
Adelaide Hills
Regional Strategic Tourism Plan 

2011 – 2014



ADELAIDE HILLS Regional Strategic Tourism Plan 2011-14 1B ADELAIDE HILLS Regional Strategic Tourism Plan 2011-14

SATC_TDG_5879_Adelaide Hills Regional Strategic Tourism Plan 2011 – 2014. 
April 2011

Designed and produced by Creative Services,  
South Australian Tourism Commission

southaustralia.com

M20

PORT
ADELAIDE

GLENELG

ELIZABETH

PT NOARLUNGA

Dolphin
Sanctuary

Adelaide

Port Noarlunga Reef &
Onkaparinga Estuary

Aquatic Reserve

17

10

9

15

15
14

24

10

25

7

7

7

20

18

12

9

13

7

9
13

7

5

6

13

5

7

12

12

11

22

7

14

14

5

22
15

10

7

21

8

22

13

5

10

11

18

15

8

10

10

15

27

21

21

9

6

10

12

6

18

11

21

Forest
Mt Crawford

Kuitpo

Forest
Mt Crawford

Mt Crawford

Forest

Forest

Forest
Mt Crawford

Kuitpo

Forest

Forest

Mt Crawford

M
A

IN

P
O

R
T W

A
K

E
FIE

LD

PRINCES

M
AI

N

R
D

SO
UTH

R
D

HW
Y

RD

NO
RTH

Island
Garden

Monarto

Port Gawler

Zoological
Park

Monarto

Rec. Pk

Con. Park

Anstey Hill

Rec. Pk
Creek
Cobbler

Rec. Pk

Brownhill Creek

Horsnell Gully

Morialta

Con. Park
Black Hill

Con. Park
Torrens Island

Marino Con. Pk

Hallett Cove Con. Pk Scott Creek
Con. Park

Con. Park

Para Wirra
Recreation

Park

Conservation Park
Ferries-McDonald

Con. Park

Con. Pk

Con. Pk

Port Gawler
Conservation Park

Moana Sands Con. Pk

Stirling
Con. Park

Kenneth

Cromer

Cudlee Creek

Charleston

Warren
Con. Pk

Park
Hale Con.

Park

Cleland
Con.

Belair National Park

National Park
Onkaparinga River

Reservoir
Mt Bold

Barker
Inlet

Bay
Holdfast

Reservoir
Little Para

Happy

Res.
Valley

Bay
Largs

Kangaroo

Reservoir
South Para

Res.
Millbrook

Reservoir
Barossa

Creek Res.

Point Grey

River

To
rre

ns

R
iver

R
iver

B
rem

er

A
ngas

R
iv

er

Onkaparin
ga

Mt Barker

ADELAIDE

Hahndorf

Angle Vale

Woodside

Maslin Beach

Nairne

Strathalbyn

Vale
McLaren

Balhannah

Lobethal

Williamstown

Water
Bridge-

Stirling

Houghton

UraidlaSummertown

Aldgate

Crafers

Virginia

Springton

MacclesfieldMeadows

Echunga

Callington

Oakbank

Torrens
Mount

Birdwood

Gumeracha

Kersbrook Mount Pleasant

Piccadilly

Mt Lofty

Mylor

Clarendon

Valley
Coromandel

Basket
Range

Ashton

Norton Summit

Upper Sturt

Verdun

Old Noarlunga

Inglewood

One Tree Hill

St Kilda

Tungkillo

Eden Valley

Harrogate

Woodchester
Flat

Wistow

Flaxley

Monarto South

Kangarilla

Littlehampton

McLaren

Aldinga

Kanmantoo

Dawesley

Lenswood
Charleston

Cudlee
Creek

Palmer

Mawson Trail

Heysen Trail

To Goolwa

To BarossaTo Barossa

To Murray River

Fleurieu Peninsula
To Victor Harbor,

To Murray River

To Murray River

Clare Valley
To Barossa &

To Yorke Peninsula

SEPT. 2006

A13

A20A1

M1

C RAASA

100

km

Contents
1.0 Introduction 2

1.1 Purpose 2

1.2 Audience 2

1.3 Vision 3

1.4 Goal 3

1.5 Target 3

2.0 Overview 5

3.0 Integrated Strategic Plan and Action Plan 6

Overview: 3 Focus Areas and 9 Strategies 6

4.0 Understanding the Region 12

4.1 Adelaide Hills Tourism Brand 12

4.2 Themes and ‘Hero’ Experiences 13

4.3 Current Markets 14

4.4 Visitor Profile 15

4.5 Value of  Tourism to the Adelaide Hills Economy  16

4.6 Adelaide Hills Tourism Growth Target   18

5.0 References 20

Adelaide Hills.



ADELAIDE HILLS Regional Strategic Tourism Plan 2011-14 32 ADELAIDE HILLS Regional Strategic Tourism Plan 2011-14

1.0 Introduction 
1.1 Purpose  

The Adelaide Hills tourism industry has the potential for sustainable growth 

that will add to the economic, social and environmental value of the region. 

The context for the Adelaide Hills Regional Strategic Tourism Plan 2011-2014 

(the Plan) is the policy direction set in South Australia’s Strategic Plan (SASP), 

the South Australian Tourism Plan 2009-2014, the 30 Year Plan for Greater 

Adelaide and the strategic directions set for the Adelaide Hills Council and the 

District Council of Mt Barker in their respective Community Strategic Plans.     

The Plan sets out a small number of targeted strategies and actions aimed at 

lifting the performance of the region’s tourism industry above that expected 

from trend or organic growth for the period 2011 to 2014.

1.2 Audience – what it means to you 
Tourism operators 

The Plan provides tourism operators with a blueprint to assist them to 

strengthen their position in the future of the Adelaide Hills tourism industry. 

The Plan encourages innovation, product development and continual 

improvement from existing operators as well as informed new investment in 

a well supported industry environment. 

The Plan’s approach is to focus on the high yielding market segments with 

the understanding that as a result, tourism opportunities can be identified and 

developed across the full range of tourism markets. This is achieved by lifting 

delivery standards, piggybacking off growing brand awareness and improving 

market accessibility through leveraging technology and further developing 

consumer-led marketing. 

Local, State and Commonwealth Governments

The Plan provides local, state and commonwealth governments with a 

blueprint to assist in the design of cross-agency (whole of government) and 

inter-governmental support for the region’s tourism industry. 

The practical and focused nature of the Plan allows for easy mapping and 

alignment with relevant agency Strategic Plans including:  

1. State government examples such as SA’s Strategic Plan, the State   

 Infrastructure Plan, Natural Resource Management (NRM) Plans and the  

 SA Tourism Plan 

2. Commonwealth government examples such as the Regional Development  

 Australia (RDA) Regional Roadmap

3. Local government examples such as the Adelaide Hills Council and District  

 Council of Mt Barker Community Strategic Plans.  

 By 2014, the Adelaide 

Hills will be widely 

known in its own 

right and acclaimed 

in domestic and 

international markets 

as a best in class 

tourist destination  

Wider community 

The Plan is evidence based. It is designed to: 

1. raise the awareness of the wider community and highlight the potential for  

 growth in the region’s tourism industry

2. encourage community comment and other feedback on the development  

 of the region’s tourism industry and

3. where appropriate, promote community support and commitment.

The Plan highlights the role of all stakeholders and the wider community in 

promoting tourism development. Business proprietors outside the tourism 

sector, government agencies and the community are all advocates for the 

tourism sector as they go about their respective day to day business.  

1.3 Vision 

The Adelaide Hills tourism industry will be sustainable, highly profitable, 

collaborative and innovative. 

Tourism provides an opportunity to build a future for the region based on 

economic, environmental and social values that are widely held by the 

community and in keeping with the natural character and charm of the region. 

1.4 Goal 

By 2014, the Adelaide Hills will be widely known in its 
own right and acclaimed in domestic and international 
markets as a best in class tourist destination. 

1.5 Target 

Visitor expenditure in the Adelaide Hills in 2008/09 was approximately $116.3 

million (TRA 2010b). The target for the Plan is to grow visitor expenditure in 

the region at a rate of 7.7% per annum, lifting it from $116.3 million in 2008 

/09 to $168.5 million by 2013/14. 

This target is a stretch for the region. Even with the industry growth likely as a 

result of key policy drivers for the region such as the 30 Year Plan for Greater 

Adelaide, the target rate is well above what could be expected from either trend 
or organic growth.   

It is recognised that the tourism industry growth target for the Adelaide Hills 

region is consistent with the growth rate required by the state as a whole to 

meet the target set in the South Australian Tourism Plan.

COMMOnly USEd ACROnyMS 
(alphabetical order)

ACB Adelaide Convention Bureau

AH Adelaide Hills

AHC Adelaide Hills Council

AHT Adelaide Hills Tourism

ATAP Australian Tourism Accreditation 
Program

ATDP Australian Tourism Development 
Program 

ATDW Australia Tourism Data 
Warehouse 

DCMB District Council of Mt Barker 

DPA Development Plan Amendment 

GRP Gross Regional Product

MICE Meetings, Incentives, 
Conferences, and Exhibitions

NTAF National Tourism Accreditation 
Framework

RDA AH 

F and KI

Regional Development Australia 
Adelaide Hills Fleurieu and 
Kangaroo Island 

SALA South Australia’s Living Artists

SATC South Australian Tourism 
Commission 

SATIC SA Tourism Industry Council

SATP South Australian Tourism Plan

TA Tourism Australia 

TQUAL Formally ATDP

TRA Tourism Research Australia

TXA Tourism Exchange Australia 

VFR Visiting Friends and Relatives 

VIC Visitor Information Centre 
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FOCUS AREAS OBjECTIVES STRATEGIES

1. Positive industry leadership 
and best practice tourism 

Develop a highly skilled and 
accredited Adelaide Hills tourism 
industry that is recognised for 
these qualities 

1. Raise awareness and foster support and commitment for 
the Adelaide Hills Regional Tourism Strategic Plan amongst 
stakeholders and the wider community

2. Promote and encourage rising standards of operation for the 
region’s tourism operators

3. Facilitate intra and inter regional collaboration between the region’s 
tourism stakeholders including tourism peak bodies and lead 
agents, tourism operators, associated business proprietors and 
government agencies

2. New and improved 
‘experiences’ with supporting 
infrastructure

Attract investment in the 
development of new tourism 
product (experiences), 
improvements to existing 
experiences and the provision of 
facilitating infrastructure

4. Develop new tourism experiences to meet the needs of the 
region’s target tourism market

5. Encourage story-telling, ‘learn from an expert’ and ‘come and try’ 
opportunities in existing and new tourism experiences

6. Identify and facilitate key tourism infrastructure for the region to 
support new and existing tourism experiences

3. Targeted sales and marketing Optimise the economic, social 
and environmental benefits 
from the region’s tourism sector 
through targeted consumer 
marketing

7. Build networks and alliances to improve distribution

8. Support ‘best in class’ Visitor Information Centres (VIC) in the 
region

9. Support the region’s tourism industry including tourism operators, 
to optimise consumer led marketing opportunities particularly 
on-line

2.0 Overview
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Focus area 1: 

Positive industry leadership and best practice tourism 

Objective: 

Develop a highly skilled and accredited Adelaide Hill’s tourism industry that is recognised for these qualities

STRATEGIES ACTIOnS MEASURE TARGET
POTEnTIAl 
PARTnERS

PRIORITy 

1-3

SA TOURISM 

PlAn lInk

Strategy 1 

Raise awareness and 
foster support and 
commitment for the 
Adelaide Hills Regional 
Tourism Strategic Plan 
amongst stakeholders 
and the wider 
community

 

Action 1

Secure commitment from 
stakeholders to the Plan including 
local, state and commonwealth 
governments, tourism operators and 
the wider community

Develop and implement a 
Communications Strategy to 
accompany the Regional Tourism 
Strategic Plan

 

Formal 
commitment 
and budget 
allocation to the 
Plan from lead 
agents  

All lead agents 
formally 
committed to 
the Plan

1. SATC

2. AHT

3. RDA AH F 
and KI 

4. DCMB

5. AHC 

6. Industry 
bodies 

7. Business 
groups 

1 Strategy 13

Strategy 2

Promote and encourage 
rising standards of 
operation for the region’s 
tourism operators

Action 2

Inform, encourage and facilitate the 
region’s tourism operators to: 

1. List on the Australian Tourism 
Data Warehouse (ATDW) data 
base 

2. Utilise the Tourism Exchange 
Australia (TXA) program to 
make ATDW listed experiences 
bookable in real time

3. Gain accreditation in programs 
recognised under NTAF including 
Australia Tourism Accreditation 
Program (ATAP)

4. Gain certification in specialist 
areas such as: 

	 •	Eco	tourism	

	 •	Climate	action	

	 •	Respect	our	Culture	(ROC)

Support a pilot program to be run 
by SATIC, aimed at raising the 
proportion of Adelaide Hills tourism 
operators utilizing the TXA program 

Support a program in bushfire 
planning and response for tourist 
industry operators, auspiced by 
Adelaide Hills Council and AHT

Proportion of the 
region’s tourism 
operators with 
online bookable 
product, that are 
listed on ATDW 

Proportion of the 
region’s tourism 
operators 
that hold 
accreditation

80% of  
AH tourism 
operators 
with online 
bookable 
products listed 
on ATDW by 
2014 

80% of  
AH tourism 
operators with 
accreditation 
by 2014

1. TA

2. SATC 

3. AHT

4. SATIC

5. RDA AH F 
and KI

1 Strategies 2 
and 13

3.0 Integrated Strategic Plan and    
Implementation/Action Plan

STRATEGIES ACTIOnS MEASURE TARGET
POTEnTIAl 
PARTnERS

PRIORITy 

1-3

SA TOURISM 

PlAn lInk

Strategy 2 cont’ Action 3 

Develop a sustainable tourism 
benchmark /standard utilizing 
the SATC ‘sustainable tourism’ 
guidelines and the criteria set by 
TQUAL (formally Australian Tourism 
Development Program (ATDP)) 

Conduct an industry survey and 
training needs analysis based on 
meeting these standards

Through this initiative, assist the 
region’s tourism operators to 
apply for TQUAL grants and / or 
grants under the SATC Tourism 
Development Fund (TDF)

Number of 
applications 
submitted  for 
TQUAL grants 
and / or TDF  and 
success rate of 
applications 

10 applications 
per annum 
submitted 
for TQUAL 
grants and / 
or TDF and 
5 successful 
applications

1. SATC

2. AHT

3. TA

4. RDA AH F 
and KI 

2 Strategies 2 
and 13

Strategy 3 

Facilitate intra and inter 
regional collaboration 
between the region’s 
tourism stakeholders 
including tourism 
peak bodies and 
lead agents, tourism 
operators, associated 
business proprietors and 
government agencies

Action 4

Identify and review the Strategic 
Planning documents of key 
stakeholders including local 
government with the intention of 
securing and maintaining alignment 
with the Regional Tourism Strategic 
Plan

Number of 
Council Strategic 
Plans identified 
and reviewed 

   

Plan ‘called up’ 
/referenced 
in AHC 
and DCMB 
Strategic Plans

1. AHC 

2. DCMB

1 Strategies 2, 
5 and 13

Action 5 

Share best practice with other 
regions to align their respective 
Regional Tourism Strategic Plans and 
promote opportunities to collaborate

Provide leadership in projects 
such as working with the Barossa, 
Fleurieu and Kangaroo Island to 
create a corridor of food, wine, art 
and recreational experiences

Commitment of 
other regions to 
participating in 
a joint working 
party 

Number 
of projects 
committed

Working party 
established 

At least one 
joint project 
committed per 
annum

1. RDA AH F 
and KI 

2. AHT

3. SATC

4. Tourism 
bodies 
from other 
regions

2 Strategies 2, 
5 and 13

Action 6

Work with Adelaide Hills Council 
and the District Council of Mount 
Barker to encourage alignment 
of development policies to 
ensure consistency across the 
region. Investigate the potential 
for a regional Development Plan 
Amendment (DPA) for tourism

Commitment 
of Councils 
to supporting 
tourism 
development 
through the  
development 
process  

A joint Tourism 
Development 
policy (or 
Code) for 
Councils 
implemented 
by AHC and 
DCMB

1. AHC 

2. DCMB 

3. RDA AH F 
and KI 

4. AHT

1 Strategies 2, 
5 and 13

NB: Refer to page 3 for list of acronyms

NB: Refer to page 3 for list of acronyms
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STRATEGIES ACTIOnS MEASURE TARGET
POTEnTIAl 
PARTnERS

PRIORITy 

1-3

SA TOURISM 

PlAn lInk

Strategy 4

Develop new 
experiences to meet the 
needs of the region’s 
target tourism market 

Action 7

Understand the currently available 
tourism experiences in the region, 
opportunities arising from any gaps 
in the market and the infrastructure 
requirements needed to support 
product development

Conduct a tourism ‘experiences’ 
audit, gap analysis and infrastructure 
scan. Include a process to rank 
priorities

Map this information against 
the requirements of the high 
yielding ‘Greg and Helen’ target 
market and identify product gaps 
as opportunities for investment. 
Highlight opportunities for the 
further development of ‘hero 
experiences’

Experiences  
identified and 
scoped as 
opportunities 

A list of hero 
experiences 
identified 
and at least 2 
opportunities 
pursued per 
annum

1. AHT 

2. SATC

1 Strategies 

3 and 7

Action 8

Produce a set of guiding principles 
to assist potential investors to align 
product investment with target 
markets where there is a gap

Interest from 
potential 
investors

At least 5 
enquiries per 
annum from 
potential 
investors

1. AHT 

2. RDA AH F 
and KI 

2 Strategies 

3 and 7

Action 9

Further develop key regional events 
aligned with the Adelaide Hills Brand 
and the target consumer

Develop a set of criteria that 
defines what is meant by a regional 
event. Include scale (eg expected 
visitor numbers), likely economic 
impacts, potential partnerships, 
links to wider programs such as the 
Festival of Arts and opportunities for 
establishing/reusing infrastructure to 
reduce future overheads

Clarify the benefit of being classified 
against the criteria, in particular 
the increased opportunities 
for support from lead agents 
such as local government and 
the fostering of collaborative 
partnership arrangements with other 
stakeholders for on-going events

Level of 
understanding 
amongst 
stakeholders of 
what constitutes 
a regional event

A set of criteria 
to define a 
regional event 
is published

1. AHT

2. SATC

3. RDA AH F 
and KI 

4. AHC 

5. DCMB

1 Strategy 6

Focus area 2: 

New and improved ‘experiences’ with supporting infrastructure 

Objective: 

Attract investment in the development of new tourism product (experiences) improvements to existing products 

(experiences) and the provision of facilitating infrastructure

STRATEGIES ACTIOnS MEASURE TARGET
POTEnTIAl 
PARTnERS

PRIORITy 

1-3

SA TOURISM 

PlAn lInk

Strategy 5

Encourage story-telling, 
‘learn from an expert’ 
and ‘come and try’ 
opportunities in existing 
and new experiences

Action 10

Develop an Interpretation Plan for 
the Adelaide Hills tourism industry 
in order to engage the visitor 
and bring experiences to life. The 
Interpretation Plan will consist of the 
following components: 

1. identification of key themes for 
the AH region

2. alignment with Brand AH 

3. promotion of experiences linked 
to themes

Note that themes identified from 
consultation (see 4.2) include: 

1. wineries and vineyards

2. Hahndorf main street (shopping 
and museum/heritage) 

3. arts tourism

4. Mt Lofty Summit (nature and 
landscape)

5. events

6. wellness centre

Level of 
understanding 
of the region’s 
tourism industry

Interpretation 
Plan published

1. AHT 

2. SATC

1 Strategy 10

Action 11

Encourage tourism operators to 
provide story telling insight to 
enhance experiences. 

Support the development of story 
telling opportunities through training 
and development programs for 
target groups such as:

1. tourism operators 

2. volunteers working in key areas 
such as Visitor Information 
Centres (VICs)

3. tourism agents

Number of new 
story telling 
experiences

Number 
of trained 
volunteers in 
VICs

At least 5 new 
‘stories’ per 
annum 

100% of  
volunteers 
working in 
the VICs 
undertaking 
or completed 
training 

1. AHT 

2. SATC

3. RDA AH F 
and KI 

1 Strategy 10

Strategy 6 

Identify and facilitate key 
tourism infrastructure 
for the region to support 
new and existing 
experiences 

Action 12

Work with appropriate partners and 
agents to deliver or enhance new 
technologies such as GPS navigation 
and Smart phone/iPhone and Tablet/
iPad applications to benefit the 
region’s tourism industry

Number of 
applications on 
new technology 
platforms  

At least 1 
relevant 
application 
available on 
Smartphone/
iPhone and/ or 
Tablet/iPad by 
2014

1. RDA AH F 
and KI 

2. technology 
developers

3. NBN

1 Strategies 3 
and 7

Action 13

Encourage an increase in the 
available accommodation range by 
supporting investment in sustainable 
medium sized accommodation  
(5-20 rooms) in the region

Number of 
medium sized 
accommodation 
options

An additional 3 
medium sized 
accommodation 
facilities in AH  
by 2014

1. RDA AH F 
and KI

2. TA

3. SATC

4. AHC

5. DCMB

2 Strategies 3 
and 7

NB: Refer to page 3 for list of acronyms

NB: Refer to page 3 for list of acronyms
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STRATEGIES ACTIOnS MEASURE TARGET
POTEnTIAl 
PARTnERS

PRIORITy 

1-3

SA TOURISM 

PlAn lInk

Strategy 6 cont’ Action 14 

Work with local, state and 
commonwealth government 
agencies to establish consistency, 
logic and effectiveness in signage 
policy and procedures from the 
perspective of supporting regional 
tourism

Effectiveness of 
signage as an 
agent of tourism 
development

Low level of 
consumer 
complaint 
about signage 
(measured by 
complaints 
through VICs)

1. AHT 

2. SATC

3. DTEI

4. Transport 
SA

5. RDA AH F 
and KI 

2 Strategy 1

Focus area 3: 

Targeted sales and marketing  

Objective: 

Optimise the economic, social and environmental benefits from the region’s tourism sector through targeted 

consumer marketing

STRATEGIES ACTIOnS MEASURE TARGET
POTEnTIAl 
PARTnERS

PRIORITy 

1-3

SA TOURISM 

PlAn lInk

Strategy 7

Build networks and 
alliances to improve 
distribution

Action 15

Establish a Cooperative Marketing 
Committee with the following 
agenda:

1. Identify and strengthen links 
with key suppliers such as 
accommodation in Adelaide city

	 •	develop	specific	links	with	the	
Adelaide Guide

	 •	encourage	new	and	expanded	
marketing products including 
paired accommodation nights in 
Adelaide with nights in the Hills 

Number of new 
and expanded 
marketing 
products

At least 2 new 
or expanded 
market 
products per 
annum

1. AHT

2. SATC

3. TA

4. ACB 

5. Adelaide 
Hills 
‘wedding 
weekend’ 
group 

6. RDA AH F 
and KI 

7. AHC 

8. DCMB

9. VIC’s 
statewide

1 Strategies 
1, 2 and 8

2. Work with travel agents and tour 
companies to increase knowledge 
about AH destinations for day 
trippers. Break down the AH 
experiences for market segments 
such as domestic visitors

Number of travel 
agents and tour 
companies with 
AH product 
knowledge 
training

At least 2 famils 
( travel agents/ 
tour companies 
per annum

1

3. Promote Adelaide Hills’ 
destinations for high yielding 
target market day trippers such as:

	 •	cruise-ship	stopovers	

	 •	those	attending	other	events	
such as Adelaide city-based 
festivals and AFL fixtures

	 •	those	attending	Adelaide	based	
business events by working with 
cellar doors and other venues to 
participate in partners programs 
and evening / dinner functions 

	 •	those	traveling	through	the	
region eg via the Melbourne to 
Adelaide road journey

Number of 
targeted 
programs

At least 1 cruise 
ship stopover 
targeted 
program per 
annum 

At least 2 
MICE value add 
programs per 
annum

1

STRATEGIES ACTIOnS MEASURE TARGET
POTEnTIAl 
PARTnERS

PRIORITy 

1-3

SA TOURISM 

PlAn lInk

Strategy 7 cont’ 4. Encourage the bundling of 
accommodation, car hire, hosted 
walks / bike travel, links to 
education or ‘have a go’ programs 
(eg join in with practicing artists 
etc). Consider ‘on your way to….’ 
type packages that encourage 
visitors to stop in the Hills on their 
way to another destination

Number of 
bundled products

At least 2 
new bundled 
products per 
annum

2

5. Maximise opportunities to link 
with key tourism campaigns such 
as SATC’s ‘200 cellar doors’

Number of linked 
up programs

At least one per 
annum

1

Strategy 8

Support ‘best in class’ 
Visitor Information 
Centres (VICs) in the 
region

Action 16

Support the Adelaide Hills (AH) 
Visitor Information Centre (VIC) 
and the Mt Lofty VIC to become 
‘best in class’ facilities providing the 
following functions: 

1. information distribution and 
promotion

2. on-line selling 

3. market research including the 
potential to work with RDA AH 
F and KI to review the Tourism 
Optimisation Management Model 
(TOMM) for collection and analysis 
of primary data and information 
including customer surveys

4. training, particularly of volunteers 

5. story-telling as part of experiences 
for visitors 

Conversion 
rate of visitor 
enquiries to 
bookings

10% increase 
in on line 
bookings 
through VICs 
per annum

1. AHT

2. SATC

3. AHC

4. DCMB

5. RDA AH F 
and KI 

1 Strategies1, 
2 and 12

Strategy 9 

Support the region’s 
tourism industry 
including tourism 
operators, to optimise 
consumer led marketing 
opportunities particularly 
on-line

Action 17

Identify and support the adoption 
of communications technology that 
reflects the preferences of the high 
yielding target market. This includes:

1. tourism operators representing 
experiences on-line to enable 
experience seekers to plan their 
visits in advance

2. targeting information websites 
such as Lonely Planet and Trip 
Advisor to promote regional 
experiences

3. supporting and promoting ‘new 
news’ developments as they come 
on line

4. publishing of a calendar of regional 
events

5. establishing a case study portfolio 
including the development and 
promotion of a set of images 
from flagship events and ‘hero 
experiences’

Number and 
proportion 
of tourism 
operators with 
TXA accreditation 

80% of 
Adelaide 
Hills tourism 
operators (with 
online bookable 
product) with 
TXA capability 
by 2014

1. TA

2. SATIC

3. AHT

4. SATC

1 Strategies 1, 
2 and 12

NB: Refer to page 3 for list of acronyms

NB: Refer to page 3 for list of acronyms
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 Hero experiences 

are those that anchor 

the market for the 

broader tourism 

industry and are 

commonly ‘coffee 

table’ memories for 

visitors  

4.0 Understanding the 
region  

4.1 Adelaide Hills Tourism Brand 

The Adelaide Hills brand provides a customer perspective on the region as a 

tourism destination. 

The brand provides a consistent message and a discipline for tourism 

operators. It is also a basis for assessing ‘experience’ gaps and identifying 

opportunities for investment. The broader community has an opportunity 

to support tourism if they understand the consumer perspective and even 

government agencies can use the brand to ensure that planning and other 

decisions are consistent. 

The characteristics of the Adelaide Hills brand can be represented as its 

essence, personality and brand benefits or points of difference.   

Essence: 

Adelaide Hills is an area full of contrast. 

It is close to the city but a ‘world away’, offering: 

1. luxury wine in an accessible and contemporary style 

2. healthy, fresh and local food that is vital and indulgent 

3. rural yet chic towns and villages

Personality:

The sophisticated yet unpretentious Adelaide Hills is: 

1. creative but uncontrived

2. contemporary yet based on real history, unique stories and interesting  

 people 

3. boutique with an international flavour

Benefits:

The accessible and alluring Adelaide Hills: 

1. is quick and easy to get to but far away from the hustle and bustle

2. offers a landscape surprise around every corner 

3. lends itself to a healthy lifestyle in a green, rural environment 

4. involves mingling with the artisans to get in touch with your creative side

5. has many villages with connections to real people and intimate   

 experiences

6. has numerous boutique wineries to indulge all the senses

7. enjoys a niche micro climate which is cool in summer, cosy in winter,  

 stunning in autumn and fresh in spring

8. presents local produce for a sense of discovery and emotional nourishment

9. is above the city to lift you up and out of the ‘everyday’

Core Attributes:

The core attributes of the Adelaide Hills reflect its surprising and contradictory 

character. 

The region is different but in a nice way, with a sense of discovery for the 

visitor getting to know what makes the region ‘tick’.  

The Adelaide Hills has a luxury feel but is easily accessible from busy centres. 

It hosts premium wine, boutique breweries and fresh, quality food that is best 

tasted in the place where it is grown and made. 

The region is unspoilt, relaxed and unhurried with perennial dappled greens 

and bursting seasonal colour. 

There is carnival and great excitement in the Adelaide Hills with a sense of 

celebration in events that feature art and diverse culture as well as exhilarating 

sport and more leisurely recreation. 

4.2 Themes and ‘Hero’ Experiences

Themes for the region reflect the Adelaide Hills brand and represent key 

opportunities to meet the expectations of the target tourism market. 

‘Hero’ experiences are those that anchor the market for the broader tourism 

industry and are commonly the ‘coffee table’ memories for visitors. Far 

from a definitive list, they represent the benchmark for tourism operators 

and potential investors to continually improve and develop the tourism 

experiences of the region. 

The following list was compiled as a result of consultation during the 

development of the Plan. Further consultation on this issue and additional 

work such as ‘consumer appeal testing’ will be conducted as part of the 

implementation of the Plan.

Wineries And vineyArds

Open 7 days 
(during daylight 
savings times) 

Twilight opening 
Meet local 

winemakers 
Incorporating food 

offerings 
Unique winery 

experiences
Night and lunch 
progressive tour

HAHndorf mAin street  
(shopping and museum/heritage) 

Shopping / local produce Walks / interpretive tours Hahndorf Academy / VIC

Arts tourism

Cedars Sculptor symposium SALA

mt Lofty summit  
(nature and landscape) 

Enhanced facilities to Mt Lofty Summit Interactive visitor experience

events

Tour Down Under Bay to Birdwood Harvest party
Picnic races at 

Oakbank
Music (blues/folk/

jazz) festivals
Farmers’ Market

WeLLness centre

Day Spas Natural wellbeing products including pure mineral waters
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4.3 Current markets

The Adelaide Hills region, like all tourism destinations, offers a diversity of 

experiences for a wide range of markets including couples, families, those 

attending meetings, conferences, and exhibitions (MICE) and people visiting 

friends and relatives (VFR). 

Focusing on the high yielding target market for the Adelaide Hills helps all 

markets. The whole of the tourism industry benefits from access to quality 

tourism infrastructure. This includes physical infrastructure such as roads, 

accommodation, dedicated facilities such as Visitor Information Centres (VICs) 

and social infrastructure such as access to skilled workers and trained and 

motivated volunteers. 

Promoting the Adelaide Hills brand to the high yielding target market raises 

the profile of the region as a tourism destination for all markets. By focusing 

on the high yielding target market, a business case can be developed for 

leveraging industry support from a range of stakeholders. Economies of 

scale and opportunities to develop a broader range of market expertise (or 

scope) are created by this approach and the region’s broader tourism industry 

benefits. 

From research conducted by SATC, the ‘high yielding’ target market for the 

Adelaide Hills is typically well educated, unpretentious couples aged between 

30-60 years old. For ease of description, this target market is affectionately 

known as ‘Greg and Helen’.    

‘Greg and Helen’ mainly live in capital cities and have travelled extensively, 

often without dependant children. They have done a lot of traveling locally, 

nationally and internationally and have generally ‘seen the sites’. They are now 

‘experience seekers’ looking for new active and/or educational experiences in 

which to immerse themselves.  

Communicating well with members of this target market and developing 

experiences that are attractive to them are keys to achieving sustainable 

tourism growth for the region.  

Typical activities that ‘Greg and Helen’ enjoy are: 

1. attending arts festivals and cultural events

2. shopping 

3. visiting wineries and vineyards

4. eating at restaurants and sampling international food and wine

5. visiting historical places and experiencing their stories 

They often include major cities in their itinerary. 

4.4 Visitor Profile

There were 834,000 visitors to the Adelaide Hills region in 2008-2009 (Table 1).

Day trippers 

The Adelaide Hills region is a half hour drive up the South Eastern Freeway 

from the Adelaide Central Business District (CBD). Understanding and taking 

advantage of the role of Adelaide (the capital city and metropolitan area) in 

the Adelaide Hills tourism market is a key to the future growth of tourism 

opportunities for the Adelaide Hills region.

Eighty seven per cent (87%) of all visitors to the Adelaide Hills region are day 

trippers and they contribute about 59% of total visitor expenditure. Tourism 

Research Australia (TRA) defines a day tripper as a person over 15 years of 

age, making a trip over 40 kilometres away from home for at least 4 hours but 

not overnight.

table 1: visitor type and expenditure in the Adelaide Hills 2008/09

Total Expenditure Total Visitors
Expenditure per 

Visitor
Expenditure per  

Visitor day

$m % 000 % $ $

Domestic Day 69 59 722 87 96 96

Domestic Overnight 41 35 106 13 390 152

International np - 6 - np np

np = not published 
Source: Tourism Research Australia (www.tra.australia.com)

Over two-thirds of day trippers to the Adelaide Hills originate from Adelaide. 

The capital city of Adelaide itself has a population of around 1.2 million people 

of which around 1 million are eligible day trippers under the TRA definition. 

Adelaide also receives over 1.5 million overnight interstate and international 

tourists every year who add to the potential day tripper pool for the Adelaide 

Hills. In 2009 around 36% (about 134,000) of all international visitors to 

South Australia indicated that they had visited the Adelaide Hills/Mount Lofty 

Summit/Hahndorf on either a day trip or overnight stay in the region.

Day trippers originating in Adelaide, is a major market for tourism growth in 

the Adelaide Hills region.

Overnight visitors 

Whilst only 13% or about 106,000 of total visitors to the Adelaide Hills were 

overnight visitors, this group spent considerably more per person per day/

night than day trippers. 

Overnight visitors spent an average $152 per day/night including 

accommodation and other expenses attributed to their visit. In total, overnight 

visitors contributed about 35% of the total visitor expenditure in the Adelaide 

Hills. 

Over 50% of all domestic holiday and visiting family and relatives (VFR) 

visitors to the Adelaide Hills originated from Adelaide (28%) or the state of 

Victoria (23%), with both these markets displaying growth over the last  

5 years. Furthermore, on average 75% of the visitors coming from Victoria live 

in the greater Melbourne area. 

GREG AnD HELEn 
PROFiLE
•	 Age	30-60	yrs

•	 550,000	in	Australia	

•	 58%	in	empty	nest/
retirement

•	 Highly	likely	to	be	
University educated

•	 From	capital	cities,	almost	

half from Melbourne or 

Sydney

•	 Good	natured,	well	
adjusted, typically “nice 

people”

HOW DO GREG AnD 
HELEn LivE?
•	 They	are	financially	stable	

and savvy

•	 Enjoy	food	from	around	the	
world

•	 Drinkers	of	premium	wine	
and beer

•	 Intelligent	with	their	
finances to live an active 
lifestyle

•	 They	enjoy	galleries,	
theatres, department stores, 
and European cars

•	 They	think	for	themselves,	
and don’t follow the jones’

•	 They	value	quality,	but	
aren’t  pretentious

•	 They	are	exceptionally	
computer savvy

•	 Love	to	keep	up	with	
technology

•	 They	use	online	avenues	
to entertain themselves as 
well as keep up to date with 
current affairs, communicate 
with family and friends, and 
lead their day to day lives 
such as banking and share 
trading

MEDiA GREG AnD 
HELEn COnSuME
•	 Sydney Morning Herald, The 

Age, Weekend Australian, 
Financial Review

•	 Leisure	and	lifestyle	
magazines (eg. Travel, 
Business, Gourmet)

•	 SBS	&	ABC	television
•	 Foxtel	(for	lifestyle	

programming and sport)
•	 Early	morning	programming,	

on mainstream tv

•	 Above	average	internet	
usage

HOW GREG AnD 
HELEn LikE  
TO HOLiDAy
Greg and Helen are pleasantly 

suprised and intrigued when 

told about the experiences 

avaliable within South 

Australia – the proximity to 

nature, world class food and 

wine and relaxed pace of 

life. South Australia has all 

the	qualities	Greg	and	Helen	

want – space, stimulation, 

generosity and authenticity.

They have had an extensive 

travel career, and have done 

the “flashy stuff” already 

(Europe, etc)

•	 Searching	for	active,	

immersing experiences

•	 Stimulated	by	new	sights	

and sounds. See and touch, 

not stand and look

•	 They’re	after	new	things	to	

do

•	 They	want	to	go	somewhere	

and do things that are 

rewarding – they are after a 

unique	and	internal	reward

•	 Australia	is	still	a	destination	

high on their travel agenda

•	 They	will	consider	travelling	

to SA within the next 2 

years and are high yielding 

visitors
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figure 1: origin of domestic Holiday/vfr to Adelaide Hills, 2007-2009

Source: TRA National Visitor Survey (NVS) calendar years

The average length of stay in the Adelaide Hills by domestic holiday and VFR 

visitors was 2.5 nights (Figure 1) which is indicative of the significance of the 

‘short breaks’ style of visits to the region.  

Adelaide and Melbourne have been identified as high priority targets for the 

overnight visitor market.

4.5 Value of Tourism to the Adelaide Hills   
 Economy

Tourism is not considered a discrete industry but rather is made up of a 

number of industries servicing the needs of visitors. The total contribution of 

tourism to the regional economy is comprised of the input made by a range of 

industries that collectively contribute to a visitor’s experience. These include 

transport, accommodation, meals and a range of other products and services. 

Total tourism expenditure in the Adelaide Hills in 2008/09 was approximately 

$116 million (Figure 2 and Table 2). However, a proportion of visitor 

expenditure goes to taxes and imported goods and services from other 

regions or overseas. It is estimated that expenditure by tourists in the 

Adelaide Hills in 2008/09 generated:

1. approximately $73 million in Gross Regional Product (GRP) which   

 represented 3.5% of the regional total of $2,089 million (Table 2 and  

 Figure 3); and 

2. approximately 1,074 full-time and part-time jobs which represented 4.7% 

 of the regional total of 23,067 total jobs. These total jobs are equivalent to  

 859 full time equivalent (FTE) jobs which represents 4.3% of the regional  

 total of 19,845 FTE jobs (Table 2 and Figure 4).

figure 2: Adelaide Hills visitor expenditure by sector, 2008/09 ($m)

visitor expenditure (total = $116m)

Source: EconSearch analysis (Table 2)

VIC 23%

Other
33%

NSW/ACT 11%

Other states
3%

Other SA    
Regions 14%

WA 4%
Fleurieu

Peninsula 5%

Flinders/
Outback 4%

Barossa 4%

Limestone 
Coast 5%

Adelaide 28%

QLD 2%

There was an estimated population impact of 1,643 persons or 2.4% of 

the 2008/09 regional population that was attributed to the region’s tourism 

industry. This includes people directly involved in tourism as well as those 

servicing this group by providing services such as education. 

table 2: the contribution of tourism to Gross regional Product, 

employment and population in the Adelaide Hills, 2008/09

Tourism Contribution to

Employment Impact
Population 

ImpactExpenditurea GRP

$m 000 FTE Total Jobs Number

Food Products 7 3 32 36 63

Wholesale Trade 5 4 48 50 94

Retail Trade 28 17 383 496 724

Accommodation Restaurant Cafés 15 8 130 185 239

Road Transport 4 3 30 29 58

Cultural & Recreational Services 5 3 34 46 65

Other Sectors 16 26 203 233 399

Net Taxesb 10 10 - - -

Imports 26 - - - -

Total (Tourism)c 116 73 859 1,074 1,643

Regional Totald - 2,089 19,845 23,067 69,716

Tourism Contribution to Regional Total - 3.5% 4.3% 4.7% 2.4%

a In basic prices, that is, net of net taxes (taxes minus subsidies) and marketing and transport margins. 
b Indirect taxes (principally GST) less subsidies.
c Totals are subject to rounding.
d The regional population estimate is derived from Estimated Resident Population (ABS 2010).
Source: EconSearch analysis

figure 3: contribution of tourism to GrP in the Adelaide Hills, 2008/09

Source: EconSearch analysis

Food Products $7m 

Wholesale Trade $5m 
Retail Trade $28m 

Accommodation, Restaurants, 
Cafés $15m 

Road Transport $4m 

Cultural & Recreational Services $5m 

Other Sectors $16m Net Taxes $10m 

Imports $26m 

 Over 50% of all 

overnight visitors to 

the Adelaide Hills 

originate from the 

city of Adelaide or 

the state of Victoria 

with both displaying 

growth over the past 

5 years  

 Total tourism 

expenditure in 

the Adelaide Hills 

in 2008/09 was 

approximately  

$116 million   

Food Products $3m 

Wholesale Trade $4m 

Retail Trade $17m 

Accommodation, Restaurants, Cafés $8m 

Road Transport $3m 

Cultural & Recreational Services $3m 

Other Sectors $26m 

Net Taxes $10m 
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The $73 million contribution of tourism to the GRP represents 3.5% of GRP 

(Figure 3 and Table 2) and compares favourably with other contributors such 

as education (5.5%) and health and community services (5.2%). 

Tourism is competing for public and private investment as an industry of 

comparative advantage in the region along with industries such as food 

products and wine. In comparison with tourism’s contribution to GRP 

(2008/09) of 3.5%, food products contributed 2.8%, wine 2.4% and grape 

growing 1.7%.

The contribution of tourism to employment (1,074 total jobs) represents 

4.7% of total employment in the region (Figure 4 and Table 2) and compares 

favourably with other contributors such as education (9.1%). 

figure 4: contribution of tourism to employment in the Adelaide Hills, 

2008/09
employment in AH tourism industry (total = 1,074 jobs)

Source: EconSearch analysis

4.6 Adelaide Hills Tourism Growth Target 

‘Stretch’ growth target of 7.7% per annum

The target for the Adelaide Hills Regional Strategic Tourism Plan is for an 

annual growth rate in visitor expenditure of 7.7% per annum 

This target is similar to that required to meet state wide growth targets set 

in the South Australian Tourism Plan. The South Australian Tourism Plan set 

a tourism target to “increase visitor expenditure in South Australia’s tourism 

industry from $3.7 billion in 2002 to $6.3 billion by 2014” (SATC 2009). In 

2008/09, tourism expenditure in South Australia was approximately $4.3 

billion (TRA 2010a). To reach the target of $6.3 billion in visitor expenditure by 

2014, an annual growth rate in visitor expenditure of 7.7% would be required. 

Visitor expenditure in the Adelaide Hills in 2008/09 was approximately $116.3 

million (TRA 2010b). If visitor expenditure were to grow at 7.7% per annum, 

then visitor expenditure in the region would reach $168.5 million by 2013/14. 

In meeting this target, the contribution of tourism to the Adelaide Hills 

economy will change as follows:

•	GRP	would	increase	from	$73m	in	2008/09	to	approximately	$106m	in		

2013/14;

•	Employment	generated	by	the	tourism	industry	would	rise	from	around		

860 FTE (1,070 total jobs) in 2008/09 to approximately 1,240 FTE (1,560  

total jobs) in 2013/14;

•	Population	associated	with	tourism	industry	employment	would	increase		

from around 1,640 in 2008/09 to approximately 2,380 in 2013/14.

This represents an optimistic (or stretch) growth target. 

The 30 Year Plan for Greater Adelaide represents an opportunity for industry 

growth as a result of increased economic activity linked to population growth. 

However even the ‘high’ population growth scenarios associated with the 

30 Year Plan would not deliver the 7.7% per annum target growth in visitor 

expenditure. 

In reality, population growth is likely to be accompanied by disproportionate 

industry growth and there is likely to be higher growth in those industries that 

can make the most of their comparative advantage. 

The Adelaide Hills tourism industry is an important industry with significant 

comparative advantage and a long term future in the Adelaide Hills region. 

However, to achieve its targets as described in the Regional Strategic Tourism 

Plan, growth in the Adelaide Hills tourism industry will need to be significantly 

higher than what can be reasonably be expected through the impact of major 

policy around population growth alone. 

The Adelaide Hills Regional Strategic Tourism Plan provides a series of 

strategies and actions aimed at encouraging growth in the region’s tourism 

industry at an accelerated rate.      
Food Products 3% 

Wholesale Trade 5% 

Retail Trade 46% 

Accommodation, Restaurants, Cafés 17% 

Road Transport 3% 
Cultural & Recreational Services 4% 

Other Sectors 22% 

 If visitor expenditure 

were to grow at 7.7% 

per annum, then 

visitor expenditure 

in the region would 

reach $168.5 million 

by 2013/14   

 Tourism’s contribution 

to GRP (2008/09) 

was 3.5%, food 

products contributed 

2.8%, wine 2.4%  

and grape growing 

1.7%   
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consultation summary 

The following timeline identifies the key elements of the stakeholder and community 

consultation process used in the development of the Adelaide Hills Regional Strategic 

Tourism Plan.

TIMElInE COnSUlTATIOn dESCRIPTIOn 

December 
2009 

Steering Committee established and monthly meetings convened

February – 
August 2010 

Expert input provided on the following themes: 
1. similar Plans in other regions 
2. marketing strategies and the SA Tourism Plan 
3. environmental scan of the Adelaide Hills 
4. economic analysis of the contribution of tourism to the Adelaide Hills’ region 
5. Adelaide Hills tourism industry issues and opportunities

August – 
September 
2010

Consultation Draft Plan released and stakeholder and wider community 
comments sought 

Electronic version of the Consultation Draft posted on the web

Public forum held in August 2010 

October 2010 Tourism Industry (operators) Reference Group convened to input the Plan

November 2010 Tourism Industry (operators) Reference Group reconvened to focus on 
experience audit, gap analysis and infrastructure review as part of the Plan’s 
development

December 
2010 – February 
2011

Finalisation of the draft Plan by the Steering Committee  

February – 
March 2011

Presentations to Local Government partners 

April 2011 Plan adopted by the Steering Group 

June 2011 Plan published 
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Adelaide Hills.


