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Programme for Albany Delegation

July 14, Monday

Meet Albany delegation at Linyi

airport

Visit Linyi Urban Planning Exhibi-

tion Center

Lunch (Buffet)

Check in at the hotel (Pullman)
Visit Linyi Complex

ST
Broieiik e LE/RERH AR
BT S A S S AR T
REMIBEFIK

Brieia i R EIRARA—17

Visit Linyi University

Mr. Zuo Peiting, Executive Vice
- Mayor of Linyi Municipal Peo-
ple’s Government host a banquet

for the delegation

7TR17TB(EHMN)
July 15, Tuesday

. VTS £
R B E IR ATES Mt 20 Visit Willow Museum, Changlin

Group ( agricultural machinery),

Jin Zhengda Group ( compound
. 7




fertilizer, low control releasing

fertilizer)

Lunch at Linshu County

Visit Linyi Economic & Technolog-
ical Development Area ( Volvo —
Lingong Group, Lichen Logistics,
Eastern'Copper, South Campus of
Linyi No. 1 Middle School, Linyi
Foreign Language School )

Dinner
July 16, Wednesday

Visit Jinluo Group ( meat process-
ing) , Qianshan Wood ( wood pro-
cessing)

Lunch (Buffet)

Visit Linyi Association of Industry
and Commerce

Visit Linyi Museum

Mr. Chen Xianyun, Mayor of Li-
nyi Municipal People s Govern-
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ment meet delegation and sign
friendship city agreement with
Mayor Wellington

Banquet hosted by Mr. Chen
Xianyun

Julyl7, Thursday

Depart from Linyi
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Introduction of Linyi City

Linyi, a city near Yi River, is located
in the southeast of Shandong Province,
exercises jurisdiction to 3 districts, 9 coun-
ties and 3 development areas. It covers an
area of 17,200 square kilometers and has 5
population of 10. 83 million, and it is the
biggest city in Shandong in terms of both
population and area. In 2013, our GDP
reached 333 billion yuan, a year - on - year
increase of 11.04% ; and the total volume
of import and export reached 9. 41 billion
- US dollars, increasing 19.1%.

Linyi has been awarded the titles of "
National City with Civility" , " National Gar-
den City", " National Outstanding City on
Environmental Protection" , " National Sani-
tary City", " China Calligraphy City", "
China Geothermal City" " China Market Cit-
y", " China Logistic City" and so on.

Linyi is a city with long history and

« 1 «
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splendid culture. It was established about
2500 years ago. Linyi is the hometown of
many celebrities in Chinese history, such as
Zhuge Liang, a famous statesman and strat-
egist in the Three Kingdom Period (220 -

280) ., Wang Xizhi, a famous calligrapher
in the Jin Dynasty (265 —420) ; Liu Hong,

the inventor of abacus. 13 of Confucius
Students were from Linyi, and 7 of the most
famous 24 filial stories happened in Linyi.

The world renowned bamboo slips of Sun Zi*
s Art of War and Sun Bin§ Art of War were
also unearthed here.

Linyi is a city rich in recourses. The
agricultural products here are of high quality
and large quantity. We have eight bases
with characteristics for peanut, raw tobac-
co, silkworm, wickerwork, ginkgo, honey-
suckle, chestnut and tea. Vegetables and
fruits are the products with strong competi-
tive edge. There are also many kinds of
mineral resources in Linyi, of which 78
kinds have been explored. The dolomite re-
serve ranks first in the country and that of




diamond, silica sand and ceramic clay
ranks second in China. Based on the rich
resources, we have developed eight pillar
industries including foodstuff, metallurgy,
chemical, wood, machinery, building mate-
rial, pharmaceutical and textile &garment.
The tourism resources in Linyi are of
special characteristics. Mount Meng, one of
the national AAAA - grade Tourist Attrac-
tions, is the second highest mountain in
Shandong Province, and it is called the "
Natural Oxygen Bar" and " Longevity Moun-
tain" as it is very good for peoples health to
stay there. The mountain featuring a lying
3800 — meter Buddha is called world won-
der. The underground canyon has a total
length of 6100 meters and is entitled the
Jongest canyon in China and the best under-

ground canyon for drifting. The Xiaobudong
Rubber Dam runs 1247 meters and is listed

in the Guinness Book of World Records.
Other places of interest, such as the Muse-

um of Bamboo Slips and the Former Resi- '

dence of Wang Xizhi, Natural Museum in
.18 -
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Pingyi County all enjoy high popularity in
the country.

Linyi is also famous for its business

and trade. At present, there are 101 spe-
eia]'ized wholesale markets in Linyi. In
2013, the sales volume reached 209 billion
yuan and the sales network covers all prov-

s, municipalities, and autonomous re-
gions in China and 20 countries and regions
the world with 60,000 brands of products

)7 categories such as small commodity ,

dware, building materials, wood — based
pa nel.

Linyi is rich in water resources, with
ver and Shu River running through the
The drainage area covers 77% of the
of Linyi. In downtown areas, we have
7 rubber dams and 8 water gates,
ng 48 square kilometers of water sur-
There are 191km of roads along the
er bank. The green coverage ratio in ur-
sas reaches 44.9% , and the per ca-
green coverage is 17 square meters.

yi is a city with advantageous loca-




ﬁ?— e,

" AGENDA ITEM ED017 REFERS

tion and convenient transportation. There
are two railways and five expressways criss-
cross in the city. The mileage of expressway
and highway is 516km and 25, 600km re-
spectively, ranking in the front in the prov-
ince. It is only 120 kilometers to nearby
ports ( Lanshan, Rizhao, Lianyungang) and
150 kilometers to Qingdao Port. Linyi Air-
port is the national second — grade airport
with more than 20 domestic airlines, which
makes it much more convenient for Linyi to
connect with the outside world.

.20 -
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ALBANY

1. Tourism, events and economic development

The City of Albany’s vision is to be Western Australia’s most sought after and unique Regional City to live,
work and visit. The City's Community Strategic Plan — Albany 2023 has identified 5 key themes. “Smatrt,
Prosperous and Growing” is one of these key themes and forms the platform for the City’s Economic
Development Strategy adopted by Council in November 2013.

A key objective of the Economic Development Strategy is to develop Major and Regional Events as an
important contributor to the growth of tourism development within the City of Albany.

The staging of Major and Regional Special Events has the ability to produce a wide range of significant
economic and social benefits for communities and regions, and is considered a Regional promotional tool
for successful tourism destination development.

Events increase the opportunities for new expenditure by attracting visitors to that destination and by also
retaining the expenditure of locals who may spend their leisure dollars elsewhere. Events can also strongly
influence both day trip and overnight visitation and have been used successfully to attract visitors during
the quieter or shoulder periods of a tourist season.

As well as providing opportunities to increase direct visitor expenditure at a destination, they can also
contribute substantially to a destination’s range of tourist attractions, facilitate media coverage for the
destination, promote awareness of the destination for future visitation and lead to the construction of new
facilities and infrastructure.

Albany has identified the visitor economy as being critical to the economic success of the region and major
events are one of the core pillars of this visitor economy. This strategy sets out a plan for determining the
types of major events that are right for Albany now and in the future and that have the potential to stimulate
powerful outcomes for the region.

Major events can play a key role in helping cities achieve their long-term economic and social aspirations.
This has been recognised by many successful cities around the world. The four main benefit streams
associated with events are:

- Economic benefits

- Destination Promotion
- Social wellbeing

- Legacy benefits.

Economic Benefits
Events can deliver direct economic benefits by bringing new money into the economy. This can occur
through two distinct channels:

- The event organiser sources a proportion of its income from outside the region and spends
it in the region to deliver the event. This results in additional business to business
expenditure.

- The event attracts visitors who spend money in the region. This results in additional
consumer to business expenditure in the economy.

18
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Events can also deliver indirect economic benefits via multiplier effects that result from the introduction of
new money into the local economy that stays in the region through employment of services and purchase
of goods and services sourced locally.

Various multiplier formulas and event economic impact models exist to differing levels of sophistication
however the City will adopt a standard event multiple of 1.2 x direct economic impact estimates as this is
generally accepted as a reasonable measure of total economic benefit. This is considered conservative as
in comparison Tourism Research Australia estimates total tourism output multiplier for the Australian
economy is 1.92, that is for every dollar tourism generates directly, it value adds an additional 92 cents to
other parts of the economy (source: Tourism’s Contribution to the Australian Economy 1997/8 to 2012/3,
TRA April 2014).

Event visitors are attractive as they display above average levels of daily expenditure. The current
Australian standard for estimating average visitor spend is holiday and leisure visitor $180 per night and
sports event visitor $234 per night (sport participating and watching) sourced from Tourism Research
Australia (NVS Overnight data 2013/14).

Destination Promotion

Hosting major events can have a significant impact on a host destination and its image, and can be a cost
effective means of promoting the Amazing Albany destination brand to a wide audience of potential visitors,
investors and new residents. Hosting major events has been identified as an effective driver to attract the
important Perth visitor market to Albany destination. Tourism Research Australia surveyed visitors that had
attended an event in the past 2 years. Results revealed some 98% of those surveyed indicated an interest
in attending events in regional areas, and 87% said they were willing to travel more than 2 hours/overnight
trip (source: Events: Drivers of Regional Tourism, TRA August 2014).

Social Wellbeing
As well as their short-term benefits, events make cities more vibrant and interesting places to live, bringing
people and communities together and giving them a sense of identity, belonging and building civic pride.

Legacy benefits

Elevating the host’s global stature and accelerating its economic and social development, major events can
be a significant catalyst for change and building capacity within the local community. Cities have used
major events to give focus to their priorities such as fast-tracking city infrastructure or developing long-term
business and trade connections.

2. Events Defined

A term sometimes used loosely to encapsulate all levels of group activities it is important to clearly define
what are Major and Regional events that relate directly to this strategy. The following list defines various
levels of events as they relate to Albany and the Great Southern;

Mega events - Anzac Centenary Commemoration weekend, one off, irregular basis and of international
importance.

Major events - events of national or international interest, that are pivotal to Amazing Albany brand,
generate economic and social benefits. Typically one off, major economic drivers and brand enhancers,
City may or may not be involved in event delivery beyond financial support and marketing. The City
allocates a major event attraction budget each year and secured the Clipper Round the World Yacht Race
in 2013 and the National Athletics Cross Country Championships in 2014.

Regional events - events that attract regional participation and visitation, that reinforce the Amazing
Albany brand, and generate economic and social benefits. The City's Regional Event Sponsorship (RES)

4
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program is annual event sponsorship funding program focused upon delivering economic and social
outcomes. Examples of events funded under the City’s RES include the Great Southern Festival (PIAF),
Albany Car Classic, and the Albany Urban Downhill.

Community events — events that are organised by local community groups and are designed to attract a
local audience and in may cases raise funds or awareness for local organisations ongoing sustainability.
The City of Albany currently allocates funding annually to ...........

Civic events - events that are driven by and supported by local communities that deliver social outcomes in
a local setting. Examples of Civic events delivered by the City include the Annual Christmas Pageant, ,
Australia Day and New Years Eve events.

This strategy only relates to Major and Regional Events

3. Role of Albany City Council

The City of Albany is a major contributor to local tourism most visibly via the direct operation and
management of the Albany Visitor Centre, the Albany Heritage Park visitor attractions and the Albany
Regional Airport. In addition the City allocates funds for visitor destination marketing of the region, major
event attraction and event sponsorship. The Council is also involved in the planning, provision and
management of community activities, services and infrastructure that are shared by residents and visitors.
These include parks and reserves, roads, water management, pedestrian and streetscape improvements,
and public amenities such as toilets, trails, bikeways and parking areas.

Council also owns and leases a number of tourist commercial accommodation (caravan parks) and
hospitality facilities (cafes and restaurants), the Brig Amity replica attraction, the HMAS Perth dive site,
undertakes a major coordination role for land based activities for visiting cruise ships and contributes to
tourism related initiatives on a project style basis.

Council’s central role in tourism also includes acting as the consenting authority for most development
applications and is responsible for decisions related to land use planning.

Economic development is a major role and responsibility of local governments and is considered essential
to increase the social, economic and environmental prosperity of Albany and the surrounding region.
Tourism has been identified as a key economic development priority for Albany.

Developing and supporting a strong major and regional event portfolio of events has been identified a
cornerstone for Albany’s visitor destination development. However not all events are commercially viable
on a standalone basis, even if they generate region wide benefits that exceed the cost of running the event.
This is the reason why public funds are required to assist in major event attraction and delivery.

20
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4. Focus Areas - Major and Regional Events

The City has identified four main focus areas for the Major and Regional Events Strategy;

- Event friendly host destination

- Effective and value for money resourcing
- Event evaluation tool

- Portfolio of major and regional events

1. Event Friendly 2. Resourcing

Host Destination Achieve Major and Regional
Provide event friendly Events Strategy objectives in

most cost effective manner
possible.

approval, attraction and
support processes.

4. Portfolio of major
and regional

events
Develop a portfolio of
events that leverage
Albany’s unique selling
points and maximise
competitive advantages.

21



Focus Area 1: Event Friendly Host Destination

AGENDA ITEM ED0O18 REFERS

The City of Albany facilitates the development of a successful local visitor industry by operating attractions
and maintaining visitor facilities, attracting major events, marketing the visitor destination, and attracting
additional investment. Attracting and supporting major events is a key activity of Council via annual budget
allocations towards the major event attraction and regional event sponsorship programs.

However providing funding of major and regional events is only one part of the City’s role. Albany must
compliment its proactive approach to securing and supporting events by implementing an ‘event-friendly’
and easy to do business with approach across all its departments.

This event-friendly approach applies equally to infrastructure (e.g. provision of venues, tourism and
transport) and regulatory processes (to avoid red tape and to assist in facilitation of gaining approvals).

Focus Area

Objectives

Actions

1

1.1 Develop event

processes.

friendly  approval

Create Events and PR Coordinator role to
provide one main City contact point for
external event organisers.

Develop streamlined and
events approval processes.

improved City

City to adopt “can do” and supportive
economic development perspective across
all departments.

1.2 Implement a timely and effective
selection process for Major Event attraction.

Use the event evaluation tool to instruct
major event selection. Target score 45/70
points.

Council to adopt this strategy and the event
budgets.

Delegate authority to CEO to select hosting
and funding of events that meet budget
allocations and evaluation tool conditions
without the need for Council approval.

1.3 Develop strategic partnerships with key
event stakeholders

Establish working
agencies;

- Tourism WA'’s Eventscorp.

- Perth Convention Bureau

- Great Southern Development

Commission

- Regional Development Australia

- Sports Marketing Australia

- Australia’s South West

relationships with key

22
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Establish working relationships with local
partners;

- ACCI

- Albany Entertainment Centre

- Albany Venues

- Neighbouring LGAs

Establish working relationships with regional
event organisers.

Focus Area 2: Resourcing

Implementation of the Major and Regional Events Strategy is the responsibility of the City’s Tourism
Development and Services section within the Community Services Directorate.

The Manager of Tourism Development and Services role is responsible for a number of key visitor industry
economic drivers including;

Airport; key transport infrastructure for business, FIFO, tourism markets, potential learning hub and
job creator,

Visitor centre & servicing; welcoming point for destination to visitors and attracting new residents,
Destination marketing; Amazing Albany brand, tourism, new residents, business attraction,

Product development; visitor products and infrastructure, accommodation, hospitality, attractions,
retail and tour experiences, investment and infrastructure attraction, and

Major and Regional events; key economic and social outcomes drivers.

Council approved the creation of an Events & Public Relations Coordinator role in the 2014/15 budget and
this is now in place. This position is currently implementing a new events approval process to streamline
the City’s internal event approval processes across all directorates. The role is responsible to:

Provide a central contact and administration role for external entities (both commercial and not for
profit groups) seeking to stage events within the City of Albany municipality.

Assist in the delivery of key Community Services business units marketing and social media
promotional activities.

Assist in the delivery of the Amazing Albany destination brand, marketing, tourism, website and
social media initiatives where required.

Focus Area | Objectives Actions
2 2.1 Grow Major Event Attraction and | Council to commit to long term funding of
Regional Event Sponsorship budgets. Major and Regional events program and

strategy.

CEO to investigate new and sustainable
funding models, partnerships, local business
contributions, commercial differential rating
models to grow the City's tourism, events
and economic development budgets.

23
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Focus Area 3: Event Evaluation Tool

A key part of this strategy paper is the development of an event evaluation tool that can be used to
understand the strengths and weaknesses and guide support of future events for the Albany's major and
regional events portfolio.

A draft assessment methodology has been developed to measure an event’s potential impact across
economic value, job creation, destination promotion, strategic fit with City objectives, social and community
benefits.

A maximum score of 70 can be attributed to any one event from this tool.
The assessment tool scores an event across 7 variables being;

Number of visitors from outside the region and from within the region
Economic spend Return on Investment (ROI) and overall spend
Number of jobs created

Level of strategic fit with City objectives

Level of destination exposure/media and PR value

Timing of event in shoulder or low periods

Social value, level of community engagement

N o ok WwN R

Focus Area | Objectives Actions

3 3.1 Develop a consistent approach to event | Develop and adopt the event evaluation tool.
measurement and evaluation that weights
event deliverables based on Albany’s unique | Test and continually refine tool.
requirements.
Council to assist in establishing minimum
rating scores for financially supporting
events.

Focus Area 4: Portfolio of Major and Regional Events

A Portfolio Approach to major and regional events for Albany needs to be clear what type of events to
attract and support. As guiding principles the City of Albany will support development of major events
which;

1. Positively reflect the character of Albany and south coast region lifestyles,

2. Support Albany’s unique identity and align with the Amazing Albany destination brand,

3. Will attract significant visitor numbers to the destination via a strategically balanced year round

event calendar, and
4. Leverage and maximise Albany’s unique points of difference and competitive advantages,

To be clear Albany’s points of difference and competitive advantages include;

Uniguely Albany;

Strong ANZAC historical connection.

Oldest WA European Settlement boasting strong examples of heritage buildings.
Food and Wine gquality and diversity are rated highly;
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- The Southern Coast region is renowned for its organically grown produce, award winning wines, and gourmet foodie
scene.

Strong Art and Culture scene;

- Albany Entertainment Centre (AEC) impressive state of the art performance facility seating up to 623 people in main
theatre and attracting high profile international acts.

- Strong local creative industry and Vancouver Arts Centre.

Trails development;
- Trails — southern terminus for both the Bibbulmun walking and the Munda Biddi mountain bike trails.
- Mountain biking, adventure based sports and outdoor recreation pursuits are a strong focus.
Impressive Natural Environment;

- Elevated vantage points in and around City to take advantage of land based viewing of events in and around the harbour.

- Diverse ecology of flora and fauna (whales, potoroos, birds).

- West Cape Howe National Park is the most southerly point in WA.

- The main population centre is surrounded by four National Parks (Gull Rock, Torndirrup, Waychinicup and West Cape
Howe) and one designated Nature Reserve (Two Peoples Bay) lends itself to tag line “a city surrounded by amazing
nature”.

- Impressive protected natural harbour for sailing, cruising, whale watching, fishing and diving.

- Neighbouring hinterland includes the Stirling Ranges, Porongurups, and Fitzgerald River National Parks boasting
significant natural biodiversity.

Strong Green credentials;
- Renewable energy, the 18 wind turbines produce some 80% of Albany’s electricity needs.
- Traffic management systems (no traffic lights, bypass roads, roundabouts).

In addition the City of Albany Events Strategy has a strong preference to support events that;
v' Take place in the shoulder or low season for visitors, and
v' Showcases the best of Albany and the south coast to the rest of Australia and overseas.
v Provide a direct financial return to the City by way of fees and charges recouped through City of
Albany business units i.e. commissions from accommodation bookings and airport passenger

levies.
Focus Area | Objectives Actions
4 4.1 Develop a cost effective major and | Leverage off Albany destination awareness
regional events portfolio that delivers | from Anzac 2014-2018 event mega event

required outcomes and benefits.

4.2 Secure at least one major event for the
Albany region each year that delivers an
agreed ROI from city direct investment.

program.

Actively pursue at least one major event per
annum that scores minimum pre-event
assessment target of 45/70.

Support regional event organisers via the
annual RES program to develop an active
regional event portfolio that scores greater
than 35/70.

4.3 Attract and support business events to
the Albany destination.

MICE - Meetings Incentive Conference
Exhibitions industry sector.

Provide support services to business

conferences and meetings.
Develop business events venues information
collateral and provide supporting visitor

information and services.

AVC to act as preferred accommodation and
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tour booking service.

Partner with local venue (AEC) and key
agency stakeholders to attract MICE events.

4.4 Use major and regional events as a key
platform for delivery of Amazing Albany
destination marketing message.

City’s Event support conditional on Amazing
Albany brand integration.

RES program acquittal tied to Amazing
Albany brand KPIs.

Integrate event marketing across Amazing
Albany marketing channels and collateral.

26

11




Attachments

- New Draft Event Evaluation Tool

27

AGENDA ITEM ED0O18 REFERS

12



AGENDA ITEM ED0O19 REFERS

City of Albany
Major Event evaluation tool
as at September 2014
Score (1 to 10)

Evaluation variable Notes
1 Number of visitors Visitors are defined as any competitor, participant, spectator, event organiser, support crew that visits Albany and normally resides outside the Albany LGA region. Do not include local Albany residents
2 Economic spend ROI and overall spend Use profile id calculation tool. Calculate ROI based on funding level requested score 1-5. Estimate total dollar spend score 1-5.
3 Number of jobs created Use profile id calculation tool. Calculate number of jobs created. Scored as either nil=0, through to >40=10. See separate table.
4 Level of strategic fit with City objectives Assess against City of Albany "smart prosperous and growing" and events strategy objectives. Scored as either nil=0, very low=2, low=4, medium=6, high=8, very high=10.
5 Level of destination exposure/media and PR value Scored as either nil=0, very low=2, low=4, medium=6, high=8, very high=10
6 Timing of event in shoulder or low periods Scored as peak=2, shoulder=6, low=10
7 Social value, level of community engagement Scored as either nil=0, very low=2, low=4, medium=6, high=8, very high=10

Total score out of a maximum of 70 points
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Visitor numbers calculation tool
Visitors are defined as any competitor, participant, spectator, event organiser, support crew that visits Albany and normally resides outside the Albany LGA region. Do not include local Albany residents.

Scoring table
Number of visitors

[7d
o
o
1
]

0

1-250
251-500
501-750
751-1000
1001-1500
1501-2500
2501-4000
4001-6500
6501-10000
>10000

O 0o NOUTL B~ WNE O

=
o
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Economic Value calculation tool
Economic value based on twomeasures. 1. Total event economic impact in dollars, and 2. Calculated ROl based on level of City funding asked/provided.

Scoring table

1. Total Dollar Spend Score 2. ROI based on City level of support Score
0 0 0 0

up to $500k 1 0-4 1
$500k-$1m 2 5-9 2
$1m-$3.5m 3 10-14 3
$3.5m-$5m 4 15-20 4

>$5m 5 >20 5

Add the scores from total economic value and ROl together to get Economic Value total score.
Use the profiel id calculator tool to calculate 1. Total dollar spend.
Calculate ROI, divide total dollar spend figure by leve of funding supplied by City

30



AGENDA ITEM ED0O19 REFERS

Jobs calculation tool
Jobs created using profiler id calculation tool.

Scoring table
mber of jobs Score
0

1-3

3-6

6-9

9-12

12-15

15-20

20-25

25-30

30-35

>35
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Media PR Value
Assess level of destination awareness, level of media exposure, level of PR value achieved. Scored subjectively on scale 0-10

Scoring table

Level of fit Score
nil 0

1

very low 2
3

low 4

5

medium 6
7

high 8

9

very high 10
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Strategic Fit
Assess against City of Albany "smart prosperous and growing" and events strategy objectives. Scored subjectively on scale 0-10

Scoring table

Level of fit Score
nil 0

1

very low 2
3

low 4

5

medium 6
7

high 8

9

very high 10

SMART PROPEROUS GROWING OBJECTIVES

Strategic Objective: 1.1 ?7?.

Strategic Objective: 1.2 To strengthen our region’s economic base.

Strategic Objective 1.3 To develop and promote Albany as a unique and sought after destination.

EVENT STRATEGY OBJECTIVES

Support development of major events which;

1. Positively reflect the character of Albany and south coast region lifestyles,

2. Support Albany’s unique identity and align with the Amazing Albany destination brand,

3. Will attract significant visitor numbers to the destination via a strategically balanced year round event calendar,
4. Leverage and maximise Albany’s unique points of difference and competitive advantages,
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Timing
Encourage staging of events in low and shoulder periods. Only 3 scores available, 0, 7 or 10 depending on which month event is staged.

Scoring table

Level of fit Score Albany seasonality defined
Peak period 0 Low months; May, June, July and August
shoulder period 7 Shoulder; February, March, October and November
Low period 10 Peak; December, January, April and September
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Social value
Assess level of social value, level of local community engagement achieved. Scored subjectively on scale 0-10

Scoring table

Level of fit Score
nil 0

1

very low 2
3

low 4

5

medium 6
7

high 8

9

very high 10
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