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Situated on Queensland’s Sunshine Coast, Noosa is a holiday destination associated
with style and sophistication, world class restaurants and events, stunning beaches
and a spectacular national park, all aspects that are reflected in the marketing
strategies implemented by Tourism Noosa. The role of Tourism Noosa extends
beyond marketing, however, to the broader consideration of destination
management. In partnership with Noosa Council, the tourism industry and the local
community, Tourism Noosa’s activities and programs are designed to support and
enhance the region’s efforts towards independent economic, social and
environmental sustainability. Initiatives such as an off-season marketing campaign,
sustainable tourism indicators project and product development ‘clusters’ are just
some of the ways that Tourism Noosa aims to influence, manage and measure the
impacts of tourism growth in the region.

The three questions to be examined with respect to tourism in Noosa are:

1. What has shaped the destination?
2. How do we keep things on the right track?
3. How do we get the balance right?

What has shaped Noosa?

Noosa is really a collection of villages on the Queensland coast just north of the
Sunshine Coast. There is a large area of National Park, but the chief tourism
resources are its beaches, surf culture, wetlands, agriculture (providing local foods),
restaurants and a calendar of events. The tourism association is based in Tewantin,
and comprises 4 full-time and 4 part-time staff, plus a number of volunteers. It is
funded by a tourism levy on businesses, administered by a Council Board, and a
commission on bookings. 80 percent of the budget is directed to marketing.

Noosa has no high rise buildings, parking metres, or traffic lights. It does have multi-
storey car parks and multi-lane roads. Population, at present 54,000, has been
capped at 61,000. The chief industries are logging, agriculture and tourism, with high
dependence on the Brisbane market. A major emerging problem is the impact of
holiday homes on strata title developments.

Keeping things on the right track — managing

A crisis management issue arose with an unusual infestation of Hinksia Sordida, an
algae weed which moves along the coast, causing fouling and discolouration of the
beaches, and creating a lot of unhappy visitors. The Association response was to use
the media to openly acknowledge the problem and to advertise unaffected
alternatives, such as Sunshine Beach. A manual was developed with media releases
and an Incident Management Team (IMT) set up.



Maintaining a balance

The Sustainable Tourism Plan is designed to operate from 2006 to 2015, and
involves workshops in market planning and cooperation between industry and the
community.. Monitoring involves the use of indicators relating to visitor expenditure,
occupancy rates; the perception of safety; level of volunteer participation: naturalness
in the environment and culture change.

The goals of our marketing are to build awareness of the Noosa brand, increase
visitor yield, promote diversity of attractions, and enhance visitor experiences. Efforts
are being directed to lifting visitor numbers during the traditional low season, primarily
through an umbrella campaign to promote events. An example is the Noosa
Mayfiesta, involving a fully subscribed cooperative marketing campaign promoted by
67% of the Association members. The event generated media exposure worth
$800,000. It contributed to increased patronage in some accommodation and tour
operations during the month of May, a higher level of support for such events among
Noosa businesses, a 25% rise in bookings and a 3% rise in international interest,
especially from New Zealand.

Year 2 of the campaign will focus on industry and community support. We will
continue to build on the brand and develop the message. The beach will remain the
‘hook’ but diversity will be promoted. The distinctiveness of Noosa will be defended
and community pride will be harvested. Opportunities for cooperative relationships
will be further identified.

In summary, sound destination management involves:

" bringing industry along;

n being honest;

" building Council support for tourism;

" being considerate of the community;

" avoiding putting all your eggs in one basket;

" being prepared for any situation; and

" remembering that building is easier than rebuilding.

* As Marketing Manager for Tourism Noosa, Louise has the good fortune of not only
living in a beautiful place, but also contributing to the continued development and
management of a vibrant, focused and responsible tourism industry. With a role that
covers domestic and international marketing, product development and everything in
between, Louise is also a keen patrticipant in the ‘early sea-change’ movement,
having relocated to Noosa from Melbourne after ten years with Tourism Victoria.



Box 5: Action Agenda
The value of a coastal location

The enjoyment of coastal and marine environments is a major component of many
travel experiences, and destinations possessing these have a clear advantage when
it comes to promotion. This advantage is demonstrated in the distribution of tourist
destination regions, in the part played by coastal resorts in the evolution of tourism,
and in the continuing popularity of seaside locations for tourist and residential
development.

Coastal locations differ in climatic and seasonal characteristics and in their physical
and biotic elements. Topographic features include beaches, bays, estuaries, fiords,
cliffs, blowholes, wetlands, lagoons, sand dunes, reefs and islands, and these differ
in scale from very large to very small. There may be physical evidence of a rich
heritage in traditional industries such as fishing, whaling and pearling, or association
with shipwrecks. Purpose-built features include resort developments, caravan parks,
campgrounds, marinas, aquariums and viewing platforms. Some areas may be set
aside for conservation purposes or as animal sanctuaries.

Many coastal locations provide access to onshore, inshore and open water settings
for a broad range of activities, passive and participant, such as photography, beach
volleyball, sunbathing, swimming, surfing, snorkeling, diving, fishing, sailing,
underwater observation and motorised water sports. Visitors seeking adventure can
indulge in caving, abseiling and rock climbing. There are resources for educational
tourism in the natural environment. A number of destinations have become
associated with events such as regattas and endurance competitions. Many of these
activities can be conducted at low cost.

The appeal of coastal locations can be largely explained by qualities such as
uniqueness, scenic attractiveness, the availability of activity opportunities listed
above and, perhaps, the instinctive attachment to the ocean thought to link us to our
evolutionary origin. However, marketers of all destinations must take into account the
personal preferences of particular market segments. In this they may be assisted by
the well-known explanatory models provided by Plog1 and Maslow2.

According to Plog’s model, in their choice of holiday destination, some visitors (the
more psychocentric) will be drawn by the safety, comfort and familiarity of certain
settings and activities, while the more adventurous (or allocentric) will seek
excitement and challenge. Maslow’s model suggests that visitors will, consciously or
subconsciously, seek to satisfy various needs identified as physiological, security,
social, status and self-actualisation.

Destination promotion thus involves matching activities available with the potential
visitor type and the needs to be met. For example, allocentric visitors with concerns
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about status may seek high-standard accommodation and guided sightseeing. A
family (parents and children) concerned with safety and seeking to meet only the
basic requirements of food, shelter and opportunities to socialise may be attracted by
a holiday experience involving a caravan park close to a wide, sandy beach with
calm water, protection from sharks and stingers and a lifeguard presence. Young
adults will also seek to socialize, perhaps in undertaking status-boosting activities,
such as scuba diving or water-skiing, involving a degree of physical challenge. The
need for self-actualisation may be met by the more testing challenges of an Iron
Man/Woman competition.

However, there are responsibilities attached to destination management. Coastal,
island and marine environments are particularly fragile, with ecosystems and habitats
vulnerable to damaging impacts, and particularly difficult to regenerate. Physical
damage includes land clearance for developments, and erosion caused by walking,
driving, anchoring and souveniring (eg, coral and shell collecting). Pollution stems
from run-off, sewage, litter, boat discharges, vehicle exhausts and introduction of
exotic species. The aesthetic quality of the location may be diminished by
inappropriate development. In some locations (eg, Fraser Island) visitor interaction
with native animals causes problems for both. Impacts on the local community may
include exclusion from formerly available recreation areas and changes in their
cultural traditions. Even the visitor experience may be adversely affected by
overexploitation of particular sites, crowding or juxtaposition of conflicting activities.

Environmental damage is insidious, occurring incrementally, and it is often not
detected until the cumulative effects are considerable and impossible or very
expensive to ameliorate. There is obviously great value in a proactive approach to
environmental protection. In general this involves research, careful planning and the
imposition of development guidelines and controls, with rigorous impact assessment
procedures.

The Recreational Opportunity Spectrum (ROS)3 offers a model for identification of
settings suitable for recreational activities such as those listed above, and for the
maintenance or improvement of these. The Limits to Acceptable Change (LAC)
approach uses sensitive indicators to provide a warning that carrying capacities
(physical, social or experiential) are being exceeded. Other protective measures may
involve regulated use (establishment of zoning, parks and reserves), access
restrictions, the ‘honeypot’ approach (concentration of visitation in a few, carefully
selected spots) and visitor redirection. There may be a need for site hardening and
construction of waste disposal systems, walkways and lookouts. Damage to fragile
habitats is avoided by the use of visitor information centres as alternatives to site
inspection, and these also serve to educate visitors on the need for protection.

The popularity of coastal locations among leisure travelers provides an opportunity
for destination managers to adopt and implement the elements of ecotourism with
respect to protection of cultural and environmental environments and traveller
education.
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