HOW GEOTOURISM AND INNOVATION CAN DELIVER SOCIO-
ECONOMIC IMPACT FOR OUR TOWNS AND OUR REGION.
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Geotourism — ‘Place based and Holistic’

» Geotourism is not 'geological tourism - Geotourism is rather ‘place based’
» Comprises the following features of both natural and cultural heritage:

» Abiotic — non-living aspects such as the sky, climate & geology, landscape and
landforms: celebrating GEODIVERSITY.

» Biotic - the living parts e.g., flora (plants) and fauna (animals): celebrating
BIODIVERSITY.

» Cultural - past & present, both Aboriginal and post European settlement (incl. mining),
non-living and built: celebrating HUMAN DIVERSITY.

» Holistic in scope, geotourism is booming globally and a key driver for tourism, particularly
in Europe and Asia.




Geotourism — ‘Experiential
Tourism’

Sightseeing,
‘Scenic Areas'

» Ecotourism is practised predominantly
in protected areas such as national
parks whereas geotourism is
undertaken also in all areas where
primary industry activities are being
carried out.

Wildlife
tourism

Astro-
tourism

» Geotourism is increasingly seen
globally as an instrument of regional
economic development.

Agritourism

Aboriginal
Tourism




National
Geotourism
Strategic Goals

1. Consideration of new digital technologies e.g., 3D visualisation,
AR & VR etc (‘cutting edge’ work).

2. To define an approval pathway for major geotourism
projects.

3. To establish a framework for creating high quality,
sustainable geotrails.

4. To establish a national listing for geoheritage sites suitable for
geotourism.

5. To develop geotourism in regional mining communities with
potential geoheritage and cultural heritage sites.

6. To strengthen Australia's international geoscience standing
through geotourism excellence.

7. To develop and enhance geoscience interpretation and
communication skills for natural and cultural heritage
professionals engaged in geotourism.
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» 41 of the 177 UNESCO Global Geoparks located in China

» Top 10 Core markets include China (41), UK (8), NZ (one to be nominated), I

Japan (9), HK (1), Taiwan (9 not UNESCO), plus Indonesia (6), Germany (7) and
Malaysia (1), noting that whilst the USA does not have any UNESCO Global
geoparks, geotourism is well understood and promoted by the National

MAP - DISTRIBUTION OF
Geographic Society CHINESE GEOPARKS
https:/ /www.nationalgeographic.com/maps/article /about-geotourism

WITH GLOBAL STATUS

» Emerging Markets 1: Canada (4), France (7), Vietnam (3)

» Emerging Markets 2: Brazil (3), Italy (11), Thailand (1), Scandanavia (9)
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Global Geoparks Located in NSW Core
and Emerging International Markets

» Top 10 Core markets include: » Emerging Markets 1: Canada (4), France (7),
China (41), Vietnam (3)

UK (8),

NZ (one to be nominated), Japan (9), » Emerging Markets 2: Brazil (3), Italy (11),

HK (1), Thailand (1), Scandanavia (9)

Taiwan (9 not UNESCO),

Indonesia (6),

Germany (7)

Malaysia (1

VV V VYV VY

Noting that whilst the USA does not have any UNESCO Global geoparks, geotourism is well
understood and promoted by the National Geographic Society




National
Geotourism
Strategy

Working Group 2

»Defining an approval pathway for major
geotourism projects.

»Three Pilot GeoRegion Projects:

* Ku-ring-gai, Sydney, NSW.
s Murchison, Mid West, WA.
% Glen Innes Highlands, NSW.



Geotourism
Delivery
Mechanisms
within
‘GeoRegions’
(An Australian
Construct)

> « b

Geosites & Mining Heritage Sites.
Geotrails & Geotales
Geological Time Walks/Tours/ Touring Routes.

Geoparks - both national and UNESCO global.



Who is a Global Geotourist?

A mix of independent travellers, people who travel in organised groups of a scientific, educational or recreational nature, and individuals or
families who are interested in an ecotourism experience as part of a varied holiday. They are generally well educated, professional or semi-
professional and seeking to have the natural environment interpreted for them.
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20-30’s
Largest age cohort
An emerging demographic ( ) Wide variety of )
To obtain intellectual
Keen interest in nature-based stimulation cultural/art events and
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for ‘soft adventure’ - < - <
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Discretionary income/more purchasing power
Enjoy a comfortable existence
High Yield Niche/Longer trips

Enjoy and use technology and are keen to keep up to date
with the latest digital technology developments. J




» Holistic Aboriginal
Culture

* Celtic culture
arising from
European
settlement.

* Extensive mining
heritage.

e Other primary
industry and
historic cultural
elements.

e Link through
geotrails, mining
heritage into
established tourism
infrastructure and
product offerings

* Cross promote
mineral and fossil
museums to
existing popular
museums

» ‘defacto’ UNESCO
Global Geopark.

Benefits of Geotourism

e Additional visitors,
direct and regional
economic output

* Centralised product
development, travel
and hospitality
services, tourism
promotion/branding

 Community
engagement is
maximised and
measured

* New domestic
employment and
consulting

* Management roles
in potential mining
parks and geoparks

* Flow-on
employment in tour
operations and
townships

* By celebrating the
geological heritage

* Enhances
awareness and
understanding of
key issues facing
society.

* Local people a sense
of pride and
strengthens their
identification




A Process of Collaboration — five years to approved nomination

The process starts with a local focus and a regional mindset. The product development to lead to the definition of a GeoRegion will
require local and regional collaboration and dedication of resource, budget and strategic alignment. As the process continues, the
proposition for the UNESCO nomination builds and evolves. Various industry and government levels of approval is required before
the final decision by the Executive Board of UNESCO approves the nomination.

LOCAL FOCUS REGIONAL FOCUS STATE FOCUS NATIONAL FOCUS INTERNATIONAL FOCUS

<
<

»

Present & Socialise the Geotrail Product Development GeoRegion Self-Assessment
Strategy & Marketing and Application Lodgement

Discuss the strategy with NENW
Council’s to determine participation
and collaboration across the proposed

' Adapt existing product and develop

:
GeoRegion and set up the Project :

:

|

|

|

new product and market to domestic
and international audiences.

Phase 1 - GeoRegion approval through
the Geological Survey.

|
:
. Phase 2 - National Geopark Committee
|
Group. | approval . .
. Phase 3 - Department of Premier/Chief
|
|

Minister and Cabinet approval

Adapt existing product and develop new
product and market to domestic and
international audiences.

Build relationships and immerse into
the industry.

Connect with industry, O Geotrail Product Development O Executive Board of UNESCO
markets and stakeholders & Marketing approves Nomination.
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We have what
it takes!

NENW has the natural and
cultural assets to leverage
geotourism as a holistic framework
for regional economic development
and social prosperity.

The region is rich in product
across the 10 categories that
contribute to the journey to be
nominated as an Aspiring
UNESCO Geopark.
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1. Touring Routes

Fossickers Way — which links the main fossicking locations and historic mining areas within the NE-
NW region. Although the route still has a website and is promoted by DNSW, the marketing group
has ‘folded’.

Thunderbolts Way - connecting Gloucester and Inverell via Walcha and Uralla. It promotes the
different landscapes — above and below the escarpment.

Waterfall Way - links the New England Highway at Armidale to the Pacific Highway near Coffs
Harbour and features 11 waterfalls along the route, plus the Dorrigo, New England, Cathedral Rock
and Oxley Wild Rivers National Parks.

World Heritage Way — eastern section of the Gwydir Highway between Grafton and Glen Innes. It
features the World Heritage Listed Washpool and Gibraltar Range National Parks. The route is
currently not marketed.

Nature’s Way (State Touring Route 3) — Links Narrabri and Inverell via Bingara, with the route
continuing west to the Pilliga bore baths and then south though the Pilliga Forest to the
Warrumbungle National Park. Attractions along this route include Sawn Rocks, Rocky Creek Glacial
Area, Gwydir and Horton Rivers, Three Creeks Gold Mine at Bingara and Copeton Dam.

Kamilaroi Highway — promoted as the ‘Great Divide to the Great Outback’ the route follows the
Namoi — Barwon — Darling River from Willow Tree on the New England Highway through to Bourke in
outback NSW.

Newell Highway - interstate touring route linking Melbourne through to Goondiwindi via central
NSW




2. Bioregions

The NENW region extends across five NSW
bioregions:

1. North Coast — along the escarpment edge of the
NE-NW region.

2. New England - the High-Country Plateau

3. Nandewar - the western slopes of the plateau
and the Nandewar Range (Mt Kaputar)

4. Brigalow Belt South — the western slopes of the
Nandewar Range

5. Darling Riverine Plains — the north-east corner
of the Darling Riverine Plains.

Most of Glen Innes Severn LGA is located within
the New England Bioregion, with the eastern edge
of the LGA extending into the North Coast
Bioregion.




3. Geology

The geology of the NENW region is complex and encapsulates the geological history of the breakup of the Gondwana continent and the
formation of the east coast of Australia. The basement rocks of the region comprise ancient sedimentary beds that were laid down
during the Ordovician period (485-443mya). During the Silurian and Devonian periods (440-360mya) the rocks were folded and
faulted by a series of mountain building tectonic events, large bodies of granite were emplaced, metamorphosing the surrounding
rocks, and lava and ash were deposited.

Tectonic movements approximately 250mya resulted in more volcanic activity and granite intrusions with surrounding rocks become
metamorphosed. Around 130mya, Gondwana started to break-up , with this resulting in a dome shaped plateau along the east coast
of Australia. Stretching of the crust, subduction of the tectonic plate along the eastern edge of Australia and the eruption of volcanoes
formed the basis of the landscape of the NENW region today. The Great Escarpment marks the eastern edge of the region. The
escarpment was formed around 80-100mya by uplift and warping during the break-up of Gondwana. The escarpment area is
dominated by Permian-aged volcanic rocks in the north and sedimentary rocks (sandstones) in the central part of the region, with
older Silurian and Devonian aged sedimentary rocks exposed in the south-east corner. The older Silurian and Devonian sedimentary
rocks extend in a south-east — north-west aligned band (from Nundle though Tamworth, Barraba, Bingara to the Gwydir Highway west
of Warialda) across the central part of the region. These rocks are known as the Tamworth Belt.

Located between the Great Escarpment and the Tamworth belt is the New England Plateau. This area is also known as the Central
Block. It is a fold belt comprised of Carboniferous and Permian aged sedimentary rocks and granite intrusions, overlain by Tertiary-
aged basalt extruded from a string of large volcanoes that formed across the region. Erosion of the basalt flows has resulted in the
exposure of the Permian sandstone and granite intrusions over large parts of the plateau, with remnant volcanic landforms and lava
flows extending from Ebor, northwest through Inverell into Gwydir Shire.

The Nandewar Range along the western edge of the Tamworth belt was formed by the Nandewar volcano during the Tertiary period.
To the west of Nandewar Range lies the Murray Darling Basin with the ancient sedimentary rocks overlain by unconsolidated
sediments deposited during the Quaternary period. The northwest corner of the region lies within the Surat basin with the surface
geology incorporating sedimentary rocks laid down in the Jurassic and Cretaceous periods, grading to unconsolidated sediments



4. Significant Landforms

LGA Rock Formation/Feature
Glen Innes The Needles O’Hara’s Rocks
Severn Dandahra Crags Beardy Woodlands
Anvil Rock Stonehenge
The Haystack
Tenterfield Bald Rock Thunderbolts Lookout
Mystery Face Rock Boonoo Boonoo
Inverell Kings Plains Stonewoman
Thunderbolt’s Rock Dungeon
The Slot Ashford Caves
Gwydir Cranky Rock and Rocky Creek Glacial Area
Gorge
Moree Waa Gorge
Narrabri Sawn Rocks Kaputar Range -
numerous
Gins Leap
Armidale Cathedral Rock Little Llangothlin
Woolpack Rocks Mother of Ducks Lagoon.
Round Mountain
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5. Fluvial Landforms - Watertfalls

B8 Waterfalls are one to the geo-attractions of the NENW region. Waterfalls that are easily accessed and promoted as
@ tourist attractions are shown on Figure 4.1 and listed in Table 5.1. The majority of these waterfalls are located
within National Parks and State Conservation Areas.

Of the eleven types of waterfalls, nine are found within the region:

Plunge
Horsetail
Fans
Tiered
Cascades
Ribbon
Segmented
Chutes

. Block
10.Punchbowl

CONoT kL=

Waterfalls are concentrated along the eastern edge of the region, formed by the headwater streams of the coastal
river systems, flowing over the Great Escarpment. Many of the waterfalls along the escarpment are inaccessible.

Waterfall Way, which links the Pacific Highway just south of Coffs Harbour, to Armidale (185km) is a popular
touring route, with eleven easily accessed waterfalls, four to the east of Dorrigo and seven within the New England
Region.

Wollomombi Falls (220) near Armidale is the highest waterfall in NSW and the second highest in Australia. Being on
headwater streams, many of the waterfalls have very small catchment areas and only flow after rain.



6. Mining Heritage

The New England Tablelands area is one of the most highly diversified mineralised localities in
Australia..

The NE-NW Region has a rich mining heritage. Commencing with the gold rushes in the 1830’s,
mining was a significant activity throughout the Region until the early 1900’s. The need for
metals during WWI and WWII resulted in the reopening / reworking of mines. Intermittent
exploration and mining have occurred over the past 80 years with several gold, antimony and tin
mines still operating today.

Since the 1850’s the region has seen major production of gold, tin and antimony and lesser
production of silver, lead, copper, molybdenum, tungsten, bismuth, gemstones and industrial
minerals. Early mineral discoveries, led by gold, occurred in the more accessible and settled areas
of the Tablelands, with much of the early gold and tin production coming from alluvial deposits.
Most of the later mining was deep leads and reefs.

The ‘Tichest’ mineral fields where in the Hillgrove area to the east of Armidale, the Emmaville -
Torrington and Kingsgate areas in Glen Innes Severn LGA and in the Tingha-Stannifer area in
Inverell Shire.

Today there is renewed interest in the area for ‘critical minerals’ / rare earth elements. These
minerals include rutile (titanium), zircon (zirconium), tantalum, antimony, cobalt, lithium,
manganese ore, niobium, tungsten and vanadium.
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8. Museums & Collections

- g 1. Emmaville Mining Museum
78 2.  Emmaville Courthouse Museum
3. Land of Beardies History House Museum, Glen Innes
-ﬁﬁﬁf‘iﬁl 4. Gil Bennet Rocks, Gems and Minerals Collection, Nundle Visitor
£ e i S oo Information Outlet
L S L P e = 5. Mount Misery Gold Mine Museum, Nundle
w Plocsma s e W e 6. Inverell Visitor Information Centre
v o k! DeQ ey B S 7. Inverell Pioneer Museum - The Miners Hut & Sapphire Fossicking
e ot 8. Wing Hing Long and Company Store Museum, Tingha
9. Bingara Gem & Mineral Museum
u,.mm.g‘ ‘ p s 10. Three Creeks Gold Mine and Museum, Upper Bingara
s HMM::GM%':%E%w&“ 11. Wells Gem and Mineral Collection, Warialda Heritage and Visitor
iy * ¥ Information Centre
7 - —— 12. Rock Hunter’s Rendezvous - Uralla Visitor Information Centre
" 13. McCrossin’s Mill Museum
14. Hillgrove Museum, Hillgrove
@,mm:mmmmm“ - 15. University of New England — Natural History Museum, Armidale

Mount Misery Gold Mine Museum —
e L
Go for Gold Festival
@ Hanging Rock Gold Field



9. Historic Mines
/ Mining Areas

There are five historic mines / mining

areas with the NE-NW that are accessible

to the public and provide interpretation:
Ottery Mine, Emmaville

2. All Nations Gold Mine Stamper
Battery, Bingara

3. Three Creeks Gold Mine, Upper
Bingara

4. Hanging Rock, Nundle

5. Hillgrove — Metz, near Armidale




10. Festivals & Events

Minerama Fossicking, Gem & Jewellery Show — Glen Innes

NSW’s largest annual gem and jewellery show, attracting visitors and dealers from all over Australia. Minerama has
over 100+ stalls trading in gemstones, fine jewellery, facet rough, lapidary tools & supplies, crystals, beads, fossils,
mineral specimens, arts, crafts and more. It also features gem cutting and beading displays, advice from
gemmologists, dealers, lapidaries & jewellers as well as guided fossicking trips and entertainment.

Go for Gold — Nundle

Nundle Go for Gold Chinese Easter Festival is a celebration of Nundle's gold fields history and the Chinese and
European miners that helped form the town in the mid to late 1800s. The festival includes striking Chinese dance
performances twice daily by the Sydney based Australian Yau Kung Mu Association, live music, gold panning for
AUD1,000 worth of genuine Nundle gold, around 100 food, produce, craft and bric-a-brac market stalls and
children's activities including reptile display, animal nursery, jumping castle, magician, story time, and face
painting.

Gemorama - Glen Innes
A Gem Festival featuring traders and field trips to local fossicking sites
Australian Celtic Festival at the National monument The Australian Standing Stones.

The Australian Celtic Festival is renowned as the premier Celtic event of New South Wales. It is the only Celtic
themed festival in Australia to recognise different Celtic Nations each year and have the unique atmospheric
benefit of being located at the nationally acclaimed Australian Standing Stones. Each year up to twenty different
Clans and representatives from the six Celtic nations turn out in force to hold their annual Celtic ceremonies and
spectacles’, but this is only the start...there is something for everyone at our festival.
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tEE: INTRODUCING MB

performics OUR BELIEF

Mercer bell Great ideas can change behaviour,
And if you can change behaviour
you can change anything.

GLEN INNES SEVERN COUNCIL | ECONOMIC DEVELOPMENT 30



PROJECT OBJECTIVES

INCREASE DECREASE

VISITOR NUMBERS >5%
LOCAL TOURISM SPEND 2% OR $1M /YR LOCAL PROVIDER COMMISSION COSTS ~
INCREASE COUNCIL REVENUE $200K/YR $200K

ADD A FOOTER 31




PROJECT
OBJECTIVES

ADD A FOOTER

Increase the number of visitors and visitor share of spend by delivering:

An intuitive way to discover what is on offer in Glen Innes and how
it connects to a visitor’s overall travel plans

A seamless and flexible way for visitors to plan and book
Exclusive inventory

A new, cost effective channel for local providers to reach visitors that
integrates with their existing management systems

A local and authentic way for more visitors and local providers to
connect

Additionally, we set out to design a solution that provides:

1.
O,
3.

A new revenue stream for council in the form of booking commissions
New cross-sell, up-sell and data opportunities

A piece of software that can be licensed to other councils and local
government bodies around Australia
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Business Case Executive
Summary

Glen Innes Severn council has uncovered an exciting new opportunity to boost local tourism. Prompted by the
Destination NSW directive to find new ways of leveraging the domestic and international package markets,

Glen Innes (GI) has designed a novel Tourism Packages & Itinerary Planner (TPI Planner).

Tourism currently accounts for only ~5% of the local economic output ($47.5m annually) and has been
identified as a key sector to drive economic diversity and growth given the wealth of small town charm, cool
climate and natural and built beauty.

Early research identified a range of triggers and barriers to increased tourism. Many of these pointed towards a
need for a new web experience - one that creates a seamless way to discover, plan and book what is on offer in
GIH, connecting local providers to new domestic and international visitors. This is not to say that we need just
another tourism website.

This is a proposal to create a world-class new tool that drives the local economy, puts Glen Innes on the map
and provides the same opportunity to any regional or rural town wanting to leverage or grow tourism.




Business Case Executive
Summary

Our proposed TPI Planner is a web-based system that provides visitors a seamless end-to-end experience for
discovery, planning and booking trips to Glen Innes Highlands.

Built upon best-in-class software, our application is designed to meet the needs of the growing custom package
market.

For local providers, the new app creates a cost effective new digital distribution channel. It will also help bring
smaller providers online.

For council, it creates a new revenue stream and delivers new tools for promoting the variety of experiences on
offer in an area.

Simply, our new TPI Planner promotes economic development by enabling those authentic local experiences that
every traveller desire.

Thus far we have completed the UX concepting phase which included researching and understanding
stakeholder needs, concepting the frontend experience, and technical scoping.

This proposal covers the design, development, and delivery of the TPI Planner as well as the launch marketing
campaign. It is expected that the TPI Planner will cost $901,369 to bring to market.




Business Case Executive
Summary

Ongoing we expect the site to fund itself, providing a net benefit to the council through booking commissions and
licensing fees (see financial model below for detailed revenue projections).

For the local economy we expect an even greater benefit to be realised through a reduction in booking commissions paid
by local providers and, importantly, more visitors spending more money in Glen Innes.

Our proposed TPI Planner is an exciting new opportunity to deliver a world-class experience that supercharges the Glen
Innes tourism economy. It has the capability of being rolled out into every regional and remote area which would
continually optimise the customer experience on the platform linking towns, activities, attractions, accommodation and
more for a journey, not just a destination.

The TPI Planner will also provide regional cities, towns, villages and hamlets with a local solution to a multitude of local
challenges including limited marketing budgets, forced high-commaission rates, capture of unique experiences, local

value-add opportunities and improved individual income opportunities.

More than that the journey to build and launch the Platform will unite the community and raise its profile in a way that
brings pride and future resilience.
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How and how much?

- NB: Below is from a grant application -

To make this experience a reality and to attract new visitors, there are 5

. ) COST AMOUNT
parts to the scope in the Business Case:
1. Develop: To Launch Develop $ 74,270.00
a)  Wireframe development Deliver $ 291,335.00
b) Functional Specification
) Design concepts Naveze - Integration & Build 5 20,000.00
S)) ggflltirrll td(ei‘ésgig;nrﬁg; . Launch Marketing 3 127,725.00
f) Measurement document & tracking strategy Sub-total $ 513,330.00
g) Environment set up and CI/CD configuration -
h) Application framework To Run & Maintenance (2 years) $ 34,200.00
. . . Maintain - 2
2. Paid Supplier On-boarding & Free Content Development years Licensing & Hosting (2 years) 3 72,660.00
a) Workshops & Demonstrations _
b) Promotion and PR Platform Coordinator (1 year) - 3 days per week | § &0,000.00
c)  How to Guides - 1 year contract
d) Content Ongoing marketing (1 year) $ 96,000.00
3. Deliver: =D I S
a) Development & HTML Build ub-tota $ T
b) QA & testing Totals Total $ 776,190.00
c) UAT _
d) Deployment Contingency (5%) $ 42,560.00
e) GA Analytics integration Project Management (10%) 5 77,619.00
f) Training setup /walkthrough :
4. Launch Marketing Reporting $ 5,000.00
a) Integrated marketing campaign to drive awareness Sub-total $ 125,179.00
5. Always On Marketing & Promotion
a) Integrated direct campaign to drive usage Grand Total $ 901,363.00




We must have the product & experiences
with the method to promote, deliver and

convert.

THRIVE 2030

NENW Regional Plan
DNSW/DCNO Destination
Management Plan —inclusion
REDS

SEGRA

Geological Survey — defining our
GeoRegion

Product & Experience Development

&

/GEOTOURISM PLATFORM \
Strategic Fund &
Alignment Partner
Advocate and Build
Socialise Content
GeoRegion LEreha b
Development

Market

Two x grant applications
unsuccessful

GISC Council
Public/Private Investment

Community Wealth Building




Questions? Comments? | wareoroavs

0421473432 / 0267302403

Thank you for your time MDAVIS@GISC.NSW.GOV.AU
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