Strategy 3.2: Improve access and use of the natural landscape 
3.2.1 Promote best practice tourism development High long RTA PDC, SATC, Councils 
3.2.2 Investigate introducing the Tourism Optimisation Model High long RTA SATC 
3.2.3 Increase number of managed camping opportunities High medium National Parks Industry, PDC 
3.2.4 Investigate implication of limiting private houseboats on 

the Murray River 
High medium PDC??? National  Parks 

3.2.5 Develop the volunteer visitor conservation market High medium RTA Industry, National Parks 

Strategy 3.3: Align planing policy with Murray River legislation 
3.3.1 Prepare Sustainable Tourism Development PAR (Top 12) High short Council’s SATC 
3.3.2 Investigate exemptions to flood zone provision for eco-

friendly development 
High long Council’s RTA 

3.3.3 Facilitate value-adding opportunities in primary industry 
and pastoral areas 

High medium PDC Industry 

3.3.9 Promote appropriate tourist development on crown 
lands 

High long RSTIC PDC, National Parks, SATC 

3.3.10 Encourage lease agreements for tourism development in 
natural settings 

High long RSTIC PDC, National Parks, SATC 

 
Goal 4: Market the Riverland 
Strategy 4.1: Strengthen awareness of on-river and drive experiences 
4.1.1 Align marketing  with brand RIVERLAND  High short RTA SATC 
4.1.2 Complement State branding approach High short RTA  
4.1.5 Review and improve mapping High medium PDC  
4.1.6 Develop and promote self drive itineraries  High short PDC/RTA  
4.1.8 Central database of all Riverland Product (Top 12)  High short RTA Industry 
4.1.11 Use the on-line Connect SA (Top 12)  High Short RTA SATC 

Strategy 4.2: Marketing Events and Festivals 
4.2.1 Centrally schedule and market all events  High medium RTA Industry 
4.2.2 Up to date Calendar of Events available on web High short RTA  
4.2.3 Link regional events with other opportunities  High short RTA  
4.2.4 Link event promotion into range of  itineraries High short RTA PDC 
4.2.5 Encourage sponsorship and collective marketing of 

events 
High medium RTA PDC 



 
Action 

 
Priority 

 
Timeframe 

 
Core 

 
Supplementary Partner(Short) 

 
Strategy 4.3:Develop new markets 
4.3.1 Determine Riverland capacity to meet market 

preferences and expectations  
High medium RTA SATC 

4.3.2 Promote houseboating to New Zealand Market High short RTA SATC 
4.3.3 Publicise development of new product to relevant market  High medium RTA  
4.3.4 Participate in visiting journalist and trade media 

familiarisations  
High short RTA  

4.3.5 Develop backpacker market strategy High short RTA RSTIC 
 
Goal 5: Strengthen tourism capacity 
Strategy 5.1: Build a tourism industry to support and Promote the Riverland brand 
5.1.2 Improve networking between tourism operators with 

related industry sectors. 
High short PDC  

5.1.5 Incentives for participation in training programs High short PDC RDC 
5.1.6 Education on achieving sustainable environmental 

outcomes 
High medium PDC  

5.1.9 Encourage participation in accreditation programs High medium PDC  
5.1.11 Improve understanding of Riverland brand and products High short RTA/PDC  

Strategy 5.2: Manage risks to Riverland brand   
5.2.1 Encourage risk management planning by operators High short RSTIC  
5.2.2 Encourage collaboration to negotiate group buying and 

access to insurance options 
High short RSTIC  

5.2.4 Develop Riverland Tourism Incident (Media) Response 
Plan 

High short RSTIC  

5.2.5 Promote publicity of positive environmental practices High short RSTIC  
5.2.6 Provide visitors with information on water safety, water 

quality, environmental management  and fruit fly 
High short RTA PDC, Industry, National Parks 

Strategy 5.3: Build a tourism culture 
5.3.1 Provide regular workshops to facilitate sustainable 

tourism development outcomes 
High short PDC  

5.3.2 Use the Federal Government’s Tourism Impact Model 
and promote tourism benefits locally 

High short SATC Councils 

5.3.4 Riverland identities participate in an Ambassador 
program 

High medium RTA  

5.3.6 Encourage ‘reciprocal’ marketing opportunities between 
tourism and non-tourism business 

High medium PDC  

5.3.9 Encourage local and state media to run positive stories 
connected with thew Riverland 

High short RTA  
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Appendix F: Funding Sources 
 

The goals within this tourism strategy cannot be implemented in isolation of 
each other.  However a significant and real challenge for its implementation 
will be the issue of available funding and resources to support recommended 
and priority initiatives. 

The first step towards meeting this challenge will be for stakeholders and 
partners to align the desired outcomes of the Riverland tourism strategy with 
their own broader strategic directions, allocate resources and to develop 
partnerships accordingly.  However there are also a number of opportunities 
available to access grant funding that can support the growth of tourism within 
the Riverland. 

In this respect the most likely funding sources will be found in the following 
programs: 
 
Australian Tourism Development Program (ATDP) 
(Department of Tourism, Industry and Resources) 
 
The Australian Tourism Development Program (ATDP) is a highly competitive 
merit-based grant program that aims to assist in the development of a 
continuous tourism experience throughout Australia by supporting initiatives 
that will:  
• promote tourism development in regional and rural Australia  
• contribute to long term economic growth  
• increase visitation and yield throughout Australia  
• enhance visitor dispersal and tourism expenditure throughout Australia,  
• increase Australias competitiveness as a tourism destination. 
 
The Riverland can potentially apply for Category 2 funding when developing 
River experiences, particularly if ultimately these cross regional boundaries. 
 
Category 2 - Integrated Tourism Development Projects 
Projects funded under this category should be large scale, multi-faceted 
activities that involve collaboration in the development or implementation of 
effective strategies for tourism market development. 
Projects may be either: 
• in the developmental phase, developing partnership approaches across a 

number of regions to establish unified research, planning, image and/or 
marketing for an area; or 

• in the implementation phase, which may involve the implementation of a 
number of elements, for example: 

• a distinctive regional ‘brand’ 
• a distinctive regional or inter-regional product 
• provision of tourism support infrastructure 
• regional and inter-regional planning and management processes and 

research 
• targeted international and domestic marketing and promotion, 
• product and/or market research specifically aimed at facilitating the 

development of niche sectors. 



Category 2 grants of $100,000 to a maximum of $500,000 (GST exclusive) will 
be provided for approved projects: 
• those in the developmental phase are expected to be in the order of 

$100,000 - $250,000, 
• those in the implementation phase are expected to be in the order of 

$250,000 - $500,000. 
 
Eligibility for Category 2 
The following types of organisations from across Australia are eligible to apply 
for a Category 2 grant under the Australian Tourism Development Program: 
• regional tourism or regional economic development organisations; 
• peak or national tourism industry associations; 
• local government agencies (only in circumstances where it can be 

demonstrated that the project is additional to activity that a  local 
government agency would normally be expected to undertake); 

• non-profit organisations; and 
• initiatives from a combination of any of the above groups. 

 
Project management committee 
Category 2 projects must establish a project management committee with the 
lead customer carrying the overall responsibility for the project. 
 

Regional Open Space and Enhancement Subsidy Program (ROSES) 

(Planning SA) 

The ROSES program provides financial assistance to local government for the 
purchase, development and planning of regional open space. 

Subsidies are provided for works relating to conservation and recreation on 
public land. Projects eligible for consideration should be designed to assist in 
the preservation, enhancement and enjoyment of open space areas containing 
elements of natural beauty, conservation significance and cultural value. 
Preference will be given to projects that feature a high degree of unstructured 
recreation that is compatible with the surrounding environment.  

Funds are made available under the categories of: 
• Open space development  
• Open space land purchases  
• Open space planning  

 
Open space development projects generally supported include: 
Park, waterway and coastal reserve improvement 
Trails and strategic open space linkages 
Regional open space heritage and landscape enhancement 
Major open space environmental works 

 



The main assessment criteria includes the following: 

• Funding will only be available to projects that are clearly of regional 
significance 

• Preference will be given to projects with conservation and cultural 
significance 

• The open space must be accessible to the public (preference will be given 
to projects that have relevance to strategic open space objectives, including 
regional plans) 

• Councils are encouraged to contribute towards the cost of the project on a 
dollar for dollar basis. 

 
Places for People 
(Planning SA) 
 
Places for People is a State Government, grant-based program designed to 
assist local governments in developing and implementing place-based urban 
improvement strategies and projects.  
Places for People aims to improve the quality and function of important 
community places in South Australia. It does this by helping local government to 
create vibrant civic spaces that reflect the unique identity of their communities 
and encourage social interaction and activity.  
The Places for People program emphasises the use of urban design techniques 
to explore options and develop plans for the future development of important 
community places. 
 
Tourism Infrastructure Delopment Fund 
(SA Tourism Commission) 
 
The Minor Infrastructure Fund provides dollar for dollar assistance (up to 
$50,000 per project) for the development of supporting tourism infrastructure 
including public toilets, paths, walkways, lookouts, information bays, wayside 
stops, signs, entry statements and regional arrivals. Application are considered 
twice per year with applications closing at the end of March and September. 

The Major Infrastructure Fund provides specific project support for major 
tourism projects and infrastructure (above $50,000), and could include 
assistance with services connections (e.g power supplies, water and sewer 
systems, telecommunications), access improvements (e.g airstrips, access 
roads, wharves and jetties) and other site developments. Applications are 
considered as needs arise. The same general guidelines apply as for the Minor 
Fund. 

 
Regional Events and Festivals Program 

(SA Tourism Commission) 

The Regional Events and Festivals Program is available to assist organisers in 
the marketing of regional events and festivals that attract visitation from outside 
of the region.  Funding is only available for marketing purposes. 



Events are assessed against a series of criteria including potential for visitation 
to future financial viability and timing in relation to the tourist season. 

 
Regional Events and Community Events Development Fund 
(SA Tourism Commission) 

The Regional Events and Community Events Development Fund is an annual 
funding program that is available to assist organisers in the marketing of smaller 
events and festivals that benefit regional communities, but do not draw 
significant visitation from outside the region.  A maximum of $2 000 funding is 
available for individual events – there is also limited availability. 

 




