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Background
The Destination NSW brand campaign, FEEL NEW, was 
launched in 2022. The campaign introduced the state’s 
new visitor brand and was designed to unify Sydney and 
regional NSW, bringing to life all the diverse feelings in 
the state that combine to make visitors feel new.

Destination Southern NSW has identified that destination 
marketing outcomes could be greatly enhanced should 
stakeholders build a strong and enduring alignment with 
the FEEL NEW visitor brand and future DNSW marketing 
campaigns.

Tourism stakeholders currently have the opportunity, in an 
ad hoc fashion, to buy into Destination NSW cooperative 
marketing campaigns on a dollar-for-dollar basis (or 
similar). Outside of these opportunities, stakeholders and 
regions define their own brand positioning and run their 
own campaigns in isolation of DNSW.

Project Objective
The project aims to align the brand positioning of each of 
the Destination Southern NSW sub-regions (Snowies, 
Southern Tablelands and South Coast) as closely as 
possible with the Destination NSW FEEL NEW visitor 
brand. Subsequently, a marketing toolkit will be developed 
for each sub-region to assist all industry in developing 
tourism experiences and marketing to visitors.

All sub-region tourism stakeholders including direct 
tourism operators, retail and hospitality businesses, 
Councils, Local Aboriginal Land Councils, and arts and 
cultural groups, will benefit through:

• Improving their approach to developing and marketing 
visitor experiences that better align with their 
sub-region positioning.

• Improving alignment to the FEEL NEW visitor brand to 
leverage Destination NSW co-operative marketing 
opportunities and campaigns.

Project Objective (continued)
Destination Southern NSW seeks to take a leadership 
role with this project and supercharge its region’s 
connection to Destination NSW marketing campaigns 
and the NSW visitor brand.

Project Scope
This project is not designed to directly impact any 
existing stakeholder brand or marketing strategies. 
This project will include:

• A review of Southern NSW stakeholder brands at 
local government (LGA) and/or local tourism 
organisation (LTO) level to develop a current 
understanding of brand strategies, current 
destination campaign messaging and promoted 
signature experiences.

• Strategic planning to best align the brand 
positioning for each sub-region (Snowies, Southern 
Tablelands and South Coast) with the state’s FEEL 
NEW visitor brand.

• Develop a marketing toolkit for each sub-region to 
assist in delivering/developing experiences for 
visitors, enhancing successful marketing and 
participating in DNSW co-operative campaigns, 
grant applications and business development 
opportunities.

Project Partners
To deliver this project, DSNSW is partnering with 
South Coast based destination branding and industry 
development specialists, The Destination Agency.

Next Steps
Stay in touch for project updates, announcements will 
be made via our newsletter and LinkedIn.
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Growing the Southern NSW Visitor Economy
Growing the Southern NSW Visitor Economy will initially require strategies to continue to recover from impacts of 
bushfires and the Covid-19 health pandemic to 2024 followed by growth strategies to stimulate the visitor economy to 
2030.

Bushfire and Covid-19 Recovery Impacts
A survey of small businesses determined that 72% of businesses in southeastern NSW were significantly impacted by the 
Summer 2019/20 bushfires, equivalent to a decline in the visitor economy to the value of $292 million6. 
In March 2020, the Commonwealth Government closed its international borders due to the rapid spread of Covid-19 virus. 
Domestic travel to NSW was constrained by Public Health Orders resulting in numerous lockdowns and restrictions on 
intrastate and interstate movement. 
The disruption to the tourism sector in 2020 was unprecedented. The immediate halt to people movement to prevent 
the spread of Covid-19 was significant to the industry in Australia and worldwide that experienced: a sudden halt in 
international visitation; restrictions on domestic mobility; and increased health and safety concerns. Australia’s proactive 
management approach to the pandemic played a key role in protecting domestic demand for tourism despite ongoing 
disruptions to the tourism industry7. 
At Y/End Dec 2021 the number of total visitors to the region (including parts of the Destination Networks of Sydney 
Surrounds South and Southern NSW) was 4.8 million or 32 per cent below the pre-Covid period (year 2019).

6 Economic impact of bushfires to visitation in Southern NSW March 2020
7 Tourism Research Australia, Tourism Investment Monitor 2019-20. Australian tourism investment and Covid-19 impacts
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https://www.destinationnsw.com.au/tourism/marketing-opportunities/feel-new-visitor-brand
https://www.destinationagency.com.au
https://dsnsw.com.au/subscribe/
https://www.linkedin.com/company/destination-southern-nsw/

