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The scuttling of vessels to create artificial reef dive sites is primarily motivated by the opportunity to enhance tourism and boost regional economic activity (Dowling and Nichol, 2001; Schaffer & Lawley, 2010). The advent of the first military dive site in New South Wales, the Ex-HMAS Adelaide, was undertaken with the expectation to achieve this goal. There is, however, one key problem often associated with the inauguration of these dive sites. Artificial reef dive sites often experience an initial peak in diver numbers and economic revenue generated from the site, however this can often be followed by a stagnation or decline in visitation after time. This research will attempt to understand how to minimise these losses in the long term by implementing adequate marketing strategies for the Ex-HMAS Adelaide dive site. 
The Ex-HMAS Adelaide dive site has been placed under the management of Central Coast Tourism (CCT) by the NSW Government. CCT is charged with engaging in all marketing activities for the dive site, as well as handling bookings with local dive shop operators, Pro Dive and Terrigal Dive. CCT are responsible for marketing the Ex-HMAS Adelaide dive site both within Australia as well as to a worldwide audience. CCT aim to further achieve their own vision, to market the Central Coast as New South Wales’ premier waterfront lifestyle destination, through the implementation of a successful marketing plan for the dive site.
This study was designed to provide recommendations for Central Coast Tourism in order to implement an effective and successful long-term marketing plan for the dive site to help ensure its enduring success as a dive site and attraction for the Central Coast. This project addresses a number of issues in relation to current diver demographics, stakeholders, competitors to the dive site, artificial reefs within Australia and internationally, and the future direction of the dive industry.
The aim of this research project was to provide recommendations to CCT to incorporate into their long-term marketing plan for the Ex-HMAS Adelaide dive site. This was achieved through the following objectives directing the research process: 

1. Identify current composition of the tourism dive market in i. Sydney, ii. Nationally & iii. Internationally, including diver demographics, travel patterns, booking processes etc.
2. Identify and compare potential competitor dive sites with the Ex-HMAS Adelaide.
3. Analyse and assess the effectiveness of dive site marketing strategies worldwide and develop recommendations for best practice marketing activities.
4. Develop long term (post 12 months after scuttling - 5 years after scuttling) recommendations for the marketing strategy for the Ex-HMAS Adelaide dive site.
The research design for this project involved a series of in-depth qualitative research approaches in order to achieve the objectives. The basis of this research was primary research through an extensive literature review and secondary data analysis. This was followed by an interpretive qualitative approach involving a series of in-depth interviews with dive shop operators located in Sydney, Melbourne and Adelaide. Fifteen dive shop operators in Sydney were contacted by phone and email, while a further five from both Melbourne and Adelaide were interviewed to provide depth and scope to the research.

The second part of the interpretive qualitative research involved in-depth interviews with a international professionals located in British Columbia, charged with taking artificial dive sites to market. Correspondence utilised both email and telephone mediums for convenience of both researcher and interviewees due to geographical distance and time differences. From these findings, the researcher was able to draw conclusions and provide recommendations to CCT. 
The most significant literature and secondary data analysis findings included the following:
· The concept of creating artificial reefs is being used as a device to attract divers and encourage aquaculture and has since developed into a growing phenomenon in response to a need for additional diving sites and to reduce the pressure on natural marine resources (Dowling & Nichol, 2001).
· Ex-HMAS Adelaide is not a true direct competitor with international dive sites due to the large distance between the international locations. However, it raises the challenge to maximise international awareness of the dive site as a supplement artificial reef for international divers to explore. 
· Majority of artificial reefs have gained popularity and their eventual success through word of mouth within the diving community.

· There are over 73 artificial reefs in Australia.

· The Ex-HMAS Adelaide is the first military dive site in NSW, joining six other military dive sites around Australia.
· International dive travellers are generally high yield visitors, who typically stay in the destination for longer periods and have a varied geographic dispersion generating local employment in destinations away from usual large tourist destinations.

· There are between 5 million and 7 million active certified divers, which are defined as divers undertaking an average of five dives per year.
· International diver numbers have shown minimal growth, with recent years 2008 and 2009 showing negative growth of -0.1% and -5.7% respectively, in diver certification numbers. However, 2010 experienced an increase in diver certification numbers with 2.9% growth.
· Various academics have proposed that recreational scuba diving is fast becoming a rapid growing sector of the international tourism industry, thus suggested dive tourism may be regarded as an industry of its own.

· The Ex-HMAS Adelaide is one of the largest ships to be scuttled for a dive wreck in the Southern Hemisphere and is located the closest to shore and major population hubs of any diveable ship wreck in Australia.
· 416,000 international visitors to Australia participated in marine activity between 2008 and 2009, with 48,639 visitors partaking in scuba diving which was 5.2% down on previous years.
· Lead segment within the Australian scuba diving market was the domestic market with an estimated 1.5 million overnight visitors participating in a diving experience.
Key findings from in-depth interviews were as follows:

· Majority of dive shop operator divers are local domestic residents, with only a small number of divers coming from an international background.
· International markets in Australian dive community include: America, Canada, Europe, UK, Japan, and Mexico.

· An emerging concept in all aspects of dive information consumption and booking processes is occurring online.
· Dominant emerging concept is occurring online through the purchase of discounted vouchers.
· Motivations behind people wanting to dive include: “Try before you die” life experience, to experience life under the sea, a desire to explore and ‘witness’ history, often tourist will learn to dive in the South Eastern states before heading up to the Great Barrier Reef to go diving.
· Growth in online based advertising and sales and social media marketing will greatly impact and translate into the future of the dive industry
· Emerging International markets: UK (predominantly backpackers), USA, Asia, Middle East, Germany.
· Current popular international destinations for divers according to respondents include; Australia, New Zealand, Mexico, Florida and the Caribbean.

· Recently, diver demographics have increased from the 18-35 year old age bracket to the 30-49 year old age bracket.
· International dive tourists are likely to bring their families on dive trips, who can often be non-divers, and will more than likely dive and visit more than one location.
· Major artificial reef dive destination competitors to Australia include South Pacific countries including Palau, Fiji, Vanuatu, New Guinea, Truk Lagoon and Thailand.
· Since their induction, there has been an overwhelming interest in wreck diving, and often with projected increases in business within the dive industry.

· One particular study found that dive tourist expenditure contributed 38% back into the dive industry, while 36% was spent on accommodation, entertainment and food. 
· ‘Marine settings provide powerful marketing images, regardless of whether tourists visit or only glimpse them in passing. Many tourists want to be near, on, in, or beneath the water’ (Weaver, 2008, p.1086).
Findings were analysed and several recommendations were made to CCT including:

· Document and evaluate aims & objectives

· Promote environmental benefits
· Promote to Sydney Backpacker Hostels
·  Media releases

· Promote an ‘Experience’
· Develop partnerships

· Engage further in online advertising

· Social media advertising

· Advertise at Internationally recognised Trade Shows
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The Ex-HMAS Adelaide Artificial Reef Project and dive site is an innovative initiative and the first of its kind in NSW. Located on the NSW Central Coast off Avoca Beach, the dive site will appeal to both Australian and international visitors. 

Marine and coastal tourism is a rapidly growing area in the international tourism industry, with dive tourism becoming a booming venture continuing to grow in popularity and is spreading geographically around the world (Davis & Tisdell, 1996; Wilhelmsson, 1998; Van Treek & Schuhmacher, 1999; Dowling & Nichol, 2001; Sutton & Bushnell, 2007). Dive tourism is also closely linked with the growth in the demand for adventure tourism, which is developing into a significant niche within the special interest tourism segment (Weber, 2001; Weaver, 2008; Williams & Soutar, 2009;). 

With diving emerging as great area of growth in the tourism industry, the demand for and popularity of first-class diving sites has placed pressure on the quality and value of natural marine resources and dive locations (Davis & Tisdell, 1996; Van Treek & Schuhmacher, 1999; Dowling & Nichol, 2001). As a result, the up-and-coming phenomenon of creating artificial reefs is being employed to reduce the impact on natural reefs and dive sites as well as to enhance recreational fishing, provide new forms of diving opportunities and environments, as well as encourage and promote tourism to the local community (Dowling & Nichol, 2001; Sutton & Bushnell, 2007; Philpot, 2011, pers. comm., 10 March).
The scuttling of the Ex-HMAS Adelaide is aiming to propel tourism on the Central Coast and encompass a wider international market. The Ex-HMAS Adelaide dive site will complement the array of existing dive sites already available to divers and visitors on the Central Coast, including caves, reefs and other smaller wrecks (NSW Government, Land and Property Management Authority, 2011).

The Ex-HMAS Adelaide dive site has already proving to be a successful venture since the scuttling in April 2011 with advanced bookings of moorings to dive the site taken by Central Coast Tourism (CCT) into 2012 (Barnes, 2011). The dive site, however, is still confronted with the issue often faced by artificial dive sites, which is a gradual decline in visitor numbers after its initial peak (Wilhelmsson, 1998; Schaffer & Lawley, 2010). This research will attempt to understand how to minimise these losses in the long term by implementing adequate marketing strategies for the Ex-HMAS Adelaide dive site.
A review of current literature as well as primary and secondary research was conducted for the intent of this project. The methodology and findings will be further discussed throughout this report. From this, the purpose of this report will aim to provide recommendations to CCT, who are responsible for all promotional, marketing and booking activities, for a long-term marketing outlook and strategy for the dive site.

1.1 Client – Central Coast Tourism (CCT)
CCT is a Regional Tourism Organisation (RTO) responsible for the marketing and promotion of the Central Coast as a tourist destination to both domestic and international markets. The Central Coast region is situated between Sydney and Newcastle and extends over two local government areas; Gosford City and Wyong Shire.

CCT is a not-for-profit organisation and is funded by local businesses through its membership system. It also receives funding from Tourism New South Wales through an annual project grant contribution, as well as by Gosford City Council through a tourism/business levy and by Wyong Council through a general contribution. It seeks to provide members with benefits and services in line with their own individual marketing strategies.

CCT has developed six categories of membership based on the level of marketing.  Membership categories are labelled as Social, Local, Regional, National, International and Corporate. CCT seeks to provide membership suitable for local businesses, service providers, tourism operators and corporate partners.

CCT is at the forefront of the tourism industry in its approach to destination management, implementing initiatives in product and industry development, domestic marketing, international target marketing, research, policy development, and advocacy and lobbying. CCT also aims for the provision of efficient customer service and an extensive visitor information network through the operation of three accredited Visitor Information Centres located in Kariong, Gosford and The Entrance.

CCT also offers an online 24 hour reservation service for visitors to book accommodation and tours. In addition CCT manages a Convention Bureau providing information and a booking service for organisers of business events, conferences and meetings as well as weddings.
A nine member Board of Management is responsible for the 'effective strategic performance' of CCT and is made up representatives from the Central Coast tourism industry, local government, Tourism NSW and the Department of Industry and Investment (Membership Framework, 2010).

The Chief Executive Officer is responsible for the everyday operation and management of CCT and must report to the board monthly to be assessed on key performance outcomes. CCT also operates with eight permanent staff in various roles and departments. 

The overall purpose of CCT is to increase consumer awareness of the Central Coast and to increase visitation and visitor expenditure to and within the region as well as increasing the value of tourism to the local Central Coast community. Currently, the Central Coast region acquires an annual tourism expenditure of $750 million year ended September 2009 (NVS data cited in CCT Membership Framework, 2010).
The Central Coast is located in a favourable position between two major Australian cities. The Central Coast is situated just over an hour north of Sydney, Australia’s largest capital city with a population of over four million people, and less than one hour south of Newcastle with a population of approximately 612, 000 residents (CCT, 2010). CCT aim to capitalise on these ‘feeder’ markets to engender tourism and economic benefits for the region, as well as maximise the promotion of the Central Coast’s exceptional environmental virtues and coastal lifestyle. The key competitors of the Central Coast region are the Blue Mountains, the Hunter Valley, the Mid-North Coast and the south Coast of NSW. CCT endeavour to differentiate the region from that of their competitors and encourage more visitors to the area. 

Currently, the Central Coast primarily attracts compatriots and wanderers, otherwise known as families and passive travellers. However, CCT aim to remain competitive and strengthen the Central Coast brand by looking to attract more active and self-focused travellers, also known as peer group travellers and true travellers (Tourism NSW, 2009 cited in Cheal, 2010). Target Markets will be further discussed in section 2.2 of this report. Refer to Appendix A for complete description of these market segments according to Tourism NSW as well as the percentage of visitors from each market to the Central Coast. 
Recently, since 2007, the Central Coast has been experiencing a perpetual decline in the number of visitor numbers and nights to the region (CCT, 2010). One course of action CCT has taken to help maximise visitation to the region is through the development of its first Destination Management Plan for Tourism 2010-2013 (DMP).  The DMP identifies the vision, strategic priorities and goals for the Central Coast until 2013. It also outlines measures of success for the development and marketing requirements of tourism for the destination in tune with the needs of target markets.

The table below outlines four key strategies as devised by CCT to accomplish their vision to become New South Wales’ premier waterfront destination (CCT, 2010).

Table 1.1
Central Coast Tourism Strategic Priorities

	Strategic Priorities

	Activate the waterfront

	Enhance and promote the lifestyle and culture of the Central Coast

	Attract and grow hero, business and tourism events

	Improve partnerships and accessibility



        

(Adapted from CCT, 2010, p.5)



1.2
Statement of Problem
There is evidence to suggest that there is an initial peak of diver visitation and economic revenue from artificial dive sites all over the world (Van Treeck and Schuhmacher, 1999; Dowling and Nichol, 2001; Schaffer & Lawley, 2010). However, this is often followed by a stagnation or decline in visitation numbers, with dive sites competing for the number of total divers in the world (Wilhelmsson, 1998; Schaffer & Lawley, 2010). This research will attempt to understand how to minimise these losses in the long term by providing recommendations to implement adequate marketing strategies for the Ex-HMAS Adelaide dive site.
1.3 
Project Background and Rationale

The motivation behind the scuttling of vessels to create artificial reefs is primarily to enhance tourism and increase regional economic growth (Dowling and Nichol, 2001; Schaffer & Lawley, 2010). This project is of particular importance and interest to CCT as it aims to achieve their vision and further market the Central Coast region as a premier waterfront lifestyle destination in New South Wales offering a diverse range of attractions and activities. 
The Ex-HMAS Adelaide dive site is the first of its kind in New South Wales and as such must be carefully and suitably managed and marketed in order for the attraction to remain a sustainable and profitable venture. As the project title suggests, this research will be undertaken with the notion of providing recommendations for a long-term marketing plan for the dive site. For the purpose of this project, long-term will be defined as post 12 months after the scuttling of the ship to 5 years post scuttling. One of the chief aims of this project is to be able to take the Ex-HMAS dive site not only to a local and national level, but to market the site to a worldwide audience. There is a need to attract interest from the international dive tourism market and bring them to the newest internationally acclaimed dive site on the NSW Central Coast. Member for The Entrance, Grant McBride suggests “The dive site will be the first attraction of its kind in NSW and a world class recreational facility, delivering environmental, economic and educational benefits to the region" (Hon Tony Kelly, 2011). 
As well as pertaining to the overall vision of CCT, this project will attempt to realise the vision as outlined by CCT specifically for the Ex-HMAS Adelaide Artificial Reef Dive Site. This will be further discussed in section 2.1. 
The NSW Government has employed the efforts and expertise of CCT to maximise the tourism potential of the dive site. CCT will engage in all marketing activities and take bookings for the dive site along with local dive shop operators, Pro Dive and Terrigal Dive, on behalf of the State Government. CCT will be responsible for marketing the opportunity to scuba dive the Ex-HMAS Adelaide artificial reef to the tourism industry both in Australia and to a worldwide audience (NSW Government, Land and Property Management Authority, 2011, Philpot, 2011, pers. comm., 10 March). 

There has been an extensive level of media attention, public opinion, and political comment surrounding the scuttling of the Ex-HMAS Adelaide. The Central Coast Artificial Reef Project were  the group responsible for managing the 11-year long project to scuttle the Ex-HMAS Adelaide to create a sustainable marine habitat and ecotourism venture (Central Coast Artificial Reef Project, 2011). It is the first military dive site of its kind in NSW. CCT are charged with the immense responsibility of taking this artificial dive site to market against not only its competitors, but also marketing in a way to justify the media attention and those who were opposed to the scuttling of the ship. This project will also gather data as well as assess the effectiveness of marketing strategies employed by artificial dive sites both in Australia and at an international level. 
There would be various consequences should the dive site not have realistic and proficient long term and sustainable marketing strategies put in to practice. As previously mentioned, there has been research conducted, most recently by Schaffer and Lawley (2010), suggesting that artificial dive sites generally experience an initial peak in diver visitation to a dive site and then an eventual decline in visitor numbers. Of particular concern for the Ex-HMAS dive site are the many challenges facing various tourism operators and attractions, including seasonality, fluctuation in demand, weather conditions and fads (David & Tisdell, 1995; Dowling and Nichol, 2001; Dimmock, 2009; Schaffer & Lawley, 2010). One of CCT's fundamental challenges would be most certainly dealing with the concept of fads, the initial peak of interest the dive site will attract with all the media coverage and local excitement surrounding the event and combating the notion of a lull in interest in the long term.

Davis & Tisdell (1996) acknowledge that dive tourism and recreational scuba diving is a fast-growing and integral constituent of both the local and international tourism market. Hudson (2008) further notes that dive tourism accounts for over $2 billion per year, comprising 80% of the entire dive market (Levine, 1996, cited in Hudson, 2008, p.18).  Additionally, with the heightened publicity surrounding the scuttling of the Ex-HMAS Adelaide not only on the Central Coast, but also attracting attention at a national level, has created a demand and critical need for the effective management of the dive site. 

In order to effectively market the site this project will also need to examine the current composition of the tourism dive market at a local, national and international level to gain a deeper understanding about diver demographics, travel patterns etc. of those who will ultimately use the site (Philpot, 2011, pers. comm. 12 April). This is a critical factor in the research process as to discover what it is tourist divers want and need from a dive site and seek to found out why they use the site and what could keep them returning to increase repeat visitation (Wilhelmsson, 1998; Sutton & Bushnell, 2007; Dimmock, 2009). It must also be acknowledged that tourism as an industry is faced with various challenges including fluctuation of demand, weather conditions, seasonality and fads (Schaffer & Lawley, 2010, p.6).
The marketing of any new tourist attraction is of imperative importance for the overall success of the venture (Middleton, 2009). The motivation behind the scuttling of ships to create artificial reefs and dive sites is primarily to enhance dive tourism and foster a positive economic impact in to the region (Schaffer & Lawley, 2010). Therefore, the development of a long term marketing strategy for the Ex-HMAS Adelaide will consequently aid in the longevity and prosperity of the dive site and elevate it to a world-class artificial reef while also boosting the local economy and overall image of the Central Coast as a tourist destination.


1.4
About the Ex-HMAS Adelaide

The Ex-HMAS Adelaide Artificial Reef Project is the first of its kind in New South Wales and has been developed by a relatively new NSW Government agency, the Land and Property Management Authority (LPMA). LPMA is a classed as a world leader in land information and management. The Crown Lands Division of the LPMA goal is to consult with local business, government and local communities to achieve a common goal and help them strengthen and prosper (NSW Government, Land and Property Management Authority, 2011). Currently, Crown Lands are charged with the sustainable management of over 43.7 million hectares, approximately half the total of the state of NSW (NSW Government, Land and Property Management Authority, 2011).

Crown Lands are responsible for identifying the opportunity to create an artificial reef and dive site to attract and appeal to divers of all levels of experience. The Ex-HMAS Adelaide is laid to rest on Crown land, who owns the bed of the ocean up to three nautical miles out to sea, and thus who will be responsible for the ongoing management of the site.

The Ex-HMAS Adelaide has been scuttled with the purpose to over time develop a unique and diverse underwater artificial dive reef, the only one of its kind in New South Wales. Additionally, this artificial reef dive site offers an opportunity for divers to also experience a piece of Australian naval history and explore an original Australian warship. The HMAS Adelaide was the head ship of the Adelaide class guided missile frigates built in the United States of America and delivered to the Royal Australian Navy in 1980 (CCT, 2011). The HMAS Adelaide has a long and involved history in her career including roles in area air defence, anti-submarine warfare, surveillance, exploration, peacekeeping operations, search and rescue as well as interdiction.

Located approximately 1.8km off Avoca Beach on the NSW Central Coast, it is through careful marketing and management of the dive site that will ensure its longevity and popularity as a successful artificial reef dive site.


This project aims to provide insight and recommendations for CCT in the ongoing marketing plan for the Ex-HMAS Adelaide dive site. For the purpose of this project the following set of objectives as outlined in Table 2.1 have been developed in order to reach a suitable solution to the problem examined in section 1.2.

Table 2.1
Project Objectives
	
	Project Objectives

	1
	Identify current composition of the tourism dive market in i. Sydney, ii. Nationally and iii. Internationally, including diver demographics, travel patterns, booking processes etc. 

	2
	Identify and compare potential competitor dive sites with the Ex-HMAS Adelaide 

	3
	Analyse and assess the effectiveness of dive site marketing strategies worldwide and develop recommendations for best practice marketing activities 

	4
	Develop long term (post 12 months after scuttling - 5 years after scuttling) recommendations for the marketing strategy for the Ex-HMAS Adelaide dive site


2.1 
Vision for the Ex-HMAS Adelaide Artificial Reef Dive Site
This project will attempt to realise the vision as outlined by CCT specifically for the Ex-HMAS Adelaide Artificial Reef Dive Site. The following table outlines this vision for the dive site.
Table 2.2
Vision for the Ex-HMAS Adelaide Artificial Reef Dive Site

	Vision

	To establish the Central Coast of New South Wales, Australia, as a world class diving destination through the delivery of consistently quality dive experiences for domestic and international consumers, using the Ex-HMAS Adelaide as the iconic dive product that leads the range of diving opportunities that exist on the Central Coast.


(Adapted from CCT, 2011)
Additionally, a short-term set of marketing objectives have been devised by CCT, however these can also be adapted for use in the long term marketing of this project. The table below outlines these objectives for the Ex-HMAS Adelaide dive site. For a more detailed account of these marketing objectives, including current key performance indicators refer to Appendix B.

Table 2.3
Marketing Objectives for the Ex-HMAS Adelaide Artificial Reef Dive Site

	Marketing Objectives

	Maximise the awareness of the Ex-HMAS Adelaide scuttling event 

	Establish a reliable and appealing booking management system 

	Convert bookings for moorings and permits

	Convert accommodation, attractions and tour operator bookings

	Maximise ongoing media exposure associated with the dive site and the Central Coast as a dive destination

	Maximise unique visitation to

http://www.visitcentralcoast.com.au/activities/diving/ex-hmas-adelaide-reserve 

And

http://www.hmasadelaide.com/home 

	Increase the packaging of the Ex-HMAS Adelaide and the Central Coast in dive wholesaler programs, inbound tour operator programs and international wholesale programs


(Adapted from CCT, 2011)


2.2
Stakeholders

The deployment of the Ex-HMAS Adelaide to create an artificial reef has generated the interest amongst various stakeholder groups with often diverse and conflicting principles and opinions surrounding the creation of an artificial reef on the Central Coast. To effectively manage these stakeholder groups as well as ensure the successful management and marketing of the site it is important to identify and acknowledge these groups and develop any necessary strategies to overcome any opposition (Sutton & Bushnell, 2007). This section will identify the major stakeholders and their interest in the Ex-HMAS Adelaide Artificial Reef Dive Site.



2.2.1
Tourism and related businesses

Artificial reefs have the potential to be highly valuable to the dive tourism community on the Central Coast and inject considerable new money into the local economy (Sutton & Bushnell, 2007; Schaffer & Lawley, 2010). There is scope for local dive operators, fishing charters, and local dive and fishing equipment stores to directly benefit from the development of the dive site. Indirectly, other local businesses such as accommodation, restaurants, local cafes, surf shops and other businesses could potentially benefit from the introduction of an artificial reef on the Central Coast with increased visitation to the area.



2.2.2
Recreational fishers and divers

Initially, majority of users of the Ex-HMAS Adelaide dive site are likely to be both members of the local community as well as non-local visitors to the area, namely from Sydney and other parts of New South Wales on both private or commercial boats. According to Sutton & Bushnell (2007), recreational divers and fishers generally have positive views of artificial reefs as they enhance local fishing and diving opportunities with increased aquaculture in the marine environment. It is, however important to monitor the attitudes and feedback from these users in order to effectively manage and market the dive site.



2.2.3
Media

The media can play an imperative role in the overall portrayal and ultimate success of the dive site. The media can be utilised in various ways to raise awareness of the Ex-HMAS Adelaide dive site at a local, national and international level. Alternatively, the media can also be responsible for influencing perceptions on the dive site in a negative way. In order to monitor this, CCT have engaged an pro-action plan to issue positive media releases on the progress of the Ex-HMAS Adelaide dive site as a positive, high quality tourism experience, as well as host members of the media to experience the dive site over time (CCT, 2011). In order to minimise the impact of any negative media, CCT will counter any comments ensuring media coverage of negative issues are properly informed with factual information.



2.2.4
No-Ship Action Group

The No-Ship Action Group is a non-profit organisation directly opposed to the scuttling of the Ex-HMAS Adelaide on the Central Coast. Since the sinking of the ship they are still active in updating their website (www.noship.com.au) and Facebook page on any negative impacts or media coverage of the Ex-HMAS Adelaide dive site as well as other related media coverage or material on artificial reefs. It is important to monitor and engage with this stakeholder in order to keep them updated on all updates regarding the dive site and develop strategies to overcome any future opposition.



2.2.5
Management Agencies

As previously mentioned the dive site itself is under the management of a combination of organisations all working towards the similar goal to produce a world-class successful artificial reef dive site in New South Wales. Along with CCT, other organisations include local dive operators, Central Coast Artificial Reef Project, the Crown Lands Division of the NSW Government, Land and Property Management Authority, as well as the Central Coast Artificial Reef Project. It is crucial that all management stakeholders are responsible for working together to achieve a common goal and ensure the other stakeholders opinions, attitudes and values are sufficiently considered in decision-making processes (Sutton & Bushnell, 2007).

2.3
Target Markets



2.3.1
Central Coast Target Markets
As briefly previously mentioned the Central Coast primary targets are the Compatriots and the Wanderers. Compatriots are characteristically middle market visitors with a family-focused, activities-focused, budget conscious view of visitation. This segment generally prefer at least 3-star, however aspire to 5-star and prefer resorts or self-contained. Wanderers are generally characterised as adult couples, often empty-nesters who enjoy frequent travel in off-peak season and favour taking their time when visiting a destination.

Secondary markets for the Central Coast are made up of Peer Group Travellers, True Travellers and Pampadours. The Central Coast is seeking to draw more ‘active’ tourists, such as the Peer Group Travellers and True Travellers, who are typically characterised as a younger traveller skew with a propensity for adventurous and more physical activities, seeking difference and challenge. The Ex-HMAS Adelaide is a key draw-card to attract and increase the visitation of these types of travellers. Refer to Appendix A for a full description of these target markets. 



2.3.2
Ex-HMAS Adelaide Dive Site Target Markets
Following a preliminary short term marketing plan developed by CCT through discussions with local dive operators show that over time the target market for the Ex-HMAS Adelaide dive site target markets are projected to vary over time. This will be a result of the marketing of this project developing and adapting in due course.

The following table outlines three phases of the forecasted target markets for the dive site.

Table 2.4
Ex-HMAS Adelaide Dive Site Target Markets
	Dive Site Target Markets

	Target Market
	Diver Demographics
	Location of Target Market

	Immediate Target Market
	Pre qualified divers

35-55 years old
	Sydney & New South Wales

	Secondary Target Market
	Pre qualified divers

35-55 years old
	Victoria & South Australia

	Longer Term Target Market
	Pre qualified divers

Fully Independent Travellers (FIT)
	International markets: Germany, UK, USA, New Zealand, Europe, Canada


(Adapted from CCT, 2011)

For the purpose of this report, the researcher will be focusing on the longer term target market investigating the scope to attract divers from an international market.


The proposed research design for developing a long term marketing strategy for the Ex-HMAS Adelaide dive site will require a series of in-depth qualitative research approaches. The most effective form of research methods for this project has been devised from Veal (2011). The research design will be a combination of qualitative research techniques including a review of existing literature and secondary data as well as an interpretive qualitative approach, including the application of subsidiary/cross-cutting Delphi Technique and in-depth interviews (Veal, 2011). 
The above approaches aim to provide detailed and focused research with the intent to achieve the project’s objectives and reach a sound conclusion at the project’s end (Hansen, 1998). These will be further discussed below.

3.1
Review of Relevant Literature and Secondary Data

Majority of the research conducted has employed the collection of relevant literature and secondary data, which has played a substantial role as part of the basis for providing background information and solving the problem of the project. Veal (2011) suggests that often a reference to existing literature in any research project is beneficial and often essential. A literature review was also undertaken to provide a source of ideas on topics to research, it also provided context and insight into the history of this particular research topic, as well as a source of information that is integral or supportive of the research topic (Veal, 2011; Schweinsberg, 2011, pers. comm. 28 March).Veal (2011) also argues that a review of literature, particularly in the field of leisure and tourism is vital as often studies are comprised of “relatively new areas of academic enquiry which are wide-ranging and multidisciplinary in nature” (p.153). This is of particular relevance to the topic of artificial dive sites, especially in Australia; therefore an array of available research on this phenomenon has been examined. 
The utilisation of secondary data was effective in providing current and applicable information that already exists, rather than undertaking the often time-consuming and expensive process of gathering any new data (Veal, 2011). The gathering of this specific data has been applied to achieve the objectives 1, 2 & 3 of the project (See section 2.0).



3.1.1
Artificial Reefs Background

According to Dowling & Nichol (2001) the idea to create artificial reefs as a device to attract divers and encourage aquaculture initiated in Florida, and has since developed into a growing phenomenon in response to a need for additional diving sites and to reduce the pressure on natural marine resources. An artificial reef can be defined as ‘any material purposefully placed in the marine environment to influence physical, biological, or socio-economic processes related to living marine resources’ (Sutton & Bushnell, 2007, p.830). Numerous artificial reefs have been established around the world in order to augment recreational diving, provide supplementary sites to dive, improve local recreational and commercial fishing, improve the diving experience, reduce the demands placed on natural coral reefs, as well as enhance dive tourism and add new money into the local economy (Wilhelmsson, 1998; Van Treek & Schuhmacher, 1999; Dowling & Nichol, 2001; Pears & Williams, 2005; Sutton & Bushnell, 2007; Schaffer & Lawley, 2010; Asafu-Adjaye & Tapsuwan, 2008;). 
3.1.2
Competitor Analysis


3.1.2.1 International Artificial Reef Dive Sites 

With the increase in recreational diving and the need to protect natural marine environments, the deployment of artificial reefs is occurring all over the world. This section will examine the background and prevalence of artificial reef dive sites around the world and attempt to realize objective 3 of this research project. Sutton & Bushnell (2007) identify at least forty countries currently operating artificial reef dive sites. Japan is currently at the forefront of artificial reef technology using it to boost and generate commercial fishery production, while the Philippines also utilise artificial reefs essentially for fishery activities (Sutton & Bushnell. 2007). North America, Canada and Australia have employed the addition of artificial reefs for marine activities predominantly revolving around recreational fishing and diving (Davis & Tisdell, 1996; Sutton & Bushnell, 2007). There has also been a recent increase in the creation of artificial reefs in the Gulf of Aqaba, including Egypt, Jordan and Israel in the northern red sea, which is one of the most popular dive sites in the world in order to reduce the demands on coral reefs (Wilhelmsson, 1998). 

Other popular artificial dive sites include Truk Lagoon (also known as Chuuk), located in the Federal States of Micronesia (Davis & Tisdell, 1996). Truk Lagoon is the biggest and most popular wreck dive site in the world as the final resting place for over one hundred ships, planes and submarines sunk after a battle in World War II (Abyss Scuba Diving; Snorkel Safari; ProDive Manly, 2011, pers. comm. 18 July). 

However, some of the most documented artificial reefs are those in America who have deployed an extensive network of artificial reefs, particularly in Florida where there are over 1500 artificial reefs (Sutton & Bushnell, 2007). As a result, in order to encourage responsible and effect establishment of artificial reefs, the USA developed the National Artificial Reef Plan in 1985, setting the standards for artificial reef plans (United States Department of Commerce, National Oceanic and Atmospheric Administration, 2007). Similarly, Europe has developed the European Artificial Reef Research Network (EARRN) in 1995 to certify the sustainable and successful creation of artificial reefs (Sutton & Bushnell, 2007).

British Columbia in Canada is also home to the Artificial Reef Society of British Columbia, who is responsible for the creation, management and promotion of ‘economically-sustainable’ artificial reefs and is growing in popularity in the diving community (Forbes McCracken, 2011, pers. comm. 1 September).

As a result, the Ex-HMAS Adelaide is not a true direct competitor with these dive sites due to the large distance between the international locations. However, it raises the challenge to maximise international awareness of the dive site as a supplement artificial reef for international divers to explore. Majority of these artificial reefs have gained popularity and their eventual success through word of mouth within the diving community (Szyszka, 2011, pers. comm., 18 July). In more recent years, online marketing, blogs and websites as well as social media platforms are increasingly improving and expanding the scope for promoting these artificial reef dive sites to a broader international community.


3.1.2.2 Artificial Reef Dive Sites in Australia

Sutton & Bushnell (2007) have identified that there are over 73 artificial reefs in Australia. The first ever artificial reef to be deployed in Australian waters was recorded in 1965 in Port Phillip Bay (Blount, 2009; Branden, Pollard & Reimers, 1994). The first ever ship scuttled to create an artificial reef in Australia occurred in 1976, when a Sydney Harbour ferry was sunk in 45m of water off Long Reef (Blount, 2009). The impetus behind the introduction of artificial reefs began as a means to enhance recreational fishing by both fisheries management agencies as well as various public interest groups (Blount, 2009; Sutton & Bushnell, 2007). It is only in more recent years, the purpose of creating artificial reefs is largely for the enhancement of recreational scuba diving (Blount, 2009; Sutton & Bushnell, 2007). Often these artificial reefs involved the use of materials such as tires, rocks, concrete slabs and pipes, motor car bodies and dilapidated vessels (Branden et. al, 1994; Sutton & Bushnell, 2007; Blount, 2009). In 1981, the development of the Commonwealth Environment Protection Act meant that the assignment of location and formation of artificial reefs could now be regulated by management authorities to ensure the sustainability and future success of these sites (Sutton & Bushnell, 2007).

The Ex-HMAS Adelaide is the first military dive site in NSW, joining six other military dive sites around Australia, including the Ex-HMAS Brisbane in Mooloolaba QLD, Ex-HMAS Swan in Dunsborough WA, Ex- HMAS Perth in Albany WA, Ex-HMAS Hobart in The Fleurieu Peninsula SA, and the Ex-HMAS Canberra located in Ocean Grove VIC. 

The Victorian Artificial Reef Society (VARS, 2011) are the management authority responsible for the sinking of the Ex-HMAS Canberra and have identified that there is ample proof in various studies conducted overseas attesting to the ability of purposefully created artificial dive sites to create considerable economic and tourism benefits for the local community. As a point of reference the Ex-HMAS Swan, Ex-HMAS Perth and the Ex-HMAS Hobart are exceptional examples within Australia showcasing the benefits from the deployment of ships for artificial dive sites (VARS, 2011).  
The EX-HMAS Swan artificial dive reef in Geographe Bay near Dunsborough in Western Australia is a case study particularly reminiscent of the Ex-HMAS Adelaide. The Ex-HMAS Swan was commissioned to be sunk in order to primarily function as a diveable shipwreck, artificial reef and enhance tourism from the new attraction to boost regional economic growth (Dowling & Nichol, 2001). The scuttling of the Ex-HMAS Swan to create a wreck dive site is a commendable illustration of the success of a ‘community based tourism development project’ (Dowling & Nichols, 2001, p.227; VARS, 2011). 

Since its inception in 1997 as the first ship to ever be scuttled as a diveable wreck in the Southern Hemisphere, the Ex-HMAS Swan dive site has been closely managed by the Geographe Bay Artificial Reef Society and has experienced great accomplishments over time (Cape Dive Experience, 2011). Cape Dive Experience is responsible for running dive charters to the Ex-HMAS Swan dive site and has attested to the success of this artificial dive site proclaiming ‘No-one could have fathomed the response and fuss the SWAN could bring to this fairly sleepy little town’ (2011, p.2). 

The success of the ex-HMAS Swan dive site has been extensively promoted and used to attract inter-state and international visitors to Western Australia (Dowling & Nichol, 2001; Schaffer & Lawley, 2010). As a result the Ex-HMAS Swan dive site and the local community are still receiving divers from all over Australia as well as international divers to dive the wreck generating positive economic and environmental impacts (Cape Dive Experience, 2011; Dowling & Nichol, 2001).



3.1.3 International Dive Tourism and Community  
According to International Dive Marketing international dive travellers are generally high yield visitors, who typically stay in the destination for longer periods and have a varied geographic dispersion generating local employment in destinations away from usual large tourist destinations (2011). However, accurate worldwide diver numbers are difficult to obtain, although it is estimated by the World Tourism Organisation (WTO) that there are now between 5 million and 7 million active certified divers, which are defined as divers undertaking an average of five dives per year (Central Coast Tourism, 2011; Garrod & Gossling, 2008). According to the Professional Association of Diving Instructors (PADI, 2011), international diver numbers have shown minimal growth, with recent years 2008 and 2009 showing negative growth of -0.1% and -5.7% respectively, in diver certification numbers. However, 2010 experienced an increase in diver certification numbers with 2.9% growth. See Appendix C for a comprehensive table of the history of international diver certification numbers. 

CCT (2011) has noted that although there may be a new dive site in existence it does not necessarily correlate with an increase in divers. On the contrary, it is common that dive destinations draw from a finite group of existing divers. As a result, it may be concluded that each dive site is essentially competing with the other for diver visitation, and only limited increases in diver numbers occurring (CCT, 2011; PADI, 2011). However, various studies have also examined the rapid and continual growth in marine and coastal based tourism, and particularly the emergence of diving as an ever-increasing recreational and tourism activity (Orams, 1997 and Driscoll, 1998; cited in Dowling & Nichol, 2001). As a result there is a growing demand for first-rate dive sites and thus the rising phenomenon of artificial reefs (Van Treek & Schuhmacher, 1999; Dowling & Nichol, 2001). 

It is this international community of divers which is of great interest for the overall purpose of this project and will help achieve objective 3 of this research (see section 2.0).

From a tourism perspective of the diving world, Garrod & Gossling (2008) acknowledge that dive tourism has seen such a significant growth since the turn of the millennium that it has been suggested by the World Tourism Organisation (WTO) that dive tourism will soon be as important as ski and snow tourism.  Despite the growth in marine and dive ecotourism as a mass tourism activity, and being an aspect of the tourism industry which is producing a great economic contribution to not only local and regional economies, but the global economy itself, there are still astoundingly only a modest amount of scientific publications focusing on this type of special interest tourism (Asafu-Adjaye & Tapsuwan, 2008; Garrod & Gosling, 2008).

However, various academics have proposed that recreational scuba diving is fast becoming a rapid growing sector of the international tourism industry, and identified scuba diving as one of the world’s fastest booming sports, with dive travel the rapidly emergent aspect of the sport, and have thus suggested dive tourism may be regarded as an industry of its own (Asafu-Adjaye & Tapsuwan, 2008; Davis & Tisdell, 1996; Van Treek & Schuhmacher, 1999). 

3.1.4 Australian Dive Community

The dive industry is relatively small, but does produce a high yield per participant (Victorian Artificial Reef Society, 2011). Schaffer & Lawley (2010, p.4) and Tourism Queensland (2003) have reached a similar conclusion defining dive tourism in Australia as a comparatively small but high yield market and involves “travel where at least one scuba diving expedition is included in the trip”. A true measurement of marine tourism and more specifically data on diving and the use of artificial reefs in Australia are limited (CCT, 2011; Schaffer & Lawley, 2010). The National Visitor Survey conducted by Tourism Research Australia provides some applicable data but no real accurate reading of the marine tourism industry (Schaffer & Lawley, 2010). 

Tourism Queensland (TQ) and Tourism & Transport Forum (TTF) provide the most accurate and up to date data on dive tourism in Australia thus far. Recent data shows that in the 12 months to March 2007, the National Visitor Survey recorded an estimated 345,000 scuba divers visited Queensland (TQ, 2007). According to TTF (2009) 416,000 international visitors to Australia participated in marine activity between 2008 and 2009, with 48,639 visitors partaking in scuba diving which was 5.2% down on previous years. The leading segment within the Australian scuba diving market was the domestic market with an estimated 1.5 million overnight visitors participating in a diving experience (TTF, 2009).

CCT (2011) note that the dive community is a niche industry made up of an anthology of individuals, associations and operations each involved with their own various networks, alliances and competitors. The dive tourism market is highly transient with many divers attaining certification only to stay active divers for a period of three years (CCT, 2011). Although this may make it somewhat challenging to attract and retain long term customers, the positive aspect is that it also provides a fresh ongoing pool of potential customers to be introduced to diving and the Ex-HMAS Adelaide dive site.


3.2
Research Design



3.2.1
Qualitative Approach
The second stage in the research process of this project adopted an exploratory qualitative approach, gathering data via various interviews with key respondents. This approach was considered the most appropriate technique in order to achieve the objectives of this project, specifically objectives 1 and 3 and complement the information gathered from literature and secondary data.

Henderson (2000) illustrates that qualitative research provides an abundance of data which ‘contains detail of the experiences under study’ (cited in Dimmock, 2009, p.9). Similarly, qualitative research offers a deeper “insight into the meanings ascribed to tourism and leisure experiences” (McIntosh, 1998; Hemingway & Parr, 2000; Goodson, 2004; Westwood, Morgan & Pritchard, 2006; Veal 2011; cited in Dimmock, 2009).  Dimmock (2009) also suggests that qualitative research methods have become a valid element of adventure leisure and tourism research and provide complementary data to other quantitative-based studies. The opportunity qualitative approaches afford allows the researcher to gain deeper insight to give greater scope and detail to provide a foundation and direction towards making recommendations on best-practise marketing opportunities for the Ex-HMAS Adelaide dive site.




3.2.1.1 The Delphi Technique

The use of the Delphi Technique is identified by Veal (2011) as a subsidiary or cross-cutting technique, however is also closely linked with the qualitative method of in-depth interviews. The Delphi technique is a tool commonly used to forecast and aid decision making for a particular venture (Rowe & Wright, 1999). It is seen as a method to ‘‘obtain the most reliable consensus of opinion of a group of experts... by a series of intensive questionnaires interspersed controlled opinion feedback” (Dalkey & Helmer, 1963, p.458 cited in Rowe & Wright, 1999). Veal (2011) identifies this technique as a “procedure involving the gathering and analysing of information from a panel of experts on future trends in a particular field of interest” (p.135).
Telephone interviews and emails were conducted with various members of the board of directors from the Artificial Reef Society of British Columbia (ARSBC). The ARSBC is a non-profit society based in Vancouver, British Columbia. Their mission is to establish economically and environmentally sustainable artificial reefs for the enjoyment of scuba divers and the protection of environmentally and historically sensitive marine habitats (ARSBC, 2011). Since 1991, the ARSBC have scuttled six ships and one Boeing 737 for the development of artificial reef dive sites. Additionally, one dive shop located in British Columbia called Dive Ocean Quest was approached to contribute to the project. Email and phone discussions were most appropriate for this study approach due to limitations for both researcher and respondents residing in different countries with time differences. See Appendix D for a comprehensive check-list which was utilised throughout this process.



3.2.1.2 In-Depth Interviews

Twenty-five in-depth interviews were conducted with various dive shops to achieve objectives 1, 2 and 4. The purpose of these interviews was to gage understanding of their business, their perceptions about the dive market particularly with the view to develop recommendations for the long term marketing of the Ex-HMAS Adelaide. Twenty-five dive shops were contacted first by email to introduce the researcher to subjects and the purpose of any future questions. Interviews were conducted over the phone, to best suit time and geographical limitations as well as to minimise resources in terms of time and costs, in being able to contact those respondents inter-state (Veal, 2011). Some dive shops were contacted via email with questions; however there was a general zero to low response rate from these busy dive shop operators. See Appendix E for a checklist of guidelines followed throughout the interview process.

Telephone interviews varied in duration from 10 to 30 minutes, dependant on level of information the respondent was either able or willing to share. Fifteen dive shops from Sydney were approached as Sydney is considered the feeder market to the dive operators on the Central Coast. Additionally, five dive shops from Melbourne and five dive shops from Adelaide were also interviewed. See Appendix F for a comprehensive list of dive shop operators.


3.3
Ethical Considerations
Veal (2011) identifies the importance of recognising the ethical considerations implications throughout the research process of any study. All research conducted for the purpose of this project adhered strictly to the ethical requirements of the University of Technology, Sydney, as well as the Human Research Ethics Committee (HREC). These guidelines can be seen at http://www.gsu.uts.edu.au/policies/hrecpolicy.html#ethics (University of Technology, Sydney 2011).
For this study, the sample involved 25 Australian residents, and 2 international professionals, all over the age of 18. The researcher ensured all interviews were conducted following the general principles within the codes of research ethics (Veal, 2011). This includes ensuring no harm befalling the research subjects, subjects should partake freely and of their own accord, subjects should partake on the basis of informed consent (Veal, 2011).


The following section will discuss the results and feedback of various in-depth interviews conducted in order to achieve objectives 1, 2 and 3 (See section 5.0). The following findings identify the current composition of the dive market, including diver demographics from telephone interviews with twenty-five dive shops located in Sydney, Adelaide and Melbourne. Information on potential competitor sites is also examined. Additionally, these objectives are further achieved through key findings from interviews with international board members of the Artificial Reef Society of British Columbia (ARSBC), and an international dive shop operator. 

4.1
Telephone Interviews with Dive Shops



4.1.1 Current Composition of Dive Market




4.1.1.1 Sydney

Sydney dive shops encounter an array of divers, often dependant on location. Of the fifteen dive shops contacted majority of their divers are local domestic residents, with only a small number of divers coming from an international background. The exception to this, however were dive shops located in typically high-flow tourist hubs such as Bondi, Manly, Coogee and Mosman who recorded higher levels of international divers. 

One respondent in Manly identified “a large international contingent of consisting of mainly backpackers and tourists from England, America and Europe”, whereas another respondent located in Matraville, a less tourist-focussed area, suggested “Majority of our divers are locals, and are avid divers, for whom diving is a primary hobby”. See Figure 4.1 for international dive markets recognised in Sydney dive shops.

Figure 4.1: International Markets in Sydney Dive Community according to Sydney based dive shop operators. [image: image1.png]International
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4.1.1.2 Melbourne & Adelaide

Respondents in both Melbourne and Adelaide gave an overwhelming response about the critical fact that both cities and states are “not well known as dive destination[s]”. As such they have limited interaction with international divers. 

One respondent from Melbourne declared “the dive industry is declining” and this has been supported by the Victorian Artificial Reef Society (VARS) who have acknowledged that the dive industry in Victoria is indeed under threat (VARS, 2011). Various respondents acknowledged the bulk of the dive industry is focused around Port Philip Bay; however recent dredging of the channel into the bay is resulting in many dive spots becoming “undiveable”.

Many respondents are excited about the addition of the Ex-HMAS Canberra, which will provide an additional wreck dive site for both locals and tourists. One respondent identified “The introduction of marine parks close to Melbourne will definitely attract tourists to Victoria to dive”. Similarly, VARS have acknowledged that the Ex-HMAS Canberra is expected to draw new tourists from both interstate and overseas. Based on a sample of these five dive operators, it is expected that approximately 30% of new diver visitation will be international. Current demographics of divers to Melbourne dive shops are predominantly locals, or keen interstate divers, however the trend in international dive tourists also followed that of Sydney and can be seen in Figure 4.1.

Respondents from Adelaide also maintained that international tourist divers are limited in the Adelaide area itself, but suggested that the Fleurieu Peninsula, about an hour and a half from Adelaide is a popular dive spot for both locals and tourists alike. The Fleurieu Peninsula is home to the Ex-HMAS Hobart dive site and has seen a growth in diver numbers wanting to experience the wreck. Majority of divers who dive with Adelaide dive shops are locals; however the bulk of the limited international dive tourists they do see are illustrated in Figure 4.1.


4.1.2
How Divers Access Information and Booking Processes

Dive shop operators identified various ways in which both local and international divers gather information on dive sites in Australia. An emerging concept in all aspects of dive information consumption is occurring online. Many divers, particularly international divers, will often conduct their own research via the internet before their trip, and once they have reached Sydney will seek further information on either learning to dive or specific dive locations. 

Other methods in which divers gather information is often passed on from tourism information centres or backpackers hostels. Divers will then contact dive operators in order to make a booking. It is important to note that specific dive trips by international divers are only booked once they are already in the Australia. For domestic divers, majority already have local knowledge of favourite dive spots, or have received word-of-mouth information from fellow divers about different and new dive sites. 

Additionally, a dominant emerging method for the gathering of information and booking processes for both current and potential divers is occurring online through the purchase of discounted vouchers to dive with various diver operators. Various Sydney-based dive shops recognise this method of advertising and sales as beneficial and an opportunity to open up avenues for potential new customers and network of divers both locally and internationally. See Appendix G for an example of a voucher created by one respondent as promoted on Cudo.com.au.



4.1.3
Motivations to Dive
Respondents from all dive shops identified various reasons for both domestic and international traveller’s motivation to dive. This can be seen in Figure 4.2.   

Figure 4.2: Reasons for travellers in Sydney, Melbourne and Adelaide partaking in dive tours and learning to dive.
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4.1.4
Future Direction for Dive Shop Operators

Respondents were asked to provide insight into the future of the dive market over the next three years. Respondents also provided information on the long-term direction they themselves would embark on for the future success of their businesses.




4.1.4.1 Perception of Dive Market Evolving Over Next 1-3 Years

Respondents identified various ways in which they perceive the dive industry will change over the next three year period. Table 4.1 identifies a comprehensive list of quotes identified by respondents on the future of the dive industry. One predominant theme as perceived by diver shop operators throughout Sydney, Melbourne and Adelaide and previously mentioned in section 4.1.2 is the growth in online based advertising and sales. The other emerging them was the concept of creating an “experience” for divers, something that is memorable and “worthwhile to invest their time in”.
Table 4.1
Dive Operator Insight into Future Direction of the Dive Market within 


Australia over Next Three Years

	Future Direction of Australian Dive Market over the Next 1-3 Years

	“The market over the next 1-3 years will change for the dive industry in our overall focus... the focus needs to change to providing an all encompassing EXPERIENCE for divers...”

	“The dive industry is in a big area of flux, where retail is declining with the growth of internet shopping and ability for people to buy products online from anywhere...”

	”There will be a shift in the market to be less focused on just the retail side of things”

	“Over the next 1-3 years, the diving trend will continue to grow in popularity” 

	“People want to dive for the [life] experience of diving wrecks, diving with sharks, seals etc...”

	“The dive market is changing to involve more online advertising and sales... online sales of vouchers are driving the market [for example] Spreets, Cudo, Jumponit etc...”

	 “We will predominantly be seeing a rapid increase in the advertising of vouchers and offers online... this [will] affect the market a lot as retail declines”

	 “[We will] see the dive market shift to an online focus in regards to purchasing and booking courses and dive trips”

	“Online and internet Sales will be the way of the future... this will occur rapidly over the next three years”

	“There will be a push for more family friendly dive experiences and to encourage all levels and ages to experience and enjoy diving”

	“Focus on experiences”

	“Try to combat decline in retail sales with internet based selling and marketing to appeal to today’s niche market...People are increasingly time-poor and feel they don’t have the time to put into diving as a sport... encourage the experience element and focus on dive trips”


Dive operators were also asked to predict where majority of their business will come from in three years. Figure 4.3 identifies the range of responses.

Figure 4.3: Where Business will Initiate for Dive Shop Operators over the next three 
       Year Period.
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4.1.4.2 Emerging International Markets

A number of international markets were predicted by dive shop respondents to emerge into the Australian Dive Market. It is important to acknowledge, however that the global economy is still largely affecting the international dive scene according to respondents. Majority of respondents believe that some countries may require a longer period of time in order to make a big impact and emerge into the Australian dive market; however the potential has been identified. Figure 4.4 illustrates these markets as identified by respondents.

Figure 4.4: International markets with potential to “emerge” into the Australian Dive 
       Scene
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4.2
In-Depth Interviews with International Professionals
Information gathered from engaging with these international professionals will provide insight and a deeper understanding into identifying the strengths and weaknesses of competitor dive sites, as well as provide data to undertake an analysis of the effectiveness of certain marketing strategies (Objectives 1,2,3 & 4, see section 2.0). 


4.2.1 Future Outbound Dive Travel
According to members from the ARSBC Board of Directors, it is predicted that the outbound dive market is forecast to grow over the next five year period. Currently, the British Columbian Tourism Director “is very supportive of the diving industry and we [British Columbia] have seen a steady growth in diving, particularly with the attention our most recent project [the Annapolis] is receiving...” It is suggested that people now more than ever “are more aware of protecting [the] marine environment... and the importance to protect the ocean... [to] enhance and create new habitats”. 

It was also suggested that the number of divers pursuing outbound dive trips, particularly from British Columbia is unlikely to decline due to the fact that the Canadian dollar has remained relatively steady in the current global financial market (McCracken, 2011, pers. comm. 1 September). Figure 4.5 identifies various reasons for the foreseeable growth in outbound dive travel.

Figure 4.5: Reasons for Predicted Growth in Outbound Dive Travel from British Columbia
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4.2.2 International Diver Demographics

Respondents from the ARSBC and Canadian Dive Shop Dive Ocean Quest identified that there has been a recent shift in the general demographics of divers. Previously the demographics of divers ranged from the 18-35 year old scope. More recently, however these diver demographics have increased to the 30-49 year old age bracket. Reasons for this may have to be more thoroughly researched, however it may be due to various factors including, people recognising the adage to experience something new “try before you die”.  Otherwise, people in this age bracket are often more established and are able to invest the time and money into diving as a sport or recreational hobby. This finding also correlates with the Ex-HMAS target market as defined by CCT (see Section 2.3.2) seeking to increase visitation by pre-qualified, fully independent divers in the 35-55 year old age bracket.



4.2.3 Current Popular Destinations and Dive Experiences

Current popular international destinations for divers according to respondents include; Australia, New Zealand, Mexico, Florida and the Caribbean.

Diving artificial reefs is also becoming increasingly popular as people are becoming progressively “more educated and aware of protecting our marine environment”. “Wreck diving has [also] added a more adventurous and exploratory element”, which in turn heightens the overall excitement and experience for divers. 

Enemark (2011), Vice-President of the ARSBC, expressed an overwhelming interest that divers now have in wrecks, as “it adds another element to the usual dive experience”.
Various respondents, also identified the key factor that international dive tourists are likely to bring their families on dive trips, who can often be non-divers, and will more than likely dive and visit more than one location. In other words, they often seek and “all-encompassing dive holiday experience”. As such, the actual benefits derived from international dive tourists will be greater when other family activities are considered.



4.2.4 International Dive Destination Competitors 

Respondents identified Australia as “an exciting and unique dive destination”; however this is mainly due to the widespread knowledge of Queensland’s Great Barrier Reef. For the majority of international divers, it is a destination where more planning, pre-trip, is required and it is “essential to plan a longer trip [to Australia] to make it worthwhile”. This is due to the large geographical distance between Australia and American, Canadian and European countries.

Major artificial reef dive destination competitors to Australia as identified by respondents largely include South Pacific countries including Palau, Fiji, Vanuatu, New Guinea, Truk Lagoon and Thailand. However, in the South Pacific region Australia rates as number one in desired dive destinations due to the overall experiences on offer in the country. 



4.2.5 Artificial Reefs vs. Natural Reefs

As previously mentioned, the interest in diving artificial reefs in on the rise as divers, and the population in general, are becoming more aware of the human effect on natural marine life and habitats. One respondent identified the primary focus or interest for divers diving any site “is for the opportunity to see beautiful fish [and] underwater sea life”.

 The introduction of artificial reefs and shipwrecks as dive sites is often an exciting prospect for divers. Since their induction, there has been an overwhelming interest in wreck diving, and often with projected increases in business within the dive industry (Enemark, 2009). Dive tourism both in British Columbia and worldwide has been increasingly rising in numbers and dollars spent (Enemark, 2009). One particular study found that dive tourist expenditure contributed 38% back into the dive industry, while 36% was spent on accommodation, entertainment and food (Enemark, 2009).

 The utilisation of shipwrecks has heightened the overall dive experience and is comparable to “an underwater playground for divers”. “It is incredible to witness something ‘human’ under the ocean providing a home for sea life and it continually growing and developing”. Diving of artificial reefs and shipwrecks also brings a deeper element where divers are able to connect to the history or story of a vessel buried at sea “where there is a more emotional connection”. 



4.2.6 Marketing the Ex-HMAS Adelaide to and International Audience

According to respondents, currently the Ex-HMAS dive site is not very well known at all to an international audience. However, this finding is expected due to the relatively short amount of time the dive site has been in operation. One apparent finding from all research conducted was the movement towards online and social media marketing. The shift to online marketing and advertising is steadily increasing. Various reasons for the immense popularity of online promotion is not only due to the fact it can be done at a lower cost than print or television advertising, but it is a mean to become more deeply connected to both current and potential customers and opportunity to reach a wider audience (Evans, 2008).

One respondent suggested in order to market to an international audience the number one trade show for diving is The Dive Equipment & Marketing Association (DEMA). This is the number one annual trade show for divers in North America and attracts a broad international audience. This will be further discussed in section 6.0.


The overall aim of this report was to provide CCT with recommendations for the long term marketing strategy for the Ex-HMAS Adelaide dive site. Based on the widespread primary and secondary research conducted, the following conclusions can be made based on each objective of this project.


5.1 Objective One

The current composition of the dive market locally, nationally and internationally is fairly universal. The key target market as devised by CCT for the dive site in the long term is pre-qualified divers aged 35-55 years old, and Fully Independent Travellers (FIT) from international markets including Canada, USA, Europe, UK and New Zealand. Based on research finding these target markets are exactly the demographics of divers who are interested in and actively seek wreck diving, particularly international divers. However, there has also been an increase in the younger demographic 18-35 year olds, mainly backpackers learning to dive in Sydney, the feeder market for the Central Coast, which may well provide another avenue to market to.

Research conducted has seen a shift in the travel patterns and booking processes of divers to individual online research and booking. However, the number one avenue for divers booking dives is still through various dive shop operators. 


5.2 Objective Two

A number of potential competitor dive sites to the Ex-HMAS Adelaide have been identified. However, as the first of its kind in NSW, and based on feedback from Sydney based dive shops, there are no real threats to the Ex-HMAS Adelaide dive site in regards to the experience on offer. It may be pertinent to realise the benefits of other similar sites in Australia as a primary source of knowledge and expertise in the effective management and promotion of the site.

Commendable examples of Australian artificial reefs include the Ex-HMAS Swan, Ex-HMAS Perth and the Ex-HMAS Hobart, which although may be considered a competitor to the Ex-HMAS Adelaide, still offer invaluable insight and experience on how to manage a successful shipwreck dive site in the long term.  

5.3 Objective Three
As previously mentioned there have been various studies conducted both internationally and other states in Australia clearly indicating the economic and tourism benefits of ships scuttled in their region. This objective will be further satisfied in following recommendations.


5.4 Objective Four

Objective four is to develop recommendations for the long term marketing strategy for the Ex-HMAS Adelaide dive site. This will be achieved in the following recommendations section of the report.
These conclusions have been integrated to provide informed recommendations to CCT that may be used for the long term marketing strategy for the Ex-HMAS Adelaide dive site. The employment of the proposed marketing recommendations may enable CCT to successfully promote the dive site to a new broader market and ensure its long term success.


The following recommendations have been made based on the aim to achieve the project objectives; this section will satisfy objective 4. Additionally, these recommendations have been reached as a result of extensive primary and secondary research of academic literature, industry reports and conclusive findings from respondents. CCT may increase their tourist diver numbers to both the dive site and the Central Coast region if the following recommendations are acknowledged:


6.1 Document and Evaluate Aims & Objectives
The documenting of aims and objectives is of paramount importance. Aims and objectives need to be reviewed, monitored and evaluated at intervals over the course of implementing any long-term marketing strategies.


6.2 Promote Environmental Benefits
Provide details in the marketing material about the positive environmental benefits and impacts of the dive site. Dowling & Nichol (2001) argue that the Ex-HMAS Swan and other similar dive sites, like the Ex-HMAS Adelaide may be classified as nature-based or ecotourism products and attractions, with positive impacts being recorded over time. This would be a great inducement to attract visitors from a marketing perspective as divers in particular become more aware of environmental issues.

6.3 Sydney Backpacker Hostels
Provide promotional material in Sydney Backpacker hostels advertising ‘Learn to Dive’ courses with local dive operators Terrigal Dive and Pro Dive and information on the Ex-HMAS Adelaide site. It would be worthwhile to promote the short distance to the Central Coast from Sydney, accommodation options and other attractions and/or experiences that may interest them to increase visitor nights. This will aim to encourage a younger market to the dive site and the Central Coast region as a whole. 


6.4 Media Releases
Continue to monitor and issue media releases, in print and online, identifying the positive aspects of the dive site. This may include updates on the growth and diversity in marine life, increases in diver numbers, anniversaries of the dive site, benefits to the Central Coast region and community, international diver groups to the site etc.


6.5 Promote an ‘Experience’
Pursue the concept of creating an ‘experience’ for divers. Based on the findings of the research, many international visitors choose to dive for a life experience. It was also acknowledged the fact that international visitors in the 35-55 year old age bracket will often travel with their family, who not all may dive. Offering a dive experience including the whole family, such as snorkelling or other family orientated attractions to provide dive and stay packages inclusive of a variety of demographics.


6.6 Develop Partnerships
Develop partnerships with existing military dive sites in Australia. The creation of a website, or information sharing platform, such as an Artificial Reef Society of Australia (for example) may assist in focusing marketing of all dive sites to an already existing wider audience. More importantly, however, it would provide opportunity for management agencies to learn from one another and provide mutual support for dive sites. 

There is also scope to develop partnerships with international dive shop operators, particularly in regions where diving is a popular past-time. For geographical convenience, New Zealand would be an excellent source of potential divers and dive shop operators to organise international dive trips. Partnering with dive shops internationally, operators may organise corresponding dive trips, or dive destination swaps. This could involve, for example, dive operators from the Central Coast arranging dive tours to popular dive sites in New Zealand, and New Zealand operators bringing dive groups over to experience the Ex-HMAS Adelaide dive site. This could also be suitable for other international destinations.


6.7 Online Advertising

Advertising with search engines such as Google (google.com) may increase the likelihood of reaching a targeted audience both within Australia and internationally. The creation of an advertisement for the Ex-HMAS Adelaide involves developing key words or phrases related to the business, e.g. ‘wreck diving’ or ‘diving Central Coast/Australia’. When potential audiences search using targeted key words, an advertisement will appear next to the search results (Google, 2011). This may result in increased website visitation, which could translate into bookings. This is a highly effective marketing tool, particularly as based on findings; majority of divers will go to online search engines to research dive destinations pre-trip. The cost of this form of advertising is dependent on the success of the advertisement which is determined by how many clicks it receives (Google, 2011)

Similarly, the advent of online discount vouchers has been particularly popular and effective in both the promotion of business, as well as increasing bookings and sales of various products and services. This may be something to consider, particularly in seasonal fluxes, or the winter low-season.


6.8 Social Media Advertising
Social Media is an effective promotional tool for businesses as well as connecting and informing people. Social media can be used to reach a broad dive audience as people all over the world are connected to Facebook, Twitter and You Tube. All of these mediums provide various avenues for promotion of the site; as well provide information to potential visitors and to keep divers informed of any updates to the site. 

Facebook and Twitter allow for immediate updates and sharing of information and photos twenty-four hours a day, seven days a week. You Tube is a more unique way to advertise and promote the site to potential divers through the sharing of dive film and images. Continuing to advertise and utilise the Ex-HMAS Adelaide’s channel on You Tube and sharing clips via the website, Facebook and Twitter can illustrate to potential divers a glimpse of the dive experience.
 In the same way that Google advertising works, advertising through Facebook can also be an effective marketing tool, particularly in today’s social media phenomenon. Advertising with Facebook involves seeking to connect with a directly targeted audience. Advertisements can be selectively marketed to a specific audience based on location, age and interests (Facebook, 2011). For example, if a person lists diving as one of their interests, advertisements for the Ex-HMAS Adelaide dive site, or alternatively CCT’s website would be advertised on said individual’s Facebook page. Cost to advertise through Facebook can be determined by the advertiser at a budget they are comfortable with and adjusted at any time (Facebook, 2011).


6.9 Advertise at Internationally Recognised Trade Shows

Based on findings from International professionals, the number one dive trade show to attend and advertise at is the Dive Equipment & Marketing Association (DEMA). This trade show is held annually alternating between Florida and Los Vegas in the United States. DEMA has a large international following, hosting numerous exhibits featuring the latest in dive equipment, water sports and dive travel destinations (McCracken, pers. comm. 2011). It is also an excellent opportunity to network and create relationships with professionals within the dive industry.

A dive trade show held within Australia is the OzTek Dive Conference and Exhibition 2013. OzTek is a major international event and focuses on a range of underwater activities including technical, recreational, commercial, scientific and military diving (OzTek, 2011). OzTek Dive Conference and Exhibition is held every two years and based in Australia so would be more cost-effective and convenient to advertise at, however may not reach as much of a broad international audience.
Recommendations are made solely based on the findings of the researcher, and further contact with both Australian and international professionals involved with artificial dive sites may be valuable for future queries. 
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Appendix A – Central Coast Target Markets
The following niche markets are devised from and based on the Tourism NSW Traveller Types, which are used by both Tourism NSW and Central Coast Tourism in their marketing strategies.

Currently, the Central Coast draws a higher level of compatriots and wanderers to the region. However, Central Coast Tourism is looking to attract more ‘active’ visitors, here defined as peer group travellers and true travellers. The table below illustrates a brief explanation of each market, as well as the percentage in market share of visitors to the region.

	Target Market
	Current Visitation %
	Description

	Compatriots
	32%
	Middle market, female skew, family-focused with a view for activities and budget conscious. Prefer at least 3-star but aspire to 5-star resorts and self-contained accommodation.

	Wanderers
	29%
	Tend to be empty nesters, couples that travel frequently, preference for off-peak seasons, keen observers and seeking activities not too physically challenging.

	Pampadours
	18%
	Up-market travellers with a preference for 5-star luxury products. Generally skewed towards females, professionals and couples

	Peer Group Travellers
	12%
	Groups of peers generally travelling in peak seasons, strong repeat visitation, with a preference for fairly physical activities, like to party, have limited budgets. Skew towards young males and students

	True Travellers
	6%
	Adventurous and experimental traveller. Very active, want in-depth, different and challenging experiences at the destination. Skewed towards white-collar males who take longer holidays. Experience focused.


(Adapted from Tourism NSW, 2010)

Appendix B – Marketing Objectives for the Ex-HMAS Adelaide Artificial Reef Dive Site

	Marketing Objectives
	Key Performance Indicators
	Target for May 2011 – June 2012

	Maximise the awareness of the Ex-HMAS Adelaide scuttling event 
	· Value of media exposure locally

· Value of media exposure regionally

· Value of media exposure internationally
	

	Establish a reliable and appealing booking management system 
	· Bookeasy system prepared and activated for first dive

· Training undertaken with CCT staff and Visitor Information Centres across Central Coast

· Manual backup booking system established

· Website integrated with online booking system
	All established by 5th May, 2011

	Convert bookings for moorings and permits
	· Number of mooring bookings in first year of operation

· Value of mooring bookings in the first year of operation

· Number of permit bookings in the first year of operation

· Value of permit bookings in the first year of operation
	

	Convert accommodation, attractions and tour operator bookings
	· Number of accommodation, attractions and tour operator bookings through CCT

· Value of accommodation, attractions and tour operator bookings
	500 bookings

$150,000 in bookings through CCT

	Maximise ongoing media exposure associated with the dive site and the Central Coast as a dive destination
	· Value of media exposure locally

· Value of media exposure regionally

· Value of media exposure internationally

· Number of media hosted
	TBC

TBC

TBC

35 media between June 2011 – July 2012

	Maximise unique visitation to

http://www.visitcentralcoast.com.au/activities/diving/ex-hmas-adelaide-reserve 

And

http://www.hmasadelaide.com/home 
	· Number of unique visitors
	10,000 unique visitors

	Increase the packaging of the Ex-HMAS Adelaide and the Central Coast in dive wholesaler programs, inbound tour operator programs and international wholesale programs
	· Number of packages created and promoted to dive shops

· Number of trade contacts (dive shops) hosted through familiarisations

· Identification and contact with key trade players established
	20 packages in first year

· 15 domestic

· 5 international

30 trade famils pax in first year

	
	(Adapted from CCT, 2011)
	


Appendix C – PADI International Diver Certification History

	YEAR
	CERTIFICATIONS PER YEAR
	CUMULATIVE CERTIFICATIONS
	GROWTH PERCENTAGE

	1967-1969
	
	23,836
	

	1970
	23,736
	47,572
	

	1971
	36,490
	84,062
	53.7%

	1972
	51,842
	135,904
	42.1%

	1973
	60,120
	196,024
	16.0%

	1974
	49,834
	245,858
	-17.1%

	1975
	61,244
	307,102
	22.9%

	1976
	66,609
	373,711
	8.8%

	1977
	69,771
	443,482
	4.7%

	1978
	86,187
	529,669
	23.5%

	1979
	95,193
	624,862
	10.4%

	1980
	107,404
	732,266
	12.8%

	1981
	124,365
	856,631
	15.8%

	1982
	141,429
	998,060
	13.7%

	1983
	168,778
	1,166,838
	19.3%

	1984
	203,001
	1,369,839
	20.3%

	1985
	240,384
	1,610,223
	18.4%

	1986
	277,378
	1,887,601
	15.4%

	1987
	315,468
	2,203,069
	13.7%

	1988
	350,000
	2,553,069
	10.9%

	1989
	387,767
	2,940,836
	10.8%

	1990
	440,418
	3,381,254
	13.6%

	1991
	456,046
	3,837,300
	3.5%

	1992
	529,463
	4,366,763
	16.1%

	1993
	564,672
	4,931,435
	6.6%

	1994
	625,487
	5,556,922
	10.8%

	1995
	680,263
	6,237,185
	8.8%

	1996
	717,973
	6,955,158
	5.5%

	1997
	743,763
	7,698,921
	3.6%

	1998
	775,735
	8,474,656
	4.3%

	1999
	799,696
	9,274,352
	3.1%


	YEAR
	CERTIFICATIONS PER YEAR
	CUMULATIVE CERTIFICATIONS
	GROWTH PERCENTAGE

	2000
	852,702
	10,127,054
	6.6%

	2001
	907,171
	11,034,225
	6.4%

	2002
	896,977
	11,931,202
	-1.1%

	2003
	907,722
	12,838,924
	1.2%

	2004
	954,049
	13,792,973
	5.1%

	2005
	927,529
	14,720,502
	-2.8%

	2006
	936,579
	15,657,081
	1.0%

	2007
	952,716
	16,609,797
	1.7%

	2008
	952,097
	17,561,894
	-0.1%

	2009
	897,401
	18,459,295
	-5.7%

	2010
	923,571
	19,382,866
	2.9%


Appendix D - Interview checklist conducted with international professionals responsible for taking artificial reef dive sites to market – Artificial Reef Society of British Columbia
1. Is the outbound dive market forecast to grow, decline or stabilize in the next 5 years? 

2. What are the general demographics of the divers?

3. What are the destinations/ experienced divers looking for? (What is popular at the moment? What’s likely to gain popularity over the next few years?)

4. How does Australia rate as a dive destination against competitors? 

5. Who are the major competitors to Australia (as far as you are aware)? 

6. What is the level of interest around artificial reefs against natural reefs? 

7. What is the attraction of an artificial reef?

8. What are the most popular artificial reefs in the world?

9. Are customers aware of the Ex HMAS Adelaide reef recently created near Sydney? 

10. How would you recommend this reef is promoted in international markets?

11. Which media should be used to advertise (any specifics)? 

12. How do we reach the dive audience in your country? 

13. Which trade shows/ consumer shows are the key ones to promote at? When are they held? Where are they held? 
Appendix E –Guidelines for Telephone Based Interview:  

Focus on understanding the potential future divers:

1.    Where are majority of divers’ located (i.e. both international and domestic markets who you deal with regularly)?

2.    Who/Where are the major players in the international dive community? (Which international markets are the major players in the diving world?)
3.    Where do they get their information from on dive sites in Australia? 

4.    How do they decide where they dive? 

5.    How do they organize dive trips?

6.    How do we contact them? 

7.    What sort of dive and/or holiday experience are they after? 

 

Information on dive shop operators’ long term marketing plans:

1.    How do you see the market changing over the next 1-3 years, if at all?

2.    Where do you predict most of your business will come from in 3 years time? 

3.    Is it predicted to increase or decrease on current levels?

4.    What international markets will “emerge”? 

 

Appendix F – Dive shops contacted in Sydney, Melbourne and Adelaide

SYDNEY:

1. Dive 2000 [image: image6.png]
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Military Road, Neutral Bay NSW 2089 

(02) 9953 7783 ‎ · dive2000.com.au 
dive2000@dive2000.com.au 
2. Abyss Scuba Diving [image: image8.png]
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278 Rocky Point Road, Ramsgate NSW 2217 

(02) 9583 9662 ‎ · abyss.com.au 

dive@abyss.com.au 
3. Dive Centre Bondi [image: image10.png]
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192 Bondi Road, Bondi NSW 2026 

(02) 9369 3855 ‎ · divebondi.com.au 

info@divebondi.com.au 
4. Sydney Dive Academy [image: image12.png]
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462 Bunnerong Road, Matraville NSW 2036 

(02) 9311 0708 ‎ · sydneydive.com.au 

5. Frog Dive Scuba Centre [image: image14.png]
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539 Willoughby Road, Willoughby NSW 2068 

(02) 9958 5699 ‎ · frogdive.com.au 

willoughby@frogdive.com.au 
guildford@frogdive.com.au 

6. Deep 6 Diving [image: image16.png]
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1057 Victoria Road, West Ryde NSW 2114 

(02) 9858 4592 ‎ · deep6diving.com.au 

info@deep6diving.com.au 

7. Snorkel Safari [image: image18.png]
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1b/456 Kent Street, Sydney NSW 2000 

(02) 9283 6400 ‎ · snorkelsafari.com.au 

sydney@snorkelsafari.com.au
sylvania@snorkelsafari.com.au
malabar@snorkelsafari.com.au
8. Dive Centre Manly [image: image20.png]
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10 Belgrave Street, Manly NSW 2095 

(02) 9977 4355 ‎ · divesydney.com.au 

info@divesydney.com.au
9. Plunge Diving [image: image22.png]


[image: image23.png]



11A Chowder Bay Road, Mosman NSW 2088 

(02) 9969 5733 ‎ · plungediving.com.au 

info@plungediving.com.au+
10. Pro Dive Coogee[image: image24.png]
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1/27 Alfreda St, Coogee NSW 2034 

+61 9665 6333
11. Pro Dive Manly [image: image26.png]
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169 Pittwater Road, Manly NSW 2095 

(02) 9977 5966 ‎ · prodivesydney.com 

12. Wilderness Sea & Ski [image: image28.png]
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137 George Street, Liverpool NSW 2170 

(02) 9822 4112 ‎ · wilderness.net.au 

sales@wilderness.net.au
13. St george Underwater Centre [image: image30.png]
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1000 King Georges Rd, Blakehurst NSW 2221 

(02) 9502 2221 ‎ · stgeorgeunderwater.com.au 

info@stgeorgeunderwater.com.au
14. Snorkel Inn
258 Princes Highway, Sylvania Heights NSW 2224
T 61 2 9522 4754 F 61 2 9522 6731 www.snorkelinn.com.au
info@snorkelinn.com.au
15. Sub Aquatics Dive Centre                                                                                                         484 King Georges Road, Beverly Hills, NSW 2209

(02) 9570 4222 
http://www.subaquatics.com.au thediveshop@subaquatics.com.au+

MELBOURNE:
1. Academy of Scuba [image: image32.png]
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267 Burke Road, Glen Iris VIC 3146 

(03) 9813 8722 ‎ · academyofscuba.com.au 

info@academyofscuba.com.au
2. A.B. Ocean Divers [image: image34.png]
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237 East Boundary Road, Bentleigh East VIC 3165 

(03) 9579 2600 ‎ · oceandivers.com.au 

info@oceandivers.com.au
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279 Maroondah Highway, Ringwood VIC 3134 

1300 638 763 (0) 3 9988 0791‎ · metrodive.com.au 
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4. Dive Plus [image: image38.png]
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187 Grange Road, Fairfield VIC 3078 

(03) 9499 4910 ‎ · diveplus.com.au 

info@diveplus.com.au
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5. Aquability [image: image41.png]
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16 Balcombe Road, Melbourne VIC 3194 

(03) 9585 7277 ‎ · aquability.com.au 

info@aquability.com.au
ADELAIDE:

1. Underwater Sports Diving Centre [image: image43.png]
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4/1048 Grand Junction Road, Holden Hill SA 5088 

(08) 8263 3337 ‎ · underwatersports.com.au 

dive@underwatersports.com.au+
2. Adelaide Scuba [image: image45.png]
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Patawalonga Frontage, Glenelg North SA 5045 

(08) 8294 7744 ‎ · adelaidescuba.com.au 

diving@adelaidescuba.com.au+
3. Elite Dive Academy [image: image47.png]
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88a Esplanade, Port Noarlunga SA 5167 

(08) 8121 5881 ‎ · elitediveacademy.com.au 

info@elitediveacademy.com.au+
4. Coastal Waters Dive Club [image: image49.png]
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486 Port Road, Hindmarsh SA 5007 

(08) 8346 7112 http://www.coastalwatersdiveclub.org.au/index.html
secretary@coastalwatersdiveclub.org.au
5. Scuba Divers Club of S.A [image: image51.png]
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22 Shaftesbury Avenue, Fulham Gardens SA 5024 

(08) 8356 3455

Appendix G - Online discounted Diving Voucher as advertised on Cudo.com.au

Save 76% on certification to scuba dive worldwide with St George Underwater!

A three-day open water dive course with equipment & more! Worth $839, now only $199! Learn all the scuba basics, apply new skills & get certified! PLUS equipment for FOUR additional dives!

Only $199 

Value $839 You Save $640 (76%) 

What You Get:

· Get certified to scuba dive worldwide with St George Underwater in Blakehurst!

· It’s a three-day open water dive course & more, worth a massive $839, for just a TINY $199!

· Running from 9am to 4pm over three days, you’ll learn all the scuba basics and skills you need to dive and complete the course! A wetsuit, fins and tank will be provided too!

· Experience the thrill of scuba during ONE confined dive and FOUR shore dives! In the ocean! There's over 40 dives sites!

· One last revision and final exam to gain your SDI international dive certification which will legally allow you to scuba dive 18 metres - anywhere in the world!

· FOUR days of further equipment hire for additional dives on your own, worth $440

· PLUS, a voucher booklet to the value of $1000 that will entitle you to discounts on a range of products and services!

Read the small print 

Peace of mind with Cudo
satisfaction guarantee

Voucher valid from 23th Aug 2011 to 23th Feb 2012 

Offer details

To effectively breathe underwater, one must either be in a submarine, clad with scuba gear or have gills.
Don’t wait for evolution and stick to scuba with today’s Cudo from our good friends at St George Underwater in Blakehurst who are offering a three-day internationally recognised open water diving course, valued at a massive $839, for just a TINY $199!

Yep, a simple click of the ‘buy now’ button gives you a humungous 76% saving and a ticket to discovering the depths of the ocean with Australia's largest dive centre!

Running over three days from 9am to 4pm, this SDI internationally certified dive course will require you to study up on the basics before your first class, with all the information provided to you at the time of booking.

The basic principles of scuba diving will be constantly revised throughout the course, and on your first day you’ll apply them during a confined dive in either an ocean pool or pool-like environment.

Then get ready to meet Nemo because on the second day, you’ll hit the ocean! St George Underwater use over 40 different dive sites and you’ll do TWO shore dives at one of them, depending on the weather and tides.

St George Underwater will take you on two more exciting shore dives on the last day before one last revision and final exam to gain your certification.

And once you pass the course (which we’re sure you will!) you’ll receive your very own SDI Open Water Diver certification which will legally allow you to scuba dive 18 metres - anywhere in the world!

A wetsuit, fins and tank will be provided too. However you will be required to purchase a personal mask, snorkel and booties for hygiene reasons.

Even better, St George Underwater are chucking in FOUR days of further equipment hire for additional dives on your own! Worth $440, you’ll be able to use this within six months of completing your course and will include a gas tank, wet suit, regulator and more.

PLUS, to ensure you’re equipped to dive around the world, St George Underwater are giving you a voucher booklet to the value of $1000 that will entitle you to discounts on a range of products and services!

C’mon, it’s only $199 to kick start this three-day scuba diving adventure, so click that ‘buy now’ button today and breathe a sigh of relief…underwater!

About St George Underwater Centre

St George Underwater Centre is one of Sydney’s oldest diving facilities, having been established for over 30 years. They offer scuba diving training at all levels, from the basic open water course, through to the advanced open water and rescue diver courses, as well as the professional levels of divemaster, assistant instructor and instructor. They also offer a wide range of specialty courses, which focus on specific areas of scuba diving.
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Address

1000 King Georges Rd
Blakehurst NSW 2221

Phone

02 9502 2221 

Email

info@stgeorgeunderwater.com.au
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