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What If the Point Was Never the Visitors?

A tiny village, 90 minutes from 5 million people, is quietly rewriting the rules
of destination marketing — by refusing to play the game at all.

WOLLOMBI, NSW - Most destination marketing starts with a question: how do we
attract more visitors? Visit Wollombi started with a different one: how do we protect
what makes this place worth visiting in the first place?

The answer has produced something rarely seen in regional tourism: a content
strategy built entirely around the people who live there - not the things tourists can
do.

Forgotten by History. Preserved by It.

Wollombi is a historic village at the center of an isolated valley of 1000 permanent
residents across 170,000 acres, established in 1830 at the foot of the Great North
Road - a convict-built route that once connected Sydney to the Hunter Valley. It sits
completely encircled by national parks and state forest, in a valley that has one of the
highest flood variabilities in the world*.

For most of the 20th century, the world largely moved on without it. And that, it
turns out, was the making of it.

The isolation that might have diminished Wollombi instead preserved it - the
sandstone churches, the convict walls, the village layout, and most importantly, the
quality of human life within it. The floods that periodically cut the valley off from the
outside world don't divide the community. They define it. When roads go under
water, the CEO and the farm-hand are in the same boat - sometimes literally.

It is this unselfconscious social leveling - the absence of the usual rural escape &
‘country estate’ hierarchy - that forms the quiet heart of what Visit Wollombi is trying
to communicate.

A Different Kind of Destination Marketing

Visit Wollombi's content approach, developed over the last six months across its
Instagram presence and short-film series, deliberately inverts the conventions of
regional tourism marketing.

Rather than listing attractions, it tells origin stories. Locals - artists, naturalists,
historians, long-timers, blow-ins who never left - speak directly to camera about why
they are here. Their stories are not testimonials. They are invitations of a very
specific kind, extended to a very specific audience.



A second series layers archival audio from mid-20th century recordings - voices that
described Wollombi as forgotten, remote, or as insignificant - over contemporary
drone footage of the unchanged valleys. The effect is striking: the very neglect of
those voices documented becomes evidence of an extraordinary, accidental
preservation.

The implicit message is not "come and visit." It is "come and understand why we live
here." The distinction matters enormously.

Curating the Visit, Not Just the Content

Wollombi has three cafes, one tavern, and a number of galleries and artisan stores. It
does not have a full events calendar, a packed itinerary, or ambitions to become the
next weekend tour destination. With the greater Sydney and Newcastle populations -
over 5 million people - within a 90-minute drive, it needs only 100,000 aligned
visitors a year to sustain its small visitor economy.

That number is achievable without mass marketing. But only if the right people are
found. And the right people, by Visit Wollombi's definition, are those drawn to the
arts, to nature, to genuine community, and to history - not as packaged experiences,
but as the living texture of a place.

"If you want a full agenda with lots to do, there are wonderful places built for that,"”
the organisation notes. "Wollombi is not one of them. We are unapologetic about
that.”

A Model Worth Considering

Visit Wollombi is not positioning itself as an industry disruptor. But its approach
represents something the regional tourism sector rarely produces: a small
community using honest storytelling to protect its own way of life, while quietly
building a sustainable visitor economy around shared values rather than volume.

In an era where destination marketing defaults to reach, impressions, and conversion
funnels, Wollombi is asking a more fundamental question - one that many small
towns, faced with the costs of overtourism or the despair of no tourism, may find
worth sitting with:

What if you marketed the community first, and trusted the right
visitors to find their way to it?

About Visit Wollombi

Visit Wollombi represents the tourism and community interests of the Wollombi Valley,
NSW - a historic village established in 1830 and surrounded by Yengo National Park and
State Forest. The valley sits within a 90-minute drive of Sydney and Newcastle, and is home
to a permanent community of around 1000 permanent residents including artists, makers,
naturalists, historians, and farmers. For more information visit visitwollombi.com.au or
follow @visitwollombi on Instagram.



Stories from Locals:

Jodie: https://www.instagram.com/reel/DXIX8W5sEpBI
Camilla: https://www.instagram.com/reel/DVIBjCaEpp2
Godelieve: https://www.instagram.com/reel/DVU6S 7kIBY
Stories using History:

Preserved in time: https://www.instagram.com/reel/ DSUEN63Ceiv

The Sands of Yellow Rock (1959): https://www.instagram.com/reel/DSZKUaqkgtA

* "Peer-reviewed research from the University of Newcastle places Wollombi Brook among
the world's most extreme waterways for flood variability - not a place that floods often, but a
place that, when it does, is transformed almost beyond recognition." The author, Dr Wayne
Erskine of the University of Newcastle, states that Wollombi Brook has a Flash Flood
Magnitude Index (FFMI) of at least 0.86 — and that this represents "high flood
variability on a global scale.” He uses an internationally recognised measurement
methodology developed by Baker (1977)
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