Sea to Summit market research !!
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is there a market for a walking experience in East
Gippsland?
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2 what walking product is the market interested in?
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3 the ideal 4 day walk 1 day cycle
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interest in the three core nature experiences that emerged from the

discovery stage

% take up

Segment

Total sample (n=2012)
Busy nature seekers (n=422)
Limited nature seekers (n=685)

(n=905)
Busy imminents (n=382)

Limited imminents (n=349)

10 day S2S walk

" 102%
C___ D 63%
C O 107%
C___ DO 124%

4 day walk and
1 day cycle

O 401%
C 165%
@ ) 4632%
@@ O 44.7%

Adventure and nature
based camping hub

D 23%
@ ) 298%
C___ D 21.4%

@ O 234%
@& O 302%

None of these offers

are appealing

D

@ O 33.1%
C_ ) 31%
@ D 20.0%
) 55.8%
C__ D 27%
O 126
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key drivers for a multi day nature experience

B Total MInactive  MLimited Busy
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Distance walked Walking effort ~ Value Adds Length of ~ Walk exclusivity ~ Aboriginal Interpretation  Cost the walk Communal Hut hosted or Accommodation Getting to start  Pack weight Number of
Experience experiences & (per person/ per facilities at huts not of walk and at people in each
associated costs night) end from Orbost room

Among considerers of a multi-day nature experience, including a walk and cycle or 4WD trip, the most important factors were practical, such as the distance walked

per day, how strenuous that walk will be, and then the length of the overall experience. In addition to this, value-adds to make the walk an experience were

particularly important, especially so for the Inactive segment. Again, the cost of the trip and accommodation stayed in did not influence the decision to walk as much.

Q. If this experience were available in East Gippsland, would you take it in the next 12 months?
Base: Total (n=605)
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how can appeal of the walk be enhanced? (1)

multi-day nature experience...

Distance walked %
12.5 km/ 5 hours walking a day base case
10 km/ 4 hours walking a day -27.7
9.3
17.5 km/ 7 hours walking a day
9.6
4.9
20 km/ 8 hours walking a day
7010.2
6.8
15 km/ 6 hours walking a day
2.3
Length of Experience %
4 day walk and 1 day cycle/MTB ride base case
(or 4WD experience for last day)
5-day walking experience 4 nights 29
7.4
3 day walk and 1 day cycle/MTB ride 6.6
(or 4WD experience for last day)
11.7

Walking effort %

High fitness levels needed

Above average fitness levels
needed

Comfortable walk for most ages
and fitness levels

base case

10.4
9.1
Basic level of walking fitness
required
15.1
Walk exclusivity %

The walk has lots of day walkers
present as well as the trail
walkers all along the trail

Only booked walkers will be
present (30 per day) - It's
exclusive

The walk has lots of day walkers
present but only on the first and
last day of the trail

base case

-5.9

M nactive

Value Adds %

B Total Busy [ Limited

-40.2

No Value-Adds services available

Fresh food from local produce with
wine/beverages ($50)

Food hampers with local food fruit
and drinks available at huts ($35)

Fresh coffee and snacks at huts

($15)

Pack taken from hut to hut ($15)

Aboriginal experiences & associated costs 9

Signage, maps and lookouts that pointout _22 4
historical & cultural points of interest

App that identifies and tells you about the
area while you walk

Experience from hut on country with local
Aboriginal person explaining culture ($75)

Fully immersive session with local
Aboriginal explaining culture, bush
medicine and sampling bush tucker ($150)

-21.3

NB: The base case represents the base level scenario. This is needed for the analysis to determine likely engagement if we modify one of the settings within each factor/attribute.

This slide shows the setting within each factor that has the most influence.

Base: Total n=605 (Busy n=361, Limited n=190, Inactive n=54)



how can appeal of the walk be enhanced? (2)

multi-day nature experience...

Interpretation

None2 3.9
...signage and booklet ($5)-21.8

...signage and app ($5)

...signage and booklet and
guide lectures ($25)

In situ and... signage (Free)

Accommodation

Camping in a tent you carry_‘%g'

Basic hut/ shared amenities
no mattresses

Boutique designed hut swith
mattress amenities

Pod with shared amenities
Pod with its ownamenities

Luxury wilderness cottage

%

Cost the walk (per person/ per o
night)

$750, $3,000 in total
$500, $2,000 in total
$200, $800 in total
$75, $300 in total
Free

Getting to start of walk and at_
end from Orbost

(o)

Find your own way there and _4 3
back to your car

Helicopter drops off for $250 pp
and picked up by 4WD at end

Helicopter drops off for $200 pp
and picked up by 4WD at end

Helicopter drops off for $150 pp
and picked up by 4WD at end

4WD drops off and picks up for
$100 pp atend

4WD drops off and picks up for
$75 pp atend

Communal facilities at huts

-2.

Basic cooking ~

-3.

Cooking, heated communal area
facilities

Cooking, heated communal area,
and basic facilities to wash at
some huts

Cooking, heated communal area,
and basic facilities to shower at
some huts library

Cooking, showering facilities and

heated communal areas, library
and wine and craft beer cellar

5kg (day pack)

10kg (Light pack)

12.5kg (Moderate pack)

15kg (Heavy pack)

7

base case

base case

%

%

B Total

Busy M Limited [ Inactive

Hut hosted or not %

No guide on walk at all ENGET{=Net=l{=}

Guide greets walkers at the start to
introduce the experience

Guides meet you at select points along
the walk to explain the natural
environment

Guide resides at each hut, often
provides evening environmental
briefings

Guide resides at each hut, often

accompanies walkers on part of the

walk and provides a commentary on

points of interest

Beds for 16 in each room

Beds for 8 in each room

Beds for 6 in each room

Beds for 4 in each room

Beds for 2 in each room

NB: The base case represents the base level scenario. This is needed for the analysis to determine likely engagement if we modify one of the settings within each factor/attribute.
This slide shows the setting within each factor that has the most influence.
Base: Total n=605 (Busy n=361, Limited n=190, Inactive n=54)



Sydney, Australia
Suite 302, 410 Elizabeth Street
Surry Hills NSW 2010

e: enquiries@instinctandreason.com
p: +61(0)2 9283 2233

Canberra, Australia

103/11 Trevillian Quay

Kingston Act 2604

e: enquiries@instinctandreason.com
p: +612 6231 0350

Darwin, Australia

Level 16, Charles Darwin Centre

19 Smith Street Mall

Darwin NT 0800

e: enquiries@instinctandreason.com
p: +61(0)8 8963 5633

London, UK

No. 7 Ridgmount Street, suite 1,
London, WC1 E7AE,

United Kingdom

e: international@instinctandreason.com
p: +44 (0)2 03 355 4454

Kelowna, Canada
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p: +61(0)2 9283 2233



