Celebrating our first year

16th August 2016
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OPLNING- COMMENTS

Trent Bartlett, Chair
MRBTA
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Governance — Transitional Board
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Strategy

The Vision of the MRBTA as defined by the Board

By 2020, the MRBTA will be regarded as Australia’s leading Destination Tourism
Association, inspiring the world to explore The Margaret River Region.

4

The Purpose of the MRBTA as defined by the Board

The purpose of the MRBTA is to attract visitors to the region and preserve our natural
assets for the benefit of its members who seek increased visitation and spend
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Approach to Strategy

Brand
Strategy

Framework
for attracting
and servicing

visitors

Membership YOT

Marketing Retail
Strategy Strategy

Strategy Strategy

Nature & Arts &

Adventure Welling pr:xg:;ﬂ
B Hi B i

Plan Plan

Wine & Foo:
D, R

; Plan 7 Plan

Trails Aboriginal

Attracting & Servicing Visitors

Visitor Attractions: Airport
Centre § ___.. Development Operations
Strategy Strategy I t

Attractions
Development
Plans

STRATEGIC
ROAD MAP

2020

Food & Aboriginal Attractions
Beverage Tourism Marketing
Plan Product Plan

Operating Tourism Product

tractions:

Management &
Conservation
Strategy

Maintenance
Conservation,
Plan

Corporate
& Admin

i, Accounting,
Communications, HR,
Legal, Governance.
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Approach to Partnerships
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Grant Applications
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$1.5 Million received
for Lighthouses
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MARGARE
Longer Term — BMRR Airport i
3 days of Operation per
week (Tuesday,
Wednesday, Thursday)

.

10 scheduled services
per week

T

532 flights handled

27 876 passengers flew

F NN TARDIDFTFEYEFLIARETYTREPRETES



Flight plan is a sevenfold i
passenger rise and freight

A Cathay Pacific Boeing 747 freighter, right, at the
terminal of Wellcamp Airport, which will be close to the
future bypass tollway

Source: The Australian, 11t April 2016

2
z
-
%
o
?
:
%
5
g
’
£

B 24 A L4 Ul

ER VR TR EPETESE T Yars



HHHHHHHHHH
IIIIIIIIIII

DDDDDDDDDD

Regional umbrella brands as a means to
generate synergies between tourism and the

export of agricultural products

Prof. Dr. Harald Pechlaner
Mag. Michael Volgger
AProf. Christof Pforr

Margaret River (WA), February 2016



Pip Close — CEO
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1,130,000 Sessions

115%

715,000 Users
112%

3.2 Million Pageviews

13%

86,000 Blog page views (new)
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PR & Social Media - Key Initiatives

f

35,000 Likes

114%

8,600 Followers

134%
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20,500 Followers
1200%

25,500 Website visits
from Social media

1200%

AUSTRALIAN

TRAVELLER

IIIIIIIIIIII TRALIAN

“Must-Visit Food Region”

delicious.

“Outstanding Region in Australia”
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Margaret River Mobile App

12:14 PM Carrier ¥ 12:14 PM

Discover Discover

O -
CAVES “

Stunning cave experiences
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USA TRADE FAMILFEEDBACK FROM WINE AUSTRALIA

Q5 Which region(s) or itinerary segments
impressed you the most throughout the
trip?

Answered: 7 Skipped: 1

McLaren Vale,
South Australia

Adelaide
Hills, South...

Barossa, South
Australia

Margaret
River, Victoria

Centralised
tastings -...

AWRI vist -
Adelaide

Please
indicate...

0% 10% 20% 30% 40% 50% B60% 70% 80% 90% 100%
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SOME OF THE COMMENTS
HAVE INCLUDLED:

Margaret River
was just eye
opening...

dd

13

Margaret River
excellent from the

seminars to the non-
wine events and
amazing food.

39
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How unique Margaret
River is and the quality of
wines there.

Outstanding
balance of wine &

non-wine events,
particularly in W.A.

The opportunity to sell
Australian cab in the US.
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Survey Results




Staff Satisfaction

76 responses

How likely is it that you would recommend

MRBTA as a place to work to a friend or colleague
86% responded positively

y

How likely is it that you would recommend MRBTA's
products/services (e.g. Visitor Servicing, Attractions)?

On a scale of 1 to 5, how satisfied are you with your role?
97% satisfied or completely satisfied
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Results




Member Survey

* 209 responses

« How likely is it that you would recommend

MRBTA to a friend or colleague
80% responded positively

« Most feel we are doing a great job

 Some feel disconnected because of our size & would
like to more ‘town specific’ promotion
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tripadvisor

Visitor Centre: An overall average rating of
4.31 out of 5 was achieved

4

Attractions: An overall satisfaction rating of
4.48 out of 5 was achieved
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R ) HOLIDAY HOME RETAILERS &
il OPERATOR PACKAGE SHORT-TERM RENTAL ESSENTIAL SERVICE
PACKAGE PACEKAGE
8470 inc ast $270 inc ast f;
The principal package for businesses Designe ”mmm
looking to benefit from a broad rangs ~accommodation properties without ~such as retailers and service providers
servicing activities P s nix

NON-REGIONAL AFFILIATED BUSINESS
TOURISM OPERATOR & ORGANISATIONS
PACKAGE PACKAGE

e
$2( 0 incesT $170 INC GST
Designed for organisations who Designed for businesses that have two
understand the value of lourism and or more product/services to promote
wish to do business or link with at the same venue, e.g. winery with
tourism operators and the MRBTA restaurant. Includes additional web page,
member community ' App presence and enhanced map lsting
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MARGARET | __
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Attractions Visitor Origins 2016 e
ORIG_WAREGIDNAL_..t.:_:_ilfI‘}CGHINA_""'--...___F)RIGlN ;2?;:::;?”5_ % _(i;,RMANY _ 0% —ORlGEgLND‘A ‘ORIG_T;LAYSIA ::‘;
6% % ._.:-.-:'_'_':'_7_0_[_{.|_(_3_‘|z;01\]ES-I-A o~
ORI?_USA \ ORIG_vIC G -MRRLOCAL {
° () . pw ________3_.“.‘.6------""""_ORIGQ%NSW ’
« WA Regional 6% . —
° o ORIG_SISN‘}:IEAPORE . 1% s
* Singapore 5% -
Queensland 3% R :
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China 1%
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Visitation

560000

540000

520000

500000

480000

460000

2011

2012 2013 2014

Visitor Centre Visitation

2015

2016

400000

350000

300000

250000

200000

2011 2012 2013 2014 2015 2016

Attraction Visitation
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Our Income Streams

$400,000

$350,000

$300,000

$250,000

$200,000

$5,500,000

$4,750,000

$4,000,000

$3,250,000

$2,500,000

Revenue from Membership

2009 2010 2011 2012 2013 2014 2015 2016

Attraction Ticket Sales

2008 2009 2010 2011 2012 2013 2014 2015 2016

$160,000

$130,000

$100,000

$70,000

$40,000

$1,500,000

$1,300,000

$1,100,000

$900,000

Member Advertising (in VC)

2011 2012 2013 2014 2015 2016

Retail Sales

2009 2010 2011 2012 2013 2014 2015 2016







AUSTRALIA'S SOUTH WEST
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Margaret River Wine Story
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MARGARET RIVER

firstclass

IN A GLASS

TEXT GOES HERE + TEXT GOES HERE » TEXT -

EXT GOES HERE -

MARGARET RIVER

first

IN A GLASS

THIS IS YOUR OPPORTUNITY.....
TEXT GOES HERE - TEXT GOES HERE - TEXT -
TEXT GOES HERE - TEXT GOES HERE -
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Margaret River
is first class
in a glass.
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Visitor Servicing Grant — Stage 2

Spent on:
Renovations at MRVC (stage one)
BVC fit out (railway house)
4 X 55’inch multi touch screens AVC DVC
AVC 1X VR / Head mounted display platform
Digital Content and platform development

Completed by June 2017
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New Busselton Visitor Centre

- SPACE|LIGHT |O

design drafting project ma
042;

evan@spacelightord
www spacelightorc

retail office:

I
1

|
|
|
|
|
i
retail dispateh L
server I\ L—i‘
H

[WC layout shewn
provisional only

=

seating

Margaret River Visitor Centre floor plan
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Virtual Reality
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Web Chat - Visitor Servicing

Talk to your customers
- with live chat
—
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Cape Leeuwin Cottage 1 Design




MAMMOTH CAVE
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Coming soon

New tourism product
Viewing platform
Café :
New interpretive centre

o —
.

New children’s playground -

o







The Margaret River
Busselton Tourism
Association would like to
thank and congratulate
all local businesses and
members of the community
who have contributed to
a phenomenal year in
tourism for the region.

With special thanks {0 all the MRBTA

membe: d our partners, who include

Australia’s S
pment Commission, Tourism

outh West, South West

Develo]
Council WA and Tourism WA.

~_

Coming soon!

New-look Busselton and Margare
visitor servicing | A brand

t River Visitor Centres | Virtual reality
new Aboriginal cultural tour & much, muc

international visitation

Since the
formation of

the MRBTA,
Australia’s largest
Local Tourism
Organisation

‘ visitors

ed at the Busselton. Dunshorough.
ret River and Augusta Visitor Centres

h more!

Increase in

+32%

Increase in
interstate visitation

+20%

Increase in
intrastate visitation Ca

Worth of media coverage
generated for the region

yge
$ 5. 3 million
Worth of tour and accommodation
bookings generated via MRBTA

Local Tourism Associ
Visit corporate.marga.

with the latest developments a

your business can sign up to become a me

@

Launch of Chinese Your Margart

sessions at margaretriver.comt

ot River Region App

32 million

velo] visimrexperience'

Lake, Mammoth and

“Must-Visit Food Region”
Australian Traveller
«Qutstanding Region

in Australia”
delicious. magazine

In funding
Visitor Cen

Get involved with your
ation this financial year.

retriver.com to stay up to date
nd to find out how
mber.
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2015/2016 Financial Results

GBTA & AMRTA

Combined
2015
Actual
Income $8,237
Cost of Sales $650
Expenditure 37,206
Operating Surplus $380

Before Depreciation

Operating surplus is reinvested into

improvements in the organisation
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New MRBTA
Consolidated
2016

$8,403

$662

$7,255

$486

-
2% ~a
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MRBTA Financials ks

$’000

Cash at Bank $ 1,000 Does not include: Grant funding - $1,452K

Cape Naturaliste Lighthouse & Cultural Centre Improvements
MRVC Improvements
Ngilgi Lighting
CAPEX $ 1 Computer Hardware & Software
EXpenditure 93 P}ant and Equipment across sites
Signage
Website and App Development

Attraction Ticket Sales Income was up on budget for the year
Net Cash SllI'plLlS $ 148 which allowed us to be ahead on the bottom line

Membership # at end of year - 780
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2016 MRBTA Income

Funding

Retail
16%

Leases

: 1%
Membership

3%

Airport
5%

Commissions
6%

Admissions
65%
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2016 MRBTA Expenses

Marketing

o,
15% Visitor Servicing

25%

Airport
4%

Attractions
42%
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Board Elections

T Busseltd

2016 Annual Gene
M Ito

Voting Authorisation Form

(10) nominations have been received for the four (4) vacancies on the MRBTA Board
of Directors.

« This form, which must be completed and signed, is your authority to vote.

e note, only 2015 16 Financial Member are entitled to vote.

he person voting should be the nominated representative of the Business as per your
membership renewal form.

Signed Voting Authorisation Forms, and Completed Postal Ballots can be received by fax,
email, mail or in person and should be addressed to the Public Officer

Fax 9757 3287

S : secretarv@margaretriv m

Mail/In Person: 100 Bussell Highway, Margaret River WA 6285

Votes must be received by 4.30pm on Tuesday 16" of August, 2016.
Ballots will not be accepted at the AGM.

Results will be counted and verified by an Auditor, with the result announced at the AGM.

Business Name,

Name of Person Voting

Signature

Date
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