


HOUSEKEEPING



RUNSHEET
10.00  Welcome
10.15-10.45 Dreaming
10.45-11.20 Planning
11.20-11.45 BREAK
11.45-12.15 Booking
12.15-12.45 Experiencing

12.45-1.15 LUNCH
1.15-1.45 Sharing
1.45-2.00 Next steps
2.00 Networking
2.30 FINISH 



JOSH DONOHOE

CHIEF CREATOR

LOCAL AMABASSADOR

FOOD & AGRITOURISM

VSC BOARD



Creative Tours

Josh Donohoe

Sunshine Coast Craft 
Beer Tours





FAN - ANNA CARRICK



This Event has been funded by the Queensland Government through
the Department of Agriculture and Fisheries. 

This Project has been developed in partnership with...

FAN, Visit Sunshine Coast, Sunshine Coast Council, Noosa Council,
Moreton Bay Regional Council, Gympie Council, Tourism Noosa,
Moreton Bay Region Industry and Tourism, Regional Development
Moreton Bay and Regional Development Wide Bay.

PARTNERS

https://www.qld.gov.au/
https://www.daf.qld.gov.au/
https://www.visitsunshinecoast.com/find-your-sunshine-moment-for-real?GAW&gad=1&gclid=Cj0KCQjw7PCjBhDwARIsANo7CgkD8g7exqXKl5vp_C-F2AJusnGyB-Du0fC5xqA1OKkPjWqk98181nIaAlThEALw_wcB
https://www.sunshinecoast.qld.gov.au/
https://www.noosa.qld.gov.au/
https://www.moretonbay.qld.gov.au/Home
https://www.gympie.qld.gov.au/
https://www.visitnoosa.com.au/
https://www.mbrit.com.au/
https://www.rdamoretonbay.org.au/
https://www.rdamoretonbay.org.au/
https://www.rdawidebayburnett.org.au/contact-us


INTRODUCTIONS

BUSINESS NAME

USP



DEF: FOOD & AGRITOURISM

Food and agritourism involves visiting farms,
agricultural operations, or food-producing regions to

experience and learn about food production and
local cuisine









Stage One of Travel: Dreaming and Inspiration

Stage Two of Travel: Research and Planning

Stage Three of Travel: Booking 

Stage Four of Travel: Experiencing

Stage Five of Travel: Sharing

OVERVIEW
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SHARING

BOOKING

DISCOVERY

EXPERIENCING

RESEARCH + PLANNING

TACTICS

• Social media community
• WOM initiatives
• PR
• Industry partnerships 

Drive consideration through
engaging chanels:

• Content partnerships
• Always on (SEM, social)
• Website
• Major events
• PR

• Visitor Information Centres
• Website
• Social media community
• Holiday guide

• Always on
• Conversion partnerships - TEQ, 
aviation and trade

Generate awareness through high
reach and impactful chanels:

• Advertising campaigns
• PR
• Activations
• Always on i.e. paid SEM and social
• WOM i.e. friends, testimonials/
reviews.

• WOM

FIVE STAGES OF TRAVEL



STAGE 1 - DREAMING





TOURISM NOOSA

BRENT CHONG











Where consumers start thinking about the possibility
of a trip, exploring destination options and ideas with
no firm plans as yet. It’s all about inspiration!







































STAGE 2 - PLANNING



JENNY LAWSON

SUCCESSFUL GRANTS















Sunshine
Coast Council
Funding
Finder (Grant
Guru)



Tourism and
ag search 









Employee head count/FTE

Bank details (for payment or LOC info) 

Bios (short biography)

Photos –team, equipment, project

Logo

SM info – FB, Insta, LinkedIn 

Others…

2 Grant
Readiness

Secondary
documents









ZOE SPARKS

SPECTACULAR EVENTS



MORNING TEA

11.40-12.00 



STAGE 3 - BOOKING



ANDREW FAIRBAIRN

VISIT SUNSHINE COAST











































STAGE 4 - EXPERIENCING

JOSH DONOHOE - CREATIVE TOURS





TRANSFORMATIONAL

EXPERIENCES



Transformation - A process of profound and radical change

Transformational experiences - Those that challenge a
person’s assumptions, preconceptions, beliefs and values,
affecting how they understand themselves, others and the
world. 

Transformational travel experiences - Intentionally
travelling to stretch, learn and grow into new ways of being
and engaging with the world. 



DELIVERING YOUR 
EXPERIENCE

EXPERIENCE DEVELOPMENT

STORYTELLING



EXPERIENCE DEVELOPMENT

What do customers want?
Who is the target market?









EXPERIENCE DEVELOPMENT

IMMERSIVE EXPERIENCES
Touch/taste/smell/blend/make

SEASONAL EXPERIENCES
Pick your own / Give them a job /
*Luxury & regular experiences

MEET YOU/STAFF/PEOPLE
Your story is key



EXPERIENCE DEVELOPMENT

SUSTAINABILITY
Include in your story / experience

ACCESSIBILITY
Consider during planning / 
consult industry experts

COLLABORATION
Multi experience venue / events



EXPERIENCE DEVELOPMENT

EXAMPLE 
CANEFIELDS DISTILLERY







FIND YOUR

STORYTELLER



HOW WILL YOU SHARE YOUR STORY?

WHO DOES THIS BEST?

HOW WILL CUSTOMER ENGAGE WITH IT?



DRAW ON YOUR PASSION & VALUES 

PERONAL CONNECTION TO STORIES

MAKE IT AUTHENTIC

AMPLIFY YOUR USP



RETELLING OF STORY = REPEAT BUSINESS

POWER OF STORYTELLING

 DEEPER CONNECTION WITH CUSTOMER



DELIVERING YOUR

EXPERIENCE

FROM ARRIVAL TO
DEPARTURE AND BEYOND



CUSTOMER SERVICE

IS KEY



BOOKING

COMMUNICATION

DELIVERY

FOLLOW UP



CREATE MEMORABLE

MOMENTS









Transformational Experience
Self Assessement



LUNCH
1.00-1.30

(SHARP)



STAGE 5

SHARING



JENNIFER SWAINE

 THE COMMS PEOPLE



PR | PUBLIC SPEAKING 

SHARING



SHARING YOUR
STORY/NEWS

Are you truly harnessing the power of good content
and communications?
Is your content engaging the right audiences?
Does your content and communications ladder up
to your mission and business goals? 

Public relations has a role to play in communicating
about your business BUT IT MUST BE NEWSWORTHY!

Some content will make great social posts but are not
ideal for a media release - it’s important to understand
the difference





Media releases need to
be newsworthy
be succinct
target the right journalists
be accompanied by an editorial
photo
include a VNR for online
publications and TV /streaming
outlets (optional)
use a killer headline
label all images so the journos
know who is who





PR

Editorial style still photography -
will tell a story on its own
Social media photography kept
separate - save your media-use
images for the media
Video News Releases for
broadcasters
Social media reels and content
(behind the scenes to support a
media opp)
Still imagery for social media 
Personal brand photography
Award submission videos 
Image libraries and content banks -
never stop building them
Media releases 
Media feature stories
Opinion pieces 
Segment your media lists

THE COMMS
PEOPLE

Checklist



3 STEP
APPROACH

Understand your business goals
and build a plan on a page 

Think strategically about the
content you are offering media,
third party and owned channels in
order to drive outcomes (not
outputs). 

Syndicate content through earned
media (PR), socials and owned
channels. 

Strategy Storytelling Share

PLAN ON A PAGE(S) COPY | IMAGES | VIDEO PR | SOCIAL MEDIA



IF THE STORY IS
GOOD IT WILL GET A
RUN
Jan 2024 - Oyster theft in Moreton Bay

Over 12,000 oysters stolen
Professional
Happened for the second year

This was a GOOD story
Newsworthy
Mystery
Theft Image supplied by client - NOT editorial

















PUBLIC
SPEAKING

Say yes to every opportunity
Start in small groups or on a panel
Remember - you know your
product/business better than anyone
else
Incorporate learnings - example Green
Valley Finger Limes
Your audience want you to succeed
Know the stats about your
business/industry - expertise
Toastmasters can help
Before / Currently / Future formula

Practice make perfect!



WHERE TO

FROM HERE



FAN



Q&A



SURVEY



THANK YOU


