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EXECUTIVE SUMMARY

The Quesnsland Government is committed to supecrting gray nomad fravel as 2
mears cf supgoring regicnal Cueensiand communities. it 1S consicdarad that
amergst other invesiments made to support regicral development and sustainagiiity,
raising the profile and attractiveness of Gueensiand as a destination for retirees and
other mature travellers will ensure regional communities remain viable into the future.

The whole of government response o the Parliamentary Eccnomic Develogment
Committee’s Inquiry into develoving Queensland’s rural and regicnal communities
tnrough grey nomad tourism’ responds to a number of key issues raised in the Issues
Paper including:

o The role of grey nomad tourism in daveloping Queensland’s rural and
regional communities;
Infrastructure requirements for grey nomads;
Marketing and promotion of Queensiand to potential grey nomad visitors;
The role of government in facilitating grey nomad tourism in Queensland; and
The utilisation of grey nomad skills and labour in rural and regional
Queensland.
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By way of summary, kay issues of interest identified in the whole of government
submission are outlined below:

Economic contribution and statistics for Grey Nomads

Currently, there is a lack of independently verified data about the economic
contribution of grey nomads to the economy, both on a state wide and regional level.
Notwithstanding, it is anticipated that the grey nomad market will continue to grow,
with Australian Bureau of Statistics projections predicting that by 2050 the number of
Australians aged 55 years and over will more than double the number in 2010.
Similarly, the international gray tourism market will continue to grow as more ‘Baby
Boomers' celebrate their 55" birthdays. Furthermore, “active” senjors have been the
best performing age group over the past decade with their total wealth and numbers
increasing, and are expected to increase demand for tourism products.

Infrastructure requirements

Planning for the future infrastructure requirements of the grey nomad market needs
to be strategic and recognise the additional demand for infrastructure and services
likely to be generated by projected growth in this markat. There are new planning
initiatives being developed to provide guidance for focal government and how to best
plan for the infrastructure needs of self-drive tourists, which can be used as a model
for infrastructure planning and development across other Queensland regional and
rural destinations.

The varying standards and accessibility of medical services throughout regional
Queensland is a major issue not only for residents but for tourists as well.

Grey nomads are increasingly becoming more ‘technologically savvy’, relying heavily
on the internet to assist with their trip planning during their holiday. Reliable mobile
telecommunication and internet/broadband coverage is important for these travellers,

and is not adequate in many of the regional and rural destinations they are travelling
to.
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Marketing and promotion

Tourism Queensland’s apcreach o grsy romads is from an 2xperisnce perspsctive
rather than a demoegraphic one. Tourism Quesnsiand's agercacn is 1o oon :
nomads as Maiure Conneciors, Maturs Sccial Fun-seskers or Maiurz Active
Explorars. Focusing on the experiences these pecole ars locking for, rather han
their age, is intendad to better guide and inform the assessment and daveicpmsnt of
infrastructure and faciiities for this markei, as well as how to market to them most
effectively.

Government Coordination

There is a need to find the right balance between meaeting the needs of grey nomad
visitors for additional camping facilities, while not impacting on the commercial
viability of privately owned caravan parks.

Any strategies to increase the availability of accommodation in caravan parks for
grey nomads must acknowledge and seek to mitigate the risk of social dislocation
and financial loss for manufactured home owners and permaneni caravan residents.

From a planning perspective, Local Government is best placed within the scope of
the Integrated Development Approval System to address the development of caravan
parks and camping grounds, at both the strategic planning and development
assessment stages.

Grey Nomad skills development

The issue of utilising the skills of gray nomads in rural and regional Queensiand, both
for paid employment and volunteer tourism, is a growing area which deserves greater
focus.

Through the Queensland Tourism Industry Council's (QTIC) representation on the
Labour and Skills Working Group {(which has been formed under the National Long-
Term Tourism Strategy), the State is also engaged in progressing workforce
initiatives that look at addressing recognition and transferability of skills issues. This
has the capacity to improve the engagement of grey nomads as a viable workiorce
both nationally and in Queensiand.
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Queensiand Government responsa to the Economic Develepment Committee’s
issues Paper No. 3 {April 2010}

Inquiry into developing Queensiand’s rural and ragional communities
through grey nomad tourism

In receni years, as the sc-called baby beomer generation retire they have takan to
icng drives, taking wesks or gven moenths at a me tc sxplers Ausiralia stceping off
at peints of interest along the way. Queensiand is an integral part of the journey
having diverse communities, over significantly varied gecgraphy, with an atiractive
climate.

Grey nomads have taken their title from their propensity to not stay in one place tco
long, anecdotally staying in regional cenires 10 fulfil either a particular tourist
experience, for rest and recuperation or for provisioning and making repairs. Gray
nomads are road-based and more recently, grey nomads have at times looked to get
to know a place better, by volunteering or undertaking other temporary work.!

Gray nomads are different from the stereotypical traveller and driving holidaymaker.
Most travellers have an origin and a destination, taking a particular, although not
always predetermined path between the two. Tne traveller might make a number of
stops along the way, but the journey is oniy part of the experisnce and there is
generally a feeling of being time poor. The holiday is bound by work, school or family
commitments that put a relatively strict timeframe to the journey.’

By conirast, the grey nomad is different, being generally time rich, having discretion
as to working or not and generally not having many of the burdens that limit the
holidays and journeys of others in society.

Although the level of information we have about grey nomads is limited, we know that
grey nomads can and have important (and varied} impacts on regional Queensland
communities — they spend money and enrich the spirit of community - yet they also
can, at times, place additional demands on local services.

Anecdotally, there is reason to believe that grey nomad travel has held up well,
despite the global financial crisis and the negative impact on superannuation and
retirement nest eggs that has been experienced. * There are risks over the horizon
however, primarily related to the general cost of living increases.

L Onyx. J. (2010) Grey Nomad Volunteers - New partnerships between grey nomads and rural towns in
Australia: University of Western Sydney/Volunteering Austratia: Sydney

? Murdoch University (2003} Shire of Kondinin Destination Development Strategy - Making Waves: A
Strategic Approach to Rejuvenation: Murdoch University: Perth

* Leonard, R. and Ounyx. J. (2005a) Constructing Short-term Episodic Volunteering Experiences:
Matching Grey Nomads and the needs ot small country towns: University of Western Sydney: Sydney
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rural and regional tourism include:

- $350,000 North West Queensland Minor Tourism Infrasiructure Grant
Program in 2008

- $1.8 million over 3 years to deiiver much needed roadside infrastructure for
the drive tourism market; '

- $3 million over 3 years o encourage the development of a strenger and
more efficient tourism industry network and improved delivery of tourism
support at a regional level;

- $2 million for tourism cpportunities surrounding major events across the
State, including the SuperGP, tha Noosa Food and Wine Festival, the Geld
Coast Marathon and the Valentino Retrospective at GoMA;

- $300,000 to establish a tourism project pre-feasibility grants scheme to
support the delivery of priority tourism infrastructure projects; and

- $470,000 for eco-tourism development grants to capitalise on Queensiand's
competitive advantage in nature based and ecotourism.

Regional Queensiand communities are happy to share their experiences and stories
and as grey nomads move from cne place to the next, they ihen share those stories
and their experiences and as a result, increase our agpreciation of our diverse State
and enrich our society. This sense of community participation is central to the
ongoing strength of rural and regional tourism and is entirely consistent with the
Queensland Government's Toward Q2 vision of a Queensland that is strong, green,
smart, healthy and fair.



[ 1. What economic contribution do grey nomads make to rural and regional
| areas of Queensiand?

Thers is very litle hard, indegendantly verified data about the economic contribution
that grey nomads make to rurat 2 C
foliowing:

o Tourism makes a significant contribution to the Quesnsiand econcmy,
contributing $9.2 billion annually to the Queensland eccnomy and accounting
for 4.7 percent of Quesnsiand’s Gross Siate Praduct (GSP).7

o Queansland received 4.5 miilion matura age visitors’ from around Austraiia in
2009, representing a two percent increase on 20083. 7

o The drive tourism market accounts for agproximately 70 percent of the
overnight leisure markat in Quesnsland.*

o Queensland's drive tourism market is supported by 470 motorist rest areas
and 124 dump sites.®

o Grey nomads are important to the commercial camping and caravan park
industry in Queensland.

o Queensland has over 600 caravan park sites, the majority of which are on
freehold land, with approximatsly 15 percent being on State Land Reserves
or on State leasehold land.

o Queensland is Australia’s most popular location for international caravan or
camping visitors with the state receiving 35 percent of these visitors.”™

o Domestic caravan park or camp visitors spend more of their nights (85
percent) in regional Australia than other visitors (59 percent of nights)'"’

o Total spend by domestic and international recreational vehicle (RV) and
camping tourists across Australia is $8 billion'? The RV and camping industry
has remained one of the most stable markets since 2000, with little change in
international and domestic visitor numbers and nights. *°.

o By 2021 there are expecied to be 9 million Australians over the age of 50 "
and tourism forecasts pradict that senior travellers will increase their
contribution to the RV industry in the future as the baby boomer generation
begins retiring '°.

There is a need to keep the size of the grey nomad markst in perspective. Although
we don't know the specific size of the market, the number of visitor nights or the
amount of expenditure o a high degree of accuracy, we do know that it is a subset of
a larger grey tourism market, being travel for people 55 years of age and older.
Strategies and policies that support this wider market are likely to have benefits
across muitipie regions.

5 Sustainable Tourism Cooperative Research Centre, year to June 2008
® Definition used by Tourism Research Australia - which defines mature age visitors as
‘domestic overnight or international visitors aged 55 years and over’.-
7 National Visitor Survey 2009
® Tourism Queensland, 2009
rotn: /iy mainroads. ald.gov.aw Driving-in-Guearsland Mags Poinis -of intarest-fiigs asox
"Tourism Research Australia, 2008 & 2007, Caravan and Camping Snapshot
" Tourism Research Australia, 2008 & 2007, Caravan and Camping Snapshot
"2 (Tourism Research Australia, 2008, Caravan & Camping Snapshot).
3 Tourism Research Australia, 2008 & 2007, Caravan and Camping Snapshot
4 Australian Bureau of Statistics, 2006, Cataiogue no. 3222.0
% Tourism Research Australia, 2008, Through the locking glass- the future of domestic
fourism in Australia.
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In many respects, the gray normad is differentiatle cnly by their mode of travel and
the duration of their journey. All travellers, for instance, have some predisposition to
looking for value for money and quality and look to spend their money on superior
products and experiences. Of difference though is the economic “personality” of the
grey nomad.

In the absence of independently verified hard data it is necessary to make a number
of generalisations about the gray nomad. This profing of the stereotypical grey
nomad may or may not reflect the average but is a useful startmg point for
discussion.

Grey nomads ars generally retired from the labour forcs, or work only on a part-time,
ad hoc basis, living off superannuation, savings and government benefits, or a
combination of all three. The grey nomad is not likely to be adding to their savings
but is more likely to be drawing them down — this means that there is a need to
'stretch their money’ further.

The decisions that grey nomads make will likely be drivan by comiort factors, such as
the availability of infrastructure and facilities along the route ard at the stopover,
favourable climaie and safe roads along with rsasonable access to mechanical
support. Bayond these more specific considerations, grey nomacds will be seer(.ng
experiences comparable to other catagories of tourist.

Increasingly, and particularly following the glcbal financial crisis. grey nomads may
spend time in the community that they are visiting volunteering or working part-time.
It is not inconceivable, for example, 1o have semi-retired nurses or accountants
undertake limited work as they travel from community to community where there is a
local need and their skills can be utilised. Although not tourist income, this
participation has the potential to make a significant economic contribution to the local
community.

While the National Visitor Survey can be used to gauge the number of grey nomad
visitors and the number of nights they are spending in regional Queensland, it does
not provide an accurate estimate of the economic contribution of these travellers in
Queensland's regional areas.

Some industry statistics are available which provide an indication of the visitor
expenditure of these travellers. For instance, according o the Campervan and
Motorhome Club of Australia (CMCA), grey nomads spend on average approximately
$550 per week whilst ‘on the road’ per couple™®

18 CMCA refease April 2009
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For exampls, a Visiter Proiile and Satisfaction siudy in the Wastern Cowns ragion in
2008 showed that approximately half of the visitors to tha region were “mature
nomads” cn a long haul diiving holiday. The study showed that the average caily
expenditure of visiters to the Western Downs was $78, with a total expenditurs in the
ragicn of $307. The largest preportion of expendiiura was on fuet (33%%), followed by
accommodation (22%) and groceries (14°%)."" Other visitor survey rasearch
conducted in 2006 in the regional areas of Roma, Winton and Barcaidine showed
that visitors spend on average, between $79 and $91 per night in these towns.'®

Domestic market

Grey nomad tourism is a predominately domesticaity driven market; with Queensland
receiving ten times more domestic mature age visitors than international ones.
Queensland received 4.6 million mature age visitors from around Australia in 2009,
which was a four percent increase on 2008 figures. This means 28 percent of all
dormestic visitors 1o Queensland in 2009 were aged 55 ysars and over.”

The State’s domestic visitors stay for an average of nearly six nights, slightly longer
than the national average. Queensland's appeal as a holiday destination for
Austraiians was only just beaten by the appeal of friends and family, with
43 percent of mature aged Australians travelling 1o Queensland to visit friends and
tamity and 42 percent coming purely for a holiday.

Over two thirds of Queensland's domestic mature age visitors are from regional
Queensland showing Queenslanders are keen to explors their ‘'own backyard.” Also
the economic constraints of 2008 and 2009 did not sicp our southermn cousinsg from
visiting; with 19 percent of our domestic mature age visitors coming from New Soutn
Wales and seven percent from Victoria.

international market

Queensland received 453,000 international mature age visitors in 2009, representing
23 percent of all international visitors 10 Queensland. Although this was a four
percent decraase on 2008 figures, the decrease can be aftributed to the globai
financial situation, with Queensland siill receiving nearly 40 percent of mature age
visitors to Australia. The majority of these mature age visitors came from
Queensland’s key markets:

o 32 percent from New Zealand;

o 16 percent from the UK;

o 11 percent from Japan; and

o  Ten percent from the USA.

Data does not exist to suggest that a significant number cf international mature age
visitors undertake their visits as grey nomads.

Y Statistics provided by Tourism Queensland May 2010
8 Statistics provided by Tourism Queensland May 2010
1 National Visitor Survey December 2009
0 National Visitor Survey. December 2009
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2. Are the available statistics on grey nomads in Queensiand useful,
current and accessible? ' '

There is g limitad understanding of daia agout the grsy nema
circumstances, the sconomic ceniripuiion thal they maks and
influence thair decisions as a definable supsst of the broacer & g
market. In large part, our understanding of the quintessential gray nomad is based
on anecdotss with limited data capture.
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General demegraghic data is rsacily available through ABS Census information, with
the grey nomad cchort naticnally identifiacie Ly dweiling typs {i.e. caravan) and
group, howsvar Census data is collscted uniformiy on one day every 5 ysars.
most recent coliection took piace in August 2006 so its findings are nct current.

Tourism Queensland has conducted research over the past ten years to better
understand the visitors to Queensland that travel by car. Importantly, grey nomads
were not a specific focus of this work and it would be misleading to suggest that the
grey nomad market is better understood as a result of this work.

More research is needed to ascertain statistics specific to grey nomads as a unique
subset of the broader mature age tourist market. The most effective way of obtaining
this information would be to encourage iocal area data to be coliected over time,
similar to the primary research studies mentioned praviously.

The grey nomad is a specific subset of the broader mature age tourist market which,
assuming that further negative economic shocks do not occur, is likely to grow as the
potential pool of grey nomads grows driven by the progressive retirement of baby
boomers from the labour force. Improving the knowledge and understanding that
State and Local government's have of the broader market, with a greater focus on
the grey nomad in smaller rural and regional Queensland communities, will assist in
future planning and investment degisions.
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3, What are the public infrasiructure requirements of grey nomads
including health services, waste disposal sites and signage.

4. 1s the currant infrastructure for grey nemads in Quesansiand adaquaia?
What additional infrastructure is raguired? :

Grey nomad visitors demand guality and vaius {or money and faveur tourism
ogerators that can provide this. Howsver, the sizs of Queensland and the tendency
of grey nomads to exgiers r2gional arsas means a high or $ven safisfactory siandard
of tourism-ralated rirastruciurs cannct te guarantsed. Some destnalions wisitzd by
grey nomads have limited or no air services and thewr rzgicnal infrasiructurs is not
ahways equipped to support tourism; sspaciaily maturs age tourism.
Certain sections of the grey nomad marke! such as campervan and motor home
tourists also have specific requirements such as long vehicle parking access close to
shopping centres, access to potabie water and access 10 rubtish and grey water
disposal points.

It is acknowledged that Government has an important rcle in encouraging grey
nomads to travel to Queensland by providing adequate/appropriate infrastructure.
Grey nomads usually travel by road and therefors much of the infrastructure needed
to suppert them is provided by the Department of Transport and Main Roads (DTMR)
and/or Local Governments. Most Local Governments provide some infrastructure for
roadside camping such as rest stops, grey water disposal points and rubkish
faciliies. However, the increasing demand for these services has the capacity to
place stress on a regional council's ability to deliver these facilities.

As facilities provided by Local Governments are often in oublic areas and are made
available to the whole community, there is often little capacity for Local Governmenis
to recoup revenue from the facilities to pay for their construction, maintenance and
improvement. Water use is of particuiar concern to Local Governments given itis a
precious resource particularly in Local Government arsas ithat have been drought
affected for years. Some grey nomads ars filiing their water tanks in large quanrtities
that aren't considered reasonable.

in addition, while there is a demand from the grey nomads for these facilities to be
accessinle and close to shops and facilities, it should be noted that Local
Government must often balance these needs with the needs of residents who are
concerned about the loss of amenity caused by the long term storage (greater than
24 hours) of large campervans and caravans on residential strests.

Planning for the future infrastructure requirements of the grey nomad market
therefore needs to be undertaken strategically, recognising the significant additional
demand for infrastructure and services likely to be generated by projected growth in
this market. Through strategic communication and engagement of key drive tourism
stakeholders the Queensiand government has the capacity to deveiop well planned
and responsive policy directions for infrastructure and services relevant to grey
nomads.

The infrastructure and services that are required to support this particuiar market
include access to health services, on-road and roadside infrastructure and ancillary
services to support people with a disability or special needs.



Pealth serviczss

The issues paper rsleased oy the inguiry acknowledges that a key issue for grey
ncmads is the ability to accsss high quality, reliable health cars services. The paper
confisms that 2 kay drivsr in the dsaisicr-making process for 0ver-633 sxamining

Rpts] i 3
lccations 1o which they should fravel is the 2ase with which they may access heailn
sarvices should the need arisz.

Y

Givan the extensive network of faciliias within Queensland, inciucing hospitais ard
orimary healincars cenires. thera is a majer opgortunity for the State to atract this
cohort of tourists. Howevar, promcting health sarvices for the use of visitors would
need to be done in a way that was sensitive to community perceptions accut ihe
extant to which the public health systsm is currently able to cope with demand from
existing local patients.

Queensland has 164 facilities recognised as hospitals across the State, and a range
of primary and other healthcare facilities which provide direct services to patients. Of
these hospitals, 123 are classified as being in rural and remote areas. Additionally,
considerable enhancements in telehealth services which link rural and remote
services to tertiary facilities provide for a higher, more consistent quality of health
services across the State. The increasing roll-out of telehealth sewvices across rural
and rsgional centres can provide further comfort to the grey nomad cohort -
particularly those visiting remote locations - that their healithcare neads will be able to
be met whilst visiting.

Accordingly, it is clear that a diverse network of facilities exists, and grey nomads -
whether visiting Queensland's regional aresas or staying in major urban centres - will
have ready access to health services. Given that this is a significant driver associated
with travel decisions mace by grey nomads, it would be beneficial for tourism
authorities to examine ways in which the ready access to heaith services could be
promoted to the cohort.

in 2008/09, 4.4 percent of hospital admissions of people aged over 85 years from
interstate were in hospitals classified as being in remote or very remote areas of
Queensland. Similar proportions of pecple aged over 65 years (from interstate) are
accessing Queensland Health Emergency Departments. Given that less than 5% of
admissions are from persons in the grey nomad cohort from interstate, any increase
in tourists would likely have only minimal impact on the demand placed on hospitals.
In this regard, Queensiand Health aiready incorporates seasonal demand
fiuctuations - particularly in areas where the cohort congregates such as Caimns,
Townsville and the Gold Coast - in its service planning activities.

On a workforce front, in 2010-11 Queensland's health system will continue to grow
with an additional 720 nurses, 180 doctors and 300 allied heaith professionals. While
it is recognised that grey nomads will generally not be seeking employment, there are
niche opportunities for this cohort for persons appropriately qualified and registered
to practice.
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Waste Disoosa: sites

Gray nomads require regular rest siops and dump points 10 disposa of waste. 1tis
important to acknowledge the continual calt for the provision of additional waste
disposal points and facilities for the grey nomad market. As part of a two year
funding program commencing in 2008, the Department of Transport and Main Roads
(DTMR) provided funds to deliver 22 dump points throughout the State. DTMR is
currently providing a further $50,000 each year for the next three financial years to
extend this successful program. This will mean an additional 34 dump points around
Queensland. A list of public dump points, including those funded by the Queensland
Gavernment can  be found &t popltowwmainrsads gid gov.aw s Orvingn:
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Rest stops, toilet facilities and picnic facilities are all important facilities for grey
nomads and encourage people driving long distances to stop and revive. 1t is
important that these facilities are placed in locations that do not impact on the safety
and efficiency of the transport network and allow traveilers a safe, secure and
amenable place to stop.

While acknowladging the availability of dump points, these are not necessarily well
advertised locally as 1o their locations. Oppertunity thersfore axists to bettsr promote
the infrastructure and facilities that are available in rural and regicnal Queensland
destinations for grey nomad tourists.

Signage

Signage is of critical importance to any road based travel by tourists. As highlighted
in regional visitor studies, signage can contribute to tourists’ dissatisfaction with
regional destinations. Small measurss such as well placed signage indicating road
routes and diractions to tourist routes, tourist attractions and distances to centres,
rest stops and key services can greatly assist the development of grey nomad
tourism. There are many existing signs across Queensland that disseminate key
information for tourists ~ the challenge is to centinue to ensure these signs show
relevant information and that they still meet standards for signage (particularly road
side signage). Signage issues also need to be discussed and considered between
the road authorities and local government.



Ciher infrastruciure reguirsmenis

Mciorist Rest Areas

Viciorist rest arsas provids cooonunitias to promaote local iourism faciliies. Tounsi
inicrmaticn coards sited by local tourism authorities can provide informaiion te
facilitatz drive tourism through the provision of information on local business,
accemmodalion and points of interest. Rest arsa facilities should also be designed
to facilitate access and utilisation by disatied moiciists.

Stepping Places

Stopping places are available as a place to pull over ¢n the road shouider, where
shoulder width permits, to enable drivers to undertake short stops for a variety of
functions such as checking loads or attending to a vehicle breakdown. They
generally serve the purpose of providing a relaiively safe location for immediate
stopping needs at a safe distance from through traific.

Specific stopping places on sections of road which do not provide adequate shoulder
width are required to allow vehicles to siop clear of the carriageway. Accordingly,
stopping areas should provide sufficient clearance from the ‘through pavement' to
allow vahicles to be safely inspected.

Like rest arsas, stopping places are designed to meet the specific needs of both
motorists and heavy vehicle operators and can be co-tocated with a point of interest
to tourists. Local govermnments or civic organisations should be encouraged to
provide motorist and/or heavy vehicle rest areas to the same or similar standard of
delivery provided by DTMR.

Camping at Roadside Amenities

Camping is permitted at a number of DTMR rest areas under legislation. However,
camping is expressly prohibited whers it may adversely affect an amenitias’ apility to
achieve its primary purgose. For example, a rest area may become so congested
with campers that there is inadequate space for drivers who genuinely want to rest
along their journey. Camping is to be prohibited at all stopping places, as they are
not configured to allow camping to safely occur there.

Need for a safe road network (Queensland Road Safety Strategy)

Much of the State-controlied road network carries a high proportion of long distance
travellers. These travellers are susceptible to fatigue and involvement in fatigue
related incidents. The provision of appropriate roadside amenities forms one
component of a range of initiatives which can reduce the effects of tatigue on drivers,
improve the quality of the driving experience, and reduce fatigue related accidents.
These initiatives form part of the Queensland Road Safety Strategy.

Roadside amenities can reduce fatigue related incidents in two ways. Firstly,
stopping and resting between driving has been shown to reduce driver fatigue, with a
subsequent impact on single vehicle and fatigue related incidents. Secondly, by
providing facilities for travellers to stop clear of traffic, accidents invelving collisicns
with stopped vehicles can be minimised.
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The 2010-2011 program targets the following six touring routes in Queensiand

Great Tropical Drive from Cooktown to Townsville;

The Adventure Way from St George to the South Australian Border:
Great Inland Way from Charters Towers to Dirranbancl

Capricorn Highway, Rockhampton to Barcaldine;

Leichhardt Highway, Theodors to Goondiwindi; and

Warrego Highway from Daiby to Charleville.

O 0 C o 00

2011-2012 routes are yet {0 be determined.

Tourism Action Plan to 2012

The Tourism Action Plan to 2012 provides a framework to guide the Government's
contripution to tourism development over the next two years. Developed in
consultation with industry, it addresses many of the chaltenges facing grey nomad
tourism. While not directly targeting this market, there are a number of benefits:

o $1.8M has been made available to establish a thres year Minor Tourism
infrastructure Grants Program (MTIGP) for minor drive tourism infrastructure
such as road signage, roadside picnic areas with amenities and upgrades of
existing facilities. Projects submitied for funding are required o have a drive
tourism theme catering for holiday makers, overseas travellers experiencing
regional Queenstand and the campervan and motor home market. Drive tourism
is important to the regional economies of Queensland and this program is
designed to enhance the experience for the drive market visitors.

o Tourism Opportunity Plans (TOPs) are progressively being finalised for the
State's 10 tourism regions. The need to provide services and infrastructure 1o
improve the ability of the region to service the needs of current and future visitors
is a key priority in the TOPs. This includes the drive tourism market, of which the
grey nomads are an important component.

o Tourism Projects Pre-feasibility Grants Scheme, which will support the
delivery of tourism infrastructure projects identified in the TOPs. This initiative’s
contribution to growing grey nomad tourism is long term as it ailows identified
tourism products to be developed some of which may attract mature aged
visitors, e.g. the White Mountains Naticnal Paik Wilderness Camping and
Walking Trails from the Townsville North Queensland Tourism Opportunity Plan,
which ‘tick the boxes’ of at least two mature aged tourism interest areas.
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The ecotourism in and adjacent to proiected areas initiative, which will 38
iow impact ecotourism infrastructurs on demenstaten sites in or adjacent IC
nrotected arsas. This initiative focusas on providing envircnmentaily sensitive
accommodation and its results are iikaly to acgeal strengly to mature agec
visiters, given iheir strong inisrsst in ecc-accommodaicn and natirg oassc
tournism.
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Accessibility - The Quesnsland Gavernment Is commitied 1o ensuring everyone
can access the Stalz’s unigue expsriences. Making tcurism accessitle in all
aspects is ceniral to providing quality tourism procucis and incraasing ihe
numoer of peopls who come 10 enjoy them and now much they spend whiis
doing sc. Tourism Queensland considsrs accessitility in all its campaigns and
the Department of Employment, Econcmic Development and Innovation is
working with QTIC to ensure Queensland's tourism operators know their
legistative accessibility obligations.

A number of other considerations for infrastructure requirements for people travelling
by car, including grey nomads, include:

@)

Grey nomads are increasingly becoming more technelogically sawvy, relying
heavily on the internet to assist with their trip planning during their holiday.
Reliable mabile telecommunication and internet/broadband coverage is important
for these travellers, and is not adequate in many of the regional and rural
destinations they are traveliing to.

Trading hours in rural and regional destinations is an important issue when
considering grey nomads. Opportunity exists for greater collaboration between
suppliers in regional towns to ensure services are availabie for grey nomad
tourists during evenings and weekends.

The emergence of a number of RV friendly towns. For example, in the South
East Queensland Country region, a number of towns are cpening up iheir
showgrounds for free camping, to encourage self-sustaining moicr nome
travellers to stop there and spend more time and money in the towns. This is
creating some competing tensions between free roadside sites and commercial
caravan park operators.

In planning for the infrastructure requirements of grey nomads, it is important to strike
the right balance between not undermining commercial caravan park operators, while
at the same time recognising there is a group of travellers who do not want to stay in
parks and want the freedom of roadside stops. Furthermore, in some instances such
as during special events, privately run caravan parks may be at capacity which can
lead to greater utilisation of free alternatives. 1t is critical that local government works
closely with privately operated caravan parks to ensure they achieve the right
balance between free and commercial facilities.
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Tourism is racognised in the Central Wsast Regi F’an as a kcv eccpcr"'c
ior ihe region. Thne Regicnal Planning Cr'“,m:tt.— -

[y

for infrastruciurs and Planning on the devs'com s = :iar. Jzoommish nal e
Department of Intrastruciurs awd Flanring iDiF) iazizs a oropsct aimsd &l znsuring
better management ¢i the sl drive tourism rﬂa (2 arge arﬂpcnem ¢t winich s
the grev nomad) 1o achisve growth in the sacicr withcout compromising snvircnmenial
values. DIF is at ths scoping stage oniy ¢f the orotect. and & oroject tlan nas cean
draftsd and a sissring commities formed o detsrming the pracise scops ¢ ths
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LIP is also involvad in a project titled Central YWest Tourisrm Management Study
which is ralevant to this initiative. This prolect aims to provide advice relevant to
improving the management of recreational vehicle tourism as an important economic
driver for the region. This project is in the early stages of development, and a
steering committee is currently being formed. 1t is expected this project will prepare
some guidelines for local government and how to test plan for the infrastructure
needs of self-drive tourists, which can be used as a moedel for infrastruciwre planning
and development acress other Queensland regional and rural destinations.

Green Space

Grey nomads will be one of many user groups 10 have access to a green space
network to be delivered through the Queensland Greenspace Strategy, when
finalised. The Strategy will provide:

parks for outdecor/public recreation activities neading large areas;
expansion of the existing regional trails program;

corridors which fink parcels of existing green space; and

parks to serve the needs of local neighbourhoods.

o 0 Qo0

Indigencus

The economic potential of mature age tourism in remete Indigenous communities
warrants further consideration. In 1999, 24 percent of international visitors to
Queensland visited an Aboriginal community/site; in 2001, 14 percent of interstate
visitors to Queensiand visited an Aboriginal community/site.  Comparative numbers
experienced Aboriginal art/culture or cultural displays®™.  Northern Territory
demographic profile attributes 24 percent of Indigenous culture visitor to people aged
55 years and over.

Only one community (Bamaga) in Far North Queensland has a caravan park. Steps
necessary to develop mature age tourism in remote communities could include:
infrastructure development; marketing to local and international audience; and local
community skill development to manage tourist activities and accommodation.

-~ Tourism Queensland: Indigenous Tourism www tgvemawresearch (paper undated)
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Incrsasing gray nomad fourism 1o indigenous communities will rsquirs carsiul
consicsration ¢f flow-on imglicaticns.  Any fuitre davelegment ci fourism venturss
such as caravan parks, walking/4WD tours, charter fishing, and accommedation
Taciliies would have 1o iake inic consideraticn iocal restrictions relatng to zicenci
{whera imoosed), and local cusioms and tracditions.  Mary smalier incigerous
communities would siruggis to cocoe with a sigrificant incrsase in visiior numeers
from the perspective of access 1o health facilities, access to foed and groceries and
for essential supplies such as fuel,

instituiicnal Cocperaticn

Local Governmeni and Civic Crganisations

Many existing rest areas are located in towns and fall within the jurisdiction of local
governments to meet the needs of both the local population and the road user. Quite
often these are public parks that serve the local community and are made available
to passing motorists as well. An objective of local governments and civic
organisations in providing and maintaining rest areas is to encourage motorists to
stop in their area to facilitate the use of local businesses, such as food and
accommodation providers.

Often, through the re-routing of Stats-controtled roads and National Highways, rest
areas within townships that were once locatad on majer arterial roads are now
located away from the major thoroughfare, thus serving a negligible role in terms of
providing a convenient and easily identifiable rest area for drivers. It is therefore
questionable as to whether these rest areas located away from the arterial road
should be reoresented as motorist rest areas on the Guide to Queensland Roads
publicaticn.

These circumstancas suggest there is an opportunity for negotiation with local
government’ or civic organisations to participate in the construction and/or
maintenance of moiorist rest arsas located on sirategic routes on approaches {o
townships. These sites may offer good potential in terms of providing motorists,
particularty tourist traffic, with a “gateway” to the town through the provision of tourist
infermation regarding local attractions and businesses and route information. This
approach may prove useful in promoting the town’s businesses and attractions,
particularly in situations where a town by-pass exists.

Business Organisations and Commercial Service Centres

Opportunity also exists to encourage the participation of business organisations to
provide roadside amenities, or particular facilities, at roadside amenities. In this way
local business can be provided with opportunities to contribute to the upgrading,
development, or maintenance of roadside amenities in return for some form of
recognition. For example, a toilet block constructed with the assistance of funds
donated by a local business. This contribution could be acknowledged through, for
instance, the positicning of a small plaque on the facility.
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Regional regulatory instrumeants ralatad tc camping and caravan parks

Ata f:gc. al izval, the Scuih East Quesnziand Ragicral Plan 2005-2031 (he SEQ
Regicnal Plan) succoris the deveiopment oF mers caravan parks and carﬂ-pi

and aiso supporis maintaining restrictions on permanent resmlbr‘ts ci 2 fa
The SEQ Regional Plan demonstrates this support through providin g for rﬂiax"‘
controls on tourism development by allowing for small to medium scale iourist
activiiies outside the Urban Footprint. However, there have been instances where
proponents proposing park developments outside of the urban fooiprint have not
progressed these projects citing dwelling size restrictions under the SEQ Regional
Plan. Proponents have indicated that these restrictions have limited their capacity to
develop an ongoing sustainable/viable enterprise.

Under the regulatory provisions of the SEQ Regional Plan, caravan parks and camp
sites are defined as short-term accommodaiion {accommaodation intendad for non-
permanent rasidents for periods of up to 12 weeks). The SEQ Regional Plan
provides for a more streamlined process of approval of applications for short-term
accommodation facilities, provided that the facility is for less than 300 people and the
incidental commercial or retail activity does not exceed 250 square meters. | should
be noted that any application is still required to compiy with the relevant council
planning schemes.

This inconsistency where campgrounds are supported in principie but hamstrung in
practice financially requires further censideration in consuliation with local
government authorities and local communities.

There are currently two regicnal plans in place wiih State Planning Regulatory
Provisions (SPRP) attached (Far North Queensland and Scuth East Queensland)
and one region with an interim SPRP in force (Wide Bay Burnett}, with the final
regulatory provisicns expected to be in place within the next 18 months. These
regulatory provisions must be taken into account in planning and development
decision-making processes, including deciding on development applications related
to camping or caravan grounds.

Operational regulatory planning instruments related to camping and caravan parks

On a tunctional level, the development of new camping grounds and caravan parks,
is currently assessed through the Integrated Development Assessment System
(iDAS).

The provisions in the Sustainable Planning Act 2009 and the Sustainable Flanning
Regulation 2009 provide for the ‘rules’ by which IDAS operates and regulatory
provisions must be taken into account in planning and development decision-making
processes, including deveiopment applications made under the Sustainabie Planning
Act 2009. Local Government is the primary assessment manager for development
applications in IDAS. In the case of development applicable to camping grounds and
caravan parks, Local Government would act as the assessment manager for the vast
majority of cases.
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Local Gevernments assess a devslopment apclicaticn: agairst a sange of pians an
policies, inciuding:

o The Locai Government Planning Scheme: this decument s Crafted by Lecal

Governmani (¢ account for the iccal community's needs and Staie ineresis.

o Stats Pianning Instruments: these articulate the Siate’s interssis and are
refiected in the Local Govarnment Planning Scheme. Sometimes Local
Government will refer a deveicoment agclication to a Siate agency for advics, 10
clarify how a deveicpment agplication may aifact a Siale Intersst.

DIP’s primary role in developmant assessment procasses s 10 maintain the IDAS
framework and to allow the stakeholders operating within that framewcrk {apglicants,
assessment managers, advice agencies) to undertake their rofes in an effective and
gfficient way.

1t would be fair to say that the involvement of so many competing interests, including
project proponent, the local community, Local Government and the State
Government makes achieving an acceptable balance to alt stakeholders difficuit. On
this basis, the identification of the most appropriate level of Government involvement
IS necessary.

Planning and requlatory issues related to camping and caravan parks

The issues paper notes that the development of caravan parks and camping grounds
is potentially contentious given that some caravan parks and camping grounds in
highly desirable (beachfront) locations have been re-developed into other uses
(usually hotels or apartments), permanently excluding the site from being usad for
camping or caravanning.

As identified above. Local Governments are currently primarily responsitie for the
regulation of caravan parks and camping grounds under local laws. In additien,
councils control the establishmeant of new camping grounds and caravan parxs
through their planning schemes. The Queensland Government considers that Local
Government is best placed within the scope of IDAS to address the development of
caravan parks and camping grounds, at both the strategic planning and development
assessment stages:

o Strategic Stage: Local Government configures its planning scheme to account for
current caravan parks and camping grounds and facilitate the development of this
use in the most appropriate way for its community.

o Development Assessment: In the vast majority of cases, Local Government
would be the assessment manager for a development application involving a
caravan park or camping ground. As the primary administrators of IDAS as well
as being the authority on the needs of their communities, Local Governments are
best placed to continue to assess development applications of this type.

Local Governments usually requlate camping grounds and caravan parks in order to
protect the health, safety and amenity of the community by licensing parks to ensure
that there is no overcrowding and there are sufficient facilities for residents and
visitors (toilets, showers, washing machines etc) and the Queensland Government
considers that local governments are best placed to continue managing this
regulatory responsibility.



Whila there have been great imgrovemanis in the guality of camgervans anc
caravans in relation to the provisicn of self contained faciiities, it is anticicatad that
there will always te the nesd fer some tyvpe of raguigtion of camping grourds and

caravan parks ic ersure saiisfacicry neaith and salsty cutcemes. To assist counciis
in this ragard, the Minisizr for Local Governmant and Acorigingl and Torres Suall
Isiander Parinerships fas atoroved a medal iocal .aw as teng suitacie for agegtion

by counciis that reguiaiz caravan parks and camping grounds.
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and provisicr: issues for camping and caravan rarks
A major issue is the provision of adequais and sufficient land for grev nomads. While
Local Governmenis have a rcle througn their pianning schemes to make land
availabie for this purpose, councils can alsc directly provide additional land for
camping and caravan parks by ailocating land under their control for this purpose.
An issue that arises where councils directly provide camping and caravan park
facilities is the impact these additional {and usualty much cheaper) facilities have on
existing commercial caravan parks.

Department of Environment and Resource Management's {DERM) policy on the use
of trust land (particularly showgrounds) for caravan parks is that it should not
negatively impact on the commercial viability of existing caravan parks. This policy
has created some problems for Local Governments regarding the interpretation of
how to gauge the impact on the viability of existing parks but also because,
sometimes, the exisiing parks do not provide the facilities and services needed by
grey nomads. For example, grey nomads with modern self contained campervans
do not need toilets, showers and bbqg facilities provided by caravan parks and
sometimes their vehicles are 100 large to park in traditional caravan parks.

As previcusly discussed it continues to be a challenge tc find the right balance
between meeting the needs of grey nomad visitors for additional camping facilities,
while not impacting the commercial viaoility of privately owned caravan parks.
Consideration should be given developing tools and practical tempiaies to assist
Local Governments with the development of land use management plans for trust
land used for caravan parks and camping.

Balancing the needs of short term accommodation needs for tourists and permanent
or long-term basis

There are a number of mixed-use residential park owners that have expressed an
intention to prograessively cease offering sites for occupation by manufactured homes
and to concentrate their businesses on providing short-term, tourist accommodation.
A significant number of vuinerable members of the community reside in caravan
parks on a permanent or long-term basis either in manufactured homes or caravans.
While it is important to promote the increased availability of sites for short-term,
tourist accommodation in existing caravan parks, this also needs to be balanced
against the displacement of permanent or long-term residents.

Any strategies to increase the availability of accommodation in caravan parks for
grey nomads must acknowledge and seek to mitigate the risk of social dislocation
and financial loss for manufactured home owners and permanent caravan residents.



6. What is the best method of marketing Queensland’s rural and regional
' communities to grey nomad tourists?

Attachment 1 provides a deiailed su
iCc markating and wherg ‘grey nemad

framework.

mmary of Tourism Guesnsiand's (TQ) aggreach
g aicn ‘ marksin

dg fit within the crganisaiicn’

Tourism Queensland racegnises that thera is 2 wide range of reasons peocle travel
and the experiences they are lcoking to have. TQ's domestic ssgrentation model
has shown thai it can not be assumead ail gray nomads are lcoking for axactiy ths
same type of holiday destinations andicr expariences. Further, while "driving’ is an
important mode of transport which enables visitors to access Quesnsiand's
experiences, it is not the kay factor determining destination choice. As such, Tourism
Queensland incorporates ‘drive’ into broader ‘psychographic ‘marketing approaches.

Tourism Queensland currently does not consider grey nomads as a distinct target
market, but rather they exist within each of the identified domestic target segments
currently driving its activities. Grey nomad tourists are looking for a range of
experiences which are not dictated by their age, but by what they want to get out of
their holiday (both their physical and emotional needs). Therefore, in line with
Tourism Queensland’s giobal brand strategy and segmentation models, the grey
nomad market needs to be approached from an experience perspective, rather than
a demographic ons. Gray nomad tourists can be effectively targeted tnrcugh the
Queensland themes of adventurs, natural encounters, Queensiand lifestyle and
islands and beaches.

The needs of grey nomad travellers are closely aligned with Tourism Queensland's
key domestic target markets: Connectors, Social Fun-seekers and Active Explorers.
Recognising the older market makes up a sizeable proporiion of the driving holiday
population, and also typically has the greatest disposable income and time avaiiable
for holidays, Tourism Queensiand’s approach is to consider grey nomads as Mature
Connectors, Matura Social Fun-seekers or Mature Active Explorers.

Focusing on the experiences these people are looking for, rather than their age, is
intended to better guide and inform the assessment and develcpment of
infrastructure and facilities for this market, as well as how to market to them most
effectively. Their age group may guide the types of media or various distribution
channels needed to target this group, however Tourism Queensland will continue to
focus on the ‘experience’ in its marketing messages.

Tourism Queensland has developed a domestic consumer segmentation model
which identifies consumers' core motivations for hoiidaying in Australia and the
experiences these travellers are interested in. All markating for Queensland's rural
and regional communities should be conducted in partnership between Fourism
Queensiand, the Regional Tourist Organisations, Local Tourist Organisations and
local governments using these established systems.

There are a number of distribution systems which can be very powerfut for targeting
grey nomads (for example, Visitor Information Centres, consumer and caravan and
camping shows) but the primary consideration in marketing to these travellers must
be understanding their holiday needs and ensuring appropriate holiday experiences
are incorporated into the marketing message. The marketing message and
experiences will help to guide the most suitable distribution channels.
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parks in rural and ragional arsas and assist with marksiing these through its own
information matsriai and cont tributing o cther fcurism media,

Other marksting methods

Other key marketing methods include:
Public Education

An integrated approach to public education would serve to promote the safety
penefits of utilising roadside amenities as well as enhancing the driving experience
for motorists. This approach would primarily be achieved through the co-ordinated
utilisation of a number of different media, including print, tourist display boards,
billboards and radio.

Print

The main document which promotes the location and facilities offered at rest areas
and “driver reviver’ sites throughout Queensiand is the Guide to Queensland Roads.
This is regularly updated and widely distributed throughout the State. Regional
Tourism Organisations also produce tourist publications promoting local aitractions
and businesses that are ideally suited to incorporating information on the iocation
and facilitics offered at rest arsas. These publications may incorperate a “theme”
route approach. Opportunity exisis for DTMR regions to fiaise with local tourism
bodies to include appropriate roadside amenity advice for tourisis in these
publications.

Industry publications such as the RACQ's Road Ahead and DTMR'’s Bown the Track
are also useful publications that can boost motorist and transport industry awareness
of the important role of roadside amenities. Potentially, these articles could be run in
conjunction with, or support, other road safety strategies, such as “Driver Reviver”.

Tourist Display Boards

Tourist display boards located at motorist rest areas or points of interest by local
tourism and /or business groups play an important role in public education for rest
areas. Opportunity exists for DTMR to place appropriate fatigue-related posters and
distribute copies of the Guide to Queensland Roads at these locations.



Billboards

Fatigue awarsness campaigns undertaken oy DTMR gereraily incorscrate piilccard
advertising. DTMR has undertaken io give corsideraiion o incorgoraie rast arsa
massages within these campaigns. DTMR can achievs simitar, or stronger, impacts
through augmenting billboard campaigns and the cargiul siting of acvance WAITING
signs indicating the lccaticn of the next motorist and nheavy vehicle rest area
approximately one kilometre after passing 2 billcoard carrying a fatigue awarsness
message. This aporoach can aleri the motcrist or heavy vehicle croerator 1o the
location of the next rast area while the individual is stil conscious of the fatigue
awareness billboard messags.

Radio

Many regions in Queensland incorporate a “Tourist Radio” channel which promotes
local tourist aitractions and businesses. Ongoing liaison with regional tourism
organisations is needed to include messages that promote the importance of rest
areas in combating fatigue and improving the quality of the driving experience,
regional locations where motorist vehicle rest areas are located.

Technology based opportunities

In the coming years, the mobilisation of more technologically savvy grey nomads and
increase in the technologicai capabilities of RV and other vehicles provides an
opportunity to market drive tourism through technology based applications including
GPS, website and mobile devices. This provides an opportunity to ensure better
currency of information and raise awareness of destinations and the range of
infrastructure and services available.

Arts and Mature Age Tourism

The issues paper notes that arts and culture are important drawcards for grey
nomads, in particular: festivals, arts events, live theatre, museums and exhibitions.
Drawing on this, Arts Queensland suggests that any promotional or marketing
initiatives developed to target grey normads be inclusive of.

o the strong network of arts and cultural organisations and venues in regicnal
Queensland that contribute to meeting the arts and cultural needs of grey
nomads, such as regional gafleries, regional and community museums, public
lbraries, Indigenous Art Centres, and the Northern Australia Regional Performing
Arts Centre theatres

o small and large scale arts and cultural festivals and events that occur across
regional Queensland. Examples of larger scale events include the Caimns
Indigenous Art Fair, the Dreaming Festival, and the biennial Queensland Music
Festival.

Alcohol Restrictions

Any marketing and promotional material developed for advertising Queensland’s
rural and regional communities needs to include information regarding the varicus
aicohol restrictions that exist throughout the state, in particular which roads have a
traveller exemption.



7. How successful have existing programs been in utilising the skills of
grey nomads in rural and regional Quesnsland?

8, What can tha governmeni do to encourage grey nomads fo use their

skills by undertaking work in rural and regional arzas?

S«ill shortaces remain a significant issus for the tourism industry. Access to & skillsd
wiorkfnrce and sfficient tachnclogy is imporant te ensuring lorg-term competiiveness
of Queensland's tcurism industry. It i acknowisdgad tat gray nomacs poiantiaily
cring extensiva gconcmic, sccial and human capital to the cuttack hat addrzsses
skills shortages.

4]

The issue of utitising the skills of grey nomads in rurat and regional Queensland, both
for paid employment and volunteer tourism, is a growing area which deserves greater
focus. Benefits include providing services for regional communities as well as
utilising the skilis of grey nomads.

Within this framework howaver it must be acknowledged that previous research into
the grey nomad's employee profile indicated that around 22% of grey nomads were
willing to undertake paid work for one month or more (on average four months), with
the most popular (41%) timeframe for volunteer work sitting around two to four
days®. The following is a small précis of this research’s other findings:
» the majority of grey nomads were of working age (i.e. 65 years or less)
e 56% of grey nomads surveyed were interested in paid work while travelling
and 51% were interested in voluntary work
s 86% and 67% would modify their travel plans to access paid and voluntary
work respectively

Existing programs

There ars a number of caravan parks and other operators throughout Cutback
Queensland utilising the skills of grey nomads. As an examgie, there are grey
nomads who ars currently working in Cobbald Gorge and Lawn Hill.  While not
always full-time, full paying employment, the work they do pay for their van site and
earns them a little extra cash, and also encourages them to stay longer in the town.

The Barcaldine Regional Council's Grey Nomad Volunteer Program
(hito:f/gravnomadorgiactiimdn com/) is deemed to be successful locally.  This
program is funded through the Queensland Government's Blueprint for the Bush
initiative. The visiting grey nomad volunteers provide community groups with access
to a range of skills not often available within the communities. The program benefits
the community by encouraging the grey nomads to stay longer, meet local people
and become part of the community.

¥ The Queensland Grey Nomad Employee Profile. Tony Charters and Associates. 2006 (in
collaboration with the Campervan and Motorhome Association of Australia. Tourism Queensland and
the Queenstand Department of Education. Training and the Arts)
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The former Depariment ¢f Education, Training and the Arfis also commissioned a
study which profiled the grey nomads as a mcbile workforce, and investigated the
potential opportunities for a range of industries including tourism. The summary
report which is available on Tourism Queensland's website contains insights from
both the grey nomads' and industry perspectives; as well as resulis of a pilot program
which was conducted in Townsville in 2008.%*

The Grey Nomad popuiation may include highly trained nealth professionals whose
skills could be beneficial to the communities they visit. For example, Queensland
Health is currently examining the feasibility of establishing an internal, state-wide
nursing/midwifery locum management service that would provide support to
Queensiand Health's rural and remote facilities.

Other workforce models include the Allied Health Professional Enhancement
Program (AHPEP) which is focused on providing professional development
opportunities in the bush as well as locum programs for doctors, Persons who ara
travelling through Queensland with appropriate skills and registration may be able to
participate in such programs and therefors become a viable workforce alternative.
Queensland Health is continuing to examine innovative workiorce solutions for rural
and remote areas.

Opportunities to pariicipate in paid and volunteer positions in regional and rural areas
should also be made available tc pecple with a disability. Further, the capacity for
people with a disability to contribute in both paid and volunteer positions should be
made clear to potential employers in regional and rural areas. It should be noted
however, that, should grey nomads wish to volunteer or work with funded disability
service providers, they will need to apply for a yellow card, or a blue card if supports
are being provided to children. As volunteers, no application fee is required; however
a $70 fee will apply from 1 July 2010 if paid employment is taken up.

Industry Liaison Officer

Under Skilling Queenslanders for Work initiative, the Department of Employment,
Economic Development and Innovation (DEEDI) fund an Industry Liaison Officer with
QTIC whose role is to promote mature age sirategies in the tourism and retail sectors
across Queensland. This officer has done sgme work in premoting the workforce
utifisation of grey nomads.

 Grey Nomads as a Mobile Workiorce: The Industry Perspective. Tony Charters and Associates, 2007
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The portal is due 0 “go live” shortly,
National Long-term Tourism Strategy

The State Government, through DEEDI is currently working with other Australian
tourism agencies to develop a national tourism accreditation framework to ensure
visitors enjoy consistently high quality tourism experiences and products throughout
Australia. This will help to address the varying standards in tourism producis across
Quesansland and to ensure mature visitors' expectations of quality tourism are met in
Quesnsland.

Through QTIC's representation on the Labour and Skills Waorking Group (which has
peen formed under National Long-Term Tourism Strategy), the State is also engagead
in progressing workforce initiatives that look at addressing recognition and
transferability of skills issues. This has the capacity to improve the engagement of
grey nomads as a viable workforce both nationally and in Queensland.

Campground Host prograrm

The Department of Environment and Resocurce Management (DERM) is locking at
the feasibility of establishing a campground hast program. especially for westerm and
more remote areas of Queensiand. Such a program could peisntially utilise the skills
of grey nomads to provide significant support to the agency and enhance their
tourism experience through longer stays and mere intensive experience with the local
area.

This program could enhance the presentation, upkeep and maintenance of
campgrounds and generaily provide more extensive campground support services
for other tourists. These could be especially valuabie in those large, remote parks
where DERM are unable to provide a regular visible presence due to relatively low
staffing levels.

Park Volunteer program

Most volunteer arrangements are currently undertaken on a casual, ad hoc basis
however a significant opportunity exists to gstablish a more formalised approach
through a structured program that could see grey nomads actively engaged in a true
“volun-tourism” experience. This could include involvement in wildlife conservation,
cultural heritage, rehabilitation, environmental monitoring and asset maintenance
work to name a few.
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Tourism Queensland’s approach to segmenting the domestic tourism market

The domestic tourism market is increasingly competitive as consumers become more
confident, bolstered by more choice and information available. Tourism Queensland
(TQ) and its partners require a sophisticated approach to grasp the competitive edge
and increase the number of Australians visiting Queensiand. Understanding this, TQ
embarked on a segmentation based on consumer psychographics (needs and
wants), as opposed to more traditional demographic segmentation based on age and
income.

Traditional methods of research assume everyone in the same age group or with the
same income act in a similar way. However, it is more productive to understand the
consumers needs and wants, thus maximising the impact of the marketing dollar and
communicating more effectively with the consumer. By understanding the genuine
holiday needs and motivations of our consumers, TQ can customise our
communications to them by offering tailored experiences.

in 2008, TQ conducted research that identified Australians’ ideal holiday needs and
wants, and identified there are six consumer segments in the Australian holiday
marketpiace based on the experiences they are looking for in a domestic holiday.
The six segments include Connectors, Social Fun-seekers, Active Explorers,
Unwinders, Stylish Travellers and Self Discoverers. For detailed information and fact
sheets regarding the six consumer segments, please visit TQ domestic market
segmentation at www.tg.com.au

TQ has identified Connectors and Social Fun-seekers as the primary target markets
for Queensland, accounting for some 58 percent of the Australian holidaying
population. Active Explorers (accounting for 11 percent of Australian domestic
travellers) have also been identified as a secondary, growth opportunity market for
Queensland. These three segments are all positively disposed to holidaying in
Queensland and consider Queensland is able to offer the holiday products and
experiences they desire.

For Connectors, holidays are a chance to connect with the people they care most
about. For Social Fun-seekers, the essence of a holiday is having a fun time. While
they do a lot of different activities, it is sharing the experience with friends and other
holidaymakers which makes the difference. Active Explorers also like to be
challenged and feel alive. For them, holidays are about pushing their boundaries
through physically challenging activity. They enjoy exploring the extremes of the
physical environment and feeling alive.

International target markets

TQ, in conjunction with Tourism Australia, has identified the Global Experience
Seeker as its primary target market. Experience Seekers can be found among all
age groups, income levels and geographic locations. Within this segment there are
commonalities in attitude to travel, personal development and everyday life that exist
across countries. Experience Seekers want authentic, personal experiences, to make
friends and to meet and interact with the locals while on holiday. They wish to
experience something different from their normal day-to-day life and understand and
learn about different lifestyles and cultures. They seek to participate in the lifestyle
and experience rather than simply observe it, and to challenge themselves
physically, emotionally and/or mentally.



Tourism Queensland’s approach to marketing Queensland experiences

Under TQ's global brand strategy, Queensland and its destinations are collectively
promoted under the creative framework of Brand Queensland. The key attributes of
each destination are showcased under the four key themes of Islands & Beaches,
Natural Encounters, Adventure and Queensland Lifestyle (where applicable).

Tourism Queenstand’s appreach to grey nomads

TQ recognises that there is a wide range of reasons people travel and the
experiences they are looking to have. TQ's domestic segmentation model has shown
that it can not be assumed all grey nomads are looking for exactly the same type of
holiday destinations and/or experiences. Further, while ‘driving’ is an important mode
of transport which enables visitors to access Queensland’s experiences, it is not the
key factor determining destination choice. As such, TQ incorporates ‘drive’ into
broader psychographic marketing approaches.

TQ does not consider grey nomads as a distinct target market, but they exist within
each of the identified domestic target segments currently driving our activities. In
TQ'’s view, grey nomad tourists are looking for a range of experiences which are not
dictated by their age, but by what they want to get out of their holiday (both their
physical and emotional needs). Therefore, in line with TQ's global brand strategy
and segmentation models, the grey nomad market is approached from an experience
perspective, rather than a demographic one. Grey nomad tourists can be effectively
targeted through the Queensland themes of adventure, natural encounters,
Queensland lifestyle and islands and beaches.

TQ acknowledges the needs of grey nomad travellers are closely aligned with its key
domestic target markets: Connectors, Social Fun-seekers and Active Explorers.
Recognising the older market makes up a sizeable proportion of the driving holiday
population, and also typically has the greatest disposable income and time available
for holidays. TQ prefers to consider grey nomads as Mature Connectors, Mature
Social Fun-seekers or Mature Active Explorers.

Focusing on the experiences these people are looking for, rather than their age, will
better guide and inform the assessment and development of infrastructure and
facilities for this market, as well as how to market to them most effectively. Their age
group may guide the types of media or various distribution channels necessary to
target this group, however TQ focuses on the ‘experience’ in its marketing messages.
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