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http://www.ripeintown.com/

2026 is the vear of sun, sand, and no long [lights.

pY

68% of Aussies say thev'll be
choosing local getaways (o (ruly
unwind



ABOUT ripe

ripe in Town is the go-guide for travellers wanting
to discover the beauty & magic of regional
Australia.

From stunning landmarks to quaint country towns
- we provide thoughtful recommendations &
curated itineraries to help make the next trip
unforgettable.

WHY WE LAUNCHED RIPE

Everyone’s always talking about “what’s on” in the
cities, but what about the regions? So much of our
beautiful sunburnt land often goes unnoticed by
the masses.

There is so much more to Australia than the
neatly-lined streets of the inner-city suburbs.

START HERE STAY EAT DRINK EXPERIENCE SHOP

BY REGION « BY CATEGORY «~

Byron’s Newest All-Day Hangout Just Opened,
and You Don’t Even Need to Be Staying There

ABOUT CONTACT

ITINERARIES

Hushpitality Has Landed
in Regional Victoria...

8 And It Might Be the Cure
for Your Burnout

| Where to Travel in

— W Australia Each Month: A

== Complete Seasonal

Guide



Championing regional Australia

OUR
MISSION

Our mission is simple: to provide “ripe” ideas for
travellers whilst supporting Australia’s small towns
and regions by highlighting the diverse food, drink,
culture, and experiences that make each
community unique.



Editorial Style

TONE OF
VOICE

We focus on storytelling with heart, purpose & a little bit
of playfulness.

As a brand, we want to deliver aspirational travel
content without being intimidating.

Our curated guides are considered, elevated and refined.
We advocate for mindful, slow travel - encouraging
travellers to expand their scope beyond the cities and
open their minds to the beauty & character of regional
towns, local makers and local experiences.
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AUDIENCE dit
SNAPSHOT

se9
Audiemce Data Since Launch

(November 1, 2025)*

*updated 30 Fune 2026

Monthly Users

Website UVs: 15,000
Social Reach: 250,000

Web Traffic by Location

87.1% Australia

Top States: 31.8% NSW, 19.7% VIC, 15% QLD

Subscribers by Age:
Key age brackets:

35-44 (34.6%)
45-54 (23.9%)

Subscribers by Gender:

Female: 85.1%
Male: 14.9%



Farm stays, bouthue luxury seaside escapes,
glamping under the stars - if it's regional and it’s
exceptional, we'll cover it.

Farm-to-table restaurants, small town bakeries,
food tours & chef-hatted spots you never knew
existed - we highlight the best places to dine.
- We cover the best local watering-holes, from the

RIPE IN TOWN

CONTENT
CATEGORIES

Fditorial & Brand Content
Categorised by Conlent Pillar
& Region

quintessentially ‘Aussie’ pub to Halliday-listed
cellar doors & small town craft breweries that
punch well above their weight.

Day spas, guided hikes, country drives - we
EXPERIENCE provide recommendations for the best ways to
spend your time when travelling the regions.

Let’s support home-grown brands. We'll cover

boutiques & brands worth knowing - the ones

prioritising quality, and keeping creativity close to

home.

Planning a trip can be tricky. The aim of our

itineraries is to help readers plan 24,48 & 72
ITINERARIES hours in a specific location or region. Over time

we plan to niche these into sub-categories (eg:

“24 hours in X’ for adventure-seekers/dessert

lovers)



https://ripeintown.com/category/eat/
https://ripeintown.com/category/drink/
https://ripeintown.com/category/stay/
https://ripeintown.com/category/experience/
https://ripeintown.com/category/itineraries/
https://ripeintown.com/category/shop/
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Unlike traditional influencer campaigns that
disappear after a week, every ripe in Town feature
Is built to become a long-term SEO asset.

Each article is:

« Optimised for search intent

 Published on an established travel publication

* Includes contextual backlinks to Gibson's Mill

 Designed to rank over time

* Drives referral traffic from travellers actively planning a trip
» Supports Google's authority signals

Great travel content shouldn't just inspire people today.
It should keep sending qualified visitors for yvears.




HOW TO WORK WITH

Brand Partnerships

4 R

.-

Branded content (articles, video, social) +

amplification presented “in partnership with”.

Category creation & sponsorship for 6-12
months.

partnerships@ripeintown.com

Ud

PR / Collaborations

If you own or represent an experience,
restaurant, cafe, event or accomodation,
contact us for consideration.
Availability for editorial inclusion (at Editor’s
discretion) or paid listing in ripe Directory.

editorial@ripeintown.com

ripe Local (Directory)
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Directory listings for pubs, cafes,

restaurants and

bars, featuring links to

site, menu, opening hours, maps/location
& write up.

partnerships@ripeintown.com

W
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mailto:partnerships@ripeintown.com
mailto:editorial@ripeintown.com
mailto:partnerships@ripeintown.com

: Trending Topics

Red HIk The Ultimaots

. Manington Peninsula
- 01l junteriond Getawoy: Food,

: Pae. 2 . Wine & Luxe Betreais

b o A = i s ! From Jungle Jusce to

- B! o A y - L. - Alpaca Farms: Why

L' - *  WoBombi Should Be on

- " - i ]

F E AT U R E P -\ .H -

DELIVERABLES:

Our team will produce a premium long-form feature 1 x editorially-led, premium feature article housed on

true ripe in Town style: immersive, editorially led, and

designed to be read, saved and shared.

1 x social carousel

o e | Newsletter inclusion to ripe In Town database
By positioning your brand within -a - compelling Content amplification - paid social - one month

narrative; whether that's a destination, experience, Brand usage: The final articles and reels can be
personality or moment, we create content that builds repurposed across your own channels

genuine connection, not just awareness.

*with famil (travel to destination), we charge an additional fee dependent on where client is located %”g‘
and to account for time spent 9



BRANDED
SERIES

DELIVERABLES:

e 4 x editorially-led, premium feature articles housed on
ripeintown.com

e Branded hub on ripeintown.com housing all brand’s
content with logo, outbound links & CTA

e 1 x high-impact social reel

e 2 X social carousels

* Newsletter inclusions to ripe In Town database

» Content amplification - paid social

e Brand usage: The final articles and reels can be
repurposed across your own channels

*with famil (travel to destination), we charge an additional fee dependent on where client is located
and to account for time spent
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THE DINING ROOM

An Experiential 2-

Harted | asting Menu
on the Mormngton
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WE'RE SENDING 2 PEOPLE TO THE RED
CENTRE Q

3-night luxtiry stay™
up:t0'$2,000 towards flights &car hire s

pe
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7%

Compelition + Dala Caplure

Offer a giveaway - stay, experience,
event tickets to our readers.

We’ll hero in an on-site feature & drive
entries via a game-of-skill (eg: “in 25
words or less tell us XYZ")

You'll own first-party data we collect.

Additional Paid Amplification

Extend your campaign impact with an
additional month of paid amplification.
Content will run as a collaborative ad
between Ripe in Town and [Brand
Partner], leveraging both audiences to
drive  sustained reach, deeper
engagement and longer campaign
lifespan.



DIRECTORY
LISTING

ripe Locals

Be discovered by an audience actively seeking where to
eat, stay and explore.

Unlike traditional directories, every listing sits within a
curated, editorial-led environment, meaning your brand is
positioned alongside trusted recommendations, not lost in a
crowded listing page.

Listings are structured to support ongoing discoverability via
search, helping new audiences find you organically.

Trending Topics

Early Morning Coffee Favourite

INCLUSIONS:

Business description aligned to our editorial tone
Key information (location, offering, contact details)
Curated imagery to bring your experience to life
Direct links to your website or booking platform



P R I ‘ |-\ /I I l ‘ |-\ TI Kaffeine, Bowral
b Trending Topics
{ | 1 P 48 Hours in Freycinet,
I I I I | \ | \ e T O1. Tasmanic: Where to Stay,
4 - Eat and Explore
\ ‘ : 2 R ] 24 Hours in Bowral: The

Dessert-Lover's Edition

When Is the Best Time to
. Visit Queensland? A

ripe Locals é ,y';‘ 3 . Month-by-Month Guide

McLaren Vale with the
. Kids: A Family-Friendly
Wine Tasting Itinerary

Details:

When Is the Best Time to

Be discovered by an audience actively seeking where to
eat, stay and explore.

. . . - . INCLUSIONS:
Everything included in the Directory Listing on ripe Locals
plus additional amplification.

e Everything included in the Directory Listing on ripe Locals
. . . e 1 x social carousel spotlighting your business, tagged &
We will create a social carousel that lives permanently on iinked POTIgENG Y 99
ripe in Town’s instagram feed showcasing your business, , _ _
. . L . * 1 x Newsletter inclusion to ripe In Town database
tagging your business and linking to the on-site listing. We . L
 Priority placement within ripe Locals

will provide additional amplification via a newsletter inclusion
to our subscriber database.



AS SEEN IN

cai o i# INFLUENCING s
EEREiles Sraret >

> FILM & SCREEN -~ - EXCLUSIVE Now raveland Hestye gukde s Digital Platform ripe in Town Launches Brand

‘ set to champion regional Australia

S Partnership Program to Connect Advertisers
i ot s e s With Australian Travel Audiences

BAT > Mncha » Wivwrs Mina & Pubstarg >

RIPE IN TOWN PUTS BRANDS ON THE MAP FOR REGIONAL TRAVELERS

£dited by Staff Writers ia iqgi f
Publishod on: Bth April 2026 at 11:48 AM : M = , a curated digital platform covering food, stays, and travel experiences, has
! : gital g ] - S13Ys, p :
launched a brand partnership program targeting advertisers seeking to reach Australian

audiences interested in regional travel

J
“[nlll"l[“s The platform, founded by Lauren Deighton, focuses on destinations, businesses, and
ine

experiences in regional towns across Australia. Partnership offerings include branded guides

I Latest News / T dis integrated campaigns, content series, sponsored features, and directory placements, with

@ INFLUENCING Net Influencer



https://www.bandt.com.au/ripe-in-town-puts-brands-on-the-map-for-regional-travelers/
https://influencing.com/au/story/ripe-in-town-championing-australia-s-undiscovered-regional-gems
https://www.netinfluencer.com/digital-platform-ripe-in-town-launches-brand-partnership-program-to-connect-advertisers-with-australian-travel-audiences/

partnerships@ripeintown.com
Phone: 0452 139 014

L. ripeintown.com



http://www.ripeintown.com/

APPENDIX




OUR TEAM

Lauren Deighton
Founder & Editor

Marie-Antoinette Issa (MAI)
Senior Writer

Fainaaz Ali
Wriler

Abigail Cook
Writer

Read more about our team here.
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https://ripeintown.com/about/

Content Example: Itinerary Premium Feature + Social Amp

48 HOURS IN BOWRAL

1 x long form premium feature on-site

1 x social carousel promoting feature, tagging
partners, with link in bio

START HERE STAY EAT

rype

DRINK EXPERIENCE SHOP

BY REGION « BY CATEGORY + ABOUT CONTACT ITINERARIES

Posts
ripeintown

M ripeintown and 3 others
** 11 Angus & Julia Stone - Chateau

48 Hours in Bowral (AKA Australia’s Best Country Towr

BY MARIE - ANTOINETTE ISSA » JUNE 17, 2026

Trending
Topics

48 Hours in

Freycinet,
0O1. Tasmania: Where
Stay, Eat and

4323 Q92 50 @ 4,232
Y Qo2 50

@34} Liked by mattyjay___ and others
ripeintown Some weekends are for catching up on
life.

Others are for escaping it...
| #HQntharmdiahlande QA

N

mare
Eoointoimn £Rovrs



https://ripeintown.com/newsouthwales/how-to-spend-the-perfect-weekend-in-bowral-local-tips-included/
https://www.instagram.com/p/DZ4FrLMk-mr/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==

Content Example: Content Seris + Branded Hub

INTO THE RED

ripe in Town partnered with Nullarbor Holdings
for a four-part written feature series to showcase
the diverse range of accomodation options and
activities available at their tentpole property in the
Red Centre: Kings Creek Station.

The content dove into the beauty, vastness and
cultural significance of the Watarrka region as well
as the story behind Kings Creek Station and the
people who make it an unforgettable stay.

Content was pulled into a branded hub and was
amplified via organic and paid social and edm
inclusions. As part of this four week campaign, we
also ran a major competition for first-party data
collection.

START HERE STAY

rype

EAT

DRINK EXPERIENCE SHOP

BY REGION ~ BY CATEGORY ~ ABOUT CONTACT

Into the Red

Take d journey into the heart of Australia, where ancient landscapes,

desert skies and unforgettable road trips reveal the true spirit of the
Centre. From towering gorgés to remote roadhotses and cultural
experiences deeply connected to Country, this series eaptures the

scale, stiliness and wonder that makesithe Northern Territory unlike

anywhere else.

ripe X i

KINGS CREEK

ITINERARIES




Content Example: Content Series Resullts

INTO THE RED CAMPAIGN RESULTS

e 540% increase in client’s instagram
followers during campaign period

e 108.8% uplift in client’s website
sessions during campaign period

.....

e 158% editorial target achieved

COMP: Win a Trip: Experience OQutback Luxury
at Kings Creek Station

Inside Kings Creek Station: ‘The Red Centre’s ‘The Ultimate 6-Day Red Centre Road ‘Irip
Most Memorable Stay Itinerary

e +42.3% increase in client booking
page traffic

e +31.8% increase in key event
conversions

true spirit of the

es and cultural

s coptures the

o 945 first opt-ins via campaign
competition

‘The Unexpected Roadhouse Stop in the Centre of ‘The Best Things to do Around Kings Creek

Branded Content Hub

the Red Centre Station and Kings Canyon



https://ripeintown.com/northernterritory/inside-kings-creek-station-the-red-centres-most-memorable-stay/
https://ripeintown.com/northernterritory/inside-kings-creek-station-the-red-centres-most-memorable-stay/
https://ripeintown.com/northernterritory/the-ultimate-6-day-red-centre-road-trip-itinerary/
https://ripeintown.com/northernterritory/the-ultimate-6-day-red-centre-road-trip-itinerary/
https://ripeintown.com/northernterritory/the-unexpected-roadhouse-stop-in-the-centre-of-the-red-centre/
https://ripeintown.com/northernterritory/the-unexpected-roadhouse-stop-in-the-centre-of-the-red-centre/
https://ripeintown.com/northernterritory/things-to-do-around-kings-creek-station-and-kings-canyon/
https://ripeintown.com/northernterritory/things-to-do-around-kings-creek-station-and-kings-canyon/
https://ripeintown.com/win/win-a-trip-to-the-red-centre-experience-outback-luxury-at-kings-creek-station/
https://ripeintown.com/win/win-a-trip-to-the-red-centre-experience-outback-luxury-at-kings-creek-station/
https://ripeintown.com/kings-creek-station-the-red-centre/
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