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Key Points  

The Project  

The Barossa Prod uct Gap Audit investigated the tourism products and infrastructure in 

the Barossa to determine what needs to be done to accommodate future visitor growth. 
This involved detailed analysis of the regionôs visitor statistics and tourism products, as 
well as c onsultation with those on the ground to understand what the key challenges are 
for tourism in the next twenty years. The outcome of the project is a series of 
opportunities for growth prioritised on what they can provide the region with in terms of 
economi c, financial, social and environmental benefits.  

The Barossa  

The Barossa is situated around 75km north -east of Adelaide and has a rich heritage in 
wine and food production. Made up of the Barossa and Eden Valleys and the historic 
township of Gawler, the Ba rossa is a significant tourism region with an established 
market presence. The Barossa is Australiaôs fifth-most visited wine region and is home to 
brands such as Jacobôs Creek, Penfolds and Seppletsfield, along with dozens of smaller 
wineries and tourism operators.   

Touris m in t he Barossa  

The Barossa is well -branded for tourism and the region has accommodation options that 
range from small, self -catering cottages up to 4.5 and 5 star resorts. While over a million 
visitors came to the Barossa in 2009 -10, tourism in the region has experienced a decline 
over recent years, along with Australian tourism in general. However, the Barossaôs 
tourism market is evolving, with the number of domestic day and South Australian 
visitors declining over the last decade and  the number of interstate visitors increasing. 

This changing tourism landscape presents both challenges and opportunities to existing 
and potential operators in the region.  

Key to meeting these challenges and capitalising on the opportunities available in the 
region is an understanding what visitors are coming to the Barossa currently and who is 
likely to be coming to the region in the future. To do this, the various visitor markets that 
make up the tourism visitation in the Barossa and their individual for ecast growth was 
analysed to 2030, with the results presenting some very interesting findings. The Barossa 

is well - represented in growing visitor markets such as older working and non -working 
married persons, but also well - represented in shrinking markets such as young/midlife 
couples and young singles. Likewise, the Barossa is well - represented in growing activity 
markets such as visiting wineries, friends and relatives, museums and art galleries but 
also in shrinking activity markets such as agri - tourism a nd visiting history/heritage 
buildings, pubs and clubs. This indicates that the path to tourism growth in the Barossa is 

a complicated one that will require a variety of responses. The good news for tourism 
operators in the Barossa is that an overwhelming majority of visitors to the region were 
highly satisfied with their visit to the region.  

Key Challenge s 

Analysis indicates that the Barossa is a mature visitor market that has been experiencing 
similar trends to the Australian market overall, but with two notable exceptions. Firstly, 
the interstate market has been growing much faster than for Australia, and secondly, 

international visitor numbers have been declining in the Barossa whilst increasing for 
Australia. Also, while the high satisfaction levels mentioned previously would generally 
indicate that there are few perceived product or infrastructure gaps i mpacting on the 
visitor experience, this is driven by the existing market visitor segments rather than new 
visitors and must not be taken for granted in the future.  

Whilst considered a mature destination, when the Barossa is compared to other domestic 

wine  regions and overseas culinary destinations that have higher levels of visitation, it is 

clear that there needs to be more product for traditional visitor market segments (i.e. to 
encourage revisitation) and for visitor markets that are currently under - rep resented, but 
growing in the Australian context.  

Visita t ion Potential  
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There is potential for steady growth in tourism visitor numbers in the Barossa in the next 
twenty years, reversing the decade long decline. But achieving this potential will require 
the  enhancement of existing products or the development of new ones. Naturally, the 
best place to look for potential new products is in those areas that represent current 

strengths that are under -developed or, opportunities that have not yet been fully 
explor ed. By taking a critical eye to these areas and mapping them against analysis of 
destination and visitor market segment forecasts, a number of key opportunities can be 
identified.  

A Wealth of Opportunities  

The study has identified numerous opportunities an d timeframes for their suitability that 
provides all stakeholders with a potential work program to improve the tourism product 

over the next twenty years. These include:  

¶ Immediate : improvements to public transport; Barossa familiarisation training for 

empl oyees; an event strategy; a development application and licencing guide for 
investors, electronic guides and applications; a retail strategy; Barossa Convention 
Bureau to attract more business visitors, a signage and entry statement strategy; 
extending cel lar door tasting/restaurant hours; and a trail documentation and guide.  

¶ Short - term (1 to 5 years) : a Chinese ready plan; an environmental strategy, more 
wine bars, cooking schools and restaurants, a cycle path to Gawler 1; an adventure 
playground; and a her itage steam train.  

¶ Medium - term (5 to 10 years) : an Artisan and Craft Knowledge Centre; a wildlife 
park/native zoo; a 200 room 5 star resort, more luxury lodges; a heath and wellness 
spa; and a Culinary Institute.  

¶ Long - term (10 + years) : Barossa Central (to wn square).  

Each of these opportunities has been defined and assessed using a robust and 

transparent framework that considers their financial, social, economic and environmental 
risks. By using this framework, opportunities and key actions can be prioritis ed and acted 
upon in a clear and organised manner to provide tourism in the Barossa with the 
capabilities it needs to capture future growth.  

Achieving t he Goals  

The task facing the Barossa in terms of delivering an improved tourism product is a 

complex one  that requires a multi - faceted response  including supportive planning, zoning 
and approval practices to encourage investment . The approach used by this project 
delivers a range of opportunities that can be combined in order to best attract those 
market seg ments that can deliver growth for the region. Across the broad segments of 
traditional, luxury, family, youth, Chinese/Asian and business tourism, the opportunities 
associated with the luxury visitor market segment were found to produce the largest 

impact and have the largest demand to 2030. Interestingly, the impact and demand 

associated with the traditional market were found to be the lowest of all the segments ï 
a finding which clearly demonstrates the need for action and the opportunities available.  

The  Future of Tourism in t he Barossa  

The findings of this project in no way mean a fundamental change of direction for tourism 
in the Barossa, but rather a focus on the strategic opportunities that the region can 
leverage. By taking advantage of the significa nt natural advantages of the region, as well 

as the quality of current operators, high satisfaction of existing visitors and the strength 
of the Barossa as a tourism brand, the recommendations from this project will enhance 
the tourism experience for visit ors and provide greater opportunities for growth in the 
future.  

                                                

1 On 7 September 2011 this project received $4.81 million in funding through the Regional Australia Development 

Fund.  
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Executive Summary  
The Barossa Product Gap Audit seeks to examine local tourist -specific products and 
infrastructure in  order to determine to what extent  upgrading , or expanding,  tourism 

products and infrastructure  in the region will be required in order to accommodate future 
demand expect ations within the Barossa .  

The project is an initiative of the Australian Governmentôs National Long Term Tourism 
Strategy , t he Investment and R egulatory Reform Working Group (IRRWG) , South 
Australia Tourism Commission (SATC) and Tourism Barossa I nc.  

The definition of product and infrastructure in this study is wide ranging. It covers both 

hard and soft elements that need to be in place to ensure that key visitor market 

segments can access the experience that they are seeking, or expecting. In this regard 
the audit covers the whole of the visitor experience from arrival, stay, activities and 
departure.  

Destination Barossa  

The Barossa , situated 75km Northeast of Adelaide, was settled in 1842 and covers over 
58,000 hectares. It is comprised of the  Baro ssa Valley and the Eden Valley, with the 

Barossa Ranges  bridging the two , and the historic township of Gawler . The Barossa 
Tourism Region b oundaries are consistent with the Barossa Geographical  Indication  (GI ) 
as entered into the Australian Register of Protected Names . 

Tourism characteristic and tourism connected products and infrastructure were audited 
and much of the consultation feedback c ommented upon the adequacy or otherwise of 

these products and infrastructure. The major categories of product s and infrastructure 
considered by the study were:  

Table E1: Tourism Characteristic and Connected Products and Infrastructure  

Tourism Characteristic  Tourism Connected  

¶ Governance and Organisations 
¶ Visitor Information Centres 
¶ Accommodation 
¶ Food, Dining and Function Venues 
¶ Cellar Doors 
¶ Attractions (man-made and natural) 
¶ Events 
¶ Retail 
¶ Transportation and Tours 
¶ Information and Marketing  
¶ Skills and Labour 

¶ Governance and Organisations 
¶ Transport 
¶ Utilities 
¶ Community Facilities 
¶ Education and Training 
¶ Other Services (Health, Police, Fire, Ambulance) 
¶ Media 

Source: AECgroup 

Key findings from the audit and consultation were:  

¶ There are a number of  state and local tourism organisations directly involved in the 
Barossa including South Australia Tourism Commission, Tourism Barossa Inc., Eden 
Valley Tourism and Promotion Group, and the Barossa, Light and Gawler Councils. 
Visitor Information Centres are  located in Tanunda, Gawler and Kapunda. The 
Tanunda VIC is currently undergoing a significant expansion including an interpretive 

display for the region.  

¶ Based on an audit by Tourism Barossa (2011d) t here are a total of 141 different 
accommodation provide rs within the Barossa, with a total of 997 rooms and 2,627 
beds. Of the 141 accommodation providers, more than 26 facilities have recorded a 4 
star rating or higher.  

¶ Based on a survey by the ABS (2011a), o ccupancy rates for establishments with 15 

or more r ooms (representing ab out 38% of total rooms) was 51 % during 2010. 
Occupancy is highest in the December Quarter and lowest in the September Quarter. 
The total accommodation taking for 2010 for hotels, motels and serviced apartments 
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with 15+ rooms was $ 12 .1 million. Average takings per room night occupie d were  
$158.  

¶ There are 100 different food and dining venues within the Barossa, of which 29 are 
restaurants, and 42 have function and meeting facilities, although only 10 are 

advertised in the Barossa Business  Events Planner .  

¶ The Barossa contains a total of 144 registered cellar doors (80 with regular opening 
hours) with some internationally recognised brands such as Jacobs Creek, Penfolds 
and Seppletsfield.  

¶ The natural landscape of the Barossa, including Gawler, the Barossa and Eden Valleys 
and the Barossa Ranges  are seen as a key natural asset. There are many natural 
attractions within the Barossa enhanced through recreation and conservation parks 

and trails .  

¶ A major attraction of the Barossa is its Prussian and English heritage which underlines 
European settlement and many of the skills involved in food production, wine making 
and other arts and crafts. The preservation of this aspect is a key differentiato r of the 
region from other wine regions in Australia.  

¶ There are a total of 46 man -made attractions within the Barossa from museums and 

galleries to different regional tours.  

¶ There is a Balinese massage parlour located in Tanunda and a number of other day 
spas co located with hair dressers and beauty salons throughout the region. Mobile 
massage and beauty therapists work with accommodation  providers offering tailored 
in - room services.  

¶ The Barossa has a solid calendar of events through the year. These are imp ortant for 
attracting the day  tripper market.  

¶ The Barossa retailing comprises numerous small specialist stores throughout the 

towns of Tanunda, Angaston and Nuriootpa. Retailing is supplemented with regularly 
held markets including the Barossa Farmers Mark et every Saturday.  

¶ The nearest international airport to the Barossa is the Adelaide Airport, 1.5 to 2 hours 
drive. There is also an airport at Parafield and two air strips which can accommodate 
light pl anes in Rowland Flat and Gawler.  Private and charter p lanes use these air 
strips to access the Barossa.  

¶ The Barossa is accessible from the Sturt Highway as well as the Northern Expressway 
and is serviced by good main roads. Some minor roads are unsealed. Several routes 
are gazetted as commodity routes suitabl e for B -doubles including Gomersal Rd 
causing some conflict with tourist traffic.  Signage to the Barossa from Adelaide and 
Adelaide Airport is poor (as is back to the Airport ) . There are no entry statements to 
the Barossa and therefore no sense of arrival.  Signage within the region also needs 

improvement.  

¶ Public transport to and within the Barossa is also poor and limited to trains  from 
Adelaide  to Gawler and a bus service from Gawl er to the Barossa via other smaller 
townships. There is no permanent car hir e in the Barossa and the taxi service is 
limited.  

¶ There are a number of cycle tracks in the Barossa including from Tanunda to 
Angaston. Recently the regionôs councils have applied for funding to extend the 

cycleway from Gawler to Tanunda.  

¶ There are a total  of 25 registered tourism operators in the region, with tours rangin g 
from half day basic tours to multi  day bicycle tours from Flinders to the Barossa.  

¶ The Barossa contains several self guided trails, showcasing much of the regionôs 
produce including the Butcher, Baker Winemaker Trail  and Barossa Cheese and Wine 
Trail . 

¶ Tourism Barossa Inc. produces a number of publications and maps for the region 

including Barossa Visitors Guide , Barossa Touring Map , Butcher, Baker, Wine Maker 
Trail  brochure and the  Barossa Business Events Planner . The main website for 
tourism is Barossa.com. Online booking is being added to the site and there are links 
to social media which are regularly updated.  
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¶ There were an estimated 7,374 people directly employed by 120 tourism 
characteristic and connected businesses throughout the Barossa during 2006 -07.  

¶ There are a range of other state and local governance organisations with an interest 
in tourism in the Barossa including Regional Development Australia -  Barossa, Food 

SA, Baross a Grape and Wine Association and Bike SA.  

¶ The region appears well serviced by other infrastructure including: utilities, 
community facilities , education and training, community services and media.  

Visitor Characteristics & Segmentation  

To understand the ch aracteristics of visitation in the Barossa a detailed analysis was 
undertaken of available statistics along with comparisons against the Australian visitor 
market. The key findings were:  

¶ The Barossa experienced an estimated 1.081 million visitors in 2009 -10, a dec line of 
9% on 1999 -00. Visitation in Australia was also  down  7% over this period . 

¶ Domestic day visitors a ccounted for 867,000 or 80% of visitors ( domestic day visitors 
comprised 67% of the Australia n visitor market ).  

¶ Intrastate v isitors:  

o Accounted for  114,000 or 53% of overnight visitors (61% for Australia ) ;  

o Accounted for 223,000 or 41% of total visitor nights (26% for Australia); and  

o Stayed an average 2.0 nights (2.7 nights for Australia).  

¶ Interstate  visitors:  

o Accounted for 89,000 or 41% of overnight visitors (32% for Australia);  

o Accounted for 257,000 or 47% of visitor nights (31% for Australia); and  

o Stayed an average  2.9 nights (6.2 nights for Australia).  

¶ International  visitors:  

o Accounted for 11 ,900 or 6% of overnight vi sitors (8% for Australia);  

o Accounted for 63,000 or 12% of visitor nights (43% for Australia); and  

o Stayed an average  5.3 nights (33.7 nights for Australia).  

¶ Whilst there is some seasonality across different visitor sources, visitation is relatively 
smooth a cross the year.  

¶ 38% of visitors to the Barossa were aged 45 -64 years whilst those aged 25 -44 years 
were 34%. Over the last few years the older age groups have been increasing in 

market share at the expense of the 15 -25 year group.  

¶ The majority of visitors to the Barossa come for holiday/leisure purposes (55%) 
whilst visiting friends and rela tives comprised 29%.  

¶ Business tourism is variable from year to year reaching 27,000 in 2009 and 2008 but 
with variation in visitor nights (44,000 in 2009 v 97,000 in 200 8).  

¶ 58% of domestic visitors come from Adelaide with 19.2% from regional South 

Australia. The largest interstate market was NSW/ACT with 18% followed by Victoria 
with 14%.  

¶ For international source markets Europe is the largest (33% with 9% from Germany) 
fo llowed by New Zealand (22%), United Kingdom (19%), North America (17%) and 
Asia (7%).  

¶ Visitor expenditure in the Barossa 2009 -10 was estimated at $180 million. Day trip 

visitors spent on average $84 per day, domestic overnight visitors $223 per night. 

Inte rnational visitors spent $85 per day in regional SA.  

¶ The most popular activities in the Barossa are eating out at restaurants and cafes 
(54%) followed by visiting wineries (44%) and visiting friends and relatives (42%).  
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¶ The largest lifestyle group visiting  the Barossa is older non -working married persons 
(25.7%) followed by parents with their youngest children aged 15+ still living at 
home (17.3%).  

¶ In aggregate, older people comprised 44%, parents with children of any age 

comprised 40%, younger couples with  no children  12%, and singles just 4%.  

¶ In terms of overall visitor  satisfaction, 93% were satisfied with their visit to the 
Barossa, much higher than other visitor satisfaction surveys (82%).  

These findings indicate that the Barossa is a mature visitor mar ket that has been 
experiencing similar trends to the Australian market in regard to all visitor segments with 
two exceptions. Firstly, the interstate market has been growing much faster than for 
Australia, and secondly, international visitors have been dec lining whilst increasing for 

Australia. The high satisfaction levels would generally indicate that there are few 
perceived product or infrastructure gaps impacting on the visitor experience  

To determine product and infrastructure gaps it is important to un derstand visitor market 
segments visiting the Barossa and those that are not. To aid in this the Barossaôs visitor 
market was analysed using lifestyle groups versus growth in the Australian market. The 
analysis clustered lifestyle groups as follows:  

Table E1: Barossa Visitor Lifestyle Groups v Australian Growth  

Well -represented, low growth  Well - represented, high growth  

¶ Young/midlife couple, no children 
¶ Young single living alone or in shared 

accommodation. 

¶ Older non-working married persons 
¶ Older working married persons 
¶ Parents with youngest child aged 15+ still living at 

home 

Under -represented, low growth  Under -represented, high growth  

¶ Parents with youngest child aged 6 to 14 
¶ Young single living at home 
¶ Midlife singles 

¶ Parents with youngest child aged 5 or less 
¶ Older working single 

Source: AECgroup 

Further analysis was also undertaken of activities undertaken in the Barossa by visitors 
versus growth in those activities in the Australian market. The analysis clustered 

activities as follows:   

Table E2: Barossa Visitor Activities v Australian Growth  

Well -represented, low growth  Well - represented, high growth  

¶ Play other sports 
¶ Go on a day trip to another place 
¶ Visit history/heritage buildings or sites  
¶ Casinos/pubs/clubs 
¶ Agri-tourism 

¶ Wineries 
¶ Visit friends and relatives 
¶ Visit museums or art galleries 
¶ Attend theatre concerts or other performing arts  

Under -represented, low growth  Under -represented, high growth  

¶ Other outdoor activities 
¶ Sporting event 
¶ Play golf 
¶ Visit amusements or theme parks 
¶ Go fishing 
¶ Going to the beach 

¶ Retail 
¶ Visiting national parks, bushwalking, rainforest walks 
¶ Visit botanical or other public gardens 
¶ Attend festivals, fairs or cultural events  
¶ Visit wildlife parks/zoos 

Source: AECgroup 

In addition, r estaurants and  cinemas and tourist train s/ sightseeing activities are as 
equally well represented in the Barossa as in Australia . 

Other market segments included in the study and used to identify product and 
infrastructure gaps, but not analysed in detail due to lack of data, are :  

¶ SATCôs experience seeker Greg & Helen;  

¶ The 2005 Clare Valley and Barossa Tourism Regions Integrated Strategic Plan  
proposed market segments: Wine focused (31 -50 years); Indulgers (41 -50 years); 
Browsers (> 50 years); Generation Y discoverers (10 -30 years); Generation X 
discovers (31 -40 years); and  Visiting friends and relatives; and  
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¶ Psychographics (wants and needs) segmentation (Tourism Queensland , 2011 ): Active 
Explorers, Stylish Travellers, Self Discoverer s, Unwinders, Connectors and Social Fun 
Seekers.  
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Competitor Destinations  

Selected domestic and international competitor wine regions to the Barossa were 
examined to gain an understanding of what products and infrastructure other regions 

may have that the Barossa does not.  

There are four wine regions in Australia that receive h igher wine tourism visitation than 
the Barossa including: Hunter Valley (NSW), Margaret River (WA), Swan Valley (WA), 
Yarra Valley (VIC). There are two wine regions in Australia that receive higher 
international visitation than the Barossa including Margar et River (WA) and Hunter Valley 
(NSW). Key findings were:  

¶ These destinations vary in distance from capital cities from 18km for the Swan Valley 

(Perth) to 272km for Margaret River (Perth). Barossa is 75km from Adelaide.  

¶ All locations (except  Swan Valley )  have multiple towns and villages.  

¶ All but two regions have two or more local governments. Augusta -Margaret River and 
City of Swan are those with only one local government.  

¶ Resident populations vary from 12,500 in Margaret River to 214,000 in Yarra Valley. 
The Barossa is 58,000, made up of the Barossa Council 22,908, Light Regional 

Council 13,984 and the Town of Gawler 21,041.  

¶ All destinations have official websites of various ages. Two of the sites, Margaret 
River and Yarra Valley are driven by Bookeasy and therefore look aged. All regions 
make some use of social media. All use facebook, three use twitter and two use 
YouTube. The Barossa is the only site to use all three. No regions offer mobile 
applications.  

¶ Hunter Valley has the highest overall visitation, generated from traffic out of Sydney 

and Newcastle. Yarra Valley has the smallest although there are no figures for Swan 
Valley. The Barossa has the second highest overall visitation.  

¶ There are subtle variations in the age profile of visitors. In Margaret River 58% of 
visitors are under 44 years, whilst this figure is 52% and 50% in the Barossa and 
Hunter Valley respectively. In the Yarra Valley this figure is 45%.  

¶ The Hunter Region has the largest number of accommodation establishments with 5 
or more rooms  at 156 (although this does include Newcastle).  Swan Valley has the 

fewest at six . The Barossa has 17. Occupancy rates of most regions are clustered 
around 50% with the exception of Margaret River which is 64%.  

¶ The Barossa has the largest area of vine plan tings (12,388ha), grape growers (533) 
and cellar doors (144) followed by Margaret River (10,454ha, 486, 105 respectively). 
Swan Valley is the smallest wine region with just 21 cellar doors.  

¶ Other regions, e.g. Hunter Valley appear to have more higher end r estaurants than 

the Barossa.  

¶ Other regionôs have more attractions  than the Barossa including : breweries and 
distilleries, wine and cooking schools, day spas, childrenôs activities, steam trains, 
wildlife parks and zoos, regional wine centre, aboriginal cul ture, coastal frontage, 
wider range of itineraries, and galleries.  

A number of international comparisons have been made of renowned global culinary 
tourism destinations. These include: Franschhoek (South Africa), Napa Valley (USA) and 

Rhone Valley (France) . Key findings were:  

¶ Franschhoek, within the Western Cape Region, is comparable in size and 
demographics to the Barossa and a similar distance from a major population. In 1998 
it was a small country town with one fine restaurant and 25 nearby wineries. Its  

growth came about through excellent restaurants which led to the need for quality 
accommodation. The combination of food, wine and luxury accommodation has 
created sufficient quality and critical mass to attract international visitation. During 

the six mo nths to May 2010 the Western Cape region received 521,000 overnight 
visitors and 392,000 domestic day visitors.  
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¶ Napa Valley has many similar characteristics to the Barossa in that it is a wine 
growing region within an hour of a major population centre com prising of several 
towns. However the local population is more than double, visitation is 4 -5 times 
higher, the number of accommodation establishments are higher, along with the 

number of 5 star establishments and the number and quality of restaurants is h igher.  

¶ Both Franschhoek and Napa are 10 to 20 years ahead of the Barossa , in terms of 
product , but the Barossa possesses the unique selling points to be competitive . 

The Rhone Valley is a very advanced tourism destination on a significantly larger scale 
th an the Barossa or the other two examples and has other significant unique selling 
points surrounding heritage and culture, dramatic landscapes and large resident 
populations. The destination is one that is more aspirational for Barossa (and indeed 

South Au stralia) hundreds of years into the future.  

Visitation Potential  

Domestic visitation is impacted by consumer confidence, interest rates, saving, exchange 
rates and cost. Whilst international visitation is impacted by other countries ô GDP, 
exchange rates an d cost.  

Within Australia the Tourism Forecasting Committee  (TFC) produces 10 year forecasts of 

key tourism measures for both inbound and domestic markets  for Australia . The key 
messages from the most recent Australian forecasts are (Tourism Research Austra lia, 
2011):  

¶ Tourism consumption is forecast to reach $106.7 billion in 2020 underpinned by 
annual average growth of 1.2% ;  

¶ Tourism inbound economic value (TIEV) is  expected to grow by 3.7% per annum to 
reach $34.1 billion  in 2020;  

¶ Domestic visitor nights ar e expected to grow a modest 0.3%  per annum  to be 266 
million in 2020 ; and  

¶ Inbound arrivals growth of  3.6% per annum to reach 8.4 million by 2020 with Asia 
and particularly China and Indonesia showing strong growth.  

South Australia is actively aiming  to increase the value of tourism to the South Australian 
economy from $3.7 billion in 2 002 to $6.3 billion by 2014. This  goal is $1.3 billion higher 
than the forecast trend (base line) of  $5 billion. The target requires  average annual 

growth of 6%.  

For the Barossa two sets of forecasts, a base line  and potential , have been prepared out 
to 2030. The base line  forecast assumes that nothing changes in the Barossa and modest 
growth in visitation is dependent upon maintenance of market share and populatio n 
growth in South Australia and Australia. Tourism Forecasting Committee (TFC) forecasts 
are used for domestic and international visitor activity.  

The second set of forecasts, or potential has been created assuming that the Barossa 
change s, through impleme nting the opportunities identified in this study, thereby 
increasing the attractiveness of the destination to traditional and new visitor market 
segments. In this manner, the potential becomes a target that can only be achie ved by 
implementing the opportun ities in this study.  

In aggregate the base  line forecast  results in the following changes  in activity:  

¶ Visitors to the Barossa increase s from 1.048 million in 2010 to 1.249 in 2030, an 

average of 0.9% per annum;  

¶ Visitor nights in the Barossa increase s from  518,000 in 2010 to 744,000 in 2030, an 
average of 1.8% per annum; and  

¶ Visitor expen diture in the Barossa increase s from $192.1 million  in 2009 to $222 

million ($ 2010 ), an average  of 0.7% per annum.  

In contrast  the potential forecast  results in the follow ing changes  in activity:  

¶ Visitors to the Barossa increase s from 1.048 million in 2010 to 1.587 million in 2030, 

an average of 2.1% per annum;  
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¶ Visitor nights in the Barossa increase s from 518,000 in 2010 to 991,000 in 2030, an 
average of 3.3% per annum; and  

¶ Visitor expenditure  in the Barossa increase s from $192.1 million in 2009 to $290 
million ($ 2010), an average of 2.0% per annum.  

These forecasts are shown  graphically  in Figures E1 to E3.  

Figure E1: Visitors to the Barossa (number)  

 
Source: TFC (2011a) AECgroup 

Figure E2: Visitor Nights in the Barossa (number)  

 
Source: TFC (2011a) AECgroup 
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Figure E3: Expenditure in the Barossa ($m  2009 ) 

 
Source: TFC (2011a) AECgroup 

Implications of the forecasts have been translated into demand for accommodation  of all 
types.  Currently in the hotel, motel and resort accommodation segment , where much of 
the future demand is likely to fall,  there are an estimated 540 rooms  (out of 997 in all 
accommodation)  and occupancy rates are around 51%. Based on the assumption that 
additional room pressures are felt once occupancy rates increase above 65%, the base 
line  forecast indicates that no new hotel, motel and resort room stock will be required 

until 2017 and will reach 200 rooms by 2030. In the case of the potential  forecast 
additional  hotel, motel and resort  room stock will be required in 2015 and will reach 400 

rooms by 2030.  

Product & Infrastructure Opportunities  

The Barossa has a plethora of strengths as a destination based upon its global wine 
brands and wine re putation, cellar doors, geography and landscape, heritage and culture, 
food products, events and its proximity to Adelaide.  

Whilst a key strength , the over reliance on the wine industry can also be seen as a 
weakness , as it limits the visitor segments that  can be attracted to the destination 
including some visitor market segments that are growing in Australia. There are also a 
number of other weaknesses including: lack of signage, accommodation capacity and 
diversity , insufficient restaurants, limited publi c transport, lack of night time 
entertainment, variable service standards and differing attitudes to development.   

At the same time the Barossa is faced with a number of threats , foremost of which is any 
damage to its primary production assets, loss of her itage (including food skills), 
competitio n from other wine regions, over -development, rest rictive development 
application  process es and a general loss of uniqueness.   

The Barossaôs strengths and weaknesses, as well as analysis of the destination, visitor 
m arket segments and their activities and forecasts of its future potential visitation , have 
resulted in a number of opportunities including:  

¶ Accommodation : 200 room 5 star resort, luxury lodge(s);  

¶ Food, dining and function venues : restaurant (s) , extended cellar door 
tasting/restaurant hours, wine bar (s) , cooking school (s) ;  

¶ Attractions : adventure playground, health and wellness spa, artisan and craft 
knowledge centre, heritage steam train, wildlife park/native zoo, Barossa Central;  

¶ Transportation and tours :  signage and entry statements, public transport, cycle path 
to Gawler;  

¶ Information and  marketing : electronic guides/applications, Barossa Convention 
Bureau, trail documentation and guide, development application and licencing guide;  

¶ Skills and labour : Baro ssa familiarisation training, culinary institute; and  
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¶ Governance and organisation : Chinese ready plan, event strategy, retail strategy, 
environment strategy.  

To assess each opportunity a high level objective and subjective assessment approach 
was applied a round five dimensions: financial, social, economic, environmental and risk.  

The most successful financial opportunity based on the benefit cost ratio ( BCR)  to the 
proponent is the Chinese ready plan. In this case the proponent is industry and the 
assumed b enefit is the Barossa attracting 0.5% of all Chinese visitors to Australia who 
stay 5 nights. Other opportunities with a medium positive financial impact include: 
artisan and craft knowledge centre, Barossa Convention Bureau, cooking school(s), 
wildlife pa rk/native zoo and wine bar(s).  

The opportunities with the most positive social assessment are generally those that have 

positive benefits for all stakeholders. Many of the impacts for government are negative as 
government generally incurs costs associated with the opportunities.  The highest social 

impacts are assessed as coming  from the Barossa familiarisation training, Chinese ready 
plan, 5 star resort, Barossa Convention Bureau and restaurants(s).  

The largest demand would be generated by the artisan and c raft knowledge centre which 
is assessed to be patronised by 25 % of visitors to the Barossa. The largest generators of 

new demand are likely to be the 5 star resort, adventure playground, Barossa Convention 
Bureau and health and wellness spa . From an operat ional viewpoint those opportunities 
that will have the largest ongoing economic impact are the 5 star resort, luxury lodge (s) , 
health and wellness spa and Barossa Convention Bureau.  

Opportunities with positive environmental outcomes are public transport, e nvironmental 
strategy, signage and entry statement strategy, cycle path to Gawler and the 
development application and licencing guide. Many opportunities have a negative 

environmental impact due to resource consumption or increases in vehicle traffic.  

The opportunity with the highest risk is restaurant(s) followed by luxury lodge (s) , health 

and wellness spa, wildlife park/native zoo, heritage steam train, Chinese ready plan and 
5 star resort. Those with lowest  risk are guides and strategies, however, m ost 
opportunities that contain substantial investment have a medium risk due to approval 
risk and demand risk. It is therefore important that planning, zoning and approval 
practices encourage tourism investment.  

The five individual assessments ( financial, socia l, economic, environmental and risk ) have 
been combined into one score by equally weighting each dimension. The ranking of these 
scores then form the basis of recommendations for progression of the opportunities (see 
recommendations below).  

Evolution of th e Destination  

One opportunity alone is unlikely to dramatically increase the number of visitors to the 

Barossa. Therefore combinations of product s and infrastructure opportunities were 

assembled for various broad visitor groups that include: traditional, l uxury, family, youth, 
Chinese/Asia and business to determine what aggregate impacts would be.  
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Table E3: Barossa Opportunity Combinations  

Opportunity  Traditional  Luxury  Family  Youth  Chinese/Asia  Business  

Environmental Strategy yes   yes yes   yes 

Chinese Ready Plan         yes   

Barossa Central yes yes yes yes yes   

5 Star Resort   yes yes yes yes yes 

Luxury Lodge yes yes         

Restaurant yes yes yes yes yes yes 

Wine Bar yes yes   yes yes yes 

Cooking School yes yes   yes     

Ext. Cellar Door Tasting/Restaurant Hours yes yes   yes yes yes 

Trail Documentation & Guide   yes yes yes     

Adventure Playground     yes       

Health & Wellness Spa   yes         

Artisan & Craft Knowledge Centre yes yes yes yes yes yes 

Heritage Steam Train     yes       

Wildlife Park/Native Zoo     yes   yes   

Event Strategy yes   yes yes     

Retail Strategy yes yes     yes   

Public Transport       yes     

Cycle Path to Gawler     yes yes     

Signage & Entry Statement Strategy yes yes yes yes   yes 

Electronic Guides/Applications yes yes yes yes yes yes 

Barossa Convention Bureau           yes 

Dev. Application & Licencing Guide           yes 

Barossa Familiarisation Training yes yes yes yes yes yes 

Culinary Institute  yes   yes yes   yes 

Economic Impacts in 2030 relative to 2010  

Demand Growth 36.6% 41.8% 53.4% 50.5% 47.2% 41.9% 

Output ($m)  $41.3 $102.4 $76.8 $69.2 $74.1 $70.6 

Income ($m)  $10.5 $26.4 $20.0 $17.7 $19.2 $18.2 

Employment 280 673 494 461 479 464 

Value Added ($m) $17.3 $43.0 $32.3 $29.0 $31.2 $29.6 

% regional Value Added 0.9% 2.3% 1.7% 1.5% 1.6% 1.6% 

Source: AECgroup 

The combination of product and infrastructure opportunities for the luxury visitor market 

segment were found to have the largest demand and economic impact by 2030. Those 

targeting traditional visitor market segments had the smallest economic impact. This 
finding indicates that growth will be lower if only traditional visitor market segments are 
targeted.  

Recommendations  

Assuming the goal is to evolve the Barossa as a  culinary destination and thereby increase 
visitation , whilst preserving its heritage and culture , a combination of product and 
infrastructure opportunities is the most appropriate approach. Using all the analysis in 

this report and the assessment of the o pportunities, recommendations in order of priority 
along with  responsibility  and comments , are listed in Table E4 grouped by timeframe . 

Stakeholders should begin to progress the opportunities listed above so that the Barossa 
can begin to evolve as a destin ation and become a truly global culinary destination 
enabling it to compete strongly with both domestic and international wine tourism 

regions.  
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Table E4: Barossa Opportunity Rec ommendations by Timeframe  

Overall Rank  Opportunity  Responsibility  Comment  

Immediate  

2 Public Transport Public/Industry 

A weakness of the destination which needs to be addressed in the short term for certain visitor market 
segments. Will require investment from State and local government.  Cost estimated at $500,000 per annum for 
22 seater bus operating 16 hours per day. Potential demand among local residents and visitors is high although 
negligible economic benefits although strong environmental benefit. 

4 Barossa Familiarisation Training Industry  

Immediate and ongoing opportunity to improve service levels across the Barossa of those workers interacting 
with visitors in order to give them the best possible experience.  Costs estimated at $10,000 to develop 
materials, business incur training costs. No immediate impact on visitor demand although there could be 
beneficial impacts in the medium to long term from consistent levels of customer service  

7 Event Strategy Public/Industry 

A short term opportunity to review the nature, quantum and success of events in the Barossa and formulate a 
plan for events over a five year horizon.  Costs estimated at $50,000 to develop strategy. Initially a low impact 
as the strategy unlikely to stimulate visitor demand in the short term. Possibility a boost to visitation in the 
medium to long term if new events and successful.  

8 Development Application and Licencing Guide Public 
This is an important guide to have available for prospecti ve investors. Sufficient material already exists and the 
investment required for compilation and production is minimal.  Cost estimated to be $10,000 in kind. Benefits 
to industry of investors understanding development application and licencing rules and pr ocesses. 

9 Electronic Guides/Applications Industry  

Immediate opportunity to develop and disseminate leading edge electronic guides and applications, or utilise 
existing applications, for the destination.  Development costs vary from $15,000 to $90,000+ depending on 
complexity of the application. Mobile applications regarding destinations are likely to become ubiquitous and 
therefore will be expected rather than having an ability to increase visitation. In fact visitor demand could be 
negatively impacted if information about the destination is not available on mobile platforms.  

10 Retail Strategy Public 

To be undertaken at the local level, the retail strategy will enable the identification of gaps in the re tail offering 
important for both local residents and visitors. Not an immediate requirement but more important as population 
and visitation grows in order to attract and diversify private retail investment.  Cost estimated at $50,000. 
Initially a low impact  as the strategy unlikely to stimulate visitor demand in the short term. Possibility a boost to 
visitation in the medium to long term if an improved retailing offer is successful . 

11 Barossa Convention Bureau Industry  
A critical and immediate opportunity to drive the Barossaôs business visitation and maximise utilisation of 
existing assets. Cost is estimated at $100,000 per annum. The potential forecast scenario has conservatively 
estimated that business visitation could double to 2030 from 27,000 to 62,50 0 visitors. 

13 Signage and Entry Statement Strategy Public 

A key weakness for the Barossa which needs to be addressed in the short term through an appropriate 
strategy. Will require investment from State and local government.  Cost estimated to be $50,000 for the 
strategy, implementation costs unknown. No impact on demand although word of mouth regarding good 
experiences could lead to increased visitation in the future . 

16 Extended Cellar Door Tasting/Restaurant Hours Private 
The easiest and most inexpensive way to expand the number of restaurants open in the evening and to provide 
night time entertainment to visitors.  Costs confined to operations only as assets already in place. Evening 
tastings and more restaurant choice in the evening will increase attractiveness of destination and visitation. 

21 Trail Documentation and Guide Industry  
An immediate opportunity to collate and promote all trails available in the Barossa in one guide  therefore 
making information more accessible. Cost estimated at $50,000. Assuming a 1% boost in all visitor types, 
visitation will increase by 10,645 in 2012 and onwards. 
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Overall Rank  Opportunity  Responsibility  Comment  

Short Term (1 -5 years)  

1 Chinese Ready Plan Public/Industry 

A resource prepared by Australian or State tourism organisations for the benefit of regions and individual 
operators. Private investment in implementation will allow destinations to increase their market share of 
Chinese visitors. Costs estimated at $50,000 (however this can be spread over many destinations so zero cost 
to the Barossa) as business should be able to access the plan free of charge. Costs for implementation/training 
and accreditation are assumed at $800 per annum. South Australia currently receives 4% of Chinese visitors to 
Australia and the Barossa represents 3.5% of visitors to South Australia (thereby 0.14% of Chinese visitors to 
Australia visit the Barossa). It has been assumed that by being Chinese ready along with appropriate marketing 
the Barossa can increase to 0.5% of Chinese visitors to Australia each year which amounts to 2,270 in 2012.. 

3 Environmental Strategy Public/Industry 

Opportunity to create a point of difference in relation to environmental sustainability. Needs to be undertaken 
by State and local governments based on existing policies and incentives available to business and then 
initiatives implemented and promoted by the private sector . Costs estimated at $100,000, businesses to assess 
implementation and accreditation costs dependent on viability. Initially  a low impact as unlikely to stimulate 
visitor demand in the short term. Potential for higher impacts if Barossa outstrips other destinations in its use of 
green technology. 

5 Wine Bar(s) Private 
Expansion of tasting opportunities and late night entertainment for visitors.  Assumed capital cost of $400,000. 
Based on 7 days, 50% occupancy, number of covers assumed at 14,600. One additional wine bar by self is 
unlikely to materially increase demand in visitation.  

6 Cooking School(s) Private 

To satisfy demand for immersion experiences in relation to local food experiences. Assumed capital cost of 
$500,000. Based on 5 days, 2 classes per day, average take up of 50% = 4,600 students. Also assume that 
50% stay overnight in commercial accommodation. One cooking school by self is unlikely to materially increase 
demand in visitation.  

12 Restaurant(s) Private 
Availability of more high end restaurants to give reasons for longer stays and revisitation.  Assumed capital cost 
of $750,000. Based on 5 days, lunch and dinner and one sitting at each, 50% occupancy, number of covers 
assumed at 20,800. One additional restaurant by self is unlikely to materially increase demand in visitation.  

18 Cycle Path to Gawler (a) Public 

An important linking piece of infrastructure but with no direct revenue generating potential and limited market 
appeal. Therefore a lower priority from a tourism point  of view. Requires investment from all levels of 
government. Assumed capital cost of $5 million. It is unknown to what extent visitation to the Barossa will be 
impacted by the cycle path. 

22 Adventure Playground Public 

This opportunity will add to the attraction of the Barossa for families for both day trips and overnight stays. It 
will require investment from State and local government.  Assumed capital cost of $250,000. Experience of other 
similar facilities show that families are prepared to travel up to an hour to access this type of facility. Therefore 
day trip visitation will be increased by an assumed 5%. A family attraction of this nature will also attract 
overnight visitors to the Barossa as well as possibly extending lengths of stay in combination with other family 
attractions. 

Short to Medium Term (1 -10 years)  

25 Heritage Steam Train Industry/Public 

Niche product that will require government assistance for approvals and operational costs, but does expand the 
number of attractions aimed at non -traditional markets.  Most steam railways are operated by not-for-profit 
organisations and rely heavily on volunteers. Assuming an engine, carriages and a depot are available or 
donated operating costs could equate to 160% of revenues. Demand of 9,200 passengers per year. 
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Overall Rank  Opportunity  Responsibility  Comment  

Medium Term (5 -10 years)  

14 Artisan and Craft Knowledge Centre Industry/Public 

This is a critical item of infrastructure for preservation of the Barossaôs heritage and culture as well as an 
important central attraction for visitors wanting immersion in all aspects of the regionôs heritage and culture, 
wine and food, arts and crafts. It will require investment and support from all three levels of government as 
well as industry and should be considered for delivery in a 1 to 5 year timeframe.  Assumed capital cost of $7 
million. Assume that 25% of all visitors to the Barossa will visit the attraction and that the attraction will also 
boost visitation by 5% or 107,000.   

15 Wildlife Park/Native Zoo Private 
Short to medium term opportunity to provide an attraction aimed at different visitor market segments than 
traditional visitor market . Assumed capital cost of $2 million. 100,000 visitors per year based on Warrawong 
Sanctuary, 80% of these are school groups. 

17 5 Star Resort Private 
Medium to long term opportunity once growth in overnight visitation, occupancy rates and business visitation 
has occurred. Assumed capital cost of  $97 million. Based on 200 rooms available 365 days per year, 65% 
occupancy, average of 1.8 visitors per room, number of visitor nights assumed at 85,410.  

19 Luxury Lodge Private 
Short to medium term opportunity to offer accommodation choice in the luxury market.  Assumed capital cost of 
$60 million. Based on 40 rooms available 365 days per year, 60% occupancy, average of 2 visitors per room, 
number of visitor nights assumed at 17,520.  

20 Health and Wellness Spa Private 
As the luxury market expands there is an opportunity for this type of product in the medium to long term. Also 
has some attraction for local residents. Assumed capital cost of $10 million. Based on 2.5% of existing visitor 
market equating to 26,612 visitors. . 

23 Culinary Institute  Public/Industry 
Has substantial potential in the medium term and maybe possible with existing educational infrastructure. 
Requires State government investment with support from industry.  Assumed capital cost of $10 million. 2,500 
students and 20,000 visitors per annum. 

Long Term (10+ years)  

24 Barossa Central Public/Private 
Potential to create a central focus point for the Barossa sometime in the distant future therefore low priority. 
Requires investment from local government followed by private sector investment.  Costs and demand were not 
assessed for this opportunity. 

Note: (a) On 7 September 2011 this project received $4.81 million in funding through the Regional Australia Development Fund.  

Source: AECgroup 
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1.  Introduction  
The Barossa is one of the world's great wine regions , revered alongside Bordeaux, Napa 
and Tuscany.  The region is a key tourist destination for domestic and international 
visitors to South Australia. There is ,  however, more to  the  Barossa than just wineries :  
visitors  can also enjoy hot air ballooning over vineyards, bushwalking and visiting towns 

which still preserve the areaôs British and Prussia n heritage . 

As an initiative of the Australian Governmentôs National Long Term Tourism Strategy , t he 
Investment and Regulatory Reform Working Group (IRRWG)  along with South Australia 
Tourism Commission (SATC) and Tourism Barossa  Inc. are  investigating the tourism 
products  and  infrastructure  required to service the Barossa over the coming 20 years. 
Interest in  the wine industry within Australia has grown  in recent years, with many 
people now electing to visit wine growing regions during  th eir holidays. The regionôs close 

proximity to other destinations such as Adelaide is also a factor in drawing tourists to the 
region. IRRWG are  interested in examining local tourist -specific products and 
infrastructure  in  order to determine to what extent  upgrading , or expanding , tourism 
products and infrastructure  in the region will be required in order to accommodate future 
demand expectations within  the  Barossa.  

1.1  Purpose of this Study  

The purpose of the study  is to develop a report which details the product and 
infrastructure requirements of the tourism industry over the coming 20 years. The key 
requirements of the project are to:  

¶ Identify key visitors markets/segments;  

¶ Identify key market/segment preferences in terms of infrastructure, products and 

activities which contribute to their experience;  

¶ Identify existing and potential strengths of the region;  

¶ Match key market/segment preferences with regional strengths;  

¶ Identify long - term (20 -year) growth forecasts a nd opportunities from those key 
visitor markets;  

¶ Identify both general and priority products and infrastructure required to realise 

growth forecasts and opportunities;  

¶ Where appropriate, identify any region -specific impediments to the development of 
those products and infrastructure, and options to mitigate those impediments; and  

¶ Provide an  estimate of the net economic benefit arising from the development of 
these products and infrastructure.  

1.2  What do we mean by Products & Infrastructure?  

The definition of product and infrastructure in this study is wide ranging. It covers both 
hard and soft elements that need to be in place to ensure that key visitor markets can 
access the experience that they are seeking or expecting  in a destination . In this regard 
the au dit covers the whole of the visitor experience from arrival, stay, activities and 
departure. The definition therefore relates to both tourism characteristic  and tourism 

connected products, including goods and services, and infrastructure. The table below 
outlines the major categories of product and infrastructure considered by the study.  
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Table 1.1: Tourism Characteristic  and Tourism Connected Products and Infrastructure  

Tourism Characteristic  Tourism Connect ed 

¶ Governance and Organisations 
¶ Visitor Information Centres 
¶ Accommodation 
¶ Food, Dining and Function Venues 
¶ Cellar Doors 
¶ Attractions (man-made and natural) 
¶ Events 
¶ Retail 
¶ Transportation and Tours 
¶ Information and Marketing  
¶ Skills and Labour 

¶ Governance and Organisations 
¶ Transport 
¶ Utilities 
¶ Community Facilities 
¶ Education and Training 
¶ Other Services (Health, Police, Fire, Ambulance) 
¶ Media 

Source: AECgroup 

1.3  Supporting Strategic & Plans  

There are a range of strategies and plans that provide the direction that Tourism Barossa 
Inc.  and the South Australia n Government  are pursuing in relation to the Barossa, 

tourism, food and wine. These  provide background for the product and infrastructure gap 
analysis. Those directly related  to  the Barossa include:  

¶ 2005 Clare Valley & Barossa Tourism Regions Integrated Strategic Tourism Plan ;  

¶ 2010 -11 Tourism Barossa Business Plan; and  

¶ Under a Barossa Sky ï the story of a place and its people...A Barossa Story.  

Those that are more widely focussed but still have relevance for Bar ossa are:  

¶ South Australian Tourism Plan 2009 -2014;  

¶ South Australian Food and Wine Tourism Strategy 2009 -2014; and  

¶ South Australian Food Strategy 2010 -2015.  

Each of these and their relevance to the Barossa are contained in Appendix A .  

1.4  Report Structure  

The r eport largely follows the requirements of the project, that is:  

¶ Section 2: Destination Barossa  contains an analysis of the Barossa  region  and its 
existing products and infrastructure.  

¶ Section 3: Visitor Characteristics & Segmentation  looks at visitation patterns and the 

characteristics of visitors over the last decade as well as analyses and explores 
various visitor market segmentations applicable to the Barossa.  

¶ Section 4 : Competitor Destinations  provides an analysis of the products and 

infrastructure provided by both domestic wine tourism regions and select global  
culinary tourism destinations that are considered competitors to the Barossa.  

¶ Section 5 : Visitation Potential  undertakes forecasts of visitors , nights  and expenditure  
in the Barossa for a base case or business as usual forecast and for a potential 
forecast. Implications for accommodation  from the potential forecast are discussed.  

¶ Section 6 : Opportunities  lists the product and infrastruct ure opportunities derived 
from the analysis in sections 2  to 5 . Each opportunity is scored using an objective and 

subjective assessment framework . Impediments and mitigation approaches are also 
discussed.  

¶ Section 7 : Evolution of the Destination  provides a discussion of the various product 
and infrastructure opportunities that the Barossa could pursue in order to satisfy the 
needs of various market segments and thereby evolve the destination. 
Recommendations of opportunities are made in priority order for va rious stakeholders 

to pursue.  
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Appendices  present more detailed information to support the analysis or techniques used 
for the report.
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2.  Destination Barossa  
This S ection contains an analysis of the Barossa  region and its existing products  and  
infr astructure . 
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Key Findings  

¶ The Barossa, situated 75km Northeast of Adelaide, was settled in 

1842 and covers over 58,000 hectares. It is comprised of the  Baro ssa Valley 
and the Eden Valley, with the Barossa Ranges  bridging the two , and the 
historic township of Gawler . 

¶ The Barossa Tourism Region boundaries are consistent with the 
Barossa Geographical  Indication  (GI ) as entered into the Australian Register 
of Protected Names . 

¶ There are a number of State and local tourism organisations directly 

involved in the Barossa in cluding South Australia Tourism Commission, 
Tourism Barossa Inc., Eden Valley Tourism and Promotion Group, and the 

Barossa, Light and Gawler Councils.  

¶ Visitor Information Centres are located in Tanunda, Gawler and 
Kapunda. The Tanunda VIC is currently unde rgoing a significant expansion 
including an interpretive display for the region.  

¶ There are a total of 141 different accommodation providers within 

the Barossa, with a total of 997 rooms and 2,627 beds.  

¶ Of the 141 accommodation providers, more than 26 facil ities have 
recorded a 4 star rating or higher.  

¶ Occupancy rates for establishments with 15 or more rooms 
(representing about 38% of total rooms) was 51% during 2010. Occupancy is 
highest in the December Quarter and lowest in the September Quarter.  

¶ The total  accommodation taking for 2010 for hotels, motels and 
serviced apartments with 15+ rooms was $ 12 .1 million. Average takings per 
room night occupied were $158.  

¶ There are 100 different food and dining venues within the Barossa, 
of which 29 are restaurants, a nd 42 have function and meeting facilities 
available, although only 10 are advertised in the Barossa Business Events 
Planner .  

¶ The Barossa contains a total of 144 registered cellar doors (80 with 
regular opening hours) with some internationally recognised b rands such as 
Jacobs Creek, Penfolds and Seppletsfield.  

¶ The natural landscape of the Barossa, including Gawler, the Barossa 
and Eden Valleys and the Barossa Ranges  are seen as a key natural asset. 
There are many natural attractions within the Barossa enhanced through 

recreation and conservation parks and trails.  

¶ A major attraction of the Barossa is its Prussian and English heritage 
which underlines European settlement and many of the skills involved in food 
production, wine making and other arts and cr afts. The preservation of this 
aspect is a key differentiator of the region from other wine regions in 
Australia.  

¶ There are a total of 46 man -made attractions within the Barossa 

from museums and galleries to different regional tours.  

¶ There is a Balinese ma ssage parlour located in Tanunda and a 
number of other day spas co located with hair dressers and beauty salons 
throughout the region. Mobile massage and beauty therapists work with 
accommodation providers offering tailored in room services.  
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Key Findings  (cont)  

¶ The Barossa has a solid calendar of events through the year. These 

are important for attracting the day tripper market.  

¶ The Barossa retailing comprises numerous small specialist stores 
throughout the towns of Tanunda, Angaston and Nuriootpa. Retailing is 
supplemented with regularly held markets including the Barossa Farmers 
Market every Saturday.  

¶ The nearest international airport to the Barossa is the Adelaide 
Airport, 1.5 to 2 ho urs drive. There is also an airport at Parafield and two air 

strips which can accommodate light planes in Rowland Flat and Gawler, 
private planes and charter planes use these air strips to access the Barossa.  

¶ The Barossa is accessible from the Sturt Highwa y as well as the 
Northern Expressway and is serviced by good main roads. Some minor roads 
are unsealed. Several routes are gazetted as commodity routes suitable for B -
doubles including Gomersal Rd causing some conflict with tourist traffic.  

¶ Signage to the Barossa from Adelaide and Adelaide Airport is poor 

(as is back to the Airport. There are no entry statements to the Barossa and 
therefore no sense of arrival. Signage within the region also needs 
improvement.  

¶ Public transport to and within the Barossa is p oor and limited to 

trains to Gawler and a bus service from Gawl er to the Barossa via other 
smaller townships.  

¶ There is no car hire in the Barossa and the taxi service is limited.  

¶ There are a number of cycle tracks in the Barossa including from 
Tanunda to A ngaston. Recently the regionôs councils have applied for funding 
to extend the cycleway from Gawler to Tanunda.  

¶ There are a total of 25 registered tourism operators in the region, 
with tours ranging from half day basic tours to multi day bicycle tours from  
Flinders to the Barossa.  

¶ The Barossa contains several self guided trails, showcasing much of 
the regionôs produce including the Butcher, Baker Winemaker Trail  and 
Barossa Cheese and Wine Trail . 

¶ Barossa Tourism produces a number of publications and maps fo r 

the region including Barossa Visitors Guide , Barossa Touring Map , Butcher, 
Baker, Wine Maker Trail Brochure  and a Business Events Planner .  

¶ The main website for tourism is Barossa.com. Online booking is 
being added to the site and there are links to socia l media which are regularly 
updated.  

¶ There were an estimated 7,374 people directly employed by 120 
tourism characteristic and connected businesses throughout the Barossa 

during 2006 -07.  

¶ There are a range of other State and local governance organisations 
wi th an interest in tourism in the Barossa including Regional Development 
Australia -  Barossa, Food SA, Barossa Grape and Wine Association and Bike 
SA.  

¶ The region appears well serviced by other infrastructure including: 

utilities, community facilities , educa tion and training, community services and 

media.  
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2.1  The Barossa  Region  

The Barossa , situated 75km Northeast of Adelaide, was settled in 1842 and covers over 
58,000  hectares.  It is comprised of the  Barossa Valley and the Eden Valley (with the 
Barossa Ranges  bridging the two), and the historic township of Gawler.  Barossa contains 

four communities including Angaston, Lyndoch, Nuriootpa and Tanunda, and a collection 
of hamlets in Bethany, Cockatoo Valley, Eden Valley, Greenock, Keyneton, Light Pass, 
Marananga an d Seppeltsfield, Mount Pleasant, Penrice, Rowland Flat, Springton, 
Stockwell, Truro and Williamstown.  

The Barossa Valley, often referred to as the Valley Floor, stretches from Williamstown in 
the  south to Kapunda and Truro in the north. It follows classic valley topography, 
presenting  a generally warm climate for grape growing, hence the landscape is peppered 

with  vineyards, cellar doors, and  rolling hills. Seppeltsfield Road  is located in this area 
and is  famous for the hundreds of palm trees lining the ro ute which incorporates 
approximately  24 businesses.  

Eden Valley, previously referred to as the Barossa Ranges, encompasses land from Truro 
to  Mount Pleasant in the south. It is on average 300 metres higher than the valley floor, 
and  has a strong history of  agriculture as well as wine making. Temperatures on average 
are  cooler than elsewhere in  the  Barossa, and the landscapes are picturesque with huge 

gum  trees, hidden vineyards, historic churches and villages, dairy cows and beautiful 
views.  The Eden Valley  is often traversed by visitors heading to or from the Adelaide Hills 
as it is  a scenic drive and has easy to reach trails, reserves and forests showcasing  the  
Barossaôs natural beauty.  

Gawler is South Australiaôs oldest country town bound by rolling hills  and is within close  
proximity to Adelaide. Settled on the banks of the North and South Para Rivers, Gawler  

played a major role in the 19th century mining and agricultural booms and has 
blossomed  into a town of broad streets, peaceful parklands and distinctive architecture. 
The townôs pioneering spirit is reflected in its rich, historic buildings, as well as the 
numerous cafes, restaurants and retail precincts making Gawler a  major regional centre 
for commerce and business.  

The Barossa Tourism Region  boundaries are consistent with the Barossa Geographical  
Indication  (GI ) as entered into the Australian Register of Protected Names providing 

protection  for these G Is both within Australia and all associated agreement  countries. The 
region incorporates the  entire  Barossa and Gawler Council areas as well as  the majority 
of the Light Regional Council.  
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Figure 2.1: Location of the Barossa  

 

Source: Tourism Barossa (2011b) 
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2.2  Tourism Characteristic Product s &  Infrastructure  

Tourism characteristic  products and infrastructure is that which is predomina ntly directly 
associated with the provision of services to visitors.  

2.2.1  Governance & Organisations  

There are a number of Australian, S tate and local organisations tha t are directly 
associated with tourism governance and organisation:  

¶ Commonwealth Department of Resources, Energy and Tourism : The Australian 
Government department with carriage of tourism policy in Australia.  

¶ Tourism Australia : T he Australia Government age ncy responsible for the international 
and domestic marketing of Australia as a destination for leisure and business travel.  

¶ South Australia Tourism Commission : Responsible for growing South Australiaôs 

tourism industry.  

¶ The Barossa Council : Operates the Ta nunda Visitor Information Centre.  

¶ Light Regional Council : Operates the Kapunda Visitor Information Centre.  

¶ Town of Gawler : Operates the Gawler Visitor Centre.  

¶ South Australian Tourism Industry Council : Peak tourism body with a role to  engage 
the tourism in dustry in all  of the processes that shape the  Stat e's tourism future and 
bring the  diverse industry together . 

¶ Tourism Barossa  Inc. : Regional Tourism Organisation funded by SATC and members. 

Acts as a bridge between tourism operators, national tourism bodies and local 
government. Responsible for destination marketing and destination management.  

¶ Eden Valley Tourism and Promotional Group : Represents businesses and wineries in 
Eden Valley.  

Other organisations with a minor involvement in tourism are listed in Section 2.3.1 . 

 

2.2.2  Visitor Information Centres  

Visitor information centres (VIC) for the Barossa are located within the towns of Tanunda, 
Gawler an d Kapunda and are open from 9am to 5pm weekdays and 10am to 4pm on 
weekends and public holidays. The Tanunda VIC is currently undergoing a significant 
renovation and expansion which will encompass online accommodation bookings, self 
help terminals, an inte rpretive display and additional car and bus parking. This expansion 

should facilitate Tanunda as more of ñthe centreò of the Barossa and present a focal point 
for visitors . 

2.2.3  Accommodation  

There are a total of 141 different accommodation providers within the  Barossa ranging 
from caravan parks and backpacker accommodation to B& Bs, self contained cottages and 

Consultation Comments  

Concern was expressed regarding the withdrawal of SATC funding to Tourism 
Barossa Inc. and that the region needs that local marketing resource to ensure 
that the exp eriences, products and attractions of the Barossa are appropriately 
marketed.  

It was also raised that in order to target the business visitor market a convention 
and exhibition resource is required to market the Barossaôs facilities and 

attractions to the meetings, incentives, conference and exhibitions (MICE) market.  
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luxury hotels. In total there are 997 separate rooms with a total capacity of 2,627 guests 
per day. Of the 141 different accommodation providers within th e Barossa, there are 26+ 
facilities which recorded a star rating of 4 or higher, including the Bassett Gawler B&B , 
The Louise  Retreat and Resort and The Atrium at Greenock , all of which recorded a 5 star 

rating.  

The predominant type of accommodation, by number of providers, in the Barossa are self 
contained cottages, with 100 total accommodation providers with 286 total rooms 
available. Hotels and motels have the greatest capacity within the Barossa with 382 total  
rooms available between 13 providers, capable of accommodating 997 guests per night. 
A breakdown of all accommodation providers, with their number of rooms and star rating 
(where avai lable) can be observed in Appendix B .  

Table 2.1: Accommodation in the Barossa , 2011  

Property Type  Accommodation 
Providers  

Rooms A vailable  Room capacity 
(number of guests)  

Guesthouse/Inn 1 8 16 

Bed & Breakfast 1 3 6 

Self Contained 100 286 700 

Hotel/Motel 13 382 997 

Backpacker 2 7 29 

Hosted 16 53 123 

Caravan / Tourist Park 5 100 392 

Retreat / Resort 3 158 364 

Total  141  997  2,627  

Source: Tourism Barossa (2011d)  

The total number of room nights occupied, for hotels, motels and serviced apartments 

with 15+ rooms 2, during the December Quarter 2010 was 21,122, representing a room 
occupancy rate of 56.4%. Total room nights occupied during 2010 was 76,655, which 
equate s to a room occupancy rate of 51 %. The December Quarter is the peak season 
whilst the September Quarter is the low  season.  

Figure 2.2: Room Nights Occupied and Room Occupancy Rate for the Barossa  

 

Note: Establishments with 15 or more rooms 
Source: ABS (2011a) 

                                                

2 Accommodation figures presented are from two sources. The total number of accommodation providers, rooms 

available and room capacity have  been compiled by Tourism Barossa (2011d) based on an audit of all 

accommodation providers undertaken in early 2011. Room nights occupied and room occupancy rate are compiled 

through a survey of accommodation establishments with 15 or more rooms by the ABS  (2011a) on a quarterly 

basis.  Accommodation establishments with 15 or more rooms represent about 38% of all rooms.  
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When the Barossa room occupancy rate is compared to that of A ustralia, the Barossa has 
consistently recorded an occupancy rate lower than the Australian occupancy rate. During 
certain seasons, most notably during the December Quarter, the Australian room 
occupancy rate was almost 10% larger than  the Barossa, althoug h only for hotels, motels 

and serviced apartments with 15+rooms.   

Occupancy rates for caravan parks are lower than for h otels, motels and serviced  
apartments averaging 30% in 2010. Occupancy rates for SA caravan parks had until 
recently been around 15% hig her than the Barossa but this gap has narrowed recent ly . 

Figure 2.3: Site Nights Occupied and Occupancy Rate, Caravan Parks  

 
Source: ABS (2011a) 

The total takings from accommodation in the Barossa for the December Quarter 2010 
was $3,484,871, for hotels, motels and serviced apartments with 15+ rooms. The total 
accommodation taking for 2010 for hotels, motels and serviced apartments with 15+ 

rooms was $ 12 .1 million. Total takings from accommodation increased  by 1.4% 
compared to 2009ôs accommodation takings of $12 million. 

The average takings per room night occupied for hotels, motels and serviced apartments 
with 15+ rooms for the December Quarter 2010 was $165 per room per night occupied, 
with the average for  2010 being $158.  

The average takings per room night occupied for  the Barossa were consistent with the 
average takings for Australia. Recently the average takings per room night occupied for 

the Barossa were greater tha n those recorded for Australia.  
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Figu re 2.4: The Barossa Takings from Accommodation ($m) and Average Takings Per 
Room Night Occupied  

 

Source: ABS (2011a) 

 

 

2.2.4  Food, Dining & Function Venues  

There are a total of 100 individual food and dining venues within the Barossa to cater for 
all types of demand, with the ability t o provide catering for more than 3,885 people at 
any one time. There are only 29 restaurants. The breakdown of dining providers within 
the Barossa , and their opening hours,  can be observed in Appendix B .  

Consultation Comments  

A range of comments were made regarding different types of accomm odation. 

These included:  

¶ Lack of high end accommodation for families ;  

¶ Need for another resort but development approval may be a barrier  depending 
on location;  

¶ If chasing business conferences then need large capacity accommodation ;  

¶ Need for additional small  scale high end accommodation like The Louise ;  

¶ Potential for lower cost accommodation for visitors that spend big on other 
products and services ; and  

¶ Gawler is lacking accommodation (only one three star model) which will be 
required for business and VFR as  size of the population grows . 
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Table 2.2: Food, Dining and Function Venues in the Barossa  

Dining Experience  Number of Establishments  Seating Capacity  

Restaurant 29 1,324 

Food producer 6 n/a 

Market 1 n/a 

Café 42 1,340 

Hotel 9 525 

Take Away 13 258 

Other 17 1,145 

Source: Tourism Barossa (2011d) 

There are a total of 42 food and dining venues within the Barossa which have the 
capacity and facilities available to host functions. Tourism Barossa Inc . produces the 
Barossa Business Events Planner  which contains details of capacities and config urations 

for conference venues with and without accommodation. The food and dining facilities 
which have the ability to serve as a function or meeting venues are listed in Appendix B .  

Table 2.3: Function Venu es in the Barossa  

Function Centres  Function R ooms  Capacity  Rooms A vailable  

With Accommodation     

Barossa Weintal Resort 5 10-220 50 

Novotel Resort 6 8-144 140 

The Louise  2 16-68 16 

Vine Inn Barossa 4 up to 300 47 

Without Accommodation     

Barossa Arts and Convention Centre 3 140-970  

Barossa Function Centre 8 60-250  

Chateau Tanunda 8 12-5000+  

Jacobs Creek Visitor Centre 7 25-300  

Saltram Estate Wine 3 80-150  

Wolf Blass 5 10-1000+  

Source: Tourism Barossa (2011c) 
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2.2.5  Cellar Doors  

The wine production assets of the Barossa are the major attraction for visitors to the 
area. There are 144 wineries throughout the Barossa, producing many varieties of wine, 
the most notable  being Shiraz. The majority of these vineyards have their cellar doors 
open to the public, be it set opening hours (80) or by appointment only. Several of these 
wineries also provide dining as well as function services. The cellar doors within the 
region v ary immensely, from Whistlers Wines vineyardôs cellar door which operates off 

the homesteadôs front veranda to the Jacobs Creek and Penfolds cellar doors and visitor 
centres, which operate out of specially built facilities to cater for the demand from 
visi tors. A full list of cellar doors is contained in Appendix A .  

 

Consultation Comments  

The presence of international brands and smaller less well known brands, often 
family owned and only available in limited quantities at cellar doors or by mail 
order, is  seen as an important mix for the region. The efforts of the wineries and 
cellar doors in promoting the Barossa and holding events is held in high regard. 
There is a need for cellar doors to diversify the experience by providing different 
food offerings an d extending their operating hours.  

Generally there is a need for more interactivity with the agricultural, wine and food 

making experience, for example, in wine education: knowing how to taste a wine, 
knowing the age of a wine, and what a corked wine is.  

Consultation Comments  

Comments concerning restaurants, dining and function venues included:  

¶ Need for more upmarket restaurants (between  Appellation and 1918 
standard);  

¶ Clustering of restaurants around a focal point (town/village square) would 
create destination and critical mas s;  

¶ Potential for big name r estaurant therefore creating a destinatio n, e.g. Rick 
Stein in Mollymook;  

¶ Potential for more ñhiddenò dining experiences especially for luxury travellers; 

¶ Branded restaurants (e.g. McDonalds) would be useful in catering for famil ies 
but those consulted were glad that they were not there and if they were 
should be confined to Nurioopta;  

¶ Need for wine bars (cellar doors close at 5pm) as meeting places and for after 
din ing entertainment opportunities;  

¶ Current concerns with inconsistent opening hou rs (e.g. early closing and not 
open as advertised);  

¶ Some concerns with inconsistent service and skill levels;  

¶ Some concerns with inconsistent food quality in restaurants ; and  

¶ In addition to the above comments, those consulted expressed a need for 

more educational experiences in relation to food and wine. These include more 
hands on experience with the growing and production processes as well as 
cooking schools offering either day or residential courses to visitors.  
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2.2.6  Attractions (Natural & Man - made )  

2.2.6.1  Natural  Attractions  

The natural landscape of the Barossa Valley and Ranges are seen as a key natural asset. 
There are many natural attractions within the Barossa enhanced through recreati on and 

conservation parks and trails.  

Table 2.4: Selected Natural Attractions in the Barossa  

Name  Type  Attractions  

Para Wirra Recreation 
Park 

National Park Relics of the Gold Rush, mineshafts, open days, Barossa Goldfields 
Walking Trail  

Sandy Creek 
Conservation Park 

National Park Bird watching, with over 130 different bird species  

The Heysen Trail Walking Trail Long distance walking trail 

Warren Conservation 
Park 

National Park 4 different bushwalking  trails 

Kaiserstuhl 
Conservational Park 

National Park Several bushwalking tracks, granite rock formations, low-lying 
forests and scenic lookout for views across the Barossa 

Hale Conservation Park National Park An isolated national park with a 4 hour hike  trail 

The Kidman Trail Walking Track A horse riding, cycling and walking trail that traverses 269 km of 
roadside, forest tracks, private land and unmade road reserves 
throughout the Barossa 

The Mawson Trail Walking trail A cross-country mountain bike tr ail. Extends from the Fleurieu 
Peninsula to the Flinders Rangers (1200km), the central section 
cuts through the Barossa 

Mount Crawford Forest National Park Littered with mountain bike and walking trails, Mount Crawford 
Forest is ideal for energetic people and explorers 

Lavender Federation 
Trail 

Walking Trail A trail stretching from the Murray Bridge to Springton in the 
Barossa, a linear walking trail 105km long through the diverse 
countryside 

Source: Tourism Barossa (2011b)  

Visitor m arket segm entation analysis in Section 3.2.1.3  indicate s that visitorôs activities 
in relation to visit ing national parks, bushwalking and  rainforest walks ar e under -
represen ted compared to the Australian average whilst visitor interest in visiting national 
parks, bushwalking, rainforest walks had been increasing.  

 

2.2.6.2  Man-made  Attractions  

A major attraction of the Barossa is its Prussian and English heritage which underlines 

European settlement and many of the skills involved in food production, wine making and 
other arts and crafts. The preservation of this aspect is a key differentiator of the region 
from other wine regions and should play a major role in the future vision of the Barossa.  

There  are a total of 46 identified  man -made a ttractions within the Barossa from 
museums and galleries to different regional tours infrastructure such as the Whispering 
Wall at the Barossa Reservoir. A  list  of man -made  attractions within the Barossa can be 

obs erved in Appendix A .  

There is one Spa located at the Novotel Resort.  

Consultation Comments  

The natural attractions in the Barossa are not promoted well (they are mentioned 
in the visitor guide). More could be done to produce collateral around natural 

attractions and to create walking and cycling trails between towns and villages 
enabling half or whole day itineraries for those visitors looking to combine regional 
experiences with r ecreational exercise.  
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2.2.7  Major Events  

The Barossa plays host to several major events throughout the year many of which are 
related to the food and wine industry. Maj or events are a key attractor for  the day visitor 

market. The largest event is t he Barossa Vintage Festival which is held every second 
year.  

Table 2.5: Major Events in the Barossa  

Event  Month  Involves:  

Barossa Vintage 
Festival 

Last week in April 
every second year 

Quintessential Barossa Event, biennial nine-day celebration which is a 
brilliant blend of wine, food and music  

Barossa 
Gourmet 
Weekend 

Third weekend in 
August 

Food and wine extravaganza as well as live entertainment 

Para Road Wine 
Path 

First Sunday in 
November 

Fine food, wine and entertainment for families  

Declaration of 
Vintage 

February 
Declaring the vintage open, blessing of grapes and a harvest parade. 
The Vigneron and winemaker of the year announced 

Tour Down 
Under 

January Plays host to one stage of the Tour Down under  

A Day on the 
Green 

Throughout the year  A relaxing music event taken place in several wineries 

Barossa Under 
the Stars 

January 
The event regularly attracts sell-out crowds with its unique setting and 
idyllic open-air picnic atmosphere 

Source: Tourism Barossa (2011b) 

In addition to major events there is a solid calendar of events throughout the year.  

Consultation Comments  

It was commented that there is an absence of Aboriginal heritage in the Barossa. 
The heritage and cultural aspects and values of the Barossa need to be a 
significant component of the destinationôs unique selling points. It was commented 

that locals do not recognise and promote their local heritage.  

There is a need to catalogue and display to visitors the skills of local artisans, e.g. 
food and wine production, arts and crafts (including Barossa furnitu re making) as 
a means of heritage preservation and tourist attraction.  

A standalone health & wellness spa may be a requirement for increased numbers 
of luxury visitors to be attracted to the region.  
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Table 2.6: Calendar of Events in the Barossa  

  

January  
¶ Tour Down Under 
¶ Shakespeare in the vines 
¶ Australia Day Celebrations 
¶ Barossa Under the Stars 
¶ Friday Unwind 

July  
¶ Barossa Small Winemakers Annual Tasting 
¶ Barrel Shed Concert 
¶ Marananga Brass Band 

February  
¶ Declaration of Vintage 
¶ Angaston Show 
¶ Sunday Funday 
¶ Twilight Concert 

August  
¶ South Australian Living Artist Festival 
¶ Barossa Gourmet Weekend 
¶ Gawler Horticulture and Agriculture Show 
¶ South Australian Living Artist Festival 
¶ Marananga Regional Wine Show 
¶ Barossa Wedding Expo 
¶ Friday Hot Pot 

March  
¶ The Barossa Cup 
¶ Tanunda Show 
¶ Mount pleasant Show 
¶ Candlelight Concert 
¶ Sunday Funday 
¶ Lichinga Family Fun Day 

September  
¶ Barossa Wine Show 
¶ Barossa Band Festival 2011 
¶ The Gawler Cup 
¶ Chateau Barossa High Tea 
¶ Slow Food Sunday's at the Farm 
¶ Friday Hot Pot 

April  
¶ Barossa Vintage Festival 
¶ Easter Sunday Family Funday 
¶ Sunday Funday 
¶ Kapunda Farm Fair 
¶ Sunday Argentine Asado 
¶ Seafood Sunday 

October  
¶ Sunday Funday 
¶ Pfeiffer Fest 
¶ Gawler Textile and Arts Weekend 
¶ Slow Food Sunday's at the Farm 
¶ Kapunda Celtic Festival 
¶ Kapunda Show 

May  
¶ Gawler History Week 
¶ Discover Seppeltsfield Road 
¶ Tanunda Town Band 

November  
¶ A Day on the Green 
¶ Barossa Rose and Flower Show 
¶ Slow Food Sunday's at the Farm 
¶ Para Road Wine Path 
¶ SA Premiers Masters' Ashes Cricket 

June  
¶ Stew and Shiraz Day 
¶ Friday after Five 

December  
¶ Slow Food Sunday's at the Farm 
¶ Tanunda Christmas Parade and Street Party 
¶ Gawler Christmas Street Festival 
¶ Carols by Candelight 
¶ Christmas Racing Carnival 
¶ Community Carols 
¶ Lions Christmas Carols 
¶ Salt Carols 

Source: Tourism Barossa (2011b) 

Visitor m arket segmen tation analysis in Section 3.2.1.3  indicate s that visitorsô activities 
in relation to attending festiv als, fairs or cultural events are  under - represented compared 
to the Australian average whilst visitor interest in events had  been increasing. This 
indicates a potential weakness in the Barossa events.  

No regular business events were identified except that some of the events relating to 

food and wine do have a business component.  

 

Consultation Comments  

It is widely recognised that events play a vital role in attracting visitors to the 
Barossa. There were suggestions that some events need to be discontinued and 

new ones created to stimulate visitation. There was also an expressed need for 
better co -ordination of events calendars  in particular between the Barossa and 
Gawler to minimise event clashes. A convention and events marketing resource 

would be suitable for this.  
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2.2.8  Retail  

The Barossa retailing comprises numerous small specialist stores throughout the towns of 
Tanunda, Angaston and Nuriootpa, ranging from fashion outlets and jewellery to home 
wares and beauty products.  

Visitor m arket segmen tation analysis in Section 3.2.1.3  indicates  that visitorsô activities 
in relation to retailing are under - represented compared to the Australian average whilst 
visitor interest in retailing had been  increasing. This indicates a potential weakness in the 
Barossa retailing.  

In addition to retail outlets, the Barossa boasts some of the best, regularly held, markets 
in South Australia. Some of these markets are an opportunity to showcase the food and 
oth er artisan products produced in the region.  

Table 2.7: Markets in the Barossa  

Market  Where Held  When Held  

Barossa Farmers Market Angaston Every Saturday 7:30am-11:30am 

Gawler Open Air Market Evanston Every Sunday 8am ï 2pm 

Gawler Antiques and Collectables Gawler First Sunday every month 

Gawler Lions Market Gawler Every Sunday 8am ï 12pm 

Lyndoch Markets Lyndoch Every second Sunday of every month, 9:30am ï 3pm 

Williamstown Markets Williamstown First Sunday of every month 9:30am ï 3pm 

R&F Auctions Gawler First and third Wednesday of every month 

Greenock Artisian Markets Greenock Second Friday of December, January, February and March 

Source: Tourism Barossa (2011b)  

 

2.2.9  Transportation & Tours  

Air  

The closest regular  passenger transport (RPT) airport to the Barossa is the Adelaide 
Airport. Drive time from the Airport to Tanunda is between 1.5 and 2 hours depending on 
traffic. Adelaide is well serviced with regular international and domestic flights; all major 
carriers  (QANTAS, Virgin Blue, Jetstar and Tiger) service Adelaide from all major cities 

within Australia as well as several international destinations. Regional aircraft carriers 
(Cobham, Regional Express, Alliance, Sharp Airlines, AirSouth and QANTASLink) also 
operate out of Adelaide, connecting to major regional areas.  

Helicopter and balloon tours are available within the Barossa.  

 

Road  

When travelling by road to the Barossa from Adelaide, there are several different routes 
which can be taken, depending on the amount of time and destination of the trip. The 
main road network connecting Barossa to Adelaide is the Sturt Highway, which is 

Consultation Comments  

Some suggestions were received about the potential for an airport closer to the 
Barossa in particular for charters and for the luxury end of the market (e.g. 

transfers from Kangaroo Island). It was mentioned that air tours often use the 
private airstrip near Gawler.  

Consultation Comments  

Markets were seen as a key outlet for many local artisans. Some comments were 
received about the potential to have a permanent market like some European 
towns.  
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approximately a one hour driv e. There are also several scenic routes connecting Adelaide 
and Barossa, taking approximately 1.5 hours.  

Main roads within Barossa are generally of good quality although there are many minor 
roads between attractions that are unsealed. Several routes are g azetted as commodity 

routes suitable for B -doubles including Gomersal Rd.  

Table 2.8: Travel Times in and to Barossa  

Route  Distance  Travel Time  AADT (a)  

Adelaide Airport-Tanunda (via South Rd, A9, A1, 
Northern Expressway. Gommersal Rd) 

78.6km 1hr 17mins na 

Adelaide-Nuriootpa (via Sturt hwy)  75km 1hr 15mins na 

Adelaide-Angaston (via Springton) 90km 1hr 30mins na 

Adelaide-Gawler  45km 1hr 24,400 

Adelaide-Tanunda (via Lyndoch) 72.5km 1hr 30mins na 

Gawler-Tanunda (Sturt Hwy/Gommersal Rd) 27km 27mins 2,900 

Gawler-Lyndoch (Barossa Valley Way) 15km 20mins 2,800 

Lyndoch-Tanunda 12.5km 10mins 4,400 

Adelaide-Williamstown (via Chain of Ponds) 45km 50mins  

Williamstown-Lyndoch 7km 10mins 2,000 

Tanunda-Nuriootpa 7km 10mins 7,300 

Tanunda-Angaston 13km 12mins na 

Angaston-Nuriootpa 6km 10mins 4,300 

Springton-Angaston (via Eden Valley) 27km 25mins 1,100 

Note: (a) AADT = annual average daily traffic estimates, 24 hour two way flows  
Source: Tourism Barossa (2011b), Department for Transport, Energy and Infrastructure, AEC group 

 

Signage  

Signage concerns directional signage for visitors travelling to the Barossa as wel l as 
signage within the region. Generally signage is very poor. For example on the ro ute 
directed to the Barossa by Go ogle maps along South Road in Adelaide and the Northern 
Expressway, two signs give direction to the Barossa. Even the turnoff to Gommersal  Road 
indicated Tanunda and not the Barossa. Furthermore, there are no signs for Adelaide 

Airport along the same route.  

There are no entry statements to the Barossa and therefore no sense of arrival.  

 

Public Transport  

Adelaide Metro runs a regular train service to Gawler Central 7 days a week, 365 days a 
year. A rail line extends from Gawler to Angaston but is currently only used to service 

Barossa Quarries near Angaston.  

A daily LinkSA bus service previously operated between Angaston to Adelaide, making 
stops throu ghout the surrounding townships.  However this was expensive and no longer 
operates . This service has since been replaced by a bus service operating from Gawler to 
the Barossa stopping at several townships along the way.   

Consultation Comments  

Signage was raised unanimously by all those consulted as a major issue.  

Consultation Comments  

It was mentioned that at times there can be road user conflicts between 
commercial and visitor traffic around the Barossa. There are also some car hire 

companies that do not permit travel on unsealed roads as part of their terms and 
conditions.  
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Taxi Services  & Car Hire  

There are  two local taxi services in the Barossa. However, the supply of taxies is severely 
limited, thus the booking of a taxi ahead of time is essential to avoid extended periods of 
time waiting for a street pick up.  

There is no  permanent  local car hire company i n the Barossa although there is a small 

car hire firm in Gawler with nine vehicles. All major car hire companies are represented 
at Adelaide Airport and in Adelaide.  

 

Cycling  

Cycling is becoming an increasingly popular pastime in South Australia and globally with 
the success of international events such as Tour Down Under. There are a number of 
cycle tracks in the Barossa including from Tanunda to Angaston. Recently the regionôs 

councils have applied for funding to extend the cycleway from Gawler to Tanunda.  

 

Touring the Region  

There are a total of 25 registered tourism operators in the region, wit h tours rangin g 

from half day basic tours to multi  day bicycle tours from Flinders to the Barossa. The 
main form of tours use bus and cars as transportation, however tours are also available 
by hot air balloon, helicopter and motorbike. Many of the tour co mpanies also offer an 
option to be picked up from Adelaide and the Adelaide Airport. The breakdown of tourist 
operators operating within the Ba rossa is contained in Appendix B .  

The Barossa also contains several self guided trails, showcasing much of the re gionôs 
produce including the Butcher, Baker Winemaker Trail  and Barossa Cheese and Wine 

Trail . These allow visitors to travel around the region sampling some of the best produce 
made in Barossa.  

 

Consultation Comments  

Comments were made regarding the nee d to accredit tour operators.  

Consultation Comments  

The popularity of cycling was seen as a major potential, not only for attracting 
cyclists from Adelaide journeying to the Barossa and back but also within the 
region to provide a safe recreation exercise separate from roads. It was also 

mentioned that there is potential for bicycle hire schemes like those in Melbourne 
and Brisbane with bike hire stations in major towns and perhaps some villages.  

Consultation Comments  

The lack of an effective taxi service was seen as a major deterre nt to day and night 
time tourism.  

Consultation Comments  

The lack of public transport both to and within the Barossa is seen as a major issue 

by all consulted. This impacts both visitors and locals. Many commented on the 
need for a shuttle bus servicing major towns and attractions including at night 
time.  
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2.2.10  Information & Marketing  

Tourism Barossa Inc produces a number of publications and maps for the region 
including:  

¶ Barossa Visitors Guide;  

¶ Barossa Touring Map;  

¶ Butcher, Baker, Wine Maker Trail Brochure; and  

¶ Barossa Busin ess Events Planner.  

In terms of electronic media the main web site is Barossa.com. This site is owned by 
Barossa Grape and Wine but is updated by Tourism Barossa Inc. It is understood that the 

site will include online accommodation booking shortly. Other e lectronic media includes 

Facebook, Twitter and You Tube which appear to be regularly updated.  

Other  relevant tourism internet sites include:  

¶ SATC: www.southaustralia.com/Barossa.aspx ; and  

¶ Each Counci l maintains its own website which contain information on council operated 
facilities that are of interest to visitors.  

 

2.2.11  Tourism Skills & Labour  

There were an estimated 7,374 people directly employed by 120 tourism characteristic 
and connected businesses throughout the Barossa during 2006 -07, from hotel and 
accommodation providers to tour  oper ators and cafe staff.  

Table 2.9: Number of Businesses and Employment involved in Tourism in Barossa  

Business Size  Tourism  
Characteristic  

Industries  

Tourism  
Connected  
Industries  

Total  Employment  

Non-employing Businesses 72 468 540 540 

Micro Businesses (1-4 employees) 18 174 192 384 

Small Businesses (5-19 employees) 21 129 150 1,050 

Medium Businesses (20-199 employees) 9 51 60 5,400 

Large Businesses (200+ employees) 0 0 0 0 

Total  120  822  942  7,374  

Source: TRA (2011b) 

Non -employing businesses make up the majority of businesses within  the  Barossa, 
accounting for 57.3% of businesses with micro and small businesses contributing to 
36.3% of the businesses, with medium siz ed businesses 6.4%. I n ter ms of employment, 
medium sized businesses made up the majority of employment within the Barossa, with 

73.2% of employment, small businesses composed 14.2% of employment, with the 

smallest levels of employment observed in the non -employing and small sized 
businesses.  

Consultation Comments  

Comments were received about the need to update and improve Barossa.com to 
become a cutting edge/best practice tourism website.  

There is a need for more specific guides regarding heritage, natural and 
recreational aspects of the Barossa. The region also has an opportunity to take 
advantage of providing information to mobile devices.  

http://www.southaustralia.com/Barossa.aspx
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Figure 2.5 Business Size and Employment by Business Size  
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Source: TRA (2011b) 

 

2.3  Tourism Connected Product & Infrastructure  

Tourism connected infrastructure is that which is predominately directly associated with 
the resident population bearing in mind that this infrastructure is also  required to support 

visitors.  

2.3.1  Governance & Organisations  

There are a number of organisations that are predominately focussed at an industry or 
governance level that are connected to tourism in the Barossa. Other than South 
Australian Government departments involved in service delivery these include:  

¶ Regional Development Australia, Barossa : A partnership of three levels of 

government to delivers services in career & workforce, business assistance and 
economic development . 

¶ The Barossa Council , Light Regional Council and Town of Gawler : Responsible for 
development planning and approval, local roads, waste collection, libraries, parks and 
gardens, community services and some licencing.  

¶ Food SA : Role is to support and develop the sustainability and  profitability of the 
dynamic food industry in S outh Australia . 

¶ Barossa Grape and Wine Association : R esponsible for promoting the Barossa Brand. 

It serves as the guardian for communicating the Barossa Vision through highlighting 
its people and places; elic iting the essence of " the Barossa" through emotion, sight, 
smell, taste, sound and feel; reinforcing our place among the most prestigious wine 
regions in the world.  

Consultation Comments  

A number of issues were raised around business and customer service skills. Local 
employees are not necessarily aware of the heritage values of the region or the 
cultural needs of international visitors. Local education is required in these areas 

for locals and workers from other areas.  

In regards to international visitors  (e.g. Chinese) the destination needs to be made 
ready. This requires multi - language website and guidebooks as well as translated 
menus and interpreter services.  

One issue raised was a lack of local rental accommodation for hospitality workers.  
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¶ Bike SA :  South Australia's peak body for recreational cycling (independent, non -
government,  not - for -profit association supporting all recreational cyclists and 
members).  

Local organisations within the Barossa towns and villages also include:  

¶ Tanunda Town Centre Committee ;  

¶ Angaston Management Group ;  

¶ Nuriootpa Regional Community Association ;  

¶ Trur o and District Community A ssociation ;  

¶ Lyndoch and Districts Community Committee ;  

¶ Mount Pleasant Main Street Committee ;  

¶ Springton Progress Association ;  

¶ Williamstown Community Council ;  

¶ Seppeltsfield Road Business Alliance ; and  

¶ Greenock Village Association . 

 

2.3.2  Utilities  

Water  

The water supply in Barossa is supplied from the Barossa Reservoir 11km south -east of 
Gawler and has a capacity of 4,515 megalitres.  

Waste Water  

The regional councils within the Barossa operate a Community Waste Water Management 
Systems (CWMS) wi thin the townships of Angaston, Lyndoch, Mount Pleasant, Nuriootpa, 

Springton, Stockwell, Tanunda and Williamstown  for all waste water within the region . All 
septic tanks installed on  private  properties located within the townships must have a 
connection to the CWMS.  

Electricity  

240V electricity is available in all towns and villages in the Barossa as part of the national 
electricity grid. There is a diesel powered peaking power station at Angaston comprising  

24 Cummins QSK60 generator sets, each rated at 1.6 MW (total of 50MW). The 
generators operate at 415V and step up to 33 kV via 12 transformers.  The power station 
has advanced environmental features to ensure emissions and noises are at a minimum, 
with emissions at ground level below stringent Australian environmental standards 
proposed for 2008.  

Gas  

Gas supply is via bottled gas.  

Communications  

Mobile broadband coverage is reported by Telstra to supply typical customer download 
speed of 550kbs to 3Mbps across the majority of the Barossa.  

The Barossa was not  a first or second release area for the NBN rollout but it is noted that 
McLaren Vale will be included as a n additional  adjacent (to Willunga) rollout  site . Timing 
for rollout to  the Barossa is not available but indications are that major towns and 
villages will receive optical fibre.  

Consultation Comments  

One of the main outcomes from consultation in regard to the tourism industry and 
other industry sectors and interests is the need for all organisations to work 
together in the promotion of the Barossa.  



 

Barossa Product Gap Audit ï Final Report v1.2   24 

Digital TV  

Digital TV is available either through aerials or satellite.  

Postal Services  

All towns and villages in the Ba rossa have either a post office or community postal 

agency.  

 

2.3.3  Community Facilities  

The Barossa contains a range of community, sport and recreation facilities  to cater for 

most activities  with some of the facilities including; sports  fields and ovals, multi -purpose 
sporting areas, c ommunity halls, indoor and outdoor sports court s, three golf courses, a 
new swimming pool in Tanunda and the Gawler racecourse.  

There are numerous libraries within the Barossa which offer general library services as 

well as access to computers and wireless  internet as well as printing, laminating, 
photocopying and facsimile services. The Tanunda Library is bring co - located with the 
new Tanunda VIC. Libraries are located in Nuriootpa, Angaston, Lyndoch, Mount 

Pleasant, Tanunda, Freeling, Greenock, Kapunda, a nd Gawler.  

 

2.3.4  Education & Tr aining  

The Barossaôs education facilities combine a mix of public and private educational 
institutions. There are kindergartens within the region and a total of thirteen primary and 
three secondary schools, with more schools expected to be constructed as s tudent 

enrolments increase.  

A technical and further education (TAFE) training college at Nuriootpa offers specialised 
training and expertise for the region's industries. The University of Adelaide  has a major 
campus , located at Roseworthy  which  specialises in agriculture, natural resource 
management, animal and veterinary science, horse husbandry and management, animal 
science and agronomy.  

The schools within the Barossa as well as the tertiary institutions, and courses they offer, 

are listed in  Appendix B .  

Consultation Comments  

Consultation raised the possibility of the Barossa and more particularly Gawler 
hosting national sporting events including basketball using the STARplex facility in 

Gawler (owned by Trinity College).  

Gawler Racecourse has recently been upgraded and can provide a function venue 
however Gawler has a lack of suitable accommodation for large events.  

The possibility for horse events was mentioned.  

Consultation Comments  

Often there are planning issues in regard to utility infrastructure when 
development applications are received from non urban zoned areas. For example, 
there may be a need  to install or augment utility infrastructure to service the 
development, e.g. electricity, water supply, sewerage, roads, street lighting.  

Some mobile coverage black spots were mentioned, particularly on the Barossa 
Valley floor. There are some black spot s across the region in relation to digital TV 

reception. In these areas satellite is the recommended technology to receive 
digital TV.  



 

Barossa Product Gap Audit ï Final Report v1.2   25  

 

2.3.5  Other Services  

Health  

Residents and visitors of  the Barossa have access to a wide range of health care services 

in a number of locations throughout the region.  These services include accident and 
emergency, day and inpatient surgery, obstetric services, and community health and 
aged care services.  

The main health hub for the area is the Barossa Health Service, located at both Angaston 
and Tanunda, and is supported by other facilities in Kapunda, Mount Pleasant and 
Gawler.  The locations of these health services are: Angaston Hospital; Inner North 

Country Community Hospital; Gawler Hospital; Kapunda Hospital; Mount Pleasant 
Hospital; and Tanunda Hospital . 

Police  

The Barossa Local Service Area (BALSA) encompasses the Barossa Valley and Gawler 
Distri cts and comprises of 2 major patrol bases located at Nuriootpa and Gawler as well 
as six  out stations of Freeling, Kapunda, Mount Pleasant, Mallala, Two Wells and 
Williamstown. The BALSA has a radius of 3,100 square kilometres.  

Fire  

Fire Stations are located in Gawler, Kapunda and Tanunda.  

Ambulance  

Ambulance Stations are located in Kapunda; Mount Pleasant; Angaston; and Gawler.  

2.3.6  Media  

The local daily newspaper is the Barossa & Light Herald owned by Fairfax media.  

The local radio station is Triple Bfm 89.1 Community Radio. The station is promoted on 

road signs around the Barossa.  

 

 

Consultation Comments  

A number of possibilities exist around education:  

¶ Establish a  ñSouth Australia College of Wine and Food Tourismò including 
courses around heritage aspects of the region, induction courses for new 
workers and integratio n into year 11 and 12 to provide pathways into the food, 
wine and hospitality industries ; and  

¶ Facilities and courses to supply food and wine education to visitors including 
day and residential courses . 

 

http://www.truelocal.com.au/business/triple-bfm-89-1-stereo/tanunda
http://www.truelocal.com.au/business/triple-bfm-89-1-stereo/tanunda
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3.  Visi to r Characteristics & Segments  

This S ection examines  visitation patterns and the characteristics of visitors over the last 
decade a nd explores various market segmentations applicable to the Barossa . 
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Key Findings  

¶ The Barossa experienced an estimated 1.081 million visitors in 
2009 -10, a decline of 9% on 19 99 -00. Australia down  7% over this period . 

¶ Domestic day visitors a ccounted for 867,000 or 80% of visitors 
(67% for Australia).  

¶ Intrastate v isitors:  

o Accounted for  114,000 or 53% of overnight visitors (61% 
Australia ) ;  

o Accounted for 223,000 or 41% of total visitor nights (26% 

Australia); and  
o Stayed an average 2.0 nights (2.7 nights Australia).  

¶ Interstate v isitors:  

o Accounted for 89,000 or 41% of overnight visitors (32% 

Australia);  
o Accounted for 257,000 or 47% of visitor nights (31% Australia); 

and  
o Stayed an a verage 2.9 nights (6.2 nights Australia).  

¶ International v isitors:  

o Accounted for 11,900 or 6% of overnight visitors (8% Australia);  
o Accounted for 63,000  or  12% of visitor nights (43% Australia); 

and  
o Stayed an average 5.3 nights (33.7 nights Australia).  

¶ Whil st there is some seasonality across different visitor sources, 
visitation is relatively smooth across the year .  

¶ 38% of visitors to the Barossa were aged 45 -64 years whilst those 
aged 25 -44 years were 34%. Over the last few years the older age groups 
have b een increasing in market share at the expense of the 15 -25 year 
group . 

¶ The majority of visitors to  the  Barossa come for holiday/leisure 
purposes (55%) whilst visiting f riends and relatives comprised 29% . 

¶ Business tourism is variable from year to year reach ing 27,000 in 
2009 and 2008 but with variation in visitor nights (44,000 in 2009 v 97,000 
in 2008) . 

¶ 58% of domestic visitors come from Adelaide with 19.2% from 
regional South Australia. The largest interstate market was NSW/ACT with 
18% followed by Victori a with 14% . 

¶ For international source markets Europe is the largest (33% with 
9% from Germany) followed by New Zealand (22%), United Kingdom (19%), 
North America (17%) and Asia (7%) . 

¶ Visitor expenditure in  the  Barossa 2009 -10 was estimated at $180 

million. Day trip  visitors spent on average $84 per day , dom estic overnight 
visitors $223 per night . International visitors spent $85 per day in regional 
SA.  

¶ The most popular activities in the Barossa are eating out at 
restaurants and cafes (54%) followed by visiting wineries (44%) and visiting 
friends and relatives (42%) . 

¶ The largest lifestyle group  visiting the Barossa is older non -working 
married persons (25.7%) followed by parents with their youngest children 
aged 15+ still living at home (17.3%) . 

¶ In aggre gate, older people comprised 44%, parents with children of 
any age comprised 40%, younger couples with no children  12%, and singles 
just 4% . 

¶ In terms of overall visitor satisfaction, 93% were satisfied with their 
visit to the Barossa, much higher than othe r visitor satisfaction surveys 
(82%).  
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Key Findings  (cont.)  

¶ Lifestyle group s that are well - represented in the Barossa and have 
experienced high growth in Australia are :  

o Older non -working married persons;  

o Older working married persons; and  
o Parents with youngest child aged 15+ still living at 

home.  

¶ Lifestyle groups that are under - represented in  the  Barossa and have 
experienced high growth in Australia  are :  

o Parents with youngest child aged 5 or less;  and  
o Older working single.  

¶ Lifestyle groups that are well - represented in  the  Barossa and have 
experienced low growth in Australia are:  

o Young/midlife couple, no children ; and  
o Young single living alone or in shared accommodation.  

¶ Lifestyle groups tha t are under - represented in the Barossa and have 
experienced low growth in Australia are:  

o Parents with youngest child aged 6 to 14;  

o Young single living at home; and  
o Midlife singles.  

¶ Activities that are well - represented in  the  Barossa and have experienced hi gh 
growth in Australia  are :  

o Wineries;  
o Visit friends and relatives;  
o Visit museums or art galleries; and  
o Attend theatre concerts or other performing arts.  

¶ Activities that are under -represented in  the  Barossa and have experienced 
high growth in Australia  are :  

o Retail;  
o Visiting national parks, bushwalking, rainforest walks;  
o Visit botanical or other public gardens;  
o Attend festivals, fairs or cultural events; and  
o Visit wildlife parks/zoos.  

¶ Activities  that are well - represented in  the  Barossa and have experienced lo w 
growth in Australia are:  

o Play other sports;  
o Go on a day trip to another place;  
o Visit history/heritage buildings or sites;  

o Casinos/pubs/clubs; and  
o Agri - tourism . 

¶ Activities that are under -represented in  the  Barossa and have experienced 
low growth in Austra lia are:  

o Other outdoor activities;  
o Sporting event;  
o Play golf;  
o Visit amusements or theme parks;  
o Go fishing; and  
o Going to the beach.  

¶ Restaurants and cinemas and tourist trains/sightseeing activities are  as 
equally well represented in the Barossa as in Austra lia . 

¶ Other market segmentation  included but not analysed due to lack of data in 
the study are :  

o SATCôs experience seeker Greg & Helen; 

o The 2005 Clare Valley and Barossa Tourism Regions Integrated Strategic 
Plan  proposed market segments: Wine focused (31 -50 years); Indulgers 
(41 -50 years); Browsers (>50 years); Generation Y discoverers (10 -30 
years); Generation X discovers (31 -40 years); and  Visiting friends and 
relatives; and  

¶ Psychographics (wants and needs) segmentation : Active Explorers, 
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3.1  Visitor Characteristics  

Visitor characteristics are based on what is known about  existing visitors to the Barossa.  

3.1.1  Number of Visitors  

In 2009 -10 the total number of visitors to the Barossa was estimated at 1.082 million. 
The vast majority or just over 80% of this was domestic day trips. Of the other 20% that 
were overnight, intrastate  visitors comprised 53% (41% of visitor nights), interstate 41% 
(47% of visitor nights) and international 6% (9% of visitor nights). Comparative figures 
for overnight visitors for Australia are intrastate visitors 60% (26% of visitor nights), 

interstate 32 % (31% of visitor nights) and international 8% (43% of visitor nights).  

Table 3.1: Barossa Visitation  

Description  1999 -00  2009 -10  Change  

Number  %  Number  %   

Intrastate       

Visitors 139,000 67% 114,000 53% -18% 

Visitor nights 257,000 44% 223,000 41% -13% 

Interstate       

Visitors 50,000 24% 89,000 41% 78% 

Visitor nights 220,000 38% 257,000 47% 17% 

International       

Visitors 17,000 8% 11,900 6% -30% 

Visitor nights 102,000 18% 63,000 12% -38% 

Total       

Visitors 206,000 100% 214,900 100% 4% 

Visitor nights 579,000 100% 543,000 100% -6% 

Day Trips (a)  977,000  867,000  -11% 

Total Visitors  1,183,000   1,081,900   -9%  

Note: (a) Domestic day trips defined as trips involving a round trip of at least 50km and  being away from home for at least 4 hours, 

but not overnight.  
Source: TRA (2011i) 

Table 3.2: Australia Visitation  

Description   1999 -00  2009 -10  Change  

Number  %  Number  %   

Intrastate       

Visitors 51,465,000 66% 43,693,000 61% -15% 

Visitor nights 165,401,000 41% 117,863,000 26% -29% 

Interstate       

Visitors 22,306,000 28% 22,710,000 32% 2% 

Visitor nights 127,983,000 31% 140,867,000 31% 10% 

International       

Visitors 4,652,000 6% 5,692,000 8% 22% 

Visitor nights 115,000,000 28% 192,000,000 43% 67% 

Total       

Visitors 78,423,000 100% 72,095,000 100% -8% 

Visitor nights 408,384,000 100% 450,730,000 100% 10% 

Day Trips(a)  161,464,000   150,963,000   -7%  

Total Visitors  239,887,000   223,058,000   -7%  

Note: (a) Domestic day trips defined as trips involving a round trip of at least 50km and being away from home for at least 4  hours, 

but not overnight.  
Source: TRA (2011h), TRA (2001) 

Compared with a decade ago, the total number of visitors is estimated to  have fallen by 
approximately 100,000, or 9% (down 8% for Australia). This decline was heavier for 
domestic day trips (down 11%, down 7% for Australia) but positive for overnight trips 
(up 4%, down 8% for Australia) where interstate visitors (up 78%, up 2%  for Australia) 
outnumbered declines in intrastate visitors (down 18%, down 15% for Australia) and 
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international visitors (down 30%, up 22% for Australia). Comparing the relative mix of 
overnight visitors, interstate visitation has increased market share f rom 24% to 41% 
over the last decade.  

Figure 3.1: Barossa Visitor Composition  

1999 - 00  2009 - 10  
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Source: TRA (2011i) 

 

3.1.2  Dome stic Day Trip Visitors  

The total number of day trip visitors to the Barossa during 2009 -10 was estimated at 
867,000, a 13.9% increase from 2008 -09 (761,000 day visitors). Historically day trip 
visitors to the Barossa have been strong, with visitor numbers over the last decade 

typically fluctuating between 800,000 and 1,000,000 people per year. However, the total 
number of day trip visitors to the Barossa has been trending downwards at a rate of 
approximately 0.5% per year since 1998.  

Figure 3.2: Day Trip Visitors to Barossa  

 

Source: TRA (2011i) 

Implications for the Barossa  

The comparison with Australia indicates  the  Barossa ôs growth in interstate 

visitation was significantly above the nation  but that the Barossa did not share in 
the increase in international visitors.  This maybe a result of targeted marketing.  
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A similar downward trend has been experienced for Australia.  

Figure 3.3: Day Trip Visitors in Australia  (millions)  

 

Source: TRA (2010a) 

3.1.3  Intrastate Visitors  

Intrastate visitors to the Barossa in 2009 -10 were estimated at 114,000, amounting to 

53% of total visitors. The number of intrastate visitors increased by 11.8% compared to 

2008 -09. In recent years, in trastate visitor numbers have been decreasing since reaching 
a peak around 2001 -02 of around 217,000.  

The number of nights intrastate visitors spent in the Barossa during 2009 -10 equated to 
223,000 nights. This was an increase of 3.7% compared to the numb er of nights stayed 
during 2008 -09. Average length of stay was 2.0 nights for the 2009 -10 year. Total 
intrastate visitors have been trending downwards at a rate of approximately 0.2% per 
year.  

Figure 3.4: In trastate Visitors to Barossa  

 

Source: TRA (2011i) 

A similar trend has been experience d for Australia.  
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Figure 3.5: Intrastate Visitors in Australia  (millions)  

 
Source: TRA (2010a) 

3.1.4  Interstate Visitors  

There were an estimated 89,000 interstate visitors to the Barossa during 2009 -10, 41% 
of total visitors for the 12 months. Interstate visitor numbers decreased by 8.2% 
compared to 2008 -09, when Barossa received 97,000 interstate visitors. Total interstate 

visito r numbers have increased by 78% when compared to 1999 -00.  

Total interstate visitor nights for the Barossa were 257,000 in 2009 -10. When compared 
to 2008 -09 interstate visitor nights decreased by 23.9% from 338,000 interstate visitor 
nights. When compared t o 1999 -00 total interstate visitor nights have increased by 17%, 
much less than interstate visitors. The average number of nights interstate visitors 
stayed in the Barossa during 2009 -10 was 2.9 nights, a significant decline from 1999 -00 
where the average was 4.4.  

The total overall trend of interstate overnight visitors to the Barossa has been increasing 
at a rate of approximately 5.8% per year since 1998. The largest spike in interstate 
visitors to the Barossa is during the December quarter, indicating it is a destination 
during the Christmas holidays.  

Figure 3.6: Interstate Visitors to Barossa  

 

Source: TRA (2011i) 
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Interstate visitation in Australia has also been growing but at a more subdued pace.  

Figure 3.7: Interstate Visitors in Australia  (millions)  

 
Source: TRA (2010a) 

3.1.5  International Visitors  

International visitors to the Barossa were estimated at 11,900 visitors during 2009 -10, or 
6% of total overnight visitors. The number of international visitors decreased by 15.6% 

in 2009 -10 when compared to 2008 -09.  

The total number of nights spent in the  Barossa by international visitors amounted to 
63,000 during 2009 -10. This was a decrease of 23.2% when compared to the number of 
nights international visitors stayed in 2008 -09.  

International visitors tended to spend the largest number of average visitor  nights, 
compared to interstate and intrastate visitors with an average of 5.3 nights. The average 
number of nights spent by international visitors to the Barossa decreased in 2009 -10 

compared to 2008 -09, when they stayed an average of 5.8 nights.  

Since 2000, international visitors to  the  Barossa have been declining at an annual rate of 
3.5% per year. As can be observed in Figure 3.8 international vis itor numbers to the 
Baross a were  above 15,000 visitors per year  from 2000 to 2005 . Since 2005, 
international  visitors to the Barossa have decreased to below 15,000.  However , the 
degree of fluctuation amongst international visitors has been removed, with in ternational 

visitor numbers within a band of 12,000 to 15,000  per annum .  
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Figure 3.8: International Visitors to Barossa  

 

Source: TRA (2011i) 

While total international visitor numbers to the Barossa have decr eased sinc e 2000, over 
the same timeframe  total international visitors to Australia have increased as can be 
observed in Figure 3.9. During 2009 -10 there were approxim ately 5.6 million 
international travellers who visited Australia, an increase from 4.3 million visitors in 

1998 -99.  

Figure 3.9: International Visitors to Australia  

 
Source: TRA (2010a) 

 

Implications for the Barossa  

Whilst the number of international visitors to Australia and international visitor 
nights has been growing, those international visitors to the Barossa have been 
declining. This would indicate that other Australian destinations have become 

rela tively more attractive or that marketing efforts have differed. The Barossa has 

an opportunity to attract more international visitors through additional product 
development.  
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3.1.6  Seasonality  

The la rgest visitation quarter in the Barossa has historically been the December quarter. 
This quarter observed large spikes in total visitor numbers compared to the other three 
quarters, with the September quarter recording the lowest number of day trip visitor s. 

Intrastate visitation, relating to the peak visitation periods throughout the year is highly 
volatile, with no period being highlighted as having a higher , or lower , number  of visitors. 
This can be attributed to residents taking weekend trips throughout  the year to the 
Barossa, resulting in a highly volatile seasonal trend.  

Historically the peak periods for interstate visitors appear to be during the June quarter 
with the December quarter appearing to be the quietest period for interstate visitors in 
the  Barossa. International visitation does not show any seasonal variation.  

3.1.7  Age Profile of Visitors  

The largest age group of visitors to the Barossa were 45 -64 years of age with this age 
group accounted for 38% of total visitors to the Barossa. The second lar gest age group 
visiting the Barossa were people aged 25 -44 years, with 34% of total visitors. Visitors 
aged 15 -24 years and 65+ accounted for 10% and 18% of total visitor numbers 
respectively. Comparing over different time periods indicates that the 15 -24 age group 

has lost market share to the 25 -44 and 45 -64 age groups.  

Figure 3.10 : Age Profile of V isitors to the Barossa  
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Source: TRA (2005, 2008) 

3.1.8  Purpose of Visit  

The most frequent purpose for visiting the Barossa was for a holiday or leisure purposes, 
which accounted for  55.4% of visitors. Visiting friends and relatives was the reason 
28.7% of people came to the Barossa, with business accounting for 11.9% of visito r 
numbers. Education and other accounted for the remaining 4.0% of the visitors to the 
Barossa. Since 2005 it appears that holiday/leisure purposes has increased at the 
expense of each of the other purposes.  
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Figure 3.11 : Purpose of Visit to Barossa  
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Source: TRA (2005, 2011d) 

3.1.9  Business Tourism  

Business tourism in the Barossa, although variable over the last five years in terms of 
visitors and visitor nights, is a significant component (approximately 12%) of overall 
visitation reaching 27,000 visitors (same in 2008) and 44,000 visitor nights in 2 009 
(97,000 visitor nights in 2008). There are many function facilities in the Barossa (see 
Section 2.2.4 ) with the optimal overnight business event size being approximately 150 as 
this is the largest number that can be accommodated at the largest hotel in the region 

(Novotel).  

From an Australian perspective business tourism is significant. South Australia alone 
received nearly 1 million business travellers in 20 09 comprising nearly 3 million nights.  

Figure 3.12 : Australian Business Tourism Numbers and Business Nights , 2009  (millions)  

 

Source: TRA (2011d) 

The 2003 National Business Events Study  estimated that the a verage expenditure for an 

international meeting and conference d elegate was $3,526 per delegate total trip or $554 
per day.  
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3.1.10  Source of Visitation  

3.1.10.1  Domestic  

The largest source of domestic visitors to the Barossa originated from South Australia, 
with a total of 57.6% visitors, of which Adelaide accounted for 38.4% and regional South 

Australia 19. 2%. New NSW/ACT was the source of 18.2% of domestic visitors, with 
Victoria accounting for a further 14.1%. Queensland and the remaining states, Tasmania, 
Northern Territory and Western Australia, both accounted for 5.1% of visitors to the 

Barossa.  

Figure  3.13 : Source of Domestic Visitation to Barossa, 2009  

 

Source: SATC (2010a) 

The largest  source in Australia for domestic visitation in 2009 was NSW, accounting for 
33.6% of all domestic travel within Austral ia, followed by Victoria (24.2%), Queensland 
(21.6%) and South Australia (7.2%). The Northern Territory recorded the lowest source 
of domestic visitors with 1.1% followed by the ACT and Tasmania, who were the source 
of 2.4% of domestic visitation each.  

Implications for the Barossa  

At just 2.7% of Adelaideôs business visitor numbers and only 1.5 to 2 hours from 

Adelaide Airport, the Barossa has an opportunity to increase its share of business 
visitation to South Australia.  
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Figure 3.14 : Domestic Visitors Source of Visitation in Australia, 2009   

 

Source TRA (2011f) 

3.1.10.2  International  

Europe (excluding UK ) accounted for 33% of total international visitors to the Barossa, 
with German visitors making up 9% and Other Europe 24%. New Zealand comprised the 
second largest number of international visitors to the Barossa with 22%. UK was the 

source of 19% of inter national visitors, North America, USA and Canada, was the origin 
for 17% of visitors. Asian and other countries made up the remaining 9% of international 
visitors, with 7% originating from Asia and 2% from other countries.  

Figure 3.15  International Visitors Source of Visitation to Barossa, 2009  

 

Source: SATC (2011c) 

3.1.11  Expenditure & Length of Stay  

During 2009 -10 the total amount spent by visitors to the Barossa was estimated at $180 
million. Of this $180 million , day trip visitors accounted for $73 million, which equates to 
an average trip expenditure of $84. The total spent within the Barossa by domestic night 

visitors during 2009 -10 was $107 million. Based on visitor estimates, the average 
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expenditure per trip was $527, or an average of $223 per night. International visitors to 
regional SA are estimated to spend $85 per night, including package expenditure.  

Table 3.3: Visitor Expenditure, 2009 -10  

 Barossa  Australia  

 Domestic  
Day  

Domestic  
Night  

Int  Domestic  
Day  

Domestic  
Night  

Int  

Expenditure (000s) $73,000 $107,000 np $15,518,400 $42,795,100 np 

Visitors 867,000 203,000 11,900 150,963,000 66,403,000 5,692,000 

Nights  480,000 63,000 - 258,729,000 192,000,000 

Average Stay - 2.0 5.3 - 3.9 33.7 

Average Trip Expenditure $84 $527 np $103 $644 $3,238 

Average Nightly Expenditure - $223 $85 (a) - $165 $94 

Note: (a) Regional South Australia including package expenditure. np = not published.  
Source: TRA (2011i), TRA (2011h) 

The average day trip visitor expenditure within Australia was greater than that of  the  
Barossa, with an average expenditure of $103 per day trip. Th e average trip expenditure 
for d omestic overnight visitors was greater than that observed in  the  Bar ossa, ($644 per 
trip compared to $527) however ; the average stay was higher at  3.9 days for Australia 
compared to 2.0 for  the  Barossa. Subsequently the average expenditure per night stayed 

was higher for  the Barossa when compared to the average for Austral ia ($223 per night 
in the Barossa compared to $165 for Australia).  

 

3.1.12  Activities  

Over the period 2007 -2009 the most popular activities for domestic visitors on holiday 
and those visiting friends and relatives was eating out at restaurants (54%) and visiting 
wineries (44%). This is clearly in line with  the strengths of the region.  

Figure 3.16 : Domestic H oliday/VFR Visitors to Barossa, 2007 -2009  

 

Source: TRA (2011i) 

Implications for the Barossa  

Domestic overnight visitors stay shorter periods but spend more in the Barossa 

than the Australian average. This implies that the Barossa is a short stay 
destination where visitors go to unwind, say over a weekend, and indulge. There is 
an opportunity for the Barossa to increase length of stay and attract more 
indulgent visitors through additional product development.  
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3.1.13  Lifestyle Groups  

The largest lifestyle group which visits the Barossa has been identified a s older non -
working married persons, which accounted for 25.7% of domestic overnight visitors. The 
second largest market segment visiting the Barossa during 2010 were parents with their 

youngest children aged 15+ still living at home, with 17.3% of the tot al visitation 
numbers, while parents with a child aged 6 -14 years old accounted for 14.5% of visitors 
to the Barossa.  

In aggregate, older people comprised 44%, parents with children of any age comprised 
nearly 40%, younger couples with no children  12%, and singles comprised just 4%.  

Table 3.4: Barossa Lifecycle Groups  

Lifecycle Group  2010  %  

Young single living at home 12,000 2.8% 

Young single living alone or in shared accommodation n/a n/a 

Midlife single 7,000 1.6% 

Young/midlife couple, no children 51,000 11.9% 

Parent with youngest child aged 5 or less 34,000 7.9% 

Parent with youngest child aged 6-14 62,000 14.5% 

Parent with youngest child aged 15+ still living at home  74,000 17.3% 

Older working single 17,000 4.0% 

Older non-working single 11,000 2.6% 

Older working married person 50,000 11.7% 

Older non-working married person 110,000 25.7% 

Source: TRA (2011i) 

 

3.1.14  Visitor Satisfaction  

In September and October 2007 TRA (2008) undertook a Visitor Profile and Satisfaction 
(VPS) Survey of 207 people who visited the Barossa.  

The top two reasons for visiting  the  Barossa were:  

¶ óTaste and purchase wineô(62% ); and  

¶ óSightseeing in the areaô (44%). 

What experiences are important for visitors to the destination?  

¶ óFood and wine experiencesô (82%);  

¶ óRelaxation and rejuvenationô (72%);  

¶ óQuality time with partner/family/friendsô (71%);  

¶ óTour around and exploreô (67%);  

¶ óExperience the  Barossa history and heritageô (57%); and  

¶ óDiscover or learn something newô (57%). 

What are visitors experiencing in the destination?  

¶ óVisit winery/cellar doorô (82%);  

¶ óGeneral sightseeingô (82%);  

¶ óWalk the main streetsô (72%);  

Implications for the Barossa  

The split of visitation across lifestyle groups  indicates that the Barossa is a mature 
destination with an appeal to older age groups. This provides an opportunity to 
strengthen the Barossaôs current appeal to existing markets and to develop 
product to attract less represented family and younger market s.  
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¶ óEat outô (57%); and  

¶ óBrowse the shopsô (56%). 

Were they satisfied with their experience?  

In terms of overall satisfaction, 93% were satisfied with their visit to the Barossa. This is 

much higher than the  overall satisfaction benchmark for other VPS projects (82%). 
Satisfaction with experiences was higher for:  

¶ óFood and wine experiencesô (87%);  

¶ óTour around and exploreô (87%);  

¶ óRelaxation and rejuvenationô (84%); and  

¶ óQuality time with partner/family/friendsô (79%). 

Food and wine experiences , relaxation and rejuvenation, quality time with partner/ 

family/friends, tour  around and explore, experience  the  Barossa ôs history and heritage, 
discover or learn something new, experience our  nationôs/Australiaôs history and 
authenticity of experiences w ere the key strengths of  the  Barossa. Visitors were  more 
likely to rate these aspects as important and to be satisfied with these aspects.  

 

3.2  Visitor Market Segmentation  

To assist the identification of products and infrastructure gaps , existing domestic visitor 
market segments and their characteristics are analysed  using available data . A number of 

other market segmentatio n approaches are also described as they shed light on product 
and infrastructure needs.  

3.2.1  Lifestyle Groups & Activities  

3.2.1.1  Cluster Mapping  

In order to assist in the identification of future tourism opportunities cluster maps are 
used to demons trate existing strengths in lifestyle groups and activities. These tools allow 
existing strengths as well as national trends to be ñmappedò in order to identify potential 

areas for future expansion and development. In order to prepare the cluster maps, 

location quotients based on  visitor information (purpose of visit and lifestyle group for 
domestic visitors) are calculated. The location quotients demonstrate the degree to which 
a local tourism market  is specialised by examining the proportion of visitors  (by  purpose 
of visitor lifestyle group ) compared to a larger market (Australian market ). Location 
quotients can be used to indicate the relative strengths or weaknesses of a local tourism 

market  (i.e. a natural competitive advantage or disadvantage).  

For th e analysis, a location quotient of ñ1ò means that the markets  being compared have 
an equal share of visitation  ( i.e. the local market and the national market are completely 
aligned). A location quotient above ñ1ò indicates a specialisation or a proportiona lly 
higher level of visitation from a particular group . If the location quotient is below ñ1ò, the 
local market is under - represented compared to the national market for this specific 
visitor group.   

Cluster mapping uses  the location quotient s by portrayin g the m  against national market  

gr owth over time (2000 -  2010). By incorporating market  growth, cluster mapping allows 
for the identification of growth opportunities in specific visitor sectors, where a natural 
competitive advantage already exists against a  backdrop of an expanding market 
nationally.   

Implications for the Barossa  

The satisfaction results, albeit a small sample, indicate that visitors are very 
sati sfied with their visit to the Barossa and generally indicate that there are few 
perceived product or infrastructure gaps impacting on the visitor experience.  
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Visitation clusters located above the ñ1ò on the vertical axis indicate an area of market 
concentration (strength or competitive advantage). The national market growth (200 0-
2010 ) is plotted along the horizontal axis, with 0% growth over the ten  years creating a 
midline. The further to the right of this central horizontal axis, the faster the market 

segment  has been expanding. Similarly, the farther to the left of the zero percent  
midline, the faster it has been declining  during this period. The size of the cluster in the 
map demonstrates the size of the local market for that visitor group . 

3.2.1.2  Lifestyle Group v Growth  

In order to examine market segmentation in the Barossa and to ident ify potential future 
opportunities, a lifestyle group v growth cluster map was prepared using lifecycle group 
data for the Barossa and Australia ().  

The mapping indicates that lifestyle groups that are well - represented  in the Barossa 

(above the 1 line) are :  

¶ Older non -working married persons;  

¶ Older working married persons;  

¶ Parents with youngest child aged 15+ still living at home;  

¶ Young/midlife couple, no children ;  

¶ Young singles living alone or in shared accommodation.  

The mapping indicates that lifestyle gr oups that have experienced high growth  over the 
last ten years (right of vertical 0 line) in Australia are:  

¶ Older non -working married person.  

¶ Older working married person;  

¶ Parents with youngest child aged 15+ still living at home;  

¶ Parents with youngest chi ld aged 5 or less; and  

¶ Older working single.  

Combining the two axis therefore gives lifestyle groups that are well - represented  in the 
Barossa and have experienced high growth  in Australia:  

¶ Older non -working married persons;  

¶ Older working married persons; a nd  

¶ Parents with youngest child aged 15+ still living at home.  

Lifestyle groups that are under - represented  in the Barossa and have experienced high 

growth  in Australia:  

¶ Parents with youngest child aged 5 or less;  

¶ Older working single.  

Lifestyle groups that are well - represented  in the Barossa and have experienced low  
growth  are:  

¶ Young/midlife couple, no children ; and  

¶ Young single living alone or in shared accommodation.  

Lifestyle groups that are under - represented  in the Barossa and have experienced low 
growth  in Australia are:  

¶ Parents with youngest child aged 6 to 14;  

¶ Young single living at home; and  

¶ Midlife singles.  

What does this mean? We want to focus on the needs and wants of the well 

represented , high growth  lifestyle groups and attract the under - represented high 
growth  lifestyle groups. At the same time we do not want to ignore other under -
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represented  or low growth  lifestyle groups, e.g. young singles living at home and 
young/midlife couple, no children  as th ese are the markets of the future.  

3.2.1.3  Activity v Growth  

Another way to identify potential future opportunities is to create a cluster map of 

activities (represented by purpose of visit information) for the Barossa v growth in those 
activities in Australia ( Figure 3.18  and Figure 3.3)  

The mapping indicates that activities that are well - represented  in the Barossa (above 
the 1 line) are:  

¶ Wineries;  

¶ Visit friends and relatives;  

¶ Play other sports;  

¶ Go on a day trip to another place;  

¶ Visit museums or art galleries;  

¶ Visit history/heritage buildings or sites;  

¶ Casinos/pubs/clubs;  

¶ Attend theatre concerts or other performing arts; and  

¶ Agri - tourism . 

The mapping indicates that activities that have experienced high growth  over the last 
ten years (right of vertical 0% line) in Australia are:  

¶ Wineries;  

¶ Restaurants and cinema;  

¶ Visit friends and relatives;  

¶ Retail;  

¶ Visiting national parks, bushwalking, rainf orest walks;  

¶ Visit museums or art galleries;  

¶ Attend theatre concerts or other performing arts;  

¶ Visit botanical or other public gardens;  

¶ Attend festivals, fairs or cultural events; and  

¶ Visit wildlife parks/zoos.  

Combining the two axis therefore gives activities that are well - represented  in the 
Barossa and have experienced high growth  in Australia:  

¶ Wineries;  

¶ Visit friends and relatives;  

¶ Visit museums or art galleries; and  

¶ Attend theatre concerts or other performing  arts.  

Activities that are under - represented  in the Barossa and have experienced high 
growth  in Australia:  

¶ Retail;  

¶ Visiting national parks, bushwalking, rainforest walks;  

¶ Visit botanical or other public gardens;  

¶ Attend festivals, fairs or cultural events; and  

¶ Visit wildlife parks/zoos.  
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Lifestyle segments that are well - represented  in the Barossa and have experienced low  
growth  are:  

¶ Play other sports;  

¶ Go on a day trip to another place;  

¶ Visit history/heritage buildings or sites;  

¶ Casinos/pubs/clubs; and  

¶ Agri - to urism . 

Lifestyle segments that are under - represented  in the Barossa and have experienced 
low growth  in Australia are:  

¶ Other outdoor activities;  

¶ Sporting event;  

¶ Play golf;  

¶ Visit amusements or theme parks;  

¶ Go fishing; and  

¶ Going to the beach.  

Interestingly, restaurants and cinema, which are the most popular activities  after visiting 
wineries, whilst having positive growth in Australia, is equally represented in the Barossa 

as in Australia. Similarly, tourist trains/sightseeing is also a popular activity, has low 
growth and is equally represented in the Barossa as in Australia.  

What does this mean? We want to keep the well - represented , high growth  activities 
and enhance the under - represented  high growth  activities. At the same time we do 

not want to ignore low growth  or under - represented  activities that visitors are 
interested in and which may be critical to a particular market segment.  

It is not surprising that wineries are such a large activity since this is the main attraction 

of the Barossa. However, it does  infer that the regionôs tourism market is significantly 
exposed to the fortunes of the wine industry which is subject to local and international 
trends  and climate . This raises the question of whether the Barossa has sufficient other 
products and infrastr ucture to leverage the strength of the wine industry and, if they are 
sufficiently diverse to ensure the region ôs tourism industry is sustainable.  
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Figure 3.17 : Market Segmentation Cluster Map, the Barossa  
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Figure 3.18 : Tourism Attraction Cluster Map, the Barossa  
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See Figure 3.19  for further breakdown  
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Figure 3.19 : Tourism Attraction Cluster Map Breakdown, the Barossa  

Go on a daytrip 
to another place

Sporting Event

Casinos/Pubs/Clubs

Restaurants & Cinema

Visit friends 
and relatives

Retail

Tourist Trains/ 
sight seeing

Visit amusements 
or theme parks

Visit History/heritage
buildings or sites

Attend festivals, fairs or cultural 
events

Visit museums 
or art galleries

Attend theatre concerts or other 
performing arts

Other 
Outdoor Activities

Play other 
sports

Play golf

Go fishing

Agri-tourism

Visit wildlife parks/zoos

Visit botanical or 
other public gardens

Visiting National Parks, Bush walking, 
Rainforest Walks

Going to the beach

0.0

1.0

2.0

-50.0% -40.0% -30.0% -20.0% -10.0% 0.0% 10.0% 20.0% 30.0% 40.0% 50.0%

C
lu

s
te

r 
C

o
n
c
e

n
tr

a
tio

n
 2

0
0

6
 (
C

o
m

p
a
ri

s
o
n
 w

it
h
 A

u
s
tr

a
lia

)

%Visitor Growth 2001-10

Well-represented/Low 
Growth

Well-represented/High 
Growth

Under-represented/ High 
Growth

Under-represented/ Low 
Growth

Source: AECgroup, TRA (2011c) 

 



 

Barossa Product Gap  Audit ï Final Report v1.2   48  

3.3  Other Segmentation Approaches  

3.3.1  SATC Experience Seeker  

SATC has undertaken research to identify  the core characteristics of domestic experience 
seekers. These are embodied in ñGreg & Helen ò which are claimed to make up 80% of 
the core target market for interstate visitors to South Australia. The analysis is useful for 
determining the experiences and  products that the majority of this target market might 
be looking for.  

Box 3.1: SATCôs Greg and Helen Experience Seeker 

Greg & Helen  

The SATC domestic marketing is aimed at a core group of Experience Seekers, referred 
to as Greg & Helen. What we know abou t Greg & Helen:  

Intrastate  Interstate  

¶ They are less spontaneous and more mainstream 
¶ They have the same concerns and attitudes to life 

and family, being good citizens with pride in 
Australia 

¶ They are genuinely ñnice people 
¶ They are more conservative 
¶ They are competing against their normal plans for a 

weekend and are trying to get them back to their 
settled habits e.g. BBQs 

¶ They think they know everything that there is to 
do, so it needs to be NEW news 

¶ They want to visit one place and really enjoy it  

¶ They make up 80% of the core target market  
¶ There are 484,000 in Australia 
¶ 58% are empty nesters or retirees  
¶ Most are university-educated 
¶ Most come from capital cities ï predominantly 

Melbourne and Sydney 
¶ They are good natured, well adjusted and typically 
ñnice people 

¶ They are exceptionally computer savvy 
¶ They love to keep up with technology  

 

¶ How do Greg & Helen live?  

o They are financially stable and savvy  

o They enjoy food from around the world  
o They are drinkers of premium beer and wine  
o They are intelligent with their finances and live an active lifestyle  
o They enjoy galleries, theatres, department stores and European cars  
o They think for themselves and donôt follow the JonesΖ 

o They value quality but arenôt pretentious 
 

¶ How are Greg & Helen are likely to holiday:  

o They have travelled extensively and have done the ñflashy stuffò (Europe 
etc)  

o They search for active, immersing experiences  

o They are stimulated by new sights & sounds and touch, not stand and 
look  

o They are after new things to do  
o They want to go somewhere a nd do things that are rewarding ï they are 

after a unique and emotional rewards  
o Australia is still a destination high on the travel agenda  

o South Australia is one of the many experiences on the list but not at the 
top  

 

¶ How do Greg & Helen research South Australia as a holiday destination?  

o Internet  

o Brochures  
o Been before  
o Travel Book  
o State Tourism Organisation (SATC)  
o Travel Agency  
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o Friends and relatives that visited previously  
o Motoring Club  
o Friends and relatives that live here  

¶ How can the Barossa meet the nee ds of Greg & Helen?  

o Develop product range that focuses on authentic and cultural 
experiences that are distinctive to our destination and target these experiences to 

consumers  
o Provide and promote tourism activities and pursuits that fit the profile of 

exper ience seekers  
o Bring the brand to life and provide opportunities for connection with the 

destination through interpretation, authenticity, and opportunities to participate 
rather than just observe  

o Deliver tourism products to appeal to the emotions and needs  of the 

Experience Seeker  
o Communication the range, quality and diversity of Barossaôs experiences 

and continue to develop product to meet their needs  
o Communicate ñnewΖ news  

o Communicate to them through their media of choice  

Source: Tourism Barossa (2010) adapted from SATC (2010a) 

3.3.2  2005 Strategy Market Segmentation  

The 2005 Clare Valley and Barossa Tourism Regional Integrated Strategic Tourism Plan  
identified those who are not currently visiting the region that were identified as target 
target markets. These  were  the 18 -30 year olds and 31 -40 year olds described  as 
Generation X and Y Discoverers. In addition to the visitors seeking  wine based 
experiences and indulgent relaxation, these groups are the primary focus  of product 

development and reinvigoration and  of marketing and positioning strategies  in the 2005 

Strategy . Table 3.5 below provides an overview of the proposed tourism market 
segmentation  based on the Wine Visitor Characteristics analysed by the 2003 Cellar Door 
Survey  (Colmar and Brunton , 2003 ).  
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Consult ation Comments  

The majority of those consulted confirmed that the main type of visitor was the 
day tripper seeking a food and wine experience or event attendance. However, 
there was a visitor expressed interest in other areas such as heritage and culture 
and landscape.  

Day trippers where characterised as couples, young groups, those aged 45 and 
over and those of above average socio -economic status. Families were not 
strongly identified although were increasing. Interstate visitors were mainly seen 
as luxury  travellers from source markets such as Victoria and North Queensland. 
Overseas visitors were identified as mainly German or French.  

Questions were asked of the level of repeat visitation as a substantial proportion 

of visitation was commented upon as being ñone offò to tick the box on visiting 

the Barossa and therefore no need to revisit, or there was insufficient attraction 
to encoura ge revisitation.  

In September and October 2007 TRA (2008) undertook a Visitor Profile and 
Satisfaction Survey of 207 people who visited the Barossa. Of all visitors to  the  
Barossa, 44% stated they would be likely to vi sit again in the next 12 months, 
and the majority (90%) of visitors said they were likely to recommend the 

Barossa to others as a destination to visit.  

The destination was seen as lacking in family/child friendly experiences, an 
experience beyond wine, choice of high end restaurants and night  time 
entertainment. Overall visitor impressions were perceived as a static unchanging 
destination. A range of other missing products and infrastructure were identified 
(see consultation comments in Section 2). A lack of aboriginal culture/experience 

was a lso commented upon.  

Visitor segments to target as a higher priority were high value, repeat, business 
and inbound. A lower priority was given to families and backpackers.  
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Table 3.5: 2005 Strategy Proposed Market Segmentation  

Characteristic  Wine Focussed  Indulgers  Browsers  Gen Y Discoverers  Gen X Discoverers  VFRs 

Lifecycle  Mid life 31 ï 50 yrs Mid life 41 ï 50 yrs Older age 50+ 20 ï 30 years, early / 
emerging career and 
generally not married 

31 ï 40 years career 
focused, building wealth 
and / or young mortgage, 
mostly married ï 33% with 
children 

Across all age groups 

Motivation  ¶ Strong interest in 
tasting, learning about 
and purchasing wine. 

¶ Travel in small groups 
with interest in 
celebration and 
socialising 

¶ Predominantly couples 
focussed on rest & 
relaxation, eating and 
drinking and spending 
quality time together  

¶ Often escaping for a 
short break from a busy 
lifestyle. 

¶ May be interested in 
high standard of service 
in unique 
accommodation 

¶ Range of experiences 
that will stimulate the 
senses ï eating, 
drinking, art, leisure 
shopping, nature and 
wildlife 

¶ Also interested in 
history and heritage of 
the region 

¶ Experiencing special 
character of region 
while socialising with 
friends Sampling iconic 
brands of food and 
wine 

¶ Experiencing special 
character of region 
while connecting with 
partner, family or 
friends in short but 
intense time 

¶ May not have visited 
the wine region before 
but have heard about 
it. Word of mouth is an 
important driver  

¶ Driven by SA residents 
with an interest in 
entertaining visiting 
friends and relatives 

Activity 
interests  

¶ Wine tasting at cellar 
doors, purchasing wine, 
meeting wine makers 

¶ Wine tasting at cellar 
doors, restaurants, 
regional cuisine 

¶ Quality specialised 
accommodation 

¶ Health retreats / spas 

¶ Wine tasting at cellar 
doors 

¶ Art galleries, museums, 
craft shops, farmers 
markets, food and wine 
trails, 

¶ Cycling and 
bushwalking 

¶ Wine tasting at cellar 
doors of iconic brands, 
learning basics of wine 
and whatôs behind 
personal tastes  

¶ Moderately challenging 
nature based activities  

¶ Typically travel in 
groups 

¶ Wine tasting at family 
owned cellar door 

¶ Short walks in nature 
¶ Childrenôs experiences 

that are locally inspired 
with elements of 
creativity and 
opportunity for parents 
to join in  

¶ Wine tasting at cellar 
doors, cafes and 
restaurants 

Origin  75% from SA 
21% staying overnight  
in region 

78% from SA 
32% staying overnight in  
region 

73% from SA 
28% staying overnight in  
region 

50% from SA 
26% interstate  
34% international  

40% from SA 
34% interstate  
36% international  

73% from SA 
11% staying overnight in 
region 

Transport  Hire vehicle Self-drive, usually in their 
own car 

Own car /  hire bus Self drive, charter bus, hire 
car / campervan 

Mainly self drive, 30% hire 
car / campervan, bus / 
coach 

Book a tour or hire a 
vehicle 

Accommodation  Guest house / bed and 
breakfast 

Bed and breakfast, guest 
house 

Caravan parks Friends and Relatives, 
Hotels and caravan parks 
(on site vans / cabins), 
Bed and Breakfasts 

Self contained cabins, 
cabins in caravan parks 
and hotels / motels  

Hotel / motel  

Average stay  3 nights 3 nights 4 night 1 nights 1-2 nights 2 nights 

Source: Contained in UPRS (2005) adapted from SATC (2004) with additional information provided by SATC Research Unit 
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3.3.3  Wants & Needs Segmentation  

Experience seekers and demographic lifestyle groups are not the only way to think about 
visitor segmentation. Tourism Queensland  (2011)  has undertaken domestic segmentation 
research based on psychographics (wants and needs) as opposed to traditional 

demogr aphic segmentation based on age and income. The segments arrived at were:  

¶ Active Explorers  -  Holidays are about pushing boundaries through challenging 
themselves via physical activity. They enjoy the company of others, but their focus is 
on exploring the e xtremes of their physical environment and themselves. Itôs about 
feeling alive.  

¶ Stylish Travellers  -  A holiday is a chance to demonstrate their achievements both 
to themselves and others. They do this by seeking out unique and exotic experiences 

and produc ts, making them feel discerning, stylish and successful.  

¶ Self Discoverers  ï Holidays are about discovery, nourishment and enrichment of 
the self (physically and intellectually). They seek to immerse themselves in holiday 
experiences that deliver this, gain ing insight or a sense of well -being.  

¶ Unwinders  ï For Unwinders, holidays are all about relaxation and release, focusing 
on themselves as an escape from their busy lives. They seek an unstructured holiday. 

Decisions are made when at the destination. This a llows them to catch their breath, 
feel calm and peaceful and gain perspective.  

¶ Connectors  -  They see holidays as a chance to connect with the people they care 
most about. They will often compromise their own preferences in terms of activities 
to ensure eve ryone has a good time. Itôs about what is real and whatôs important. 

¶ Social Fun - seekers  -  The essence of their holiday is having a fun time. While they 
do a lot of different activities, itôs sharing the experience with friends and other 

holidaymakers that makes the difference.  

All segments have representatives from across all age groups, life stages and income 
brackets.  The research identifies like -minded travel segments based on interests, 
motivations, values, attitudes and lifestyle needs that can then be  matched to 
corresponding destination attributes and experiences.  
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Table 3.6: Wants & Needs Segmentation  

Description  Accommodation  Transportation  Dining  Social Interaction  Holiday Patterns  

Active Explorers       

The Active Explorers segment 
makes up 11%  of the market, 
around 1.65 million  
Australians. 
  
They want to be challenged by a 
holiday and love to explore and 
take part in adventure activities 
such as bushwalking, sailing, 
scuba diving, horse riding and 
surfing. 
  
For Active Explorers, holidays 
are all about pushing their own 
personal boundaries and feeling 
alive. 

¶ not bound to a particular 
type of accommodation  

¶ segment most open to 
staying in backpacker 
hostels, eco-lodge resorts 
or camping grounds 

¶  may stay with friends and 
relatives in a luxury 
hotel/resort or standard 
motel 

¶ just needs to be clean and 
comfortable 

¶ likely to drive, but will 
sometimes take a caravan  

¶ may fly, yet prefer to 
avoid airports  

¶ of all segments, most 
likely to visit multiple 
locations during a holiday  

¶ unlikely to go on daytrips  

¶ not looking for quality 
dining options  

¶ prefer accessible food - so 
local pub and club food is 
fine  

¶ venue isn't so important, 
the chance to experience 
different tastes is what itôs 
all about 

¶ enjoy meeting and mixing 
with others  

¶ mostly travel with their 
partners, but travel with 
family is an option 

¶ more likely than other 
segments to think limited 
holiday time restricts the 
distance that can be 
travelled 

¶ enjoy weekend breaks  
¶ will take the opportunity to 

build holidays around 
sporting or other events  

Stylish Travellers       

At 5%  of the market, Stylish 
Travellers is the smallest 
segment - but that still equates 
to 750,000  Australians.  
 
Stylish Travellers seek out 
holidays that reflect their high 
achievements, and are the 
segment most likely to travel 
overseas. 
  
They look for unique and exotic 
holiday experiences that make 
them feel discerning, stylish and 
successful. 

¶ luxury accommodation  
¶ rooms must be air-

conditioned and well-
furnished with large 
balconies and spectacular 
views 

¶ accommodation must offer 
up-to-date technology and 
excellent service  

¶ ideally, a day spa would be 
part of the complex  

¶ prefer to fly, then hire a 
car  

¶ open to taking a cruise 

¶ quality food and wine are 
integral  

¶ look for new food 
experiences  

¶ seek out regions famous 
for food  

¶ look forward to visiting 
wineries 

¶ more likely than all other 
segments to travel as part 
of an adult  couple  

¶ may travel with family  

¶ flexible work patterns offer 
plenty of holiday 
opportunities  

¶ regular weekends away  
¶ holiday overseas at least 

once every few years  
¶ predisposed to thinking 

only overseas holidays are 
'real holidays' 
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Description  Accommodation  Transportation  Dining  Social Interaction  Holiday Patterns  

Self Discoverers       

The segment Self Discoverers 
makes up 12%  of the domestic 
holiday market - close to 1.8 
million  Australians. 
  
When they holiday, Self 
Discoverers seek out meaningful 
experience. It's about journeys 
of discovery, enrichment of the 
self, and an improved sense of 
well-being. 

¶ luxury resort, hotel or 
serviced apartment with 
pool/spa  

¶ rooms must be air-
conditioned with up -to-
date technology  

¶ excellent service  
¶ prefer accommodation to 

have a genuine 
environmental policy 

¶ likely to fly, then hire a car  ¶ experiencing new tastes 
and local cuisine is a must  

¶ look for fine dining 
restaurants and quality 
cafes 

¶ happy to mix in passing, 
but don't seek out social 
interaction  

¶ may travel with a 
companion or family group  

¶ more open to travelling 
alone than other segments 

¶ flexible work patterns offer 
plenty of holiday 
opportunities  

¶ regular overseas travel 

Unwinders       

The segment known as 
Unwinders makes up 15%  of 
the domestic holiday market - or 
about 2.25 million  Australians. 
  
Unwinders don't like to travel 
too far. Holidays are about 
catching their breath, feeling 
calm and peaceful, and gaining 
perspective. 

¶ luxury resort or hotel -style  
¶ or clean and comfortable 

accommodation with 
cooking facilities  

¶ will save on 
accommodation to allow 
more holiday spending 

¶ prefer to fly  
¶ more likely than all other 

segments to holiday at a 
single destination 

¶ seek to escape the daily 
grind of cooking  

¶ unlikely to dine out every 
night  

¶ favour casual dining 
experiences with fresh, 
quality produce 

¶ happy to mix in passing, 
but don't seek out social 
interaction  

¶ may travel with a 
companion or family group 

¶ open to building holidays 
around visits to family and 
friends  

¶ tend to take shorter 
breaks, but don't often go 
away for weekends  

¶ financial commitments 
influence holiday choices 

Connectors       

Connectors is by far the largest 
segment. It makes up 32%  of 
the domestic holiday market, 
4.8 million  Australians. 
  
For Connectors, holidays are 
about bonding with family and 
friends. 
  
This segment is the most likely 
to holiday in their home state 
and drive to their destination.  

¶ standard hotel room, self -
contained house, 
apartment or holiday unit  

¶ must be clean, 
comfortable, child-friendly 
with cooking facilities  

¶ the latest technological 
conveniences and day 
spas are not so important  

¶ a commitment to 
environmental protection 
is valued 

¶ more likely than other 
segments to drive to their 
destination  

¶ consider the journey part 
of the experience  

¶ not averse to flying  

¶ is about getting 
family/friends together to 
enjoy good food  

¶ taking a break and having 
someone else cook is more 
important than the venue  

¶ may travel with their 
partner only  

¶ more likely to travel with 
family  

¶ segment most likely to 
travel with family  

¶ happy to mix with others 
in passing 

¶ holidays are built around 
family and friends  

¶ weekends away are rare, 
but couples look for a 
short break at least once a 
year without the children 
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Description  Accommodation  Transportation  Dining  Social Interaction  Holiday Patterns  

Social Fun Seekers       

Social Fun-seekers make up 
25%  of the domestic holiday 
market. It's the second -largest 
segment, with 3.75 million  
Australians.  
 
Social Fun-seekers look for lots 
of activity and plenty of people 
to share the fun with.  
 
They're always seeking new 
destinations, and will often look 
overseas. 

¶ luxury resort or hotel with 
pool and spa, day spa and 
health treatments  

¶ or moderate, clean and 
comfortable 
accommodation  

¶ happy to save on 
accommodation so have 
money to spend on 
activities 

¶ likely to drive to their 
holiday destination and 
consider the journey part 
of the experience 

¶ once at their destination, 
prefer not to driv e much 

¶ chance for a break and to 
have someone else cook  

¶ seek casual, relaxed social 
occasions  

¶ enjoy new or local cuisine 

¶ more likely than other 
segments to travel with a 
group of friends  

¶ will also travel with partner 
or family  

¶ enjoy meeting and mixing 
with new people 

¶ open to package holidays  
¶ take annual short but 

indulgent breaks  
¶ travel overseas every few 

years  
¶ like to find a new holiday 

destination every year 

Source: Tourism Queensland (2011)  
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3.4  Summary of Market Segmen ts  

The analysis of market segments indicates a range of lifestyle groups and activities that 
are well - represented in the Barossa and which have growth potential. In particular the 
destination needs to focus on r etaining well - represented and high growth lifestyle groups 
as well as ta rget under - represented, high growth segments.  

Table 3.20 : Barossa Visitor Lifestyle Groups v Australian Growth  

Well -represented, low growth  Well - represented, high growth  

¶ Young/midlife couple, no children 
¶ Young single living alone or in shared 

accommodation. 

¶ Older non-working married persons 
¶ Older working married persons 
¶ Parents with youngest child aged 15+ still living at 

home 

Under -represented, low growth  Under -represented, high growth  

¶ Parents with youngest child aged 6 to 14 
¶ Young single living at home 
¶ Midlife singles 

¶ Parents with youngest child aged 5 or less 
¶ Older working single 

Source: AECgroup 

Further analysis was also undertaken of activities undertaken in the Barossa by visitors 
versus growth in those activities in the Australian market. In particular the destination 
needs to focus on retaining and improving well represented, high growth activ ities as well 
as provide or enhance activities for under - represented, high growth activities. These are 

shown in the table below.  

Table 3.21 : Barossa Visitor Activities v Australian Growth  

Well -represented, l ow growth  Well - represented, high growth  

¶ Play other sports 
¶ Go on a day trip to another place 
¶ Visit history/heritage buildings or sites  
¶ Casinos/pubs/clubs 
¶ Agri-tourism 

¶ Wineries 
¶ Visit friends and relatives 
¶ Visit museums or art galleries 
¶ Attend theatre concerts or other performing arts  

Under -represented, low growth  Under -represented, high growth  

¶ Other outdoor activities 
¶ Sporting event 
¶ Play golf 
¶ Visit amusements or theme parks 
¶ Go fishing 
¶ Going to the beach 

¶ Retail 
¶ Visiting national parks, bushwalking, rainforest walks 
¶ Visit botanical or other public gardens 
¶ Attend festivals, fairs or cultural events  
¶ Visit wildlife parks/zoos 

Source: AECgroup 

A number of other market segmentation approaches also indicate that the domestic and 
interstate experience seeker market it one that is growing and actively targeted by SATC. 

The nature of the Barossa also indicates that with an improved and diversified food and 
accommodation offering stylish travellers, self discovers and unwinders could also be 

attracted in l arger numbers.  
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4.  Competit or Destinations  

This S ection provides an analysis of the products and infrastructure provided by both 
domestic wine tourism regions and select overseas culinary tourism destinations that are 

considered competitors to the Barossa.  
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4.1  Domestic  Wine Regions  

Australia has many wine regions across the country. From a visitation point of view the 
Barossa attracts 11% of the internat ional winery visitors and 7% of domestic winery 

Key Findings  

¶ There are four wine regions in Australia that receive higher wine 

tourism visitation than the Barossa including: Hunter Valley (NSW), Margaret 
River (WA), Swan Valley (WA), Yarra Valley (VIC).  

¶ There are two domestic wine regions that receiv e higher 
international visitation than the Barossa: Margaret River (WA) and Hunter 
Valley (NSW).  

¶ These destinations vary in distance from capital cities from 18km for 
the Swan Valley (Perth) to 272km for Margaret River (Perth). The Barossa is 

75km from Adelaide.  

¶ All locations (except Swan Valley) have multiple towns and villages.  

¶ All but two regions have two or more local governments. Augusta -
Margaret River and City of Swan are those with only one local government.  

¶ Resident populations vary from 12,500 i n Margaret River to 214,000 
in Yarra Valley. Barossa is 58,000.  

¶ Hunter Valley has the highest overall visitation, generated from 

traffic out of Sydney and Newcastle. Yarra Valley has the smallest although 
there are no figures for Swan Valley. The Barossa h as the second highest 
overall visitation.  

¶ There are subtle variations in the age profile of visitors. In Margaret 
River 58% of visitors are under 44 years, whilst this figure is 52% and 50% 
in the Barossa and Hunter Valley respectively. In the Yarra Valley  this figure 

is 45%.  

¶ The Hunter Region has the largest number of accommodation 
establishments with 5 or more rooms at 156 (but this does include 
Newcastle). Swan Valley has the fewest at 6. The Barossa has 17. Occupancy 
rates of most regions are clustered around 50% with the exception of 
Margaret River which is 64%.  

¶ The Barossa has the largest area of vine plantings (12,388ha), 

grape growers (533) and cellar doors (144) followed by Margaret River 
(10,454ha, 486, 105 respectively). Swan Valley is the smalles t wine region 
with 21 cellar doors.  

¶ Other regions, e.g. Hunter Valley appear to have many more high 
end restaurants than the Barossa.  

¶ A number of international comparisons have been made of 

renowned global culinary tourism destinations. These include: Fran schhoek 

(South Africa), Napa Valley (USA) and Rhone Valley (France).  

¶ Franschhoek is comparable in size and demographics to the Barossa 
and a similar distance from a major population. It has grown since 1998 
through excellent restaurants which led to the ne ed for quality 
accommodation.  

¶ Napa Valley has many similar characteristics to the Barossa in that 

it is a wine growing region within an hour of a major population centre 
comprising of several towns.  

¶ Both Franschhoek and Napa are 10 to 20 years ahead of th e 
Barossa, in terms of product, but the Barossa possesses the unique selling 
points to be competitive.  

¶ The Rhone Valley is a very advanced tourism destination on a 
significantly larger scale than the Barossa but has significant heritage and 
culture, dramat ic landscapes and large resident populations.  
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visitors. In a domestic and international visitation ranking, Barossa placed 5 th  and 3 rd  
respectively in 2009.  

Table 4.1: Most Popular Wine Regions in Australia,  2009  

International  Share  Domestic  Share  

Hunter Valley, NSW 21% Margaret River, WA 16% 

Margaret River, WA 16% Hunter Valley, NSW 16% 

Swan Valley, WA 15% Barossa Valley, SA 7% 

Yarra Valley, VIC 13% North East Victoria 6% 

Barossa Valley, SA 11% Mornington Peninsula, VIC 5% 

Gold Coast & Hinterland, QLD 5% Yarra Valley, VIC 4% 

McLaren Vale, SA 5% McLaren Vale, SA 3% 

Mornington Peninsula, VIC 4% Clare Valley, SA 3% 

Adelaide Hills, SA 3% Mudgee, NSW 2% 

Clare Valley, SA 1% Granite Belt, QLD 2% 

Source: TRA (2010b) 

A comparison has been made between the Barossa and the four other domestic wine 

regions that attract more visitation than the Barossa.  

Table 4.2 provides a comparative summary of the wine regions that compete with the 
Barossa. Information is provided on the location, visitation, accommodation, wineries and 
dining.  



 

Barossa Product Gap Audit ï Final Report v1.2   60  

Table 4.2: Summary of Domestic Competitor Wine Regions  

Element  Barossa  Hunter Valley  Margaret River  Swan Valley  Yarra  

Location 75km North East of Adelaide 120km-310km north of Sydney 272km South of Perth 18km Northeast of Perth 60km east of Melbourne 

Regional Centre Gawler Cessnock Margaret River Perth Melbourne 

Main Towns Tanunda, Angaston, Nurioopta, Pokolbin/Rothbury Dunsborough, Bussleton, 
Augusta 

Guildford Yarra Glen, Healesville, 
Warburton 

Local Government Barossa Council, Light Regional 
Council, Gawler Regional 

Council 

City of Cessnock and Singleton 
Shire Council 

Shire of Augusta-Margaret River City of Swan Nullumbik Shire Council, Yarra 
Ranges Shire Council 

Resident population 57,933 75,888 12,509 112,930 214,382 

Electronic Media       

Website www.barossa.com 
 

www.winecountry.com.au 
 

www.margaretriver.com 
Driven by Bookeasy 

www.swanvalley.com.au 
 

www.visityarravalley.com.au 
Driven by Bookeasy 

Social media Facebook, twitter and YouTube YouTube videos embedded in 
site 

Facebook, twitter  Facebook Facebook, twitter 

Mobile applications None None None None None 

Visitation       

Visitation (2009/10) (a): 
  Domestic overnight 
  International  
  Day trips 

 
203,000 
11,900 
867,000 

 
2,085,000 
122,000 

5,234,000 

 
437,000 
54,000 
289,000 

 
n/a 
n/a 
n/a 

 
121,000 
4,000 

573,000 

Age profile (2009/10) (a): 
  15-24 years 
  25-44 years 
  45-64 years 
  65 years and over 

 
12% 
40% 
36% 
12% 

 
9% 
41% 
43% 
7% 

 
14% 
44% 
32% 
10% 

 
n/a 
n/a 
n/a 
n/a 

 
13% 
32% 
45% 
10% 

Accommodation (b): 
  Establishments  
  Rooms 
  Beds 
  Occupancy rate 

 
17 
456 

1,251 
50.4% 

 
156 

4,980 
15,164 
52.6% 

 
24 
510 

1,523 
64.4% 

 
6 

240 
794 

48.5% 

 
8 

n/a 
n/a 
n/a 

http://www.barossa.com/
http://www.winecountry.com.au/
http://www.margaretriver.com/
http://www.swanvalley.com.au/
http://www.visityarravalley.com.au/
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Element  Barossa  Hunter Valley  Margaret River  Swan Valley  Yarra  

Wineries and Dining       

Wineries 150 173 168 40+ 151 

Grape growers 533 230 486 168 420 

Cellar doors 144 89 105 21 40 

Vine plantings (2008 ha) 12,388 3,537 10,454 1,260 4,227 

Grape harvest (2009 t) 81,125 13,886 59,434 6,645 22,628 

Main varieties Main Red Varieties - Shiraz, 
Grenache, Cabernet Sauvignon 
Main White Varieties - Riesling, 

Semillon, Chardonnay 

Chardonnay, Semillon And 
Verdelho, Shiraz, Cabernet 

Sauvignon And Merlot 

Cabernet Sauvignon, 
Chardonnay, Sauvignon Blanc, 

Sémillon, Shiraz, Merlot, Chenin 
Blanc And Verdelho 

Chardonnay, Chenin Blanc, 
Semillon, Verdelho, Shiraz, 

Cabernet Sauvignon And Merlot 

Pinot Noir, Chardonnay, 
Cabernet Sauvignon, Merlot 

And Shiraz 

Restaurants & Cafes (c) 71 50 60 90 36 

Note: (a) Augusta-Margaret Shire data is a four year average to June 2007 (b) June 2010 hotels, motels and serviced apartments 5+ rooms) (c) approximate counts from website listings 
Source: ABS(2011b), TRA (2011b), TRA(2011d), TRA(2011e), ABS(2011c), ABS(2011d), ABS(2011e), ABS(2011f), James Halliday(2010), ABS(2010b), Tourism Barossa (2011d), Hunter Valley Tourism, Margaret River Tourism, 

Swan Valley Tourism, Yarra Valley Tourism 

 

 

http://en.wikipedia.org/wiki/Cabernet_Sauvignon
http://en.wikipedia.org/wiki/Chardonnay
http://en.wikipedia.org/wiki/Sauvignon_Blanc
http://en.wikipedia.org/wiki/S%C3%A9millon
http://en.wikipedia.org/wiki/Shiraz
http://en.wikipedia.org/wiki/Merlot
http://en.wikipedia.org/wiki/Chenin_Blanc
http://en.wikipedia.org/wiki/Chenin_Blanc
http://en.wikipedia.org/wiki/Verdelho
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4.1.1  Hunter Valley, NSW  

The Hunter Valley wine region is located approximately 120km north of Sydney and 
incorporates the City of Cessnock  and Singleton Shire Council. During 2009 -10, there 
were a total of 7,441,000 visitors to the Hunter Region 3, comprising of 5,234,000 day trip 

visitors, 2,085,000 domestic overnight visitors and 122,000 international visitors. Some 
1.1 million domestic vis itors indicated they were seeking a food and wine experience 
along with 112,000 international visitors.  

The largest proportion of visitors, by age, to the Hunter Region were of 45 -64 years of 
age, accounting for 43% of all visitors to the area. Visitors be tween 25 and 44 years 
were the second largest segment of visitors accounting for 41% of total numbers.  
Visitors aged 15 to 24 years and 65 years and over amounted to the smallest proportion 

of visitors, 9% and 7% of total visitor numbers.  

As at the 30 of June 2010 there were 156 hotels, motels or serviced apartments with 5 or 
more rooms within the Hunter Region. These 156 establishments contained 4,980 rooms, 
with 15,164 beds available, with an occupancy rate of approximately 52.6%. Of the 
accommodation pr oviders within the Hunter Region, seven have a star rating or self 
rating of 5, 36 establishments have a 4.5 star rating, 43 establishments are 4 star, with 

the remainder 3.5 stars or lower.  

The Hunter Valley is home to some 173 wineries with approximately  90 containing cellar 
doors. Other attractions include:  

¶ 4 hot air balloon operators;  

¶ Numerous adventure activities;  

¶ 3 cheese producers;  

¶ 2 bike hire establishments;  

¶ 2 cooking schools;  

¶ 2 wine schools;  

¶ 2 breweries;  

¶ Vintage Golf Club;  

¶ 3 day spas;  

¶ 2 National Pa rks; and  

¶ Childrenôs activities: gardens, horse riding, zoo, Maitland Gaol, railway museum. 

                                                

3 The Hunter Region also includes Newcastle which accounted for 41% of domestic overnight visitors and 64% of 

international visitors.  
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4.1.2  Margaret River, WA  

The Margaret River wine region is located approximately 270km south of Perth; within 
the Shire of Augusta -Margaret River. Of the competitor regions Margaret River has the 
smallest resident population of 12,509. The Augusta -Margaret River Shire receives 

781,000 visitors (three or four year average to 2007), which comprises 289,000 day trip 
visitors, 438,000 do mestic overnight visitors and 54,000 international visitors.  

Visitors aged between 25 and 44 years of age comprised the largest visitor segment to 
the Margaret River wine region, accounting for 44% of all visitors. The second largest age 
group for visitor s were those aged between 45 and 64 years, composing of 32% of total 
visitor numbers. Those aged between 15 to 24 years and 65 years or older were the 
lowest visitors to the region, with 14% and 10% of total visitor numbers.  

As at the 30 of June 2010 there  were a total of 24 hotels, motels or serviced apartments 
with 5 or more rooms within the Margaret River. These 24 establishments contained 510 
rooms, amounting to 1,523 beds available. During the June Quarter 2010, the occupancy 
rate in these Margaret Riv er establishments was approximately 64.4%. Within the 
Margaret River region, 10 establishments received a star rating or self rating of 4.5, with 
the remainder between 3 and 4 stars.  

The Margaret River contains 168 wineries throughout the region, with appr oximately 105 

containing cellar doors. Plantings are relatively young with the majority occurring over 
the last 35 years. There are also six breweries. There is a Wine Tourism Showroom at the 
Margaret River Visitor Centre  which  is recognised as being among  the most advanced and 
high - tech of its kind in the country having won various awards over the years.  There is 
also a Regional Wine Centre ( www.mrwines.com ) which showcases 110 local wineries 
and about 600 wines. Visitors can pick a mixed dozen to have shipped home.  

Margaret River promotes children  activities with the added advantage of being a coastal 
location, but in addition over 20 establishments promote their own playgrounds.  

Some of the other attractions of M argaret River include:  

¶ Cape- to -Cape walking track (5 -6 days);  

¶ Wildflowers;  

¶ Fishing and beaches;  

¶ Historic Cape Leeuwin Lighthouse ;  

¶ Wardan Aboriginal Cultural Centre ; and  

¶ 25 artisans/galleries.  

Comparison to the Barossa  

The Hunter Valley is located a longer drive time from Sydney than the Barossa is 

from Adelaide with Sydneyôs population being some four times larger. The Hunter 
Region receives 10 times the number of domestic overnight and international 
visitors than the Barossa, however, as noted a considerable number of these go to 
Newcastle. Day trip visitation is also six times higher than the Barossa.  The age 
profile of domestic visitors is similar to that of the Barossa with slightly more 
young people visiting the Barossa at the expense of the 45 -64 age group. The 
larger number of visitors means that accommodation offerings within the Hunter 

Region ar e greater than the Barossa although occupancy rates are similar.  

From a wine perspective the Barossa has many more grape growers and a much 
larger area of harvest than the Hunter Valley. Whilst there are a smaller number 

of wineries in the Barossa there ar e more cellar doors indicating a wider range of 
product. An examination of the restaurants on the Hunter Valley web site indicates 
that there is a greater selection and variety of high end dining, both standalone 
and at cellar doors. The Hunter has more fa cilities such as wine and cooking 

schools and childrenôs activities. 

http://www.mrwines.com/
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4.1.3  Swan Valley, WA  

The Swan Valley wine region is located approximately 18km northeast of Perth, in the 
City of Swan and is the closest comparison region to a major city. It is also the smallest 
of the wine regions with only 21 cellar doors.  

Swan Valley is part of the Perth Tourism Region therefore no visitor statistics are 
available.  

As at the 30 of June 2010 there were 6 hotels, motels or serviced apartments with 5 or 

more room s within the Swan Valley. These 6 establishments contained 240 rooms, with 
794 beds available. During the June Quarter 2010, the occupancy rate in the Swan Valley 
was approximately 48.5%.  

The Swan Valley is home to over 40 different wineries throughout the  region, with 21 
containing cellar doors open to the public without prior appointment necessary. The 
region claims to be Australiaôs oldest wine region with grapes first planted 178 years ago. 
Due to its proximity to Perth, the Swan Valley also contains ma ny other features and 

attractions, including:  

¶ Aboriginal óNyoongarô Heritage;  

¶ European settlement including Croatian and Italian settlement;  

¶ 5 breweries;  

¶ 2 distilleries;  

¶ 3 National Parks;  

¶ 4 wildlife parks/sanctuaries;  

¶ Guildford is one of only two towns in Perth of the National Trust register; and  

¶ 7 suggested itineraries catering to all interests including families.  

Comparison to the Barossa  

Margaret River is located the large st distance from a capital city of the comparison 
regions. This means that visitors are likely to stay overnight in the region. It also 
has the smallest population which would indicate that the regional economy is 
more orientated towards primary production  and tourism than other wine regions. 
Furthermore the region is coastal and has a world renowned reputation for 
surfing.  

Overall visitation is less than the Barossa with approximately double the number 
of interstate overnight visitors and five times the number of international visitors. 
Given the distance from Perth the number of day trip visitors is a third of that of 
the Barossa.  

The number of accommodation establishments with 5 or more rooms in Augusta -
Margaret River is higher than the Barossa along wi th an occupancy level of 64.4% 
compared to the Barossaôs 50.4%. 

From a wine perspective there are proportionately lower numbers of wineries, 
growers and cellar doors than the Barossa. The Regional Wine Centre is a useful 
facility for visitors to taste and plan an itinerary.  
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4.1.4  Yarra Valley, VIC  

The Yarra Valley  wine region is located approximately 60km northeast of the Melbourne 
CBD, within the Nullumbik and Yarra Ranges Shire Council. The Yarra Valley received a 
total of 698,000 visitors during 2009/10 composed of 573,000 day visitors, 121,000 
domestic overnigh t visitors and 4,000 international visitors.  

The largest proportion of visitors to the Yarra Valley were between 45 and 64 years of 
age, accounting for 45% of total visitors to the region. Visitors aged between 25 and 44 

years of age were the second larges t segment to the Yarra Valley, with 32% of total 
visitors falling in this age bracket. Visitors aged between 15 to 24 years and 65 years and 
over were the lowest visitor groups to the Yarra Valley, with 13% and 10% of visitors, 
respectively.  

The Yarra Vall ey is home to 151 wineries, with approximately 40 cellar doors which 
require no prior appointment to visit. The Yarra Valley is famous for more than its 
vineyards, with other attractions including:  

¶ 4 parks and gardens;  

¶ 2 championship golf courses;  

¶ 4 nation al parks;  

¶ 11 state parks, forests or reserves;  

¶ 22 different monthly markets;  

¶ 16 Artisans/galleries;  

¶ 7 daytime spas; and  

¶ 3 breweries . 

 

Comparison to the Barossa  

The Yarra Valley has many similar attributes to  the  Barossa including being a 
mature destinati on. Given its proximity to Melbourne its visitation is substantially 

less than the Barossa with half the number of domestic overnight visitors, a third 
international visitors and two thirds of day trip visitors. Proximity to Melbourne 
and lower overnight v isitors accounts for its smaller number of accommodation 
establishments with more than 5 rooms.  

The region has the largest resident population of the comparison regions 
indicating a more diversified economy less dependent on tourism, which may also 

accoun t for a lower visitation.  Whilst a similar number of wineries to  the  Barossa 
there are some 100 less cellar doors indicating less cellar door demand, or other 
preferred means of distribution.  

Overall the Yarra appears to have more natural and man -made attr actions than 
the Barossa, which are a function of its landscape attributes and population size. 
The Yarra Valley may represent the future of  the  Barossa if population increases 
and development bring s Greater Adelaide closer.  

Comparison to the Barossa  

Swan Valley has many similar heritage features to the Barossa although has closer 
proximity to a major population centre and a smaller more compact range of cellar 
door and other attractions. Its proximity to Perth and small number of 

accommodation establishments would indicate that over 90% of visitation was day 
trips.  

Although there are fewer accommodation providers  with 5 or more rooms, 
occupancy rates are comparable at 48.5% to Barossaôs 50.4%. 
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4.2  Global  Culinary Tourism  

There are many culinary tourism  regions around the world to choose as comparisons to 
the Barossa. These include: Napa Valley, Sonoma, Healdsburg (northern California), 
Mendoza (Argentina), Bordeau x, Provence (France), Rioja (Spain), Tuscany (Italy), 
Franschhoek, Stellenbosch (South Africa) and Central Otago (New Zealand).  

The Barossa has already developed strong ties  through the wine industry  with 
Franschhoek (South Africa) and the Rhone Valley (Fr ance). Napa Valley (USA) is also 
included for a further comparison.  

4.2.1  Franschhoek, South Africa  

Note : The following material has been sourced from www.franschhoek.org.za , 

www.franschhoek.co.za  and www.sa -venues.com  as well as from Jim Carreker, Managing 
Director of Arbutus Hospitality Group and Owner of Appellation and The Louise.  

The Franschhoek Valley  is located in 45 minutes from C ape Town  in South Africa. It is 
marketed as the food and wine heartland of the country . V ineyards cover the valleys  
mountain slopes  that were  settled more than 300 years ago by the Huguenots, who  

brought with them their  French wine and food culture . The ce ntre of the region is 
Franschhoek Village. The main street is lined with coffee shops and restaurants.  

Historical &  Cultural Heritage  

After the revocation of the Edict of Nantes in France in 1685, when Protestantism was 
outlawed, hundreds of so -called Hug uenots fled their homeland, 277 of them arriving by 
ship at the Cape of Good Hope. Many of them were given land by the Dutch government 

in a valley called Oliphantshoek (Elephant's Corner) -  so named because of the vast 
herds of elephants that roamed th e a rea. Soon after they settled , it become known as 

Franschhoek (French Corner).  This heritage lives on today with the Huguenot monument 
standing proudly at the top of the village  and a  museum which  chronicles the history of 
the settlers , with each of the ori ginal Huguenot farms having its own fascinating story to 
tell.  

Wine  

Most of the farms still bear their original French names and are usually complete with a 
spectacular Cape Dutch homestead, towering oaks and luscious vineyards. There are over 
40 cellar do ors within 15 minutes drive of Franschhoek varying from small boutique 
wineries that cater for those in search of something unique, and large cellars that offer 
organis ed tours and conducted tastings.  

Food  

Although it varies by year , up to eight of South Africa's "Top 100" res taurants are in 

Franschhoek . There are 28 licenced restaurants in the village which creates a 
concentrated choice of culinary experiences. 5 restaurants are in the class of Appellation 
and 12 are as good as Vitnerôs or 1918. 

Accommoda tion  

The village, ringed by tall mountains, offer s the best accommodation -  from stylish 
country aube rge's to small bed & breakfasts,  guest houses, comfortable and well -

appointed self -catering cottages, intimate bed & breakfasts and internationally ac claim ed 
country lodges. The offering is very advanced with concierge services, architecture, guest 
amenities and furnishings being at world class standards. There are no large chain hotels. 
A dozen 5 star grand lodges (20 -30 rooms) and many more 10 -20 room esta tes. B&Bs 
are of a professionally excellent standard.  

Other Attractions  

There are numerous walking trails in the surrounding mountains, cycling and horse -

riding. There are also a number of trout fishing spots in various streams and dams on the 
surrounding farms.  

http://www.franschhoek.org.za/
http://www.franschhoek.co.za/
http://www.sa-venues.com/
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4.2.2  Napa Valley, USA  

Note : Information in this section is sourced from www.legendarynapavalley.com  and 
www.napavalley.com   

The Napa Valley lies within the County of Napa in the state of California, 50 miles (80km) 

northeast of San Francisc o over the Golden Gate Bridge, and 45 miles (75km) southwest 

of Sacramento; the Mayacamas Mountains border the Valley on the west, and the Vaca 
Range on the east. The total population is 135,969.  

There are five unique tourism regions within the County that  contribute to the total 
experience that makes The Napa Valley the premier wine, food, arts, and wellness 
destination.  As if clustered along a grapevine, from north to south, Calistoga, St. Helena, 
Rutherford, Oakville, Yountville, the city of Napa, Lake Berryessa, and American Canyon 

each have their own personalities and miles of nature preserves that invite exploration 
and enjoyment.  

The tourism industry is an extremely important part of what makes Napa County such a 
vibrant and economically progressive community. In 2006 visitation was 4.7 million 
including 2.75 million overnight trips and 2 million day trips. The average visitor to Napa 
County spends US$197 per day with those staying over -night spending US$233 per day  

and day tripper spending US$146 per  day. The visitorsô spending impacts almost every 

segment of the countyôs economy in a significant way with almost one billion dollars in 
direct spending and $1.3 billion in total impact. Over 17,000 jobs are created which 
provide nearly half a billion dol lars in income to residents. (Source: Napa County 
Economic Impact Study, March 2006)  

Historical and Cultural Heritage  

The Napa Valley is a name derived from the language of the area's native Wappo Indians, 

and has come to mean "land of plenty.ò "Napa" has meant a place of natural abundance 
for centuries.  

The first written description of the land dates to 1823 and was penned by Padre Jose 
Altimura who estimated that several thousand Wappo Indians inhabited the area. Word 
quickly spread about the abundance a nd temperate climate of The Napa Valley and by 
the late 1840s the area was teeming with quicksilver mines and lumber mills.  

The region's popularity grew when steamships began traveling from San Francisco to the 

city of Napa via the Napa River a trip they could make in about three hours. Soon 
afterwards, the railroad line became available from the ferry terminal at Vallejo on the 
shores of San Pablo Bay to the city of Calistoga, creating new access to the healing 
waters of Calistoga's famed hot springs.  

Comparison to the Barossa  

Franschhoek is comparable in size and demographics to the Barossa and a similar 
distance from a major population. The rise of Franschhoek to what it is today has 
occurred over a ten year timeframe. In 1998 it was a small  country town with one 
fine restaurant and 25 nearby wineries. Its growth came about through excellent 
restaurants which led to the need for quality accommodation. This growth in 
accommodation has encouraged outside funding of tourism infrastructure. The 
combination of food, wine and luxury accommodation has created sufficient 

quality and critical mass to attract international visitation. (It also helps that there 
is a shorter flight time and a 2 hour time difference with Europe, making week 
trips more pala table. Labour costs are significantly lower.)  

The success of Franschhoek in a relatively short timeframe indicates a possible 

path forward for the Barossa. Arguably the Barossa already has more 
advantageous factors such as breadth and depth of winemaking a long with global 

wine brands, political and economic stability, lower crime and high quality food 
sources and standards.  

http://www.legendarynapavalley.com/
http://www.napavalley.com/
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The Napa Valley has weathered some tough times in its relatively short history. The 
Valley's once - famed Silverado Mine was exhausted in 1875 after just three years of 
operation. In 1893 an outbreak of phylloxera, a serious grapevine disease, crippled many 
of  the valley's 140 wineries.  

Prohibition, enacted in 1920, dealt the final blow to the early wine industry. Only a 
handful of wineries survived the thirteen years of Prohibition by selling sacramental wines 
and by selling grapes to home winemakers. Today, h owever, with vision and 
perseverance, the industry has greatly surpassed its earlier "golden age" and now boasts 
nearly 400 wineries producing some of the world's finest wines.  

The Napa Valley continues to be a thriving agricultural area, a characteristic  not typical of 
communities in the San Francisco Bay Area. This is thanks to a group of concerned 

citizens who in 1968 had the foresight to create the first Agricultural Preserve in the 
State, indeed in the entire nation. A land zoning ordinance voted on b y a majority of the 
countyôs citizens established agriculture and open space as the ñbest useò for the land 

within Napa County. The "Ag Preserve," as it is called by locals, has been a model for 
other areas to follow.   

In combination with the Napa County Land Trust, more than 438,000 acres within Napa 

County have been designated as agricultural preserve or watershed protection lands. 
2008 marks the 40th anniversary of the establishment of the Ag Preserve.  

Access and Transportation  

Road :  

¶ Interstate 80 lie s 6 miles (9.5 km) to the east;  

¶ Highway 101 lies 25 miles (40km) to the west ;  

¶ Napa County is serviced by US Highways 29, 121, 12 and 128 ;  

¶ Highway 29 is the Countyôs main north-south artery and wine trail ; and  

¶ The Silverado Trail is the secondary wine route, running essentially parallel to 
Highway 29 on the east side of the Valley, connected by a number of vineyard - lined 
cross roads.  

Air:  

¶ San Francisco, Oakland and Sacramento International Airports are each 
approximately 60 miles (85 km) away, and can be reach ed within 1.5 hours driving 

time from the southwest, southeast and north, respectively.  

¶ The County operates a private, general aviation airport; charter flights are available, 
but not scheduled commercial flights. The airport can accommodate most private 
aircraft including jets up to 120,000 pounds (54,000 kilos), dual tandem wheels, 
and/or a G -5.  Hangar space rental is also available.  

Transportation:  

¶ Twenty transportation companies offer transport solutions for groups and the 
individual traveler.  

¶ Extraordinary aerial experiences include everything from hot air ballooning to 
helicopter tours.  

¶ Public bus transportation known as ñThe Vineò is available within the capital city of 
Napa and between the main towns.  

Wine  

The Napa Valley has been endowed w ith the perfect environment to cultivate some of the 
worldôs finest wine grapes. Only four percent of Californiaôs wines are made here, but the 
region represents over 25%  of the total value of Californiaôs wine economy. With over 

400 wine brands, 95 percen t of which are family owned and operated, it is the worldôs 
most densely concentrated winery region. The number of Viticultural Areas (AVAs) in The 
Napa Valley rivals that of France.  
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Food  

The Napa Valleyôs culinary scene is thriving, with over 85 restaurants. In 2010, Napa 
Valley restaurants were awarded 14 Michelin stars ï more than any other wine region in 

the world, per capita . 

Four markets are held in various locations on different days and months of the year.  

Accommodation  

With over 3,500 rooms in ov er 150 distinctive accommodation providers, The Napa Valley 
offers a wide variety of gracious world -class lodging, ranging from five 5-star luxury 
resorts to intimate Bed & Breakfasts.  

Other Attractions  

¶ The Napa Valley is comprised of eight distinctive com munities, each offering its own 
unique experiences and inviting meandering exploration: (from north to south) 
Calistoga, St. Helena, Lake Berryessa, Rutherford, Oakville, Yountville, the city of 
Napa, and American Canyon. Historic Main Streets and downtown s with locally owned 
boutiques and shops offer unique shopping experiences.  

¶ Many of the countryôs finest spas are located in The Napa Valley ï natural geothermal 

springs and volcanic mud baths are the foundation of a creative cornucopia of 
restorative ther apies and treatments.  

¶ Legendary vineyards and wineries produce some of the most coveted handcrafted 
wines in the world; over 100 wineries are open to the public (walk - in or by 
appointment) and offer engaging and educational tasting experiences.  

¶ Dozens of f un and life -enhancing activities include hot air ballooning, biking, horse 
riding, culinary classes at The Culinary Institute of America at Greystone and other 

venues, and the Napa Valley Wine Train.  

¶ Seven golf courses surrounded by rolling vineyards and f orested nature preserves.  

¶ Cultural & heritage institutions include the Napa Valley Opera House and Uptown 
Theater in Napa, the Lincoln Theater and Napa Valley Museum in Yountville, the 
Cameo Cinema in St. Helena, and the Sharpsteen Museum in Calistoga.  

Major Events  

The Nappa has major events spread throughout the year.  

Table 4.3: Major event s in The Napa Valley  

Month  Event  

Nov. ï April Cabernet Season ï a celebration of the Valleyôs natural beauty, and wine, food, arts and wellness 
activities 

January Napa Valley Restaurant Month 

February Annual Napa Valley Marathon 

April Arts in April 

November Napa Valley Film Festival; Napa Valley Arts 

December Calistoga Lighted Tractor Parade; Yountville Festival of Lights; Napa Historic B&B Tour; Meadowood 
Resortôs 12 Days of Christmas dinner series 

June Auction Napa Valley 

July Festival del Sole Classical Music Festival 

Sep-Nov Harvest festivals all around the region 

Visitor Information  

¶ Official Destination Website ï www.LegendaryNapaValley.com ;  

¶ Official Napa Valley Guidebook;  

¶ Visit Napa Valley mobile application;  

¶ Destination DVD and videos on YouTube;  

¶ Hi-definition B - roll footage; and  

http://www.legendarynapavalley.com/
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¶ High - resolution destination images.  

 

4.2.3  Rhone Valley, France  

Note : Information in this section is sourced from www.vins - rhone - tourisme.com , 
www.francetourism.com , and www.vins-rhone.com 

The Rho ne wine region in Southe rn France is situated in the Rho ne river valley and 
produces numerous wines under various Appellation d'origine contrôlée (AOC) 
designations. The region's major appel lation in production volume is Côtes du Rhône 
AOC. The main wine growing areas are included in the Rhone -Alps and Provence regions.  

The region presents an extraordinary natural environment: stunning mountains offering 

some of the finest and most extensive skiing areas in the world such as the Three 
Valleys, Val d'Isère and Chamonix, lush valleys filled with orchards and the vineyards of 
Beaujolais and the Rhone Valley, great riverways and scores of crystalline lakes; the 
deep gorges and high plateaux of the  Ardèche, studded with prehistoric caves, and 
national parks full of deep forests and flower - filled meadows.  

Historical &  Cultural Heritage  

The Rhone Valley , by its very nature, has always been the ideal route between the 
Mediterranean and northern Europe and the Atlantic. The Ancient Greeks used the Rhone 
to travel into the heart of Gaul to carry out trade. Wine production continued apace with 
the arrival of  the Romans in 125 BC.  

During the first century AD, the competition between Italy and the Rhone area of Gaul 
became fierce. It is around this time that the Gallo -Roman villa of Molard, at Donzère, 
was built, along with many of the region's amphora workshop s.  

These amphorae were used to transport wines and fish sauces. A number of 
archaeological discoveries, together with a long -standing tradition of historical research, 
enable us to say with some confidence that the Côtes du Rhône wines have a longer 
histor y than many other French wine -growing areas.  

The Romans built the city of Vienne and then planted the Vienne vineyards, which soon 
developed a considerable renown. The Romans had to undertake huge double -digging 

projects to plant the vines before building the walls to protect the terraces. The very 
rugged slopes of the right bank appealed to the Romans -  Côte Rôtie in Saint Joseph -  
who then went on to annex the left bank -  Hermitage. They transformed the region into 
one of the most beautiful in Narbonnese Gaul. From the first century onwards, the area 
was at the forefront of commercial wine production, thanks to the Romans.  

In the 14th century, the Avignon Popes were supplied by the local wine producers. John 
XXII, the second of the seven Popes to be based in Avignon, had a castle built at 

Châteauneuf du Pape. His successor, Benedict XII, began the construction of the Papal 
Palace.  

The 17th and 18th centuries saw rapid progress in Rhone Valley wine production. In the 
17th century, "Côte du Rhône" was the nam e of an administrative district in the Vicariate 

Comparison to the Barossa  

Napa Valley has many similar characteristics to the Barossa in that it is a wine 

growing region within an hour of a major population centre comprising of several 
towns. However the local popu lation is more than double, visitation is 4 -5 times 
higher, the number of accommodation establishments are higher, along with the 
number of 5 star establishments and the number and quality of restaurants is 
higher.  

The comparison with Napa Valley provides an indication of how the Barossa could 
evolve over the next 20 years through evolution of its comparative advantages.  

The Ag preserve concept may have some lessons for the Barossa.  

http://www.vins-rhone-tourisme.com/
http://www.francetourism.com/
http://www.vins-rhone.com/
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of Uzès (Gard), where the wines were particularly renowned. Regulations were 
introduced in 1650 to guarantee their origin and their quality.  

By an Edict of the King in 1737, all the casks that were to be use d for carriage and sale 
had to be branded with the letters "C.D.R.". It was only in the middle of the 19th century 

that Côte du Rhône became Côtes du Rhône, by including the vineyards on the left bank 
of the Rhone. This notability, which had been steadily accrued over the centuries, was 
given official recognition by the High Courts of Tournon and Uzès in 1936.  

Then came the ultimate recognition, thanks to the endeavours of Baron Le Roy -  a man 
with courage and vision -  with the creation in 1937 of an AOC -  Appellation dôOrigine 
Controlée -  Côtes du Rhône.  

Wine  

The Rhône Valley is the second largest French wine region in terms of surface area and 

production occupying 73,468 hectares in 6,000 estates and producing 2.83 hectolitres 
(413 million bottles) in 2010 . The Rhone is divided into two sub - regions, northern Rhone 
and southern Rhone. Wine classifications are many and varied and are illustrated in 
Figure 4.1. 

Food  

Prove nce is a world recognised region for cuisine with the Mediterranean climate 
associated with seafood, vegetables, herbs and fruits. Each region has a distinctive food 
tradition, for example The Vaucluse is also France's top black truffle region. The Vauclus e 
region has 14 one star and 1 two star Michelin stared restaurants.  

Accommodation  

The Rhone Valley is a mature tourism destination and therefore includes a full range of 
accommodation options from campsites to prestige and chateaux.  

Other Attractions  

The Rhone valley has a huge number of attractions for visitors varying from roman ruins 
to snow skiing.  
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Figure 4.1: Wine Regions of the Rhone Valley  

 

Source: www.vins-rhone.com 

 

Comparison to the Barossa  

The Rhone Valley has substantial history and culture, covers a significant area, 
contains many varied landscapes and is populated with many cities, towns and 
villages. Its scope and scale make it difficult to  construct valid comparisons with 

the Barossa. From a wine perspective Barossa wine brands should be able to 
compete with the best of the Rhone wines. However, from an accommodation, 
food and dining perspective the Barossa is a long way behind the reputati on of 

Provence.  

http://www.vins-rhone.com/
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4.3  Summary of Competitor Destinations  

The analysis of domestic wine region competitors to the Barossa indicates that although 
they all have wine and food as their underlying major  attraction each has a range of 
individual factors that drive their visitation characteristics including: geographical 
location, distance to major population centre, size of  that major population centre,  local 
population, centralised attractions and divers ity of attractions.  The three international 
comparisons also demonstrate a similar range of individual factors although history , scale 
and business economics also play a significant role.  

The central theme that comes through the comparisons is an indication of what the 
Barossa could become in future decades if it was to enhance its products and services 
towards revitalisation and growth of its traditional and new visitor markets.  
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5.  Visitation Potential  

Based on Australian macroeconomic trends and T ourism Forecasting Committee  forecasts 
of visitation in Australia, t his S ection undertakes forecasts of visitors and visitor nights in 

the Barossa for a base case or business as usual forecast  and for a potential forecast . 
Implications for products and inf rastructure from the potential forecast  are discussed.  
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5.1  Macroeconomic Environment  

There are many macro environmental factors impacting tourism. Although it is outside 
the control of the Barossa, products can to some extent adapt to changing 
circumstances. Below are  a number of elements in the macro environment that affect the 
number of visitors and visitor nights.  

Key Findings  

¶ Domestic visitation is impacted by consumer confidence, interest 

rates, saving, exchange rates and cost.  

¶ International visitation is impacted by other countriesô GDP, 
exchange rates and  cost.  

¶ Tourism  Forecasting Committee estimates for Australian tourism 
are:  

o Tourism consumption is forecast to reach $106.7 billion in 2020 
underpinned by annual average growth of 1.2% ;  

o Tourism inbound economic value (TIEV) is  expected to grow by 

3.7% per a nnum to reach $34.1 billion in 2020;  

o Domestic visitor nights are expected to grow a modest 0.3%  per 
annum  to be 266 million in 2020 ; and  

o Inbound arrivals growth of  3.6% per annum to reach 8.4 million 
by 2020 with Asia and particularly China and Indonesia showing strong 
growth.  

¶ South Australia aims to increase the value of tourism to the South 
Australian economy from $3.7 billion in 2002 to $6.3 billion by 2014. The goal 
is $1.3 billion higher than the forecast trend (base line) of $5 billion. The 
target re quired average annual growth of 6%.  

¶ Two forecasts of tourism activity have been prepared for the 
Barossa, a base line  forecast and potential forecast . 

¶ In aggregate the base line forecast  results in the following changes 
in activity:  

o Visitors to the Barossa  increases from 1.048 million in 2010 to 
1.249 million in 2030, an average of 0.9% per annum;  

o Visitor nights in the Barossa increases from 518,000 in 2010 to 
744,000 in 2030, an average of 1.8% per annum; and  

o Visitor expenditure in the Barossa increases fr om $192.1 million 

in 2009 to $222 million ($ 2010), an average of 0.7% per annum.  

¶ In contrast the potential forecast  results in the following changes in 
activity:  

o Visitors to the Barossa increases from 1.048 million in 2010 to 

1.587 in 2030, an average of 2.1% per annum;  

o Visitor nights in the Barossa increases from 518,000 in 2010 to 
991,000 in 2030, an average of 3.3% per annum; and  

o Visitor expenditure in the Barossa increases from $192.1 million 
in 2009 to $290 million ($ 2010), an average of 2.0% per ann um.  

¶ The base line forecast  indicates that no new hotel, motel or resort 
room stock will be required until 2017 and will reach 200 rooms by 2030. In 
the case of the potential forecast  additional hotel, motel or resort room stock 
will be required in 2015 and  will reach 400 rooms by 2030.  
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5.1.1  Consumer Confidence  

Consumer confidence  indicators  measure the degree of optimism  or pessimism  that 
consu mers feel about the overall state of the domestic economy and their personal 
financial situation . When the level of consumer sentiment is high (for example, greater 

than 100 in the Westpac Consumer Confidence Survey) consumers are more likely to 
increase t heir spending on discretionary (or unnecessary) items such as tourism and 
travel. Should the level of consumer sentiment be low consumers are more concerned 
about the condition of the economy, and tend to be more inclined to cut back on 
discretionary spend ing and increase their savings.  

Figure 5.1: Consumer Sentiment Index  

 

Source: Westpac (2011) 

 

5.1.2  Interest Rates  

The domestic interest rate level is a key macroeconomic variable which impacts domestic 
visitor numbers. Rising interest rates increase the cost of Australian loans and mortgages 
which then detracts from discretionary spending on luxury items such as travel.  

However, not all Australia's own homes and have mortgages. As well as having an impact 
on mortgage interest rates, the cash rate (the domestic interest rate level) also impacts 
on domestic savings inte rest rates, which can have positive implications for domestic 
tourism.  

Relevance to the Barossa  

For the most part high consumer sentiment should result in more domestic 
visitation to  the Barossa. This may explain the increase in the number of interstate 
visitors over the last decade but not the decline in day - trip or intrastate visitors. 
Given wine, dining and accommodation are discretionary spending items, the 
Barossa is exposed to s wings in consumer sentiment.  
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Figure 5.2: Australian Official Interest Rates  

 

Source: RBA (2011a) 

 

5.1.3  Savings Rate  

The post -global - fin ancial -crisis economic environment has resulted in a degree of 
financial cautiousness. Australians are now opting to save at a higher rate than before 
the global financial crisis. The higher rate of domestic savings has had a short term 
negative impact on the consumption rate, which in turn flows on to tourism consumption.  

Figure 5.3: Private Consumption and Savings Rates  

 

Source: OECD (2011a), RBA (2011b) 

Relevance to the Barossa  

High interest rates affect the level of  discretionary expenditure of those consumers 

with loans and mortgages. The stability of relatively low interest rates over the last 
10 years, amongst other factors, may have caused the decline in day trip visitors 

as some of those visitors sought to trave l further afield. For savers, high interest 
rates are likely to deliver more discretionary spending whereas low interest rates 
may curtail trips closer to home.  












































































































































































































































































