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Linking 4 wine regions through a cycle trail 
network connecting 200 Wineries and 500+ 
tourism businesses.

Adelaide 
Wine Capital 

Cycle Trail



Adelaide as a Member of 
the ‘Wine Capitals of the 

World’

• Food and Wine Experiences  - enhancing the 
Journey

• Anchor Premium Food and Wine Exports

• Part of ‘Ultimate Winery Experiences of Australia’

• Other Global Wine Capitals have well-established 
“wine-cycling” trails and pathways:

✓ The 50 km Bordeaux - Lacanau Cycling Path 

✓ The 75 km Napa Valley Vine Trail

✓ The 200km Rioja Wine Trail from Burgos to 
Bilboa



- UCI Tour Down Under
- UCI Santos Women’s Tour

- City of Adelaide Tour Village/ 
Bike Expo

- Emerging International 
Mountain Biking Destinations

Adelaide as a 
Cycling Capital



Linking Communities –
another benefit
• Cycling access between 25 towns & 

settlements. Access to schools, sports 
grounds & parks.

• Improve cycle safety and encourage 
physical activity.

• Improved connectivity for people with 
mobility challenges. 

• Dispersing residents and visitors to 
locations they don’t normally visit.

• Active transport options for 
commuters.



Cycle Tourism as an 
Economic Development 
Tool

• Engaging tourists who don’t wear lycra to 
cycle as a means to experience a destination.

• Broaden the appeal of 4 Wine Tourism 
Regions.

• Disperse visitors to smaller communities and 
many more small businesses to increase the 
economic impact of cycle trails in rural 
communities.

• Diversify traditional tourism products and 
services to cater for growing demand for 
experiences that improve personal health 
and well-being. 



Understanding 
Cyclists & Tourists

• What types of cycle trails appeal to 
different tourism markets?

• What experiences do they seek?

• How do they decide on which destination 
to visit?

• How do they share their experiences and 
promote a tourism destination?

• How do I build the tourism services and 
information to recognize the needs and 
expectations of different markets?



What can we learn from Market Analysis?





Different Trail Sections 
for Different Market 

Segments

Customer Journey Mapping for five market 
segments was completed to aid trail design:

1. Discover – family & friends, safety, short 
getaway.

2. Experience – NEO’s, couples and singles, 
high spend, distinctive offer.

3. Journey – top 5 sections to discover ‘self’

4. Explore – indulgence & reward on a quick 
visit with friends.

5. Ride – independent, point to point, 
experienced, I am not a tourist but a 
cyclist.



DISCOVER Dreaming- 
Awareness 

Research 
Consideration 

Planning/ 
Booking 

Destination 
Experience 

Advocacy 

Target: Families and Friends – short getaway, looking for value, safety is important. 
Typical Tour Operators Considered: Barossa Bike Hire, Clare Valley Bike Hire 

Activities/ Actions Peaceful bike ride with 
regular stops. Not in a 
hurry and will stop 
where I like. Natural 
settings preferred. 

Trails for families; local 
bike hire; picnic lunch 
in natural 
environment. 

A place to start and 
finish the journey ( set 
up and pack up); hire 
bikes for some family 
members to 
participate; maps.  

Day trip or weekend 
getaway using bikes as 
a means to discover a 
tourism region and the 
places/ attractions 
connecting the trail. 

RAA travel magazine; 
Advertiser feature; 
Visitor Guide 
information on cycling. 

Motivations/ 
Expectations 

Escape from daily work 
routine. Looking for 
healthy and active 
holiday in a new 
location; time with 
family and friends. 

An easy drive to the 
destination. Trails 
away from busy roads 
(safety), affordable 
purchase decisions. 

 Quality trail 
experiences and like-
minded target 
audience as seen in 
media. 

Easy to navigate; 
choices of places to 
stop and rest; scenery 
and safe wildlife 
encounters. 

South Aussie with 
Cossie TV segment or 
similar TV Travel Show. 

Questions/ Thinking, 
Barriers 

Will my family want to 
ride bikes? What 
places can I visit and 
what can I do along the 
way? (Kids don’t do 
scenery) 

How hard is the ride, 
what is the distance, 
can my family do it? Is 
there enough appeal to 
warrant the travel? 
Can I hire bikes? 

Affordable 
accommodation to 
book; quality trail 
information to self-
guide; affordable food 
options. 

Snakes and hazards 
along track a concern, 
so to fixing a flat tyre, 
getting lost or the 
weather changing 
plans. 

FAQs on tourism 
website; Customer 
Reviews on Social 
Media. 

Emotional Journey Landscape images to 
inspire and provide 
ideas of places to visit 
for adults and what 
can be discovered 
along the way for kids. 

Rewarding journey; 
creating memories; 
keep family happy and 
healthy; easy to 
organise. 

Building of expectation 
and excitement for 
exploration and 
discovery to motivate 
kids and friends. 

Reliving childhood bike 
rides exploring the 
neighbourhood; 
recreating memories 
for children to 
experience & share. 

Images and stories 
from friends and family 
on their experience. 



EXPERIENCE Dreaming- 
Awareness 

Research 
Consideration 

Planning/ 
Booking 

Destination 
Experience 

Advocacy 

Target Market: New Economic Order – Couples and Singles in friendship groups, 35-50 years of age with high disposable income 
International Experience Seekers – Singles, Couples with no children, second or third visit to Australia to explore away from cities and icons. 

Typical Tour Operators Considered: Intrepid, Trek Travel, Insight Vacations; Explore Worldwide 

Activities/ Actions Inspiration to try new 
things; reading media 
posts that help to 
dream about visiting 
new places. 

Well communicated 
offer – easy to 
shortlist; enriching 
proposition; improve 
‘self’. 

Efficient use of time; 
Ease of planning 
(joining the dots); Use 
of Destination Travel 
Agencies with 
specialist experience. 

Consuming, making, 
learning and sharing 
exceptional 
experiences with 
partners and friends. 

Instagram and 
Facebook posts 

Motivations/ 
Expectations 

Inspiration, 
experiences to share 
on media, something 
special to take home 

Genuine experiences 
involving artisans and 
hand crafted products. 
Quality and ethical 
products and services. 

Online search and 
media reviews used to 
qualify best experience 
choices. 

High quality 
accommodation; 
cycling is more a 
sustainable means to 
link destination 
experiences. 

 Travel blogs; Specialist 
online and print media 
– Gourmet Traveller 

Questions/ Thinking, 
Barriers 

Is there something 
distinctive about the 
experience that has 
appeal; Logistics; 
confidence in 
decisions; quality. 

Will the holiday have 
appeal for partner & 
friends; how long does 
to take to get to the 
destination; will I have 
wifi connection? 

Genuine experience 
offered; Personal & 
timely response to 
questions; Online site 
to qualify purchase 
decisions. 

Is it safe; are their 
suitable food choices; 
can I shared my 
destination experience 
during the journey; 
take home products? 

Quality destination and 
Travel Agency websites 
with accurate 
information and 
responsive to customer 
queries. Sophisticated. 

Emotional Journey Travel media 
inspiration that 
connects interest and 
persona. Seeking 
memories not massing 
more material things 

Ethical and sustainable 
destination. 
Reputation that 
provides assurance. 

Can visualise the 
experience before visit, 
meet expectations 
during the visit and 
provide memories 
after the visit. 

Feeling like a local and 
not an outcast. Being 
able to immerse in the 
culture of the 
destination with 
confidence. 

Sharing experiences 
through products to 
take home and share 
with others to relive 
the holiday destination 
afterwoods. 
 

 



RIDE Dreaming- 
Awareness 

Research 
Consideration 

Planning/ 
Booking 

Destination 
Experience 

Advocacy 

Target Market: Domestic & NZ visitors who focus on the ride through a variety of landscapes and don’t wish to be seen as a typical tourist. 
25-60 years, predominantly male, dedicated and experienced cyclists who like top tier cycling brands, beer, cafes and bakeries.  

Focus: it’s about the ride. 
Typical Tour Operators Considered: Bicycle SA Mawson Adventure; Rapha Travel 

Activities/ Actions Post ride café chats or 
uber eats generating 
aspirational ideas of 
cycle trips among 
special interest cycle 
groups 

What type of riding, 
accommodation, how 
long, how many 
people. Catered or self-
catering. 

Either book a specialist 
operator or self-guide 
and book 
accommodation as per 
individually designed 
trip. 

3-7 days, 50-100km per 
day, 3-4 short stops 
each day. Indulge end 
of days ride. Leave 
promptly in the 
morning & repeat. 

Instagram, Strava 
uploads to share 
experience. End of day 
conversations with 
fellow cyclists. 

Motivations/ 
Expectations 

Premium retailers and 
online cycle media 
driving interest via 
short docos on cycling 
adventures. High 
quality images. 

Cycle or Adventure 
Travel Media with 
suggested itineraries. 
Media links to 
specialist operators or 
sites for independent 
travellers. 

Quality of information 
to guide expectations 
and itinerary. 
Motivating images and 
stories to encourage 
the decision to book. 

Challenge and Reward; 
Unexpected 
encounters, great 
scenery & topography 
of route. Journey that 
consumes the 
landscape. 

Visitor signage or 
information to 
guide/confirm 
decisions each day, i.e. 
of where to eat and 
drink. 

Questions/ Thinking, 
Barriers 

How can I find or 
design something 
bespoke that has 
appeal to me and my 
friends. What is the 
destination USP? 

Logistics – take my 
own bike or can I hire 
something good 
enough? Do I have 
enough information & 
the right equipment. 

If tour operator, I want 
details of what to bring 
– equipment and 
clothing. If self-guided, 
I want detailed route 
information with 
highlights identified. 

Weather and road 
traffic will influence 
each day’s choices. 
Mechanical or medical 
incident can change 
plans so need flexibility 

Route information to 
spell out options, risks 
and alternatives to 
allow adaption to 
journey decisions. 

Emotional Journey I want a personal 
journey with 
challenges that I can 
talk about. I want to 
share that journey with 
like-minded friends. 

I want inspirational 
stories for the locality I 
choose. Strong 
imagery, samples of 
the likely experience to 
guide my trip decision. 

Will accommodation 
service cyclists (is my 
bike safe?). Is there 
enough product to 
deliver aspirations? Is 
their brag factor? 

I am living my 
aspiration for this trip, I 
want to capture the 
memories of the ride, 
the places and people 
encountered. 

Sharing experience on 
social media to share 
the journey and 
reaffirm decisions 
based on likes. 



Growing Wine Sales 
and Wine Export

• Improving the purchase, collection and 
distribution systems for cycle tourists who 
buy wine.

• Connect the geography of wine and wine 
related stories to the trail experience.

• Educate the wine tourism & wine industry 
on the needs and preferences of the 
tourist who cycle (within different market 
segments).

• Develop bespoke cycling experiences that 
link high value wine consumers.

• Disperse the cycle-minded wine consumer 
to new and emerging wineries that are off 
the ‘well-driven’ path.



Partnerships & Collaboration on 
Infrastructure Development led 
by the 5 Market Segments

• Creating consistency in the standards for 
trails, signage and support infrastructure 
expected.

• Seamless engagement of information systems 
to convert interest into bookings.

• Hybrid Partnerships to manage trails and 
create ‘Collaborative Advantage’ through 
sharing knowledge and skills across regions 
via Government, Business and Community.

• Embedding Local Ownership and Stewardship 
- Local people are the better hosts.

THANK YOU


