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To Orange360 members, 2021 
is coming to a close and for 
most of us it has been a very 
tough year. In many ways we 
are all lucky that we live in 
such a resilient community. I 
am very confident that with 
internal and state borders 
breaking down 2022 will be a 
far better year for us all.

On behalf of the Board, I would like to thank the 
Orange360 staff who have worked tirelessly during this 
period and in particular, to recognise the leadership 
that Caddie Marshall has given over the last 12 months.

In addition, I want to thank my fellow Board Members 
who have contributed not only at TDO Ltd Board 
meetings but also participated in a variety of initiatives 
taken recently. Other than the Board’s Council Directors 
all other Board Members give of their time and expertise 
on a voluntary basis.

I am very pleased to report the strong support for 
Orange360 continues to grow and during the year 
membership has increased to over 300 and continues 
to grow month on month.

There are some exciting projects about to be 
commissioned, one of which is the Orange360 6-day 
bicycle trail which circumnavigates the Orange360 
footprint, which I am confident is going to attract many 
people to the Orange region in particular the smaller 
villages and towns. 

Thanks to you the members for your continued support, 
our sponsors and partners and the three regional 
councils, Orange City, Cabonne and Blayney Shire 
who not only support 0range360 financially but are 
using the organisation as a platform for promoting the 
district generally.

Warm regards,

Peter Robson 
Chair l TDO Ltd

Update from the 
General Manager 

Our achievements this year could not have been 
realised without the ongoing support of the Tourism 
Managers of our LGAs. I would also like to take this 
opportunity to thank the efforts and work of the 
voluntary TDO Ltd Board who provide the organisation 
with guidance and valued strategic insight. Their 
commitment to a positive outcome for our industry and 
community is steadfast.

To our valued members, corporate partners, Blayney 
Shire Council, Cabonne Council and Orange City 
Council, thank you for your commitment to growing 
and investing in our region’s visitor economy. It is this 
collaboration that has us well placed to become one of 
Australia’s leading destinations.

Kind regards,

Caddie Marshall 
General Manager l Orange360

Chairman’s Report

We did it! We broke records 
through a pandemic and 
mouse plague! 

The year began with the first 
wave of our domestic tourism 
boom as Sydneysiders headed 
West with friends. Explore they 
did, and extend their weekend, 
they did. And for the first time 
ever our region experienced an 

increase of length of stay beyond 3 nights to 3.3 nights 
with visitor nights breaking 550,000 resulting in an 
increase of 172% year on year.

This last 12 months has reinforced, importantly, 
that fundamental to our achievements is the power 
of collaboration, and a unified destination brand, 
representing the 3 Local Government Areas (LGA) of 
Blayney, Cabonne and Orange, and our tourism industry.

Together the destination brand presents an authentic 
country escape offering the visitor a sophisticated and 
diverse experience, all year round. The diversity of our 
region’s destination appeal has led to a growth in the 
visitor economy with longer stays and higher spend 
which is now valued at just under $500m per annum.

Orange360 engaged the services of Tourist Tracka  
to more intimately understand our visitor base, their 
place of residence, their life stage, their preferred  
travel destinations and importantly their dispersal  
when in region.

In a short space of time, we have confirmed the value 
of the Visiting Friends and Relative (VFR) market 
with the volume of families that visit, particularly in 
school holidays. We identified our core ‘true’ visitor as 
a Comfortable Cruiser, and instilled confidence in our 
investment to continue to invite our emerging market of 
the Young Professionals. Through our ongoing marketing 
to this audience we are seeing a shift in their intent to 
visit through their increasing visitation to our website. 

The Orange360 website continues to prove itself as our 
most valuable asset and platform to best showcase 
the breadth of experiences across our region. Website 
traffic grew by 45% with just under 1m page views as 
visitors planned and booked their trips.

Orange360 made it easier for visitors to discover places 
to eat and enjoy farm gate experiences during their 
visit. In addition, we introduced new digital maps and 
trails across destination pillars/themes, visitor interests, 
travelling party and festivals.

We continued to share inspired stories of our people, 
places and products through hosting media famils  
with the likes of The Australian; Her Canberra; Gourmet 
Traveller; Urban List, We Are Explorers, Delicious, 
MinDFOOD and Good Food.

Our social fans grew by 19% to reach 4.7m people via their 
small screens seeking inspiration for their next getaway 
and #orange360 has now been used over 55,000 times.

All of this was only achievable with the additional 
financial support extended through Blayney and 
Cabonne Councils investing their Drought Stimulus 
Funds by $50,000 respectively and Orange City Council 
increasing their support by an additional $100,000.

Our major destination marketing campaign, Cool 
Summer, invited new visitors in our traditional slower 
season positioning the region as a cool alternative to 
the coast. The result saw a significant uplift in visitation 
and an important shift in intent to travel from our 
emerging target audience of Young Professionals.

As an industry-led membership organisation, we 
generated over $1m of revenue reinvesting this on 
behalf of our growing membership base which is now 
more diverse and stronger than ever to represent 300 
businesses and community organisations.

This is a significant milestone that will secure our 
industry, local jobs and encourage entrepreneurship, 
growth and investment. 
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Excellence

Collaboration

Inspiration

Integrity

Passion

Courage

Strategic Statements
Orange360 is the industry appointed destination marketing organisation for the Orange region; encompassing 
Orange City, Blayney and Cabonne Shire Councils, and supported by industry membership from local operators in 
the winery, food and produce, hospitality, accommodation, retail, arts and cultural sectors. 

Orange360 Vision
 For the Orange Region to be a leading Australian destination.

Orange360 Purpose
Provide unified destination marketing across the Orange City, Blayney Shire and Cabonne Council areas that enables 
industry, and inspires people to visit the Orange Region, to return and become strong advocates for our destination.

Orange360 Approach
Regional collaboration Industry engagement Strategic growth

Orange360 Strategic Priorities
1 2 3 4 5

Enhance our visitor 
experience

Build collaborative 
relationships

Integrate premium 
marketing

Position Orange360 
as an aspirational 

destination

Grow and Evolve

Destination Pillars

Our Values

Orange 360 Annual Report               7
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Board Members
Name: Peter Robson (Chair) 
Occupation: Vigneron 
Experience: Director since 2017

Name: Stephanie Loader 
Occupation: Managing Director – 
SeL Consulting Pty Ltd 
Experience: Director since 2019

Name: David Hoskins 
Occupation: Vigneron 
Experience: Director since 2017

Name: Clr David Somervaille 
Occupation: Blayney Shire Council 
Experience: Director since 2019

Name: Tom Ward 
Occupation: Vigneron 
Experience: Director since 2019

Name: Clr Joanne McRae 
Occupation: Orange City Councillor 
Experience: Director since 2019  
(resigned 2020)

Name: Clr Reg Kidd, Mayor 
Occupation: Orange City Council 
Experience: Director since 2017

Name: Tony Cheney 
Occupation: Solicitor 
Experience: Director since 2017

Name: Clr Kevin Beatty, Mayor 
Occupation: Cabonne  Council 
Experience: Director since 2019

Name: Robyn Murray 
Occupation: Senior Project 
Manager- Department of Health 
Experience: Director since 2019

Name: Clr Jeff Whitton 
Occupation: Orange City Councillor 
Experience: Director since 2020

Name: Justin Byrne 
Company Secretary
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Our Team

Tourism Managers

Our Major 
Stakeholders

Orange City Council
Population 41,468 persons Gross Regional Product $2.5 billion  Key Industries 
Mining, Healthcare, Public Administration, Manufacturing, Education & 
Training.

Orange City Council provides a wide range of services and facilities serving 
the Orange community and the wider region, including childcare, tourism 
support, sports fields and park and gardens, water storages and treatment, 
waste management and more than 500 kilometres of roads. The Orange Local 
Government Area is 290 sq. kms and includes the city of Orange (a significant 
regional centre with a population of 40,000+) as well as the historic villages of 
Lucknow, Spring Hill and Byng. 

Blayney Shire Council
Population 7,344 persons Gross Regional Product $760 million  Key Industries 
Mining, Manufacturing, Agriculture, Construction, Education & Training.

Blayney Shire is a Local Government Area in the Central West region of New 
South Wales, Australia. The Shire is located adjacent to the Mid-Western 
Highway and the Main Western railway line, and is centered on the town of 
Blayney (population 3,000) as well as the historic villages of Barry, Carcoar, 
Lyndhurst, Manduruma, Millthorpe, Neville and Newbridge.

Cabonne Council
Population 13,605 persons Gross Regional Product $671 million  Key Industries 
Mining, Agriculture, Manufacturing, Education & Training, Construction. 

Cabonne Shire is a Local Government Area in the Central West region. The 
Shire is located adjacent to the Mitchell Highway and partly surrounding the 
City of Orange. Cabonne Country, ‘Australia’s Food Basket’ is a rich rural shire 
in central west NSW, covering the towns of Canowindra and Molong, and the 
historic villages of Borenore, Cargo, Cudal, Cumnock, Eugowra, Manildra, and 
Yeoval. The area is home to the site of Australia’s first gold rush and is famous 
for ballooning, food and wine, agriculture and mining.

[Source: http://www.rdacentralwest.org.au/map/] 

Caddie Marshall 
General  
Manager

Libby Daniewska 
Member & Network 

Support

Rebecca Barnier  
Marketing  
Manager

Emily Mann 
Communications & Sales 

Manager (maternity leave)

Jennie Curran 
Member & Network Support 

(resigned January 2021)

Olivia Jackson 
Marketing  
Assistant

Matt Stephens 
Finance  
Manager

Glenn Mickle 
Orange City Council  

Tourism Manager

Megan Rodd 
Blayney Shire Council Manager  

Tourism & Communications

Laura Lewis Minogue  
Cabonne Council Tourism & 
Community Development 

Coordinator 
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Our Membership
As at June 30 2021, Orange360 had 300 registered members across a diverse range of tourism related industries 
receiving a range of benefits with a primary focus on growing awareness of the region and converting to visitation, 
all year round.

The primary membership benefit for an Orange360 member is exposure across our consumer facing digital 
platforms, principally the Orange360 website. Of note is the opportunity to network, share ideas and package 
visitor experiences with other members and to raise their business profile through events, PR and consumer 
communication.

Our 3 top membership sectors are accommodation, closely followed by the retail and hospitality sectors. The 
diversity of our membership overlaying our destination pillars is a clear unique selling position for our region and 
what sets the foundation in achieving our organisational vision. 

Over 15 years ago this organisation was borne from the wine industry with a clear vision that collaboration would 
achieve regional reputation for an industry in its inception. Today, Orange and the broader region is well on its way 
in establishing itself as a leading Australian destination and this is attributable to the hard work, reinvestment, and 
community spirit of our Orange360 membership.

It is important to report that even during the uncertain times of COVID, Orange360 membership continued to 
grow by 13% which is representative of the value for the organisation from our membership. In the last 3 years the 
Orange360 membership has grown by 146%.

Orange360 is committed to ensure as many businesses benefit from the visitor economy and that they are 
working together to showcase themselves and the full offering to visitors.

2020-21 Key 
Achievements

172%  

increase in  
visitor nights

Over  

$1m  
worth of funding  

towards destination 
marketing

26%  

increase in  
visitor economy

55k   
uses of

#Orange360

45%  

increase in website 
sessions

920k  

 website page  
views

4.7m  

social reach  Accommodation

 Attraction

  Arts & Culture

  Breweries

  Community & Events

  Produce

  Hospitality

  Shopping & Markets

  Spa & Wellness

  Tours

  Wineries

13% 
increase in 

members

19%  

increase in  
social fans
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Visitor Statistics 
Key Tourism Metrics For Orange (C)

International Domestic 
Overnight

Domestic Day Total

Visitors (‘000) - 555 588 1,143

Nights (‘000) - 1,811 - 1,811

Average stay (nights) - 3.3 - 3.3

Spend ($m) - 315 94 409

Average spend per trip ($) - 568 159 358

Average spend per night ($) - 174  - 226

Average spend (commercial 
accommodation) per night ($)

- 262  - 262

Reason (visitors ‘000)

Holiday - - - -

Visiting friends or relatives - - - -

Business - - - -

Other - - - -

Travel party type (visitors ‘000)

Unaccompanied - - - -

Couple - - - -

Family group - - - -

Friends/relatives travelling together - - - -

Accommodation (nights ‘000) 

Hotel or similar - - - -

Home of friend or relative - - - -

Commercial camping/caravan park - - - -

Backpacker - - - -

Other - - - -

Only top line data provided by Tourism Research Australia and Tourism Strategy Development Services
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Destination Marketing:
Website
The Orange360 website is our most powerful and important digital marketing tool in positioning the Orange region as 
a leading Australian destination.  Correlating with the increase in domestic tourism Orange360 website traffic grew 
as more first time visitors looked to explore our region. Unique Visitors for the same period YoY increased by 42.48%. 

These results are due to our commitment to continue to improve the user experience through enhanced website 
content and function as well as digital assets and imagery. We have assisted more businesses, community 
associations and events to raise their profile by becoming listed on the Australian Tourism Data Warehouse and 
achieved a 35% increase of listings from the previous FY.

This effort resulted in a higher level of visitor engagement, with increased numbers of page views, length of time 
spent on the website and repeat visitation. We have seen continued growth in visits from a key target audience 
of 25-34 year olds with this audience segment generating the greatest uplift and higher views from our target 
markets in Sydney and Canberra, and a notable increase from Queensland. 

Importantly, the Orange360 website became a source of up-to-date information during COVID for our Members 
with current information regularly shared via our Members Portal.

Key achievements
To position the website as a source of valuable content at all points in a visitor decision making process, we have 
delivered the below:  

• 30% increase in website traffic Year on Year.

• Delivery of Orange Wine Festival program content onto 
Orange360 website in conjunction with ORVA, as well 
as new menu and the introduction of filters to improve 
search across 52 event listings.

• Added ATDW nearby search functionality (when looking 
at a listing, website will display up to 6 other listings 
nearby) which is likely to be a contributing factor to the 
increased time spent on the website.

• Content update for Village pages, including the  
addition of digital maps for Millthorpe, Blayney,  
Molong and Canowindra.

• Improved Dining content to allow for easier navigation 
for visitors to find a diverse range of dining and 
hospitality options.

• Orange360 website content has been enhanced to 
further develop the FOOD content so visitors can easily 
find the places to eat and enjoy farm gate experiences 
during their visit to Orange. 

• SEO work is paying dividends; ranking #1 for searches 
on Things To Do in Orange, What’s On Orange, #5 for 
Orange accommodation – which is strong against 
Booking.com, AirBnB and other booking platforms

• Enhance SEO via Google Tags to retarget website 
visitors with Orange360 winter campaign content. 

Total page 
views

920,519
Total Users

an increase of 30%

215,601 
(av. 17.9k/mth) (av. 76.7k/mth)

TOP 5 
visited pages

 Homepage 

 Things To Do

 Events

 Plan Your Trip /
Accommodation

 Things To Do /  
Fruit Picking

1

2

3

4

5

Mobile Desktop
56% 39%
User Source

V

Key Performance Indicators - Orange360.com.au

58%
Female

Age  
25-34 (27%)  
35-44 (18%)

42% 
Male

Demographics

Organic Search 
64%

Direct 
20%

Referral 
13%

Paid Search 
6%

Social 
4%

Traffic  
Source
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Highest Engagement

Destination Marketing:
Social Media
Popular social media channels continue to grow and are an important part of our marketing mix, as well as 
providing highly engaging user generated content to be shared across both Facebook and Instagram.

Social Content
Our most engaging content was snow, snow and more snow. And not surprisingly our winter campaign which we 
launched just before we went into the COVID19 lockdown for 2021.

What a sight to behold

Reach  138.9K

  Facebook post

Stunning scenes across...

Reach  46.1K

  Instagram post

Promoting Website: http...

Reach  51.6K

 Ad

Facebook Overview
Facebook continued to prove to be a highly valuable visitor and member engagement tool with our snow show 
being the most popular content. Our single largest demographic has always been the Female 35-44 and now with 
consistent marketing to the Female 25-34 audience this is now an equal in its size and growing in its importance 
as a high value traveller market. 

Year Reach Impressions Engaged Users

2020/21 2m 2.6m 105.1k

2019/20 1,761.5k 2,521.3k 77.3k

2018/19 1,159.5k 1,740.6k 44.2k

Change ^15% ^5% ^36%

Facebook Fans – 15.2k – Up 13%
Facebook Page likes - Age & gender

Instagram Overview
With 48% of the Orange360 Instagram fan base based in Sydney this is the perfect vehicle to inspire and lure 
potential visitors with our feed full of our breathtaking landscapes and natural beauty.

Year Reach Impressions Engaged Users

2020/21 643.7k 2,723.5k 6.02%

2019/20 537.5k 2,623.7k 5.24%

2018/19 339.9k 823.5k 4.98%

Change ^21% ^4% ^5%

Instagram – 12.6k – Up 27% 
Instagram followers - Age & gender

Women 
78.9%

Women 
80.4%

Men 
21.1%

Men 
19.6%

Most Saved

18-24 25-34 35-44 45-54 55-64 65+

20%

 Women         Men

0%

18-24 25-34 35-44 45-54 55-64 65+

20%

0%

 Women         Men
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Destination Marketing:
Familiarisations & Media Coverage
Orange360 play an important role in generating positive publicity for 
the region by coordinating media familiarisations that showcase the 
region and our natural assets, amazing attractions and world class 
events. Whist there is a heavy skew towards food and wine; the team 
ensure this is balanced with retail, links to our historic villages and our 
heritage along with our magnificent landscapes and now more than 
ever, our vibrant local arts and culture.

With the support of our members, Orange360 hosted national 
media from digital platforms, television, social influencers, national 
newspapers and magazines, and appeared in segments including 
travel, lifestyle, food, wine, business, wellness and more. 

In all, well over 500 articles were published across a broad range of 
publications and digital platforms.

Media Famils
JULY 2020

• Her Canberra

• Gourmet Traveller

AUGUST 2020

• Eat Drink Play

OCTOBER 2020

• Gourmet Traveller Wine

• Concrete Playground

DECEMBER 2020

• Urban List

• We Are Explorers 

• Frankie

FEBRUARY 2021

• Qantas

MARCH 2021

• Marie Claire

APRIL 2021

• Delicious

• Woman’s Day

• MiNDFOOD

• Country Style

MAY 2021

• Inside Out

JUNE 2021

• Good Food
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Destination Marketing: 
Cool Summer Campaign
Orange360 developed the ‘Cool Summer’ campaign to take advantage of the millions of Australians who normally 
flee our shores during summer holiday periods, who in summer of 2020 were looking for their Australian summer 
holiday alternative.

Summer is our region’s slowest visitation season and presents our greatest opportunity for growth with the 
campaign in-market from December 2020 - February 2021.

Success from our 2019 campaign ‘Extend the Weekend’ provided us the platform and confidence to continue 
targeting our new primary audience 28–34 year olds with a female skew.

Taking on all the learning from past campaigns and consumer insights leading into the pandemic, the ‘Cool 
Summer’ campaign was the first for our region to showcase the full breadth of experiences visitors can enjoy. 

Four key destination experience pillars were identified:

1. Food & Wine: Building on the success of food and wine marketing activity and 
encompassing Orange’s unique altitude and growing reputation as a cool-climate 
wine region; emerging breweries and distilleries; as well as established recognition 
of our region as the ‘food bowl’ of NSW and championing producers, farmers, farm 
gates, cafes and award-winning and hatted regional restaurants and chefs.

2. Nature: Celebrating the wonder and beauty of natural landscapes across national 
parks and city gardens, as well as outdoor sports and recreation activities including 
hot air ballooning, mountain biking, bushwalking and hikes.

3. Culture: Celebrating our vibrant contemporary arts and cultural scene in Orange 
and dispersed out to our historic villages.

4. Boutique Retail: Supporting emerging strength of our retail sector, especially 
boutique fashion, homewares and gift stores, but also including cellar doors as  
retail outlets.

We also aligned these pillars and products with appropriate media placements 
that spoke to a specific segment of the target market:

• Frankie Magazine and Concrete Playground – Culture/Retail (Arts & 
Culture)

• Gourmet Traveller – Food & Wine (Cool-climate wine & destination dining)

• Urban List Sydney – Travel & Leisure (All)

• We Are Explorers – Nature & Outdoors (Hikes & Bikes/Swimming holes & 
picnic spots)

Taking a ‘visual first’ approach that would get friends and family talking, without appearing as advertising, 
the campaign creative was centred around a 30-second hero video with an accompanying range 6-15 second 
variations themed to destination pillars particularly showcased our distinctive outdoor experiences to be used on 
social media and Search Display

The campaign generated 38 media stories across a range of publications and platforms relevant to our  
target markets.
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Media Reach

Digital 7,121,241

Print 16,540,650

Social Media 367,757

TOTAL REACH 24,029,648

MEDIA VALUE $1,235,772

TOTAL CAMPAIGN SPEND $50,000

Visitors to Orange from Greater Sydney and Blue Mountains increased by 50% from January 2020 to January 2021. 
This percentage increase does not include visitors from our secondary markets of Newcastle, Riverina, the broader 
Central West and the ACT.

Estimated Visitor Numbers

Jan 2020 23,000

Jan 2021 35,000

Dispersal from Orange
The campaign also drove visitation to surrounding villages with 
approximately 20% of visitors to Orange visiting at least one of the 
surrounding villages.
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Destination Marketing: 
The day the large flying kangaroo came
When the flying kangaroo touched down in Orange and the 
headline read, “Orange360 to host first QANTAS Mystery 
Flight”, landing Boeing 737 at Orange Airport direct from 
Brisbane.

The silver lined COVID cloud from 20/21 has seen Australian 
traveller’s keen to enjoy unique travel experiences in Australia 
while international borders remain closed. In early 2020 
Qantas announced the Orange leg opening up our region 
for easier access to more Australians and the potential for 
international travel. This of course was impacted with border 
closures and why Qantas was quick to establish awareness 
for its newest route.

Qantas last operated mystery flights in the 1990s when 
travellers would turn up at the airport and be allocated seats 
on a scheduled flight to any of the airline’s destinations. In 
2021 Qantas has evolved the concept to offer dedicated 
Boeing 737 mystery flight experiences that will include not 
just the flight, but an entire day of activities in a mystery 
destination. 

The concept was a hit with the public with the mystery flights 
selling out in just 15 minutes. Customers were provided with 
clues to ensure it was an appropriate outing for their areas 
of interest, having been told to expect “country hospitality, 
gourmet food and wine and the great outdoors”. 

Leaving Brisbane Airport there was lots of excitement and 
wild guessing as to where they would touch down and it was 
a true honour to announce and welcome the passengers to 
Orange at the top of our descent.

The close to 150 cabin and crew enjoyed an Acknowledgement 
of County and were welcomed by our Mayor, Cr Reg Kidd for 
their lunch at Sister’s Rock Restaurant at Borrodell Vineyard 
before dividing into four smaller groups.

Each group was named after the region’s distinct seasons and 
enjoyed a range of experiences across the Orange region’s 
wineries and cellar doors including Philip Shaw Wines, Printhie 
Wines, Heifer Station Wines and the Millthorpe Collective 
(Angullong, Tamburlaine and Slow Wine Co). 

The group departed Orange in the early evening beaming with 
smiles, full bellies and promises to return as they boarded 
their return flight to Brisbane that evening with a Spilt Milk 
ice cream in hand. 

We consider it a privilege and an honour that Orange was selected as the first of Qantas’ Mystery Destinations and are 
very excited about our current conversations with Qantas and what this opportunity represents for regional air travel to 
our region.

24               Orange 360 Annual Report



Orange 360 Annual Report               2726               Orange 360 Annual Report

Destination Marketing:
Events 

Winter Fire Festival 
Saturday 31 July – Monday 2 August 2020
In its third year, the 2020 Orange Winter Fire Festival took on a new 
virtual form as the region emerged from the first COVID-19 lockdown and 
community sentiment was nervous in welcoming visitors into our region. 

Orange360 engaged the services of local creatives to develop a series 
of vignettes that captured the essence of our region in winter and were 
published via the Very Local streaming service. From foraging mushrooms 
in our local pine forest, the entrancing making of miso, studio moments 
in time with resident visual artists and live streamed tasting events with 
winemakers and brewers.

In total there were 11 x festival events that were significantly more 
subdued, COVID compliant with far smaller and more intimate 
numbers. The Winter Fire Festival was supported by Regis Resources. 
Two dedicated media partnerships were secured; Eat Drink Play and 
Concrete Playground.

• Total PR campaign:  6,220.6k reach

• Social Media reach:  988.9k. reach

• Festival video:  33.3k views

• Website traffic: 35.3k page views from 15.1k unique visitors

Orange Wine Month 
October 2020 
In its 15th year the Orange Wine Festival extended from a 10-day festival to a month-
long showcase of our cool-climate wine region.

With large crowd restrictions in place due to COVID-19, many of the festival’s favourite 
signature events i.e. Wine Festival Night Market and Wine Show Public Tasting simply 
could not be included. 

Marketing investment was significantly reduced however our local wine industry rallied 
and hosted just over 70 wine and food events, from long lunches and degustation 
dinners to winery tours and masterclasses.  

The promotional campaign presented pre-festival media in Gourmet Traveller, Home 
Beautiful and Concrete Playground. 

• Total PR campaign:  8,616.2k reach

• Social Media reach:  1,190.6k reach

• Website traffic:  108.4k page views from 41k unique visitors

Orange Chamber Music Festival 
Thursday 8 April – Sunday 11 April 2021 
The Orange Chamber Music Festival featured established Australian ensembles, domestic and local artists across a 
variety of regional venues, ranging from the concert stage to the region’s cellar doors and hatted restaurants.

The Opening Night Gala Concert featured all 
ensembles and artists of the OCMF 2021. In 
the true spirit of Chamber Music, the works 
ranged from Duos, Trios, Quartets and Quintets 
by resident and guest artists, including two 
Australian compositions by Jessica Wells and 
the world premiere of a new work by Lyle Chan, 
especially dedicated to the Resident Ensembles 
of the Orange Chamber Music Festival 2021: the 
Nexas Quartet and Acacia Quartet.

• Total PR campaign:  281.2k reach

• Social Media reach:  6k reach

• Website traffic:  8.5k page views from 3.2k unique visitors

F.O.O.D Week 
Saturday 27 March – Monday 5 April 2021 
Celebrating it 30th year as Australia’s longest running regional food 
festival F.O.O.D Week pulled out all stops to host the most successful 
festival in its history.

The 2021 theme was the recognition of the original pioneering chefs 
who established the region’s destination dining reputation and the 
celebration of our new and exciting brigade of chefs.

The Sampson Street lunch was an absolute highlight, as was F.O.O.D’s 
30th Year Dinner. The range of Shine the Light on the Producers 
presentations seeing two complimenting producers paired to showcase 
their respective produce in a combined way was a festival hit and spoke 
to the essence of the festival.

Numerous publications visited the region during the festival including 
Delicious, MindFOOD and Woman’s Day and the festival benefited from 
features run in both Country Style and Gourmet Traveller.

• Total Media Reach:  31,608k reach

• Social Media reach:  83.9k

• Festival video views:  11.9k

• Website:  52.5k page views from 23.2k unique visitors

27-29 AUG 
ORANGE NSW

FRI 27 AUG
MILLTHORPE 
NIGHT MARKETS 

SAT 28 AUG 
BONFIRE 
EVENTS  

SUN 29 AUG 
COSY  
LUNCHES 
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Destination Marketing: 
Publications

Food and Wine Guide
In September 2020 in time for Orange Wine Month, Orange360 refreshed the Wine & Food 
Guide to align with our other regional publications and to showcase our wine trails along with 
our diverse range of dining options and farm gates.

The guide featured advertising from 77 Orange360 members with a Cellar Door Directory that 
allows visitors to easily find wineries producing their favourite cool-climate drop along with the 
complete Restaurant and Café listing.

Retail Trail
Just in time for Christmas came the launch of our new Retail Trail Map featuring retailers from 
Orange as well as many of our surrounding villages across Blayney and Cabonne. 

In total, 53 businesses were listed in the print version of the trail. This was complimented with 
a digital map for visitors to a full suite of must-visit shopping destinations.  Visitors were 
encouraged to discover and support local artisans, as well as carefully curated collections from 
some of the best brands in Australia.

Wine Australia Project
The Wine Australia project is a working collaboration between Orange360, Orange Region Vignerons Association 
(ORVA), NSW DPI and F.O.O.D. Inc, co-funded by Wine Australia.

Initially focused on increasing International Inbound Wine Tourism from mainland China, the target market shifted to 
visiting friends and relatives (VFR) strategy targeting Australian-based Chinese resident in Sydney. 

In its third year the project focused on delivering the following key elements of the project:

• Destination through our official Orange360 WeChat listing

• A full development of content on our WeChat Listing to replicate the Orange360 website

• Inbound market training and assistance through Destination NSW via the NSW First program

• Chinese language marketing collateral
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Funding Sources
Orange360 partners with the local government areas in the Orange region to deliver destination marketing services:

• Orange City Council

• Blayney Shire Council

• Cabonne Shire Council

During the 2020/21 financial year, Orange360 also received funding from the following sources:

• Department of Regional NSW (NSW Government)

• Newcrest Mining Ltd

• Wine Australia

We value the continued support of these organisations so we can continue to deliver exceptional destination 
marketing services.

2019/2020 Key Stakeholders

Reporting to 
Stakeholders
Our board oversees Orange360 and meets on the 3rd or 4th Wednesday of each month. Our General Manager, 
Caddie Marshall attends all of these meetings and provides a written and verbal report on key activities and 
proposals. Our board plays an active role in our organisation and provides valuable oversight for all activities.

A week prior to each meeting, a board pack is circulated via email which includes a website report, membership 
report and General Manager’s report. On the financial side, a full set of reports are included each month – full 
year cash flow budget, reporting actuals vs forecast monthly, profit and loss, balance sheet, accounts receivable 
summary, accounts payable summary and bank reconciliations for cash accounts and credit cards.

Every 6 months we provide reporting to each of our councils which specifically addresses the KPI’s set out in the 
funding contracts signed with those bodies. We provide financial reporting around these, which is signed off by our 
audit accounting firm, along with written reports.

We provide adhoc reporting to our other funding sources on conclusion of their agreements with us, or as 
requested. These can take the form of verbal presentations, written reports or financial summaries.

Every financial year our financial records are audited by PMW Assurance Services and a full set of audited 
financial statements are prepared. These financial statements are made available to the local councils who partner 
with us.
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