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Acknowledgement
of Country

The Orange Region is made up of the Orange City, Blayney Shire and
Cabonne council areas and sits within the traditional lands of the
Wiradjuri Nation.

We acknowledge the traditional custodianship of these lands and pay
our respect to the Wiradjuri people for their care and stewardship of

these lands for more than 40,000 years and to the Elders of the Wiradjuri
Nation past, present and future.
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2024 has been a year of
strengthening our foundations
at Orange360. Following
several extraordinary years

of COVID-19 disruptions,
community devastating floods
and travel restrictions, we
have focused on securing

the future of Orange360 for
all members.

Funding

Significantly, we have signed two-year funding

agreements with Blayney, Cabonne and Orange
Councils, with a view to offsetting future funding
agreements with council elections. Our hope is that
we can move to four-year funding agreements with
our Councils from July 2026, as we continue to work
together on building the visitor economy and appeal
of our region together. The move away from what has
been annual funding arrangements enables Orange360
to devote more time and effort into our core work of
destination marketing and enable better value, longer
term commitments with our suppliers.

Board and Governance

The Orange360 Board welcomed three new Directors

in late 2023: Amy Van de Ven, David Cumming and
James Robson. With additional marketing expertise

on the Board, we have created a marketing “Think

Tank” to work with the Orange360 team on marketing
strategy. The Tourism sub-committee has continued

to identify collaborative priorities from the Destination
Management Plan, and as we move into 2025 are working
together with the council economic development teams
on long-term actions for the region.

In early 2024 the Board reviewed the Strategic Plan.
This has resulted in a simplification of our organisation
to focus on marketing, membership services and
industry support. This has resulted in a reduction

in revenue from additional services, offset by a
corresponding reduction in expenditure, principally from
the Accommodation Support Project. We also decided
to invest in a refreshed website and membership and
consumer relationship management system to better
support members and our direct marketing ability, which
contributed to a small deficit for FY24.

Peter Robson stepped down after many years as Chair
and Director of Orange360 (and its predecessors)

at the 2023 AGM. Peter’s passion and vision for the
Orange region was formative for the membership and
organisation we have today. Thank you, Peter, for your
personal effort and commitment to the region and the
organisation; we continue to build on your vision and
passion. Your contribution to the region over many years
is simply outstanding.

Stepping down at this year's AGM, after many years
of service as a Director, is Tony Cheney. Like Peter,
Tony was a Board member in Brand Orange which
preceded Orange360 and has served as Deputy Chair
for many years in support of Peter and, lately, me.
Tony’s involvement in the visitor economy spans more
than Orange360, and he is a champion of the arts in
our region. Thank you, Tony, for your contribution to
Orange360 over so many years.

NSW Government

We welcome the NSW Government’s recently released
NSW Visitor Economy Strategy 2030 Review which
includes growing the experience economy, a focus on
statewide infrastructure projects, and investment in a
data platform for real-time visitation data and visitor
insights. As an organisation supported by three regional
councils and around 300 members, we are uniquely
positioned in regional NSW to benefit from government
funding to support the Strategy. We continue to

work closely with Destination New South Wales and
Destination Central West NSW to bring funding, product
development opportunities and visitors to our region.

Organisation

Thank you to our General Manager, Ned Sweetapple,
who continues to develop and add skills and experience
to our small organisational team. Following a year of
consolidation, particularly stabilisation of our funding,
we are launching into 2025 with a clear plan, an improved
website and member and consumer relationship
management system in place. Well done to the entire
Orange360 team for their time and commitment to
these projects. We look forward to seeing you at our
member events in 2025 and working with you to bring
even more visitors to ‘Enjoy The Now’ and everything we
have to offer in our region.

Stef Loader
Chair TDO Ltd, Board of Orange360
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The Region’s tourism recovery from COVID was positive. In
November last year at the Orange360 AGM we reported
that total visitation to the region for the year ending June
2023 (141 million visitors), was up 19.8% the year ending
June 2022. Total expenditure in the region derived from
visitors from outside the Cabonne, Blayney and Orange
LGAs was up nearly 14% on the previous year — showing
total visitor spend was estimated at $446 million.

Orange360, the Orange Region, continues to show a

strong “pandemic recovery” compared to other Central
West Regions. The current Australian economic pressures
on households, businesses and individuals though, has
restrained the continuation of a positive trajectory for
tourism metrics and visitation though over the past 12mths.
Reporting on the year end June 2024, will not show the full
extent of the “tightening of belts” that we are continuing

to see in the back half of this year, and we expect 2025 will
present similar challenges.

Orange360s focus this year has been on consolidation of
our business operations building out product experiences
and investing in our efficiencies and assets.

Key milestones and new incorporations this year include

+ the refresh and update of Orange360.com.au in line
with improved UX, navigation and brand appeal.

« investment in data and market intelligence through
Localis to inform industry trends, visitation and spend
impacts and marketing decisions.

+ the consolidating of three in region guides into
one low cost, versatile and user friendly in region
publication and map,

+ the incorporation of HubSpot Marketing and Sales
Pro CRM platform as membership and consumer
marketing management tool

+ the creation of a new identity and brand for the Orange
Wine Region marketing and promotion of our wines.

Our destination marketing efforts have been deliberately
directed towards making an impact in the overnight
domestic overnight market and increasing the
awareness and overall appeal of the region in new and
existing markets.

This strategy has resulted in the creation of a new
marketing campaign branding and direction, of which we
are very proud and are excited by the results of the first two
iterations of “Enjoy the Now” seasonal campaigns. Enjoy
the Now Campaign is nominated as a finalist in the 2024
NSW Tourism Awards.

Official Tourism Research Australia data shows that
overnight visitors (domestic and international) spent
197 million nights in the Orange, Blayney and Cabonne

LGAs — a 26% increase on year ending June 2023. The
region had a total of 1.32 million visitors last year; there
was a decline in day visitation compared to the previous
12mths (-18%). This decline in day visitation was offset
to an extent by the increase in overnight visitors; meaning
total visitor numbers were reported as down but only by
6% on the previous year. In the economic circumstances
this is considered reasonable and is favourable compared
to other LGA's in the Central West. All comparable LGA's
reported negative day visitation numbers which suggests
a broad market decline. On a positive note, the total
visitor spend across the Orange region is up 5% on last
year, estimated at $463 million.

2024 saw the renewal and refresh of the Orange360
Strategic Plan that reinforces our purpose and sets the
direction for the organisation over the next two years. This
Plan aligns with the continued and unified support from the
Orange, Cabonne and Blayney Shire Councils as our funding
partners, and has resulted in all funding agreements being
extended or renewed until June 2026. The Orange Region
Destination Management plan adopted in 2022 continues
to provide guidance and the strategic direction for the
development of the visitor economy across the region in
collaboration with the local Councils.

Orange360 membership base reflects the diversity and
depth of product in our region - reporting a total of 280
financial members across all sectors and across the
region. We were delighted with the strong attendance
this year at our members’ events and the engagement
of our members is very positive, along with the general
support for Orange360. Three Member Forums and two
satellite “village” forums and the weekly industry news
publications and one on one collaborations provide a
well-rounded communication loops, interactions and
learning opportunities.

We continue to work closely with Newmont to facilitate the
applications and distribution of the Newmont Orange360
Regional Event Fund. Orange360 through this fund and the
continuation of event production services has forged strong
and effective relationships with events and community
organisations, encouraging the development of sustainable
and well attended events.

There are always new opportunities and new challenges
ahead, and with the solid support from funders, our
community and the Board, Orange360 is in a good
position to continue to deliver support and growth for the
tourism industry across the Region. The investment made
to date has created a solid platform and refreshed

brand profile from which to continue to work to

establish the Orange Region as one of Australia’s

leading destinations.
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The Board of Directors of TDO Ltd approved and adopted the renewed Strategic Plan for Orange360.

Our Vision

For the Orange Region to become a prominent Australian destination of choice for visitors and travellers.

Our Mission

To drive sustainable tourism growth, enhance visitor experiences, and promote economic prosperity in the Orange Region
through innovative destination marketing, industry development, and advocacy. We are committed to fostering regional
growth, attracting increased visitation, and showcasing the unique offerings of our vibrant region.

Our Values

Orange360 demonstrates our core values through our behaviour, function, and operation

*  We are responsive and versatile.
» Collaboration and teamwork are key to our success.
»  We are committed to making a difference for our customers, members, the industry and stakeholders.

+ Integrity and transparency in our actions and outcomes are at the core of our business.

Our Focus

To promote the Orange Region as a visitor destination and identify
o L] L] L L]
Five Strategic Priorities

1 Develop the identity and brand of “The Orange Region” as a destination of choice.
[ ]
2 Creating effective marketing strategies and activations to drive recognition and visitation to the Region.
[ ]
Activate and promote the growth and success of in-region festivals and events.

Drive membership engagement and support visitor experience and product development.

5 Align and connect the regional tourism industry, local government, state government and industry
e agencies to achieve sustainable and longer-term growth of the region and the visitor economy.
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Strategic Objectives

1 Grow the value of the visitor economy
® . increase in visitor numbers
* increase visitor spend.
+ increase visitor length of stay.

» encourage visitation dispersal across the region.

2 Create visitor ready and unified industry
® . increase industry engagement, communication, and collaboration.

+ improve in product and customer experience.

Connect industry, funding partners and all levels government.
+ retain and increase industry members.
* build stakeholder partnerships and industry relationships

« pursue funding opportunities.

Support and promote regional events that strengthen the regions appeal
and attraction

+ build sector capacity and prosperity

+ improve in product and customer experience.

« pursue funding opportunities.

5 Enhance the region’s ability to attract external events, sporting
° tournaments and business events at scale
+ increase industry engagement and regional partnerships.
+ improve in product and customer experience.

« seek opportunities for promotion and collaboration.
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Orange360 Brand Matrix

o Brand Orange360

Level 2
Our
Campaign
Messaging
Level 3 FOOD & NATURE & WELLNESS & ARTS &
Our WINE OUTDOORS RELAXATION ENTERTAINMENT EVENTS
Destination
Level &4 Restaurants Gardens, parks Accommodation Art _Gp[leries & Business events
: Cafe culture &reserves Retail & shopping exhibitions Conferencing
Experiences and National parks Museums
: Pubs Spa & beauty Showcases
things to do Caves & waterfalls Live music
Special dining Drives Weddings
experiences Firepits & Community
stargazing Pools festivals & events
Local produce L Golf
markets Picnic spots & o Theatre
Cooking Classes Io’okouts . Poetry
Foodie Trails ::'I::lfs& walking Cinema
Food Festivals Bike trails & cycling
Cellar doors Playgrounds
Wine tours Balloon flights
Small bars Camping
Breweries and
distilleries
Wine
festivals
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Dynamic
Playful
Brave
Open
Powerful




Friendly
Relaxed
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The Orange Region has a vibrant visitor economy, attracting 1.32 million visitors in the year ending June 2024.

Expenditure by visitors who live outside the combined local council areas of Orange, Blayney and Cabonne, has

contributed $463 million to the overall economy of the region the year ending June 2004,

The total spend is attributed mostly to domestic overnight visitors and day visitors. The region continues to see

encouraging signs of Pandemic recovery in terms of international visitors — international overnight visitor numbers

were 36% higher compared to the year end June 2019 and estimated to contribute up to $19.8 million in expenditure in

the region for year end June 2024.

Orange360 partners with and is funded by a collaborative agreement between Orange360 and each of Orange City

Council, Blayney Shire Council and Cabonne Shire Council.

Orange360 partners with and is funded by a collaborative agreement between Orange360 and each of Orange City

Council, Blayney Shire Council and Cabonne Shire Council.

/"~ ORANGE

V).\NJ CITY COUNCIL

Y. Fg

AR NN E DML

Orange City Council

Population 44,244 persons Gross Regional Product $4 billion Key Industries Healthcare and
social assistance, Education, Tourism, Resources and renewables, Value-add in agriculture,
Public administration, Manufacturing and construction

The Orange Local Government Area is 290 sq. kms and includes the city of Orange as well as
the historic villages of Lucknow, Spring Hill and Byng.

Blayney Shire Council

Population 7558 persons Gross Regional Product $997 million Key Industries Mining,
Manufacturing, Agriculture, Construction, Education & Training.

The Blayney Shire is located adjacent to the Mid-Western Highway and the Main Western railway
line and is centred on the town of Blayney (population 3,500) as well as the historic villages of
Barry, Carcoar, Lyndhurst, Mandurama, Millthorpe, Neville and Newbridge.

Cabonne Council

Population 13,825 persons Gross Regional Product $1 billion Key Industries Agriculture,
Forestry and Fishing

The Shire is located adjacent to the Mitchell Highway and partly surrounding the City of Orange.
Cabonne, ‘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, Mullion Creek, Nashdale and Yeoval.

f AVA . Fi &

o ol i 2 Orange % f

Newmont N F" Destination 138, 5] D wined © ¢ 2 2
FOOD OF ORANGE DISTRICT Resion '\\:. e l\.:;-..l
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Board Members

Name: Cr Kevin Beatty, Mayor
Occupation: Cabonne Councillor
Manager- Department of Health
Experience: Director since 2019

Name: Cr Michelle Pryse Jones
Occupation: Blayney Shire Councillor
Experience: Director since 2022

Name: Cr Jason Hamling, Mayor
Occupation: Orange City Councillor
Experience: Director since 2022

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

Name: Stefanie Loader

Occupation: Managing Director — Sel
Consulting Pty Ltd

Experience: Director since 2019
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Name: Justin Byrne
Occupation: Business owner,
Strawhouse Wines
Company Secretary

Name: James Robson
Occupation: Business owner,
Ross Hill Wines

Experience: Director since 2023

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

Name: David Cumming

Occupation: Business owner, The Lane
Cellars / Define Wine Marketing
Experience: Director since 2023

Name: Cr Gerald Power, Deputy Mayor
Occupation: Orange City Councillor
Experience: Director since 2022




Orange360 Team &
Organisational Structure

Employment Catagory

@ Full Time
@ Part Time

@ Contract

General
Manager

. H Brand
Finance i
v : Performance
anager & Reporting

Media & Membership

Marketing & Content Event & Business
Producer

C icati
ommunication Development Support

o,
Ned Sweetapple Mali Williams Oleta Blunt Georgia Bragg Sophie Bagheri
General Event Marketing & Media & Content Membership &
Manager Producer Communication Development Business Support

R

=l

Jo Gilshenan Fiona Turney Barb Polinelli Rebecca Barnier Eloise Brennan
Finance Membership & Accommodation Marketing & Brand Performance
Manager Business Support Assistant Communication & Reporting
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Purpose

Orange360 has a strong and diverse membership base that spans the LGAs of Orange, Blayney, and Cabonne,
encompassing a variety of industries that reflect the broad benefits a thriving tourism sector brings to the entire
region.

This membership base connects Orange360 and industry stakeholders, encouraging genuine connections,
collaborative activations and product enhancement that help position the Orange region as a destination for
travellers and visitors.

This structure is essential for cultivating a vibrant and interconnected tourism industry, that together, defines and
showcases the unique essence of the Orange region.

Value

Orange360 offers members access to a single brand marketing platform that unites the region’s tourism industry
under a single, cohesive brand. This collective approach amplifies our market presence and drives greater visibility for
the region.

Members benefit from an expanded network of like-minded operators who are innovative, knowledgeable, and
passionate about their sector of expertise. This network fosters collaboration and provides valuable opportunities for
knowledge exchange, support in product development, and shared marketing efforts.

Orange360 offers access to educational resources, training, and industry insights, helping members stay ahead of
trends and continuously improve their offerings. By being part of a dynamic and connected community, members can
leverage these advantages to grow their businesses and contribute to the region’s ongoing success.

Strategic Priorities

Orange360's strategic priority through its Membership is to foster alignment and a unified approach aims to drive
sustainable, long-term growth for both the region and the visitor economy.

Through targeted membership services and activations, we seek to strengthen member engagement, support product
development, enhance the visitor experience and boost the region’s appeal as a top travel destination.

Education and continuous learning are central to achieving these outcomes. Our focus remains on providing valuable
opportunities for our members, such as forums and workshops, that support:

» Skills development and training to enhance « Improving product offerings and marketing
business capabilities effectiveness to stay competitive

» Data sharing, research, and insights on + Networking and collaboration to foster
tourism trends partnerships and growth
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Delivery

The measure of how relevant and valuable our membership is lies in the engagement and growth of our member base and
the improved quality of tourism product available. The engagement and growth of the memberships this year has been
positive and encouraging.

Our three membership forums in March, June, and September, were all well attended, and the topics and information
presented were relevant and created plenty of engagement from our members. To provide additional networking
opportunities for members, we held “satellite networking events” in Millthorpe and Canowindra.

One of the highlights was the Newmont Orange360 Tourism Workshop held in October, which saw 35 participants from
across the region and across varying styles and types of events, all of which bring visitors to the region. The full-day session
presented by event experts from the Australian Centre for Regional Events was highly regarded and delivered a wealth of
knowledge and inspiration for the sustainability of our regional events.

We've been working closely with our Standard Membership holders to create greater marketing opportunities and options
for developing product and awareness of the region. This includes collaborations on the new in-region visitor guide and our
attendance at AIME 24 in Melbourne.

To keep members informed, the weekly Industry News eDM has become a go-to for timely updates. It's been a great way for
us to quickly share information and opportunities, allowing members to respond with speed and agility.

Orange360 has invested in HubSpot Sales and Marketing Pro—a powerful CRM platform which will help us manage our
member database more efficiently, streamline our processes, and boost our digital and direct marketing efforts.

Our ongoing support for members has included onboarding new members and guiding existing ones through best practices
in digital marketing, especially with ATDW. This has enabled members to reach new audiences and amplify their marketing
through the Orange360 website and social media channels.

As of June, Orange360’s membership base remains steady, with a total of 280 members across all sectors and regions—a
fantastic reflection of the value we continue to provide to our community.

Orange360 Membership

Membership Represented per Memberships by Sector
LGA . . .
Accommodation 24% @ Tours/private experiences 5%
Orange 60%
® s ° @ Wine 15% Wedding, conference venues 3%
Bathurst (tours & accom) 1%
Brewery 1% Produce 2%

Cabonne 23% . .
Restaurant, pub, cafe 19% @ Attractions, communities, events 12%

Blayney 16%
® WIS @ Retail 15% Arts & Culture 4%

Wellness 1%
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Purpose

The focus of Orange360 is to promote the Orange
Region as a visitor destination.

Our event production services support this goal and play
a crucial role in supporting regional events and event
organisers create unique events, deliver on customer
experience, and showcase our regional strengths.

We aim to help

« drive recognition of and visitation to the region

« support for ongoing development and success of the
region’s events and festivals

» promote regional identity and brand
+ foster regional engagement and pride

Orange360 is closely aligned with FOOD Week and
the Wine Festival, our region’s annual flagship festivals
and takes the lead for the co-ordination of the annual
Fire Festival, the emerging arts and cultural festival for
the region.

These three major events provide promotional
opportunities that align with our region’s key experience
pillars, building awareness and appeal of the Orange
region for new and returning audiences.

New and emerging events are supported by Orange360
through the administration of the Newmont Orange360
Regional Event Fund, encourage the growth of our
region events across the region and potentially the next
flagship festivals.

Through provision of event production, and the
alignments with marketing and promotion activities,
Orange360 supports the economic development,
enriches the region’s events landscape, and contributes
to the growth of the visitation to the region.

Forage - 2024 FOOD Week

Value

Events and festivals are an important contributor to

the visitor economy, driving tourism and local business
growth. The addition of an Event Producer to the
Orange360 team has significantly strengthened our
capacity to support the development and success of
regional events. This role, funded through fee-for-service
agreements, adds strategic value by complementing our
established marketing and promotional initiatives.

Our event and marketing partnerships with the Orange
Region Vignerons Association and FOOD Week helps
ensure the ongoing success of these flagship events,
which are essential to our region’s identity and appeal.

With the inclusion of event management expertise at
Orange360, we have been able to bring renewed focus
to emerging events, such as the annual Fire Festival.
Additionally, we oversee the Newcrest Orange360
Regional Event Fund, supporting various recipient events
across the region.

The Newmont Orange360 Regional Events Fund, backed
by $120,000 from the generosity of the Cadia Legacy
Fund, plays a crucial role in the region’s event offering
by providing financial support to both emerging and
established events. This fund enables investment back
into the region to assist events such as Lonely Mountain
Ultra, Orange Chamber Music Festival, Banjo Paterson
Festival, Millthorpe Fire Fair, and Newbridge Winter
Solstice, Canowindra Balloon Challenge, whilst also
attracting sporting and special interest competitions to
the region.
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Delivery
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Destination Marketing

he key focus of Orange360 is to promote the Orange
Region as a visitor destination, through the delivery of
strategic priorities including

The performance of Orange360 owned channels

key insights into our audience behaviour and interests,
appeal of content and engagement with the brand of the
Orange Region.

1. Develop the identity and brand of “The Orange Region”
as a destination of choice. Measures of success of Orange360 marketing campaigns

and activities:

2. Creating effective marketing strategies and
activations to drive recognition and visitation to the
Region.

3. Activate and promote the growth and success of
in-region festivals and events.

Orange360’s destination marketing activations and
campaigns aim to:

Increase the awareness of and renew interest in the
Orange Region as a destination to visit
Drive appeal and consideration of the Orange Region

Increase visitation to the Region and encourage
dispersal to the region’s towns and villages

Increase length of stay and average spend

Promote advocacy from existing visitors and residents

to promote the Orange Region and return time and
time again.

-
‘u

¢
Lz

Orange 3

2024 Annual Re

Website traffic orange360.com.au - spikes,
engagement, tracking links

Social Media channels - value led content and
storytelling, audience growth, engagement rate
monitoring, tailored content

Editorial value and media reach — earned media
through PR, media partnerships and collaboration and
paid media

Direct marketing engagement — eDM engagement and
newsletter sign ups

Event marketing and tickets sales and post event
feedback via surveys

Seasonal Marketing Campaigns
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Total Unique Users Most Viewed Pages

- Top &4
194,000 most viewed pages

(av.16.2 k/mth) Events in Orange NSW
Total Unique Users :
Orange360/Home page

Things to do in Orange NSW

Enjoy the Now

Audience - age, gender and location .
First User Source

google /
organic
62.3% 37.7% :
80000 r direct
google /
70000 cpc
60000 - facebook.com
50000 visitnsw.com
40000 | liyboia
30000 | bing
organic
20000 +
_____________________________________________________________________________________________________________________ 10000 -

Active users by town/city

Sydney 108K Active users by age
@ Melbourne 12K | |
@ Brisbane 99K 25-34
Orange 4.3K 45-54 1
-4n b
@ Canberra 4.2K 35
55-64
Central Coast 3.2K
65+
@ Ashburn 3K 18-24 I
0]

2K 4K 6K 8K 10K

Source data: Google/organic, Direct, Google/cpc, Facebook/Instagram referral, VisitNSW
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Facebook Overview
Facebook Followers — 19667k

Audience by Gender
78% 22%
Female Male

Audience by Age

@ 18-24 - 13%
25-34 - 14.2%

@ 35-44 - 279%
45-54 - 17.6%

55-64 - 121%

@ 65+ -11.6%

Instagram Overview

Instagram Followers — 16.4k (10% increase)

Audience by Gender

80.5% 19.4%

Female Male

Audience by Age
25-34 - 21.2%

@ 35-44-345%
45-54 - 232%
55-64 - 121%

@ 65+ -56%
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A well-defined approach to Media & PR can further amplify the brand of the - ———
Orange Region. By focusing on the following media strategies, Orange360

can extend the media’s role in driving awareness, strengthening the

awareness of and appeal of the Orange Region

Editorial and Earned Media Value

« Strategic Storytelling: Leverage organic editorials and stories by focusing
on narrative-driven content that captures the essence of the destination,
highlighting attractions and experiences and events.

SIX OF THE BEST

+ Collaborative Content Creation through media partnerships

+ Strong Media Relationships: Build and maintain partnerships with media
outlets and agencies to position Orange360 as a go-to source for
information on the region’s offerings.

» Media Famils and Influencer Visits: Co-fund media famil trips to the region
with Orange360 members. Work in collaboration with the Central NSW
Joint Organisation, to develop potential story content and leads, assist
with curated and targeted itineraries to showcase unique experiences and
align on strategic messaging.

Articles and editorials on the Orange Region have appeared in;

- Concrete Playground +  Women'’s Day Road trips from

. Sydney Morning Herald Sydney in less than four hours

52 Weekends Away * Her Canberra Spend the ultimate

» The Sunday Telegraph Escape girls" weekend in Orange

«  The Weekend Australian * UrbanList

Travel & Luxury - Bicycling Australia

* Newldea 5 country escapes under « Explore
four hours west of Sydney

+ Sydney Morning Herald Traveller
Six of the Best

ORANGE pRIVE TIME: 3 HOUR 30 MINUTES frsn

y Est
Tours. For something more active,  spots for a pre or post-dinner
drink head

Vineyords,
‘museus and accommodation on  Austraion-made gelato.

Tril. Hows
indulgein
Tk ]
e Camp for dinner,or g
tol- some lunch ot Cooked Th rden bar and
Goose Cafe at Hyoms Peacock Room & Bela VstaBars  public pool.

cear whi
beache Beach. After a hearty
. s ane o ? You con'tgo
Australo, making it the i
" perfectplace o snorkel  Jervis Bay Brewing Co
anc-p pocle STAY The Cove Jervs
Wihen you've had enough  Bay s an eco-certfed
" ofthe sur,explore the property with tranquil
stunning Booderee u 4
Natonal Park,withits  Boodk
coustal sandstone s, Ifyou're enjoying @
romantic weekend away,
iifiebestrood fripsfom Sudiie book nto Hyams Beach
— in just four hours or less ead to nearby The cottage s painted a

URST
DRIVE TIME: 2 HOURS 45 MINUTES

for dinner. For something
more casual, try Reckless.
Brewing Co. for an
n's  aftemoon tipple, breakfast
atThe H
coffeca
After , STAY Nestled n the centrol
i i s s heritage precinct of
working up an appetite,  Seaside Cottages - each Coaiag
Gunyah at Paperbark _ pretty pastel colour hasfive New York oftstyle:

Dogwood, BX for incredible  apartments with uxurious
cocktais, and followitup  bespoke touches for
with 0 vsit to Bootleg Dining  worm, at-home feel.
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3 HUNTER VALLEYA
Ef.‘(,ﬁﬂﬂ,’{,’,’[’f‘ ’”i’ﬂfﬂf RS0 HiKS DRIVE TIME: 3 HOURS 15 MINS,
you can go for o day, the Blue  share plates. If you're after
- Mountains are especially ‘something slightly more
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SEE&DOFamousforits  EAT & DRINK The Hunter

wineries, the Hunter hos  olso produces some incredible:
‘more than 150 cellor doors  cheeses ond chocolate.
on offer.Some fovourites ~ Check out Hunter Valley
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Enjoy the Now

A major highlight of 2023-2024 was the ideation and creative development of a new overarching campaign tagline
for the Orange Region: “Enjoy the Now.” Created in collaboration with production agency House of Groms, Orange360
launched the campaign in Summer 2023/24. Since then, Enjoy the Now has grown and developed through Autumn

and Winter campaigns, demonstrating measurable impact on key objectives and driving increased engagement and

awareness of the Orange Region across our audiences.

The campaign’s purpose is to support the Orange360 brand by capturing the region’s essence and promise with a
message that is both genuine and deeply connected to the region.

The umbrella brand of Orange360 encompasses
everything that colours the Orange region, Orange360
unites the people, places and produce that makes it
unique. It's about time spent with your inner circle:
road tripping with friends, memorable family holidays,
romantic escapes, experiencing events, creating your
own adventure. It's about accessing a huge range of
activities in one place, discovering the full spectrum of
events and activities hosted throughout the region all
year round. This Is a place you can return to time and
time again.

‘Enjoy the now’ embodies the spirt of disconnecting,
searching for adventure, immersing oneself in the
beauty of nature, and savouring the small moments that
become cherished memories. From the awe-inspiring
open countryside to the warm embrace of a close-knit
community, our goal is to position The Orange Region as
the ideal country escape where you can focus on what
really matters: genuine human connection”.

Scan the QR code to plan
unforgettable adventures for
you, your friends or family today.

Orange360.com.au

Desired impact

The desired impact of Enjoy the Now on our target
market is to:

Awareness, appeal, intent to visit and visitation.

Inspire the target audience to visit the Orange360
region.

The Orange Region is an ideal escape where | can
switch off and reconnect with friends and family in
a beautiful country setting.

Start to Think

Summer (or any time of year) is a great time to
visit the Orange Region.

Share ideas and plan my trip now.
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Enjoy the Now - Summer 23/24

‘Enjoy the now’ campaign imagery, copy & video were used across media partnerships (online and print), Connect TV,
Google Ads and social media owned, earned and paid channels. November 2023 - February 2024.

Awareness metrics Engagement metrics

Awareness metrics on social media measure the Social media engagement measures capture how
visibility and reach of content and brand, reflecting audiences interact with a brand’s content and are
the number of people eached by the Enjoy the Now essential for understanding impact and resonance.

campaign messaging. .
paig ging Engagement measures such, reactions comments,

Awareness measurements, (website traffic, audience shares, saves, video plays, follower growth and retention
growth, impressions and reach) showed, in comparison help gauge which content and strategies best resonate
with the same summer period the year before with the audience.

Average engagement rates were extremely positive.
The inclusion of Reels and Video in the Enjoy the
Now campaign assets have been valuable in terms of
significantly improved audience engagement with
the brand.

47K 4L8%

Facebook video views increase in Instagram
during the campaign profile views produced
through reels and posts

3x

increase of seasonal campaign landing page views,
attracting 2045 users compared to 500 the previous year.

Compared to the previous summer Instagram served a
21% increate in average post engagement and a 22%
increase in website (orange360.com.au/enjoy the now)
clicks from Instagram.

Note: general travel and tourism destination
benchmarks for engagement for Instagram is 1-3% and
Facebook 0.5-1% and YouTube 0.5-3%.

Enjoy the Now summer campaign outperformed all
channel benchmarks for Engagement rates.

Orange 360 | 2024 Annual Report | Page 24



Enjoy the Now = Autumn Winter 24

Shifting with the seasons the Enjoy the Now Autumn Winter Campaign focus was more around cooler weather activities,
food and drink, shopping, fire and art.

‘Enjoy the now’ Autumn Winter campaign imagery, copy & video were used across media partnerships (online and
print), Connect TV, Google Ads and social media owned, earned and paid channels. April — August 2024

Campaign focus

Museum &
Art Gallery Exhibitions

Boutiques, retailers
and gifts

Camping

Winter Fire Festival
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Awareness metrics

Awareness metrics on social media measure the
visibility and reach of content and brand, reflecting
the number of people reached by the Enjoy the Now
campaign messaging.

Awareness measurements, (website traffic, audience
growth, impressions and reach) showed, in comparison
with the summer Enjoy the Now campaign and showing
continued growth and traction of the campaign in its
second iteration.

Engagement metrics

Engagement measures such, reactions comments,
shares, saves, video plays, follower growth and retention
help gauge which content and strategies best resonate
with the audience.

Average engagement rates were extremely positive.
The inclusion of Reels and Video in the Enjoy the

Now campaign assets have been valuable in terms of
significantly improved audience engagement with the
brand.

Social media engagement measures capture how
audiences interact with a brand’s content and are
essential for understanding impact and resonance.

(o) increase on average Facebook post
3.6%

engagement for autumn/winter
(from 1.6%)

increase on average Instagram post
and reel engagement (from 2.9%)

6%
1.3%

increase on average YouTube shorts
engagement (no new video content)

Note: general travel and tourism destination
benchmarks for engagement for Instagram is 1-3% and
Facebook 0.5-1% and YouTube 0.5-3%.

Enjoy the Now Autumn Winter campaign outperformed

all channel benchmarks for Engagement rates.
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Winter Fire Festival 2023

4-13 August 2023

Winter Fire Festival marketing and promotion was incorporated in the 2023 Winter Campaign “Venture out to Nestle

”

In”.

Marketing and media for the winter campaign, including Winter Fire Festival utilised a mix of traditional print media,
digital marketing, PR, radio, social media and direct marketing.

Destination pillars of art and culture, food, wine and winter adventure underpinned the campaign messaging and the Winter

Fire Festival event marketing, provides audiences with an additional and alluring reason to travel to the Region in winter.

Winter Campaign

May - July

Paid Social Media investment Reach of 276,000 +

Organic social media Orange360 Facebook,

Instagram

Winter Fire Festival Program

39 Events including featured events Millthorpe Fire Fair
and Wood Fired, Eugowra

Paid social post

PR & Media Partnerships .
(Digital and Print) .

Concrete Playground
Australian Traveller

« Discover Magazine

« Link Airways

» Regional Newspapers
(Winter Fire Festival
only)

Spend $690 over 30 days
Reach 170.6k
Engagement 6,371

Link clicks 5,253

Interactions 1118

Direct Marketing Orange360

Consumer News
June and July eDM

Paid Social Post

Database 7000 +

Spend $1350 over 23 days
Reach 106.6K
Engagement 12,448

Link clicks 32

Interactions 4,576

Average open rate 37% (up 13% 2022)

Average click rate 3% (up 82% 2022)

Orange360 Instagram Organic Post

Orange360.com.au website traffic
May-August 2023

Reach 4, 443
Engagement 183
Interactions 207

Users 79, 451 (increase by 29% on 2022)
New Users 78,710 (up 18% on same time 2022)
Sessions 100,167

Page views 218,044

2024 Fire Festival marketing was supported by Destination
New South Wales Regional Flagship Event Fund.

L-13AUG
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413 AUBUST
FULL
PROGRAM

ARTISTC EVENTS i
STORVTELLING,LIVE MUSIERSS

4AUBUST
MILLTHORPE
FIRE FAIR

LIVEMUSIC.
STREET STALLS,
FIREWORKS

5AUGUST
WOODFIRED
EUGOWRA
CAMP OVEN COOKING.
FRETWIRLNG &

ENTERTAINMENT

THE ORANGE REGION NSW

LAUGUST 5 AUBUST 413 AUGUST

MILLTHORPE WOODFIRED FULL

FIRE FAIR EUGOWRA PROGRAM

LIVEMUSIC, CAMP OVEN COOKING. ARTISTIC EVENTS
FIRETWIRLING & STORYTELLING, LIVE MUSIC

FREWORKS ENTERTAINMENT HEARTY FOOD & CRISP WIN

BONFIRES & MORE
THE ORANGE REGION NSW

4-13 AUG

THE ORANGE REGION NSW

5 AUGUST 4-13 AUGUST
WOODFIRED FULL PROGRAM
EUGOWRA ARTISTIC EVENTS

STORYTELLING, LIVE MUSIC
CAMP OVEN COOKING. | eery Fgp & CRISP WINES

FIRE TWIRLING &
ENTERTAINMENT BONFIRES & MORE

Orange360

All year round.
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Orange Wine Festival 2023
30 September — 31 October 2023

Orange Wine Festival marketing and promotion was incorporated in the 2023 Spring Campaign - wine travel,
flavours and colours in the region. Funded by co-investment between Orange360 and the Orange Region Vignerons
Association.

Marketing and media for the Spring campaign, including Orange Region Wine Festival utilised a mix of traditional print
media, digital marketing, PR, radio, social media and direct marketing.

Destination pillar of wine, events, food and springtime adventure underpinned the campaign messaging, and the
Orange Wine Festival event marketing provided audiences with the perfect travel impetus for Spring short breaks.

Spring Campaign

August ~ October Stop and smell the rosé this spring
Paid Social Media Investment $2000 why the Orange Wine Festival is vour
6 x paid social media ads  281.8k L||ﬁ|ni“{" roadtri F'

Total reach 281,820 +

Organic Social Media
Orange360 and ORVA Facebook, Instagram

PR & Media Partnerships (Digital
and Print)

+ Gourmet Traveller + RON social media
» Country Style + RON social media

+ Selector Magazine

+ HER Canberra digital

« Regional Press (Wine Festival Only) eietwate the slurring Sea { vt}
. Bpg B U wlag o Lol gt bl oy D e o (e g e Vi pd = Lk gl ¢ o g
+ Radio local bl Ay il e i, g el e i olllrak i gyl wi ol

ikl by

- Digital Google Ads and adwords

T L e o [
Bl B i T [ o gt P £ Pt i T U g e e T B i e P
s by, b ey e e 4 s a1 e e we S b e

Direct Marketing Orange360 ———

ey v tem g e e e sk © P e g g P g e ] wer

Consumer News o b e ki, e bl i

e b g ey e i el e e e

Expdiore the Cranze Wime Bestival Night Markets
eDM edition August, September and gl i (i gk Mlatiecs
i ml ol Een, e o L Pl 1D D S B aod ngrd Do, P By 1 O Drege A P
October g Marird b pme mewiaen s W At R umaas e ama e were s e ey b
P e g, @ ]t P B e AT B T e ey b s

Database 7000 +
T par p o Bis brm Ry 0 dhes o ey i b o | el e oy o | e gl e o]
Average open rate 36.65% (benchmark L - T e
26.8%)
Average click rate 4.7 (benchmark 2.5%)

“Working in partnership with Orange360 has allowed the Orange Wine Region to activate customer
engagement across all levels of marketing from broad above the line brand campaigns to on ground
tactical below the line customer engagements and activations. The ability to work with the broad
marketing skillsets within Orange360 for the Orange Wine Region has been of great importance to
the growth of our brand.”

Nick Segger Nashdale Lane Wines and President of ORVA
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Orange360.com.au
Website traffic Sept - Oct 2023

Users 31K (30K new users)
/Orange Wine Festival 23k views (up 6% on
(most viewed page) 2022)

/Events in Orange 8,7K views

(second most viewed page)

Users by gender 59% female 41% male

Viewers age Skewed to 35-54

Orange Wine Festival Program

57 events across the month of October, including

featured events Wine Festival Night Markets, Altitude,

Public Wine Show Tasting.
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Results

Q/)ORANGE
>3~ CITY COUNCIL

Resulting PR & Media
(Paid and Earned)

Media articles 57 (compared to 34 in
2022)

Total Reach 1,294 204

Ad Value $95,000

Editorial Value $285,000
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FOOD Week 2024
5 -14 April

The FOOD Week marketing and promotion was a standalone campaign focused on raising awareness, driving

attendance across the entire program, and attracting visitors to the Orange Region for FOOD Week.

Primarily funded by the FOOD Week marketing budget, Orange360 contributed
15% of the marketing costs and managed the planning, preparation, media
and PR, and campaign delivery on behalf of FOOD Week. This was done in
collaboration with FOOD Week Committee and with Orange360's event
production team.

The FOOD Week 2024 campaign engaged a diverse media mix, including digital
and social media promotions through major publications, targeted social media
ads, public relations and famils, radio spots, social media engagement, and direct
marketing efforts. The campaign launched following the inaugural Orange360
summer brand campaign, Enjoy the Now, well timed release an event campaign
and encourage bookings in the Orange Region.

To bring a fresh, contemporary feel to “Australia’s longest-running food festival,”
Orange360 led a refresh of the FOOD Week logo and introduced a new campaign
tagline, “Elevate Your Plate.”

January - March

FOOD OF ORANGE DISTRICT
ORANGE « CABONNE * BLAYNEY

FOOD OF ORANGE DISTRICT

FOOD Week Campaign

Paid Social Media investment $1000

8 x paid social media ads

Program, FOOD Train and
Shine the Light

Total reach

82,638 +

Total clicks

4,145

(Digital and Print)

PR & Media Partnerships

+ Country Style +
Editorial

+  Gourmet Traveller
solus eDM

+ Pandemonium digital
+ Galah Press digital

» Regional Press

+ Radio local

« Discover Magazine

- Digital Google Ads
and adwords
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Direct Marketing Orange360

Consumer News
February and March eDM

Database

7000 +

Average open rate

34.7% (benchmark 26.8%)

Average click rate

2.5% (benchmark 2.5%)

Orange360.com.au website traffic

February — April 2024

Orange360.com.au
traffic

39K (traffic increased 63% on
same period last year)

/OrangeFOODWeek 27K views
landing page
Orange360 FOOD 10,773 sessions (34% UP on the

landing page industry benchmark, showing
consumers are learning about
FOOD via other pages on the

website

1:27 minutes (12.9% up on industry
average)

Average dwell time

Organic search Accounted for the majority

of sessions

FOOD Week Program

40 individual events across the month of October,
including featured events FOOD Week Night Markets,
Sampson St Lunch, Shine the Light on Producers, Forage
and the Producers Markets& Brunch.

Festival Program

SHINE
7-12 THE LIGHT ORANGE
APRIL 2024 ON LOCAL NSW

PRODUCERS

Resulting PR & Media
(Paid and Earned)

New media digital collaborations and famils with
media partners, Jessica Rizk, Charlotte Ree, Time Out
Magazine, Broadsheet, Man of Many, Gourmet Traveller
earned FOOD Week and Orange an Editorial Value:
$68,250 for minimal investment.

PR and Media editorial generate though Media Releases
from Orange360 distribution earned

Articles written 120

Printed Reach 10,424,873
Desktop Reach 57,332,252
Mobile Reach 14,682,978

= e e SRR

Get Ready to Celebrate Mature’s
Spoils at Orange FOOD Week

APRIL 2624 r ﬁ,‘/pq; é/,,n, r,{,q-” I oranaE
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Orange Region (Orange, Blayney and Cabonne)

International Domestic Domestic Total Year
Visitor Day Visitor Overnight Ending 2024
Visitor spend (AUD) $9.6million $115million $339million $463.6million 5%
Visitors 11,800 709,000 604,000 1,320,000 ¥ 6%
Nights 507,000 0] 1,420,000 1, 970,00 1 26%

Average Stay

(nights) N/A N/A N/A 2.4 V7%

Source: Tourism Research Australia (TRA); National Visitor Survey. Unpublished data extracted under licence by Peter Valerio. Copywrite remains
with TRA.

Top 20 Visiting LGA Areas (exc. Cowra And Bathurst)

Dubbo 4.64%
Blacktown 3.41%
Sydney 299%
Penrith 2.84%
ACT 2.62%
Canterbury-Bankstown 241%
Parkes 2.40%
Northern Beaches 218%
Parramatta 2.08%
The Hills 198%
Central Coast (NSW) 1.89%
Inner West 1.68%
Cumberland 1.64%
Blue Mountains 1.53%
Sutherland 1.50%
Brisbane 1.42%
Wollongong 1.38%
Ryde 1.33%
Liverpool 1.32%
Bayside (NSW) 1.20%
| | | | | | | | | J

(0] 0.5% 1% 15% 2% 25% 3% 3.5% 4% 4.5% 5%

Source: Localis
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Overnight Visitors to the Orange Region by Residential Location

39% 3%

Regional NSW International

Monthly Average Occupancy Year on Year

Year @ 2019 2020 @ 2021 @ 2022 2023 @ 2024

60"\

50 [

20
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov

“The collaborative approach that Orange 360 facilitates across
three LGAs to drive visitation and expenditure to the Orange
Region positions the region as the number one contributor for the
Destination Central West Region.

Moving forward as the State sets new ambitious targets for
the visitor economy, the Orange Region is well positioned to
capitalise on this growth, driving social and economic growth and

opportunities for the stakeholders and their communities.”

Sean Haylan
General Manager, Destination Central West
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