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óBuilding a sustainable, liveable and prosperous rural Queenslandô 
 

 

 

The Community Business Plan for the Monsoon Centre in Normanton is part of the Queensland 

Government‟s Blueprint for the Bush, a 10-year plan to build a sustainable, liveable and 

prosperous rural Queensland. 
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Disclaimer 

This document has been prepared by Balfour Consulting Pty Ltd from information provided by the client and from other 

identified sources.  We have included this information in good faith, and our procedures do not necessarily include 

confirmation or validation of the information.  This document has been provided to the client for its exclusive use, and no 

other party should rely on the findings, inferences or forecasts made therein.  Balfour Consulting Pty Ltd accepts no 

responsibility for use of this document by parties other than the client.  This document contains recommendations and 

projected outcomes that can be affected by unforeseen variables.  No guarantee, expressed or implied, is given that these 

recommendations and projected outcomes will be achieved, and no responsibility is accepted by Balfour Consulting Pty 

Ltd for eventual outcomes. 



BE ENGULFED MONSOON EXPERIENCE – BUSINESS PLAN 2009 

 

 Prepared by Balfour Consulting 

4 

 

Part A -  Executive Summary 

 

The Business Plan for the development and operation of the Be Engulfed Monsoon Experience 

(BEME) has been undertaken on behalf of the Carpentaria Shire Council (CSC).  Key 

stakeholders in the project include the local tourism industry, Traditional Owners, local 

businesses, the local Heritage Association, Gulf Savannah Development (GSD) the Northern Gulf 

Resource Management Group (NGRMG) and Southern Gulf Catchments Ltd (SGC). 

 

The BEME is planned as a tourist attraction based on the interpretation of the transition from dry 

season to wet season in the Gulf Savannah and the impact of this transition on the flora and 

fauna of the region and the lifestyles of the people who live there.  Life in the Gulf Savannah is 

dominated by the major river systems that drain north and west into the Gulf of Carpentaria 

following monsoonal rains and usually creating major flood events engulfing the Savannah region.  

These flood events are quite different to those of Queensland's tropical east coast and can be 

quite spectacular in their size and duration.  Consequently, these events significantly impact all 

life in the region.   

 

The BEME will also be an interpretive centre and access point for the Mutton Hole Wetlands 

Conservation Park (MHWCP), a 70 ha area of wetlands adjacent to the Norman River and directly 

opposite Normanton.  It is planned to develop this conservation park as a major nature-based 

tourism facility that would include indigenous tourism and Bush Tucker experiences, birdwatching, 

crocodile spotting and other nature-based experiences. 

 

The Business Plan assumes the BEME will be launched in July 2011 and has been developed in 

four interrelated parts being: 

1. Strategic Plan,  

2. Project Implementation Plan,  

3. Operational Plan and  

4. Risk Management Plan (separate document) 

 

The development of the Business Plan was preceded by Feasibility Study, which details the 

feasibility of the BEME project in terms of its economic, social and environmental contribution to 

the Carpentaria Shire and the Gulf Savannah region.  The Feasibility Study includes extensive 

research into current economic and social issues faced by the CSC, the current tourism market to 

the Shire and the key tourism markets available to tourist operators in the Outback and Gulf 

Savannah regions of Queensland.  This research has contributed significantly to the development 

of the Strategic Plan section of this Business Plan. 

 

The Strategic Plan identifies the vision, mission, values and goals of the BEME and includes 

analysis of the environment in which the BEME will operate.  From this analysis has been 
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undertaken of key issues that will impact on the successful implementation of the project and 

ongoing operation of the BEME.  The Strategic Plan also identifies and defines the Key Result 

Areas of the project, being those areas of outcome and output for which the BEME Manager will 

be responsible.  These key result areas are: 

1. Marketing/communications 

2. Stakeholders 

3. Operations 

4. Training & Staff Development 

5. Financial Viability 

 

A set of strategies has been developed for each KRA, with a particular emphasis on 

Marketing/communications and Stakeholders as these KRAs that are unique to the BEME (rather 

than extensions of current CSC activities and procedures) and have the greatest impact on its 

vision, mission and goals. 

 

The Project Implementation Plan addresses the actions and activities that need to be undertaken 

in the twelve month period between the CSC receiving the required funding and the official project 

launch.  This Plan outlines key objectives of the implementation process identifies assumptions 

and constraints impacting on that process and details activities to be undertaken in graphic form 

through a Gantt Chart it also includes a project communications plan outlining communications 

activities to be undertaken leading up to and including the project launch.  The timing of this plan 

can be altered to support a staged implementation process if needed.  Prior to funding becoming 

available, the Project Implementation Plan will require a thorough review and update. 

 

The Operational Plan focuses on the first 12 months of BEME operations and can be easily 

altered to meet the operational requirements of the BEME whatever the eventual launch date.  

The Operational Plan outlines key issues affecting each KRA and provides Activity Plans to 

implement KRA strategies. These activity plans include the strategies, implementation activities 

needed, the CSC officer/s responsible for each activity, the timeframe for undertaking these 

activities and any budgetary resources needed.  The Operational Plan also includes a draft 

budget with cash-flow projections for the first4 years of operation of BEME. 

 

The main objective of this Business Plan is to provide the CSC with a sound strategic base for the 

operation and management of the BEME, a clear outline of the implementation process, details of 

activities to be undertaken in first year of operation and a comprehensive template for operational 

planning and the reporting of BEME outputs and outcomes on an ongoing basis. This is supported 

by a Risk Management Plan that includes a Risk Policy and associated risk management 

procedures to guide the development and maintenance of a Risk Register for the BEME.  The 

Risk Register includes all identified risks to the BEME, analysis and evaluation of these risks and 

options for Risk treatment or mitigation.  

 

These are the tools needed to ensure the BEME can aspire to its vision, achieve its mission and 

realise its goals. 
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Part B -  Strategic Plan 

 

1. VISION, VALUES & GOALS 

1.1. Vision 

“To be recognised nationally and internationally as Australia's most unique and innovative 

environmental interpretive experience and nature-based tourism attraction.” 

1.2. Mission 

Á With the support and input of the local community, provide a high quality interpretive 

experience based on the relationship between seasonal change and the environment of the 

Gulf Savannah region, to visitors to the Shire. 

Á Promote the people and lifestyle of the Carpentaria Shire, and the diversity of natural, 

heritage and indigenous tourism attractions in the region.  

Á Increase visitation to the Gulf Savannah region and the value of tourism to the Carpentaria 

Shire. 

1.3. Goals  

1. To provide understanding of the Gulf Savannah environment and the lifestyle of residents of 

Carpentaria Shire to an average 15,000 visitors a year, over the first 3 years of operation . 

2. Increase overnight visitors to the Shire by 25% over the first 3 years of operation. 

3. Be catalytic in the development of tourism products and services within Carpentaria Shire and 

through this increase the value of tourism to the Carpentaria Shire by 20% over the first 3 years 

of operation. 

4. Achieve recognition through awards and media exposure for the quality, impact and relevance 

of the experience presented. 

1.4. Values 

The BEME‟s core values define the experience it will deliver and the various elements that make 

up this experience. 

 

Excellence - The BEME will pursue excellence in the quality of its displays and in the depth and 

accuracy of the visual and verbal content it presents. 
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Commitment to the Environment - The BEME will take a leading role in creating understanding 

and appreciation of the Gulf Savannah environment, by educating and informing visitors to the 

region and by providing information and real-time access through BEME Web site. 

 

Partnership with the Community - The BEME is a partnership between the Carpentaria Shire 

Council and various core elements of the local community including pastoralists, traditional 

owners, tourism operators, fishermen, businesses and schools. 

 

Education & Learning - Education is a key factor in ensuring the sustainable management of our 

environment - the BEME will develop education programs and be an online education resource to 

support Science, Geography and SOSE curriculum activities within Queensland schools.   

 

Partnership with the Tourism Industry - BEME will work in partnership with the local and regional 

tourism industry along with regional and State tourism promotion organisations as a key regional 

visitor attraction and a catalyst for the development of associated nature-based and ecotourism 

products. 

 

Heritage - The BEME will work to preserve the social and natural heritage of the Carpentaria 

Shire by supporting the sustainable use of the Burns Philp Building and highlighting heritage 

issues and attractions across the Shire. 
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2. STRATEGIC ANALYSIS 

2.1. Environmental (PEST) Analysis 

The following matrix summarises the external environment in which the BEME is being 

established and will operate, and the Political, Economic, Social and Technological issues that 

could impact on its development and operation. 

 

 

Political/legal  Economic 

Á Will require State and/or Federal 

government funding to develop BEME. 

Á Part of TTNQ region but receiving little or 

no support from that RTO. 

Á Looking to establish stronger links with 

Queensland's Outback tourism region. 

Á Serves Land & Sea management function 

along with that of a tourist attraction. 

Á Strong links with NGRMG & SGC 

Á Heritage aspects of Burns Philp Building 

require consideration 

Á Will link to the MHWCP which is a State 

government-controlled entity. 

Á Must demonstrate an ability to support 

nature-based and indigenous tourism 

development. 

 

Á Regional tourism industry mainly based on 

low-value caravan tourists visiting the 

Shire to go fishing 

Á Shire economy projected to experience 

negative growth over the next 20 years. 

Á Major economic driver, Zinc mining, set to 

close by 2017 

Á Limited employment or career 

development opportunities. 

Á Minimal growth in business activity in the 

Shire over the past five years. 

Á Tourism recognised as a key economic 

driver of the Carpentaria Shire. 

Á Generally low levels of investment in 

tourism reflected in the range and quality 

of the product presented 

 

In order to develop the BEME, the CSC will need to access State and/or Federal funding to pay 

for the development and installation of all aspects of the project.  The project is specifically aimed 

at addressing structural imbalances in the regional tourism industry while at the same time 

promoting understanding of environmental diversity in the region and issues that impacting on 

this.  The development of the BEME in close association with the VIC, and as an interpretive 

centre and access point for the MHWCP will create a tourism hub for the Shire that provides 

visitors with access, bookings and information to attractions and products.  The growth and 

diversification of the tourism industry in the Carpentaria Shire is critical to long-term economic 

growth.  The importance of tourism as an economic driver will be enhanced when the Zinc mining 

ceases operations in 2017. 
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Social Technological 

Á Shire population projected to experience 

negative growth over the next 20 years 

Á Over 37% of the population indigenous, 

mainly aboriginal, background.  

Á Qualifications of local community lower on 

average than that of Queensland 

population. 

Á Young people often required to leave the 

Shire for education and employment 

opportunities. 

Á Limited entertainment and social support 

facilities. 

 

Á Limited Internet access in the region 

Á Telstra only telephony provider 

Á Will gain significant benefit from national 

broadband network 

Á Limited availability of technology skills 

and equipment. 

 

The Shire currently faces the prospect of declining population, which will in turn impact on the 

availability of services and facilities from either private or public sector providers. Any reduction in 

services will have particular impact on older residents and those of aboriginal background. Lack of 

service impairs the ability of the CSC to attract new residents and businesses. 

 

Loss of younger people from the area for employment or education purposes means a loss of 

skills and capacity.  As a relatively isolated outback region, the Carpentaria Shire has only limited 

access to communications and information technology compared to towns and cities on 

Australia's east coast. 
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2.2. Operational (SWOT) Analysis 

The following SWOT (strengths, weaknesses, opportunities and threats) analysis has been 

undertaken as the basis for identifying key issues impacting on the development and ongoing 

operation of the BEME and the Key Result Area Objectives that will need to be achieved in order 

for the project to be successful. 

 

Strengths Weaknesses 

Á Availability and suitability of the Burns Philp 

Building. 

Á Unique nature-based tourism interpretive 

product. 

Á High level of community support. 

Á Inclusion of local Traditional Owner groups. 

Á Innovative, high-quality concept for the 

BEME. 

Á Strong support from Council. 

Á Strong support from the NGRMG & SGC. 

Á Linkage to the Mutton Hole Wetlands. 

Á Proximity to the Visitor Information Centre. 

Á Quality and range of bird species found in 

the Shire. 

Á Unique Gulf savannah environment. 

Á Gulflander rail experience. 

Á Level of group tour visitation. 

Á Sealed road access from Townsville & 

Cairns. 

Á Current availability of funding.   

Á Current tourism facilities in Normanton. 

Á Availability of skilled and experienced 

tourism professionals. 

Á High degree of the regional seasonality. 

Á Current tourists to the Shire focused on a 

low-cost fishing experience. 

Á Current tourists dominated by pensioner 

self drive caravan market. 

Á Distance from key inbound airports. 

Á Distance from major regional centres. 

Á Focus on high seasons not building 

shoulder seasons (mid-March to mid May 

and mid-August to mid October). 

 

 

Most of the identified strengths of the BEME derive from its geographical location (in Normanton 

as the gateway to the Gulf Savannah region and the point where the Savannah Way and the 

Matilda Highway connect) and its location in the Burns Philp Building.  This historic building links 

back to when Normanton was the major port and access point to a range of mining activities in the 

region, including gold mining at Croydon. The other strengths are the quality of the concept for the 

BEME, which has been developed with direct input from the community, and the level of support 

this concept has from key stakeholders and the community. 

 

However, location is also a significant weakness, as Normanton is over 700km from the nearest 

regional centre and major inbound port, Cairns.  Its remoteness and reputation for quality fishing 

has made Carpentaria Shire a target for a version of the "Winter Drifter" phenomenon - retirees 

with caravans wanting a low-cost destination where they can escape the southern winter.  This 

group dominates the caravan parks in Karumba from mid May to mid August, along with other 
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available paid or free camping areas in the Shire. This makes access difficult for other segments 

of the self-drive market who may prefer to spend just a few nights in the Shire and may be 

prepared to spend more on products and services while doing so. 

 

Opportunities Threats 

Á Involvement in the "Caring for our Country" 

land & sea management program. 

Á Promotion along the Matilda Highway. 

Á Partnerships with key self drive 

organisations such as the CMCA. 

Á Develop a "Trails of the European 

Explorers" product in association with the 

BEME  

Á Develop a gallery for local indigenous 

artists in association with the Centre. 

Á Partner with adjacent local government 

areas to promote "The Big Outback 

Adventure" fly-drive experience covering 

Cairns-Normanton-Cloncurry-Townsville 

for domestic and international fly-drive 

visitors to the region. 

Á Develop the regional self-drive market. 

Á Promote nature-based tourism 

development in the Carpentaria Shire. 

Á Develop additional tourism accommodation 

and retail infrastructure in the Shire. 

Á Take advantage of State and Federal 

government regional and indigenous 

tourism development programs. 

Á Rebrand and reposition the Carpentaria 

Shire as a tourist destination. 

Á Lack of State and Federal government 

support. 

Á Inability to access required funding. 

Á Poor quality interpretive and presentation 

materials in the completed product. 

Á Loss of community support. 

Á Failure to be recognised by State and 

Federal government as a significant 

resource management and environmental 

education tool. 

Á Failure to engage effectively with regional, 

State and national tourism organisations. 

Á Change in Council priorities. 

Á Significantly increased fuel costs. 

Á Failure to upgrade and diversify tourism 

infrastructure. 

Á Inability to access needed skills, expertise 

and knowledge to develop and promote 

the Centre. 

 

 

As with any start-up operation, the BEME is faced with an array of opportunities that it needs to 

properly analyse and where possible, exploit.  Some of these opportunities may take time to 

develop fully, whereas others can be realised as and when the BEME opens. 

 

Most threats faced initially by the BEME relate to its actual development.  That is, a lack of 

support from State and Federal governments leading to an inability to access the funding required 

to fully develop and implement the project.  Once operational, threats to the BEME will come from 

any compromises in the development of the product leaving it without the necessary "Wow" factor 

needed to motivate travellers to take the trip to Normanton. Another threat will be a lack of skills, 

knowledge and experience needed to operate and market the product effectively, and increased 

access cost - primarily fuel costs.  
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2.3. Key Issues 

2.3.1.  Positioning 

It is important that there is total clarity in defining the position the BEME intends to occupy in 

relation to its key target markets.  Without this clarity there is a real risk of delivering mixed or 

contradictory messages in communicating with these markets.   

 

The BEME must be positioned as an environmental interpretive centre and nature-based tourism 

experience, targeted primarily to adults and older children. Its core function is environmental 

awareness and knowledge sharing, with this function being undertaken in a way that engages the 

audience in a positive and entertaining manner, while providing ample opportunity for interaction 

and exploration of the material presented.  It is not so much targeted to younger children, but 

school age children should enjoy it and become engaged in its messages and themes. 

2.3.2.  Target markets 

The key target market for the BEME is domestic interstate and SE Queensland self-drive visitors, 

either self-accommodated (motorhome, caravan) or accommodated, primarily retirees whose 

motivations for visiting the Carpentaria Shire are nature-based and/or heritage tourism activities 

and attractions.  

 

Secondary target markets are coach tours, regional self-drive and international self-drive. 

 

Retirees are a critical market because they can travel across the dry season, outside of school 

holidays.  Regional tourists with school-age children are generally limited to school holidays and 

those without children limited to the availability of their annual leave. Although international self-

drive tourists can travel from April to September, attracting them to the Carpentaria Shire in 

significant numbers will be a challenge in the short to medium term. 

 

It is important that the CSC maintains a clear focus on the identified key target market in all its 

tourism and destination marketing activities.  This approach may not win total support from 

tourism operators in the Shire, as it will take the emphasis off fishing even though this activity will 

still be a major attraction for visitors. 

2.3.3.  Partnerships 

To successfully develop and maintain the BEME, Carpentaria Shire will need to undertake this 

task in partnership with regional tourism, natural resource management, the regional development 

organisation and regional local government. This partnership approach will need to be extended 

to State government organisations and the Federal government for funding purposes.   
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The Shire also needs to look at other partnership opportunities for marketing the BEME through 

various motoring organisations such as the Campervan and Motorhome Club of Australia 

(CMCA), the National Association of Caravan Clubs (NACC) and the Australasian Touring 

Caravan, Motorhome and Camping Club (ATCMCC) and other organisations that are part of an 

informal grouping known as ARVO (Australian Recreational Vehicle Owners Inc.).  Other motoring 

Clubs include four-wheel-drive clubs and associations and the RACQ.   

 

The CSC also needs to develop partnerships with birdwatching groups such as Ausbird and 

Birdwatching-Australia, as well as birdwatching and nature-based tour operators particularly those 

based in the Cairns/Tablelands region. 

2.3.4.  Education 

The education aspect of the BEME must be properly and professionally developed to allow its role 

as an environmental interpretive centre to extend beyond the Burns Philp building into classrooms 

across Queensland.  This will significantly enhance the credibility of the BEME and create 

widespread awareness of the facility throughout the State. This approach will also help to develop 

a long-term position for CSC, SGC and NGRMG around leadership in land and sea management 

and innovation in tourism. 

2.3.5.  Funding 

The Carpentaria Shire will maximise its opportunities to attract funding for the development and 

launch of the BEME by ensuring it clearly communicates to funding organisations that the role of 

the facility extends well beyond that of a tourist attraction, to delivering a major environmental, 

education and community development facility.  An exhaustive list of possible State and Federal 

funding opportunities must be developed with applications made to all identified sources to 

maximise opportunities to source the funding needed. 

2.3.6.  Birdwatching 

Birdwatching should be promoted within the BEME and the facility‟s role in supporting access to 

the MHWCP.   The range and quality of bird species found within the Carpentaria Shire and the 

relative ease of access to key species should attract national and international birdwatching 

tourists.  

 

Birdwatching in the Carpentaria Shire can be promoted as an attraction in its own right, built 

around the Shire's unique location in the Gulf Savannah as a breeding ground for Brolgas and 

Sarus cranes. The most cost-effective way to access this significant niche market is through an 

innovative Web presence. As mentioned previously (2.3.3 Partnerships) it is important to develop 

relationships with key birdwatching organisations and ensure there are links on their Web sites to 

the BEME and the MHWCP. 
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2.3.7.  Marketing & Communications 

The BEME will need to reach a geographically diverse key target market along with 

geographically diverse secondary markets using very limited budget resources.  This means very 

limited use of paid advertising, and restricted capacity for production and distribution of hardcopy 

promotional materials.  Emphasis will be Internet and web communications, along with directly 

working local/regional media and accessing the domestic and international journalist programs. 
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3. KEY RESULT AREAS 

 

3.1. Key Result Area (KRA) Definitions 

The Manager of the BEME will be accountable for achieving measurable outcomes in all identified 

KRAs.  However, this Manager will need support and guidance from within Council and local 

stakeholder groups. 

 

 

Key Result Area Definition 

Marketing/ 

Communications 

To be regarded by a broad range of self-drive and group tour visitors 

to the Outback and Tropical North regions of Queensland as an 

exciting and high quality attraction offering a positive, entertaining 

and educational nature-based tourism experience, linking into a 

range of other attractions in the Carpentaria Shire  

Stakeholders 

To achieve the highest possible level of stakeholder involvement 

with the BEME through understanding and responding to 

stakeholders needs, and delivering outcomes that constantly exceed 

their expectations. 

Operations 

To operate an efficient and effective facility, focused on high-level 

customer service that includes understanding and responding to 

customer wants and needs while ensuring high operational 

standards are maintained at all times. 

Training & Staff 

Development 

To attract and retain staff with the skills and experience to ensure 

the effective operations of the BEME and associated products 

including the VIC, and provide training and support to the local 

tourism industry in key areas of customer service, retail operations 

and management, tour guiding and product development. 

Financial Viability 

To fund the ongoing development and strengthen the long-term 

viability of the BEME, and its capacity to serve and support the 

environment and the tourism industry of the Carpentaria Shire. 
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4. KEY RESULT AREA STRATEGIES 

The strategies outlined in this section will guide the development of the BEME over the next five 

years.  Importantly, they will be achieved over two distinct phases: 

1. Implementation Stage - building the BEME, reviewing and updating implementation and 

operational plans, attracting key staff as needed and undertaking the launch. 

2. Operational Stage - Post-launch operations of the BEME, identifying opportunities to maximise 

the value of the Centre to the Shire, developing additional and complimentary products and 

promoting the Centre to key target markets while creating broad awareness through media and 

online activities. 

 

The Operational Stage starts on completion of the Implementation Stage and the length of time 

required for the Implementation Stage is estimated at 12 months.  Realistically, considering the 

government budget cycle it is extremely unlikely that any funding would be available before the 

2010/11 financial year and it could take another year or more before the needs of the Carpentaria 

Shire are fully recognised.  It is therefore probable that the earliest completion of the Development 

Stage would be leading into the 2011 dry season. 

4.1. Marketing/Communications 

The objective of this KRA is “to be regarded by a broad range of self-drive and group tour visitors 

to the Outback and Tropical North regions of Queensland as a desirable attraction offering a 

positive, entertaining and educational nature-based tourism experience, linked to a range of other 

attractions in the Carpentaria Shire and neighbouring local government areas.” 

 

The quality of the marketing leading into and immediately following the launch of the BEME will be 

critical to its success in its first five years of operation.  Marketing partnerships should be 

established as early as possible with marketing activities beginning at least six months prior to the 

launch.  

 

The visitor capacity of the BEME will dramatically exceed the visitor accommodation capacity of 

the Carpentaria Shire. During the peak of the tourist season in June/July, there is little or no 

excess accommodation available in the Shire with many visitors camp on accessible river banks 

and other locations. In some cases because there are no available alternatives but in many cases 

this is done to minimise living costs.  There is some unused capacity in fixed accommodation at 

the peak of the season, but availability is intermittent.  It is therefore important that marketing 

activities as much as possible aim at building shoulder seasons, with these shoulder seasons 

being recognised by all accommodation providers in both their pricing and promotions activities. 

Shoulder seasons in the Gulf Savannah region are from mid-March to mid-May and from mid-

August to mid-October. 

 

While TQ has as part of its tourism strategy for the Outback region to reduce the impact of 

seasonality on visitation, it is totally unrealistic to ignore the impact of the monsoon climate on the 

Gulf Savannah region.  From mid-October to mid-March there is first heat and humidity in the 
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build up, followed by extreme rain events and probable flooding in the first two to three months of 

the year.  The monsoonal climate is something everyone in the Gulf has to live with, including the 

tourism industry. This is not to say that some time in the future ecotourism products can be built 

around the wet season, using air access.  This is unlikely to develop over the next five years. 

4.1.1.  Target Markets 

The key target market for the BEME is domestic self-drive visitors, either self-accommodated 

(motorhome, caravan) or accommodated, primarily retirees whose motivations for visiting the 

Carpentaria Shire are nature-based and/or heritage tourism activities and attractions.  

 

The characteristics of the identified target markets have been outlined in detail in the associated 

feasibility study.  These target markets are: 

Á Campervan, motorhome and caravan travellers - mainly pensioners and self-funded retirees 

exploring Australia and looking for as wide a range of genuine and regionally unique 

experiences as possible. This would generally cover self-contained travellers whose vehicles 

include black and grey water tanks, showers, toilet and electricity generation capacity. 

Á Accommodated self-drive travellers - mainly couples and some families, from southern 

Queensland and interstate. 

Á International fly/drive - mainly originating out of Cairns and travelling in a motorhome, 4WD 

or car or as accommodated travellers seeking nature-based and/or heritage experiences. 

Á Regional tourists - families and couples primarily out of Townsville, but also out of Cairns 

and population centres across northern Queensland to the east and south of Normanton. 

Á Coach Tours - both accommodated and camping in vehicles ranging from smaller four-wheel 

drive coaches to 55 seat luxury coaches. 

Á Birdwatching tourists - primarily focused on general birdwatchers who will consider the 

abundance of birds and relatively easy access as a significant motivation for including 

Normanton in their North Queensland trip. 

4.1.2.  Strategies 

Strategies 
Key Performance Indicators 

(KPIs) 

1. To undertake a comprehensive marketing 

planning process on an annual basis 

including necessary research. 

 

2. Develop and maintain a comprehensive and 

innovative website that particularly targets 

nature-based and birdwatching tourists, 

includes education facilities and has a 

reasonable degree of interactivity to allow 

visitors to the site to be involved in the 

BEME, the Gulf Savannah environment and 

Á Marketing Activities Plan approved by 

Council and presented to local tourism 

operators 

 

Á No. visitors to the website  

Á Amount of material downloaded. 

Á No. of booking and enquiries received 

through the website 

Á No. of links to partner sites  
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Strategies 
Key Performance Indicators 

(KPIs) 

the Mutton Hole Wetlands. 

3. Promote the BEME to identified key target 

markets travelling the Matilda Highway 

 

 

 

 

 

 

4. Review, update and promote the BEME 

Education Program to schools across 

Queensland. 

 

 

 

5. Directly promote the BEME to coach tour 

operators and coach charter operators in 

Queensland, New South Wales and 

Victoria. 

 

6. Promote the BEME to the regional tourist 

market, particularly Townsville, through 

VICs, partnerships and media. 

 

7. Established marketing and promotions 

partnerships with identified private and 

public sector organisations. 

 

8. Work with regional and State tourism 

organisations to promote the BEME and the 

Carpentaria Shire 

 

 

 

9. Work with local/regional, state and national 

media, along with domestic and 

international visiting journalists programs, to 

promote the BEME through as wide a range 

of media outlets as possible. 

 

Á No. of visitors to the BEME who 

travelled to Normanton along the 

Matilda Highway. 

Á No. of locations on the Matilda 

Highway promoting/distributing BEME 

promotional materials. 

Á No. of brochures distributed.  

 

Á No. of schools downloading the 

education program from the BEME 

website and/or identified as using the 

program. 

Á No. of students using the program 

 

Á No. of coach tours visiting the BEME. 

Á No. of coach tour operators including 

the BEME on their itineraries 

 

 

Á No. of visitors to the BEME from the 

defined regional area  

 

 

Á No. of Partnerships established and 

success in achieving agreed 

outcomes 

 

Á Level of funding/in-kind support 

received 

Á No. of RTO/STO events or activities 

participated in and measurable 

outcomes from this participation 

 

Á No. Of media stories generated across 

all media 
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4.2. Stakeholders 

The objective of this KRA is “to achieve the highest possible level of stakeholder involvement with 

the BEME through understanding and responding to stakeholders needs, and delivering 

outcomes that constantly exceed their expectations.”   

 

Stakeholders in the BEME include: 

Á Local/regional tourism operators 

Á Regional Tourism Organisations – TTNQ, Queensland‟s Outback 

Á GSD – Savannah Way 

Á NGRMG 

Á SGC 

Á QR Limited 

Á Tourism Queensland 

Á Regional local government 

Á Local Traditional Owner Groups 

Á State Government organisations 

Á Federal Government organisations 

Á Local Heritage Groups 

Á Local Community Groups 

Á State and Federal departments/organisations 

Á Motoring clubs/organisations 

Á Coach tour operators 

Á Birdwatching associations/clubs 

 

Other groups and organisations will probably be added to this list as the BEME is developed and 

commences operations. 

 

 

4.2.1.  Strategies 

Strategies Key Performance Indicators (KPIs) 

1. Engage local tourism operators to ensure 

they fully understand the operational 

priorities of the BEME and are working with 

Centre staff to maximise tourism promotion 

activities. 

 

2. Engage with regional and State tourism 

organisations to identify promotional and 

development opportunities. 

 

 

Á No. of operators working with the BEME. 

Á Level of commitment to group promotions 

activities. 

 

 

 

Á No. of regional tourism programs the 

BEME participates in, and the outcomes 

generated from these programs against 

preset performance targets. 
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Strategies Key Performance Indicators (KPIs) 

3. Engage state and federal politicians to 

create awareness, understanding and 

support for the BEME 

 

4. Engage with State and Federal government 

organisations to maximise funding and 

other support for the BEME. 

 

 

5. Work with individuals and groups across 

the local community to maximise support 

for and awareness of the BEME and to 

ensure the community has a strong sense 

of ownership of the BEME and its 

objectives. 

 

6. Engage with regional, State and federal 

natural resource management 

organisations to maximise support for the 

BEME as an environmental interpretive 

centre and to generate funding. 

 

7. Engage with regional development 

organisations to ensure the BEME is an 

effective contributor to the economic 

development of the Gulf Savannah region 

Á No. of positive statements made by 

politicians about the BEME. 

 

 

Á No. of grants applied for. 

Á Level of funding for the BEME from State 

and Federal government organisations. 

Á No. of government organisations actively 

involved in supporting the BEME. 

Á No. of community groups actively involved 

in supporting the BEME 

Á No. of community based events in which 

the BEME participates. 

 

 

 

Á Level of funding for the Monsoon as a 

community-based environmental 

organisation. 

Á No. of NRM organisations actively involved 

in supporting the BEME. 

 

Á Level and frequency of engagement with 

regional development organisations. 
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4.3. Operations 

The objective of this KRA is “to operate an efficient and effective facility, focused on high-level 

customer service that includes understanding and responding to customer wants and needs, 

while ensuring high operational standards are maintained at all times.”. 

 

The operation of the BEME will be in association with the operation of the Visitor Information 

Centre.  The possibility exists to include a coffee shop within the site and establish an Explorer 

Trails interpretive display to support interpretive materials located at site across the Shire.  It is 

important that all areas of operation are supported by appropriately documented policies and 

processes, these are available to and understood by all staff and are regularly reviewed against 

current best practice. 

4.3.1.  Strategies 

Strategies Key Performance Indicators (KPIs) 

1. A systematic approach to the 

development, review and continual 

improvement of policies which reflect 

current best practice and support the 

mission and values. 

 

2. Develop fully documented processes to 

ensure the efficient operation of the BEME 

and regularly review these against current 

best practice. 

 

3. Ensure meaningful reporting of 

performance to the Carpentaria Shire 

Council and the local community. 

 

4. Develop and maintain a governance 

structure for the BEME that ensures input 

through an Advisory Committee from 

community and heritage groups, 

Traditional Owners and tourism operators 

and other key regional stakeholders 

through an Advisory Committee. 

Á All policies in place. 

Á Annual policy review conducted. 

Á New policy developed in a timely and 

rigorous manner. 

 

 

Á All processes reviewed annually. 

 

 

 

 

Á Monthly reporting against KPIs in all KRAs. 

Á Satisfaction with the quality of reporting 

provided - Council and community. 

 

Á A number of meetings attended and level of 

input gained from Advisory Committee 

members 
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4.4. Training & Staff development 

The objective of this KRA is “to attract and retain staff with the skills and experience to ensure the 

effective operations of the BEME and associated products including the VIC, and provide training 

and support to the local tourism industry in key areas of customer service, retail operations and 

management, tour guiding and product development”.   

 

4.4.1.  Strategies 

Strategies 
Key Performance Indicators 

(KPIs) 

 

1. Ensure a continual upgrade of staff skills 

and provide opportunities for career and 

personal development. 

 

2. Provide training/work experience 

opportunities in retail operations for local 

people looking to enter the tourism 

industry.  

 

3. Provide opportunities for tourism industry 

staff to work in the BEME to better 

understand Centre operations and tourist 

wants and needs. 

 

4. Ensure all staff understand their 

responsibilities in relation to OHS&W 

 

Á No. of hours per staff member in training. 

Á No. of hours per staff member in 

personal development activities. 

 

Á No. of trainees per year. 

Á No. of trainees who go on to full-time 

employment in the tourism industry. 

 

 

Á No. of tourism industry staff who 

undertake work experience in the BEME. 

 

 

 

Á All staff undertakes OHS&W training on 

commencement of employment. 

Á All staff update their OHS&W training on 

an annual basis. 
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4.5. Financial Viability 

 

The objective of this KRA is “to fund the ongoing development and strengthen the long-term 

viability of the BEME, and its capacity to serve and support the environment and the tourism 

industry of the Carpentaria Shire”. 

 

4.5.1.  Strategies 

 

Strategies 
Key Performance Indicators 

(KPIs) 

1. Ensure all opportunities for grants funding 

for the BEME are identified and 

applications made whenever possible. 

 

2. Ensure that there are sufficient financial 

management skills within the BEME/VIC to 

maximise revenue generation opportunities 

while ensuring cost-effective operation of 

the Centre. 

 

3. Ensure effective budget management in all 

areas of BEME including development of 

annual budgets and managing these 

budgets on a month-to-month reporting 

basis. 

 

Á No. of grants applied for. 

Á No. of successful grant applications. 

 

 

Á Annual revenue growth from items other 

than entrance fees. 

Á No. of new revenue sources created on 

an annual basis.  

 

 

Á BEME annual budget developed to 

Council requirements 

Á BEME operated within preset budget 
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Part C -  Project Implementation Plan 

 

5. INTRODUCTION 

 

The development of the BEME will be undertaken under the management of the CSC. 

 

Total budget for the project should be approx. $2.15 million which includes:  

The cost of developing and installing all display aspects of the BEME,  

Backup equipment and software as required to ensure uninterrupted operations  

Initial marketing requirements covering the project launch, logo development and style manual, 

media engagement, website production, development and distribution of initial advertising and 

promotional materials. 

 

Project Advisory Committee to provide oversight and input has already been established by the 

CSC and includes representatives from: 

Á Carpentaria Shire Council 

Á GSD 

Á NGRMG 

Á SGC 

Á Traditional Owners 

Á Local Tourism Operators 

Á Carpentaria Shire Heritage Assoc. 

 

5.1. Project Objectives 

 

The project is the delivery of an environmental interpretive centre and tourist attraction that will 

reflect the vision outlined in the strategic plan and with the capability and capacity to deliver 

efficiently the operational plan on an ongoing basis. 

 

As such the project requires the achievement of the following objectives: 

Á Delivery of displays, interpreted materials and interactive devices to provide a complete 

interpretation of the impacts of climate and seasonal change on the Gulf Savannah region. 

Á Construction of required facilities within the centre bay of the Burns Philp Building to house 

and support the displays and interpreted materials. 

Á Selection and training of staff to operate the completed BEME seven days a week over the 

tourist season. 
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Á A marketing campaign to initially launch the BEME to ensure the identified key target market 

and associated markets are effectively reached within the first 24 months of operation. 

Á Operational plan revised and updated to reflect any changes from current circumstances 

Á Policies and procedures revised and updated as required 

5.2. Approach 

The project would be delivered over the following stages (but not necessarily sequentially): 

Á Concept design, research, detailed design, photography and filming 

Á Production of films, touch screen content, and production of exhibition elements 

Á On-site building work 

Á Installation of exhibit components 

Á Recruitment and training of staff 

Á Pre-launch marketing and promotions 

Á Project launch 

 

It is possible that the project will be delivered in separated stages depending on availability of 

funding.  In these circumstances, concept design, research, detailed design, photography and 

filming would most likely be undertaken as a first stage requiring approximately $0.5 million 

completion. Further stages will be designed based on the funding available and project priorities. 

 

5.3. Project assumptions & constraints 

Constraints 

Á Availability of funding 

Á Requirements for photography and filming over wet and dry season 

 

Assumptions 

Á The project will require approximately 12 months in total is to complete. 

Á Project launch will be undertaken in July, 2011. 

Á CSC has the capacity to implement all elements of the plan effectively. 

Á Stakeholder support will be maintained through to project launch 

Á Funding will be finalised by April 2010. 

Á Concept design, research, detailed design, photography and filming could be completed as a 

separate stage of the project. 

Á On-site building works and installation can be completed within three months. 

Á Implementation of the initial marketing campaign will need to start twelve months prior to 

launch. 
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5.4. Project Implementation Gantt Chart 

The following implementation chart provides a broad outline of the activities to be undertaken 

leading into the launch, based on the assumption that the project will be launched on July 16, 

2011.  The requirement for stills photography and filming over both the dry and wet seasons, 

coupled with the usual funding cycles of major grants announced by the Federal budget being 

available in August, supports the assumption of the BEME being launched in July of the financial 

year following funding being approved. 

 

If the project is launched in July, it presents an opportunity to test all operational systems and 

embed marketing activities leading into the next full tourist season. This should ensure maximum 

performance of the BEME in that following year.  

 

If funding is received in two stages resulting in items 1.0.1 and 1.0.2 outlined on the following 

Gantt Chart being completed separately, it is then possible that the project would be launched in 

March/April. If the project launch is to be held in the first quarter of a calendar year the marketing 

process will need to be altered, as this timing would present other opportunities including having 

the BEME included in coach operator programs for that year.  

 

Undertaking key project communications with stakeholders and media over Christmas/New Year 

period and the wet season would be far less effective as December and January are traditionally 

times to be avoided when undertaking marketing or communications campaigns. 
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5.5. Project Communications 

5.5.1.  Approach 

Based on an assumed project launch of July, communications to support that launch will start 

approximately 12 months prior as funding becomes available.   

 

The CSC should undertake is to secure all URLs related to the project as an immediate priority.  Key to 

these would be: 

www.monsoonexperience.com.au  

www.monsoonexperience.com  

www.monsoonexperience.org  

www.beengulfed.com.au 

www.beengulfed.com  

www.beengulfed.org  

 

It is important to secure these Web addresses as soon as possible to avoid any problems in the future. 

All of the above Web addresses are currently available. 

 

It would also be prudent to register the name "Be Engulfed Monsoon Experience” as a trademark to 

protect it from being used elsewhere. 

 

This communications approach is based on ensuring key distribution channels are fully utilised leading 

into the project launch.  Also, ensuring all stakeholders receive regular information on the development of 

the project. 

5.5.2.  Project Communications Plan 

Logo/image design 

A logo and image design for the BEME should be created as early as possible in order to quickly build an 

identity for the project and use this to symbolise the BEME brand.  This process should include the 

development of a Style Manual to control use of the logo and name in any situation to ensure consistency 

in its presentation. The CSC must ensure all graphic design work undertaken for the Project involves a 

design studio that can demonstrate an extensive track record in the tourism industry and the ability to 

produce high-quality commercial design materials. The CSC must ensure it produces a detailed design 

brief for the tender process. 

Stakeholder database 

Creation of a stakeholder database is also an initial priority with this database covering all individuals and 

organisations that may have an interest in the project or the ability to influence the success of the project. 

This database would include; 

http://www.monsoonexperience.com.au/
http://www.monsoonexperience.com/
http://www.monsoonexperience.org/
http://www.beengulfed.com.au/
http://www.beengulfed.com/
http://www.beengulfed.org/
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Á Local, State and Federal government politicians. 

Á VIC staff and managers along the Savannah Way, Overlander Way and Matilda Highway and 

across northern Queensland. 

Á TTNQ, TEL and Outback Queensland RTOS. 

Á Identify key personnel in TQ and TA. 

Á Identified key personnel in relevant State and Federal government departments (eg. Main Roads, 

Environment, Resource Management, Local Government, Regional Development, Communities 

etc)  

Á Local/regional tourism operators 

Á Regional media 

Á Coach tour operators operating tours into northern Queensland 

Á Nature-based tourism operators and associated groups such as Ozbird. 

Á Motorhome, caravan and other motoring organisations 

Á Other interested organisations or groups. 

Á GSD, SGC & NGRMG 

 

It is suggested that this database is managed using contact database software (eg. ACT! or Maximizer) 

to provide the easiest method of managing large numbers of contacts across a range of categories.  

Website 

It is suggested that a temporary website is established at the start of the project giving an overview of the 

project, what the attraction will offer, some initial photographs, a "contact us" link, links to the CSC 

website and the launch date.  This will establish a Web presence leading through to the completion of the 

main Web site.  The main website will be launched as part of the overall launch of the BEME.  The main 

website must be built by Web designers who can demonstrate an excellent track record in developing 

innovative and interactive websites for tourism and resource management clients.  This website should 

have a secondary function beyond the BEME to promote the Carpentaria Shire as a tourist destination, 

local tourism products and attractions and the various options for accessing the region. The CSC must 

ensure it produces a detailed design brief for the tender process. 

Promotional materials 

On completion of the image design, it is recommended that a poster capturing the essence of the 

Experience while clearly indicating the opening date is produced.  This can be immediately distributed to 

VICs with an associated information pack to initiate promotional activities.  The aim would be to have this 

poster in place by November 2010. 

 

The poster can then be updated and promotional brochures produced for distribution approximately 1 

month prior to launch.  Depending on budget, consideration can be given to a DL Flyer for distribution 

through Hotel/Motel information racks and an A4 brochure for distribution through VICs. Numbers 

required will be determined through feedback from VIC managers and brochure distribution companies. 
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Outdoor advertising 

Outdoor advertising on the Matilda Highway, south of the Flinders Highway and on the Savannah Way 

leading out from the Atherton Tablelands will help create awareness and interest from the drive tourism 

market.  Once again, it is important to ensure that these signs are developed by a designer with a 

successful track record in outdoor advertising design. 

Marketing partnerships  

Marketing partnerships should be developed with regional VICs, RTOs and Tourism Queensland. Key 

tourism operators such as QR Ltd and the major coach operators should also be approached to establish 

how to best promote the BEME to their current and potential customers.  

 

Partnership opportunities also exist with motoring organisations such as the Campervan and Motorhome 

Club of Australia (CMCA), the National Association of Caravan Clubs (NACC) and the Australasian 

Touring Caravan, Motorhome and Camping Club (ATCMCC) and other organisations that are part of an 

informal grouping known as ARVO (Australian Recreational Vehicle Owners Inc.). Other motoring Clubs 

include four-wheel-drive clubs and associations and the RACQ.   

 

The opportunity also exists for local government across the region to develop an outback drive loop, in 

association with the Great Tropical Drive. This activity could be undertaken at any time and is not 

dependent on funding being available for the BEME. 

 

The CSC also needs to develop partnerships with birdwatching groups such as Ausbird and 

Birdwatching-Australia, as well as birdwatching tour operators, particularly those based in the 

Cairns/Tablelands region. 

Stakeholder communications 

Stakeholder communications should start in October 2010, with a newsletter delivered to the entire 

database that provides an introduction to the project.  A second newsletter would be distributed in 

December, with newsletters being distributed monthly from February through to the launch in July.  It is 

important that each newsletter is brief and punchy, focused on just one or two key points in order to 

maintain readability and impact 

 

The newsletter is aimed at generating interest in the project, promoting the key concepts driving the 

project, generating feedback through e-mail and telephone and promoting the project Web address.  It is 

probable that additional and/or specific information (updates) will be sent to segments of the database 

such as VIC managers, tourism operators, RTOS and the like, as required.  

 

The main objective is to ensure that all stakeholders received a communication at least once a month in 

the six months leading up to the launch.  The newsletter and the updates will each have their own 

specific template for delivery by e-mail or hard copy, ensuring they are easily recognizable as from the 

BEME, driving front of mind awareness. 
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Project launch 

The launch of the BEME should be a major event for the Shire and if the project is driven by Federal 

funding, should be launched by the Prime Minister. The launched should involve the entire Carpentaria 

Shire community and be run over a weekend with the inclusion of associated community events.  It 

should also be an opportunity to showcase the Shire's attractions and its tourism industry.  A Saturday 

night gala event in the third bay of the Burns Philp building involving stakeholders and individuals invited 

from across the region could also be considered.  The launch event should be as interesting and 

audacious as possible in order to attract State and national media coverage. 

Media liaison 

It is recommended that the CSC retain public relations professionals to assist in maximising coverage of 

the project during both the pre-opening and in immediate post-opening phases.  Attracting international 

journalists will require the support of TQ and TA but a competent PR professional should be able to 

attract interest from Australian media in the project, including major newspapers, television lifestyle 

programs and specialist magazines. 

Signage  

CSC will need to work with Main Roads to establish tourism signage for the BEME on roads leading to 

Normanton and will also need to establish promotional signage to reach visitors as they entered the town.  

Signage will also be needed on the Burns Philp Building. 

Roadshow 

CSC staff will need to undertake a roadshow to directly promote the BEME to VIC staff on the Savannah 

Way from Normanton to Cairns, down the Matilda Highway and along the Flinders Highway from Mount 

Isa to Townsville. This promotion should include a properly prepared presentation of approximately 15-20 

minutes with display material and have information packages they can hand out to all staff attending 

these presentations. All VIC managers should be invited to the project launch. 
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Part D -  Operational Plan 

 

6. INTRODUCTION 

The BEME Strategic Plan identifies the following key result areas: 

1. Marketing/Communications 

2. Stakeholders 

3. Operations 

4. Training & Staff Development 

5. Financial Viability 

 

 

 

Key Result Area Relationships 

 

Maintaining financial viability of the BEME is critical to the long-term success of the facility and the 

contribution it will make to the community and tourism in the Carpentaria Shire.  This financial viability 

should be based on the BEME operating at no additional cost to Council than currently incurred though 

the operations of the VIC and Library. 

 

This Operational Plan places particular emphasis on marketing and communications, as these activities 

will drive BEME visitation and therefore generate revenue to maintain the financial viability of the project.  

There is also a direct relationship between the effectiveness of marketing and communications and the 

support and involvement of stakeholders in the project.  It is accepted that the other key result areas of 

operations, financial viability and training and staff development, will be closely linked to Council 

requirements, policies and procedures, as an extension of Council operations. 
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This Operational Plan documents activities that the BEME should undertake in financial year 2011/12, as 

the assumed first year of its operations.  Otherwise, this plan covers the first 12 months of operations 

from the project launch. 

 

The Operational Plan outlines key strategies for each KRA, the activities that need to be undertaken to 

implement these strategies and the timing of these activities over the operational year.  It also outlines 

the officer/s responsible for the implementation of these activities and any budgetary resources needed. 

 

Each KRA is addressed by an activity plan that is required to be reviewed annually.  All budget costs 

included are estimates only and will need to be reviewed and finalised leading into the first year of 

operation.   

 

Each activity plan proposes a set of activities to address the identified KRA strategies of the BEME.  

These activities can include start and finish dates, be undertaken once a month, be ongoing and require 

varying regular action on a month-to-month basis or be undertaken as required depending on the needs 

of external parties.  Success in implementing these activities can be measured by the KPIs outlined in the 

Strategic Plan 

 

This Operational Plan will be reviewed on an annual basis in the last quarter of each operational year and 

will also be reviewed in the two months prior to the project launch (May/June 2011). 
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7. MARKETING/COMMUNICATIONS 

7.1. Core Values 

As identified in Section 2.3 .2 of the Strategic Plan, the key target market for the BEME is "domestic self-

drive visitors, either self-accommodated (motorhome, caravan) or accommodated, primarily retirees 

whose motivations for visiting the Carpentaria Shire are nature-based and/or heritage tourism activities 

and attractions".  The secondary target markets are coach tours, regional tourists and international self-

drive. 

 

The BEME will attract its target market by promoting the core values as outlined in Section 1.4.  These 

values will differentiate the BEME from other tourist attractions and products in the Outback/Tropical 

North Queensland region and enhance the market position of the Experience and its ability to support 

and enhance the other attractions of the Carpentaria Shire.  The power of these values comes from the 

target market identifying with them as being values they share and of importance to them. 

 

It is important that all staff members involved in the BEME understand and articulate the core values and 

live these values through their knowledge of the local community and local environment and their 

interaction with visitors to the Shire 

7.2. Position 

The BEME will position itself as - “A unique environmental and cultural experience based on the theme of 

seasonal change and brought to life through the involvement of the people of the Carpentaria Shire and 

the sophisticated use of technology".  This approach will also position BEME as a leading nature-based 

and ecotourism product in the northern Queensland region. 

7.3. Key Messages 

The ongoing marketing and promotion of the BEME will be based on the continual presentation of key 

messages.  These key messages will be reviewed and updated as market conditions and consumer 

perceptions of the BEME mature and change. Initially, these key messages could include: 

Á An opportunity to experience and understand the impact of the monsoonal wet season on the Gulf 

Savannah. 

Á A unique and exciting tourist attraction that presents a new vision of life and the land in the tropical 

North West. 

Á Learn about life in the Gulf Savannah through the stories and experiences of the people who live 

there. 

Á Take a journey from the dry season to the wet season with the people of the Gulf country, 

experience the change of the season and understand the challenges these bring to life in the region. 

Á The monsoon wet is about regeneration - see the seasons change and watch the impact this 

change has on the flora and fauna of the Gulf Savannah. 
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Á Dry lands to flood - wetlands to dry, learn about the great river systems of the North and the vast 

savannah plains they inundate and replenish. 

Á The people of the Gulf Savannah are as unique as the country they inhabit - hear their stories and 

gain an understanding of life dictated by the seasons of the monsoon tropics. 

Á Fish, birds, bush tucker, crocodiles and people - the monsoon rains affect all aspects of the Gulf 

Savannah bringing sustenance, as well as challenges to all life in the region. 

7.4. Measurement 

It is critical that staff ask all visitors to the BEME how they found out about the attraction and if they can 

remember seeing it promoted anywhere else.  Responses must be recorded specifying which VIC, 

outdoor sign, magazine etc visitors get their information from.  This will provide data to help understand 

the most effective media vehicle used and/or promotional activity being undertaken to support the BEME, 

and indicate what changes should be considered in the planning review process. 

 

By establishing where travellers source their information on the BEME, non-productive media and 

promotions can be identified, with funds refocused on those activities that prove most cost-effective.  

Whereas Web marketing and direct marketing can be measured quite easily, measuring advertising and 

promotions is difficult and money can be easily wasted on activities that seem to offer value, but do not in 

fact generate the outcomes desired relative to the funds invested. 

7.5. Marketing Mediums 

7.5.1.  Advertising 

Advertising will be limited to the following, which are in order of importance: 

Á Destination/regional magazines and brochures  

Á Outdoor on the Matilda Highway and the Savannah Way (4 x boards) 

Á Partner publications (such as the Wanderer published by the CMCA)  

Á Specialist tourist magazines targeting the Queensland drive market.   

 

It is important that all advertising is measured as best as possible and especially in the first two years of 

operation.  All advertising copy should be developed around key messages and clearly targeted to the 

market being addressed.  There must be consistency in the graphic style of all advertising produced so it 

is easily recognized as promoting the BEME. It is probable that standard ½ and ¼ page A4 

advertisements can be developed in colour and mono for use as required. 

7.5.2.  Web Marketing  

The web site will be a key promotional resource for targeting potential visitors, as the Internet is rapidly 

becoming the preferred source of information for most drive travellers.  The website must be a quality 

production that is graphically attractive and operationally elegant.  It should provide links to all other 

Carpentaria Shire tourist attractions, along with other key information sources and any funding or 

sponsoring organisations.  It should also contain a page on the MHWCP with consideration of the 
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opportunity to eventually establish a camera at one of the lagoons to provide real-time vision of the 

vegetation and birdlife.  It will also need to allow for an education page where the education program is 

promoted to schools and teachers and can be downloaded. 

7.5.3.  Direct Marketing 

Direct marketing is the medium of choice for communication with stakeholders.  This will primarily be 

based on e-mail but could also include post under certain circumstances. The important thing with direct 

mail is to remember to limit communications to approximately 250 to 350 words and focus on one key 

idea with a secondary subject possibly included in the last one or two paragraphs. If it is just an update it 

should focus on just one subject. 

7.5.4.  Sales  

Staff dealing with visitors to the BEME must understand that they are salespeople for the facility.  The 

skills and commitment of the staff will have a positively impact visitors, hopefully converting them to being 

advocates of the BEME.  Staff need to be knowledgeable, enthusiastic, helpful, friendly, committed to the 

organisation‟s core values and able to express these values in their daily transactions.  Across caravan 

and motorhome travellers, word-of-mouth is a powerful communications medium and hearing positive 

comments about an attraction or location will definitely influence people's decisions to visit. 

7.5.5.  Public Relations 

Promoting tourist products through print and electronic media by means other than paid advertising can 

be highly cost-effective in creating positive perceptions. However, attracting appropriate journalists and 

ensuring the right stories are published through the right media is difficult, particularly when trying to 

reach State wide or national television shows, national magazines and major daily newspapers.  The 

best option is to engage a PR/communications professional and negotiate specific targets for exposure of 

the BEME over a 12 month period.  This should be done in consultation with TTNQ and TQ, as both 

organisations are involved in visiting journalist programs.  This approach may only be needed for the first 

two years, by which time awareness of the BEME should have increased substantially. 

7.5.6.  Promotions  

The BEME needs to be involved in those cooperative promotions with either the Savannah Way or 

Queensland‟s Outback that target the Queensland drive market.  Most important of these are the 

Caravan & Camping Shows held in capital cities between February and June each year, attracting 

between 60,000 and 80,000 visitors each. The Carpentaria Shire should try to have a representative with 

detailed knowledge of the BEME on the stand during the first year of operation and should try to attend 

the shows in Melbourne, Sydney, and Brisbane.   

 

Opportunities to participate in regional promotional events also need to be undertaken with marketing 

partners, and the BEME should consider undertaking its own roadshow in March/April to promote the 

attraction to VIC staff on the Matilda Highway, Savannah Way and Overlander Way. 
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7.6. Activity Plan 

The following activity plan will add to the responsibilities of the VIC Manager, who will need support for 

more senior Council managers to complete these tasks. This plan should also be seen as marketing the 

Shire along with the BEME, as partnerships and promotions provide an opportunity to promote all tourism 

products and attractions, not just in BEME. Marketing and communications costs outlined in this plan will 

need to be reviewed leading into the first year of operations that suggest a cost to the Shire of marketing 

BEME and tourism to the Shire in general will be approximately $60,000 the year, funds that can be 

generated from BEME sales. 
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Strategy Implementation Activities Responsibility Timeframe Budget 

To undertake a comprehensive marketing 

planning process on an annual basis 

including necessary research. 

 

Á Review and update the BEME marketing strategies and 

implementation activities 

Á Collate and review research, particularly visitor 

comments and feedback 

Á Ensure Advisory Committee input into the marketing 

planning process 

DSC/ VIC Manager 

 

DSC/ VIC Manager 

 

VIC Manager 

May 

 

May 

 

May 

N/A 

Develop and maintain a comprehensive 

and innovative website that particularly 

targets nature-based and birdwatching 

tourists, that includes education facilities 

and has a reasonable degree of 

interactivity to allow visitors to the site to be 

involved in the BEME, the Gulf Savannah 

environment and the Mutton Hole 

Wetlands. 

Á Check the website on a monthly basis to ensure 

accuracy 

Á Review website on a quarterly basis to identify any 

update requirements or other changes needed and 

organise these with website designer 

Á Review website against visitor research as part of 

marketing review process and make changes or update 

at this 

Á Get feedback from Advisory Committee on performance 

and acceptance of the website 

VIC Manager 

 

VIC Manager 

 

 

DSC/ VIC Manager 

 

VIC Manager 

Monthly 

 

Quarterly 

 

 

May 

 

Monthly 

$2000 

 

Promote the BEME to identified key target 

markets travelling the Savannah Way and 

Matilda Highway 

 

 

 

 

Á Include all VIC Managers and Staff on both tourist 

routes in the Stakeholder database 

Á Produce & distribute posters and brochures to VICs 

Á Establish outdoor advertising 

Á Undertake a roadshow involving short presentations (30 

to 45 minutes) to VIC staff 

Á Worked closely with Savannah Way and Outback 

Tourism to identify cooperative promotions activities 

VIC Manager 

 

VIC Manager 

 

VIC Manager 

 

DSC/VIC Manager 

Ongoing 

 

As requested 

 

March 

 

Monthly 

$35,000 

Plan, implement and promote the BEME 

Education Program to schools across 

Queensland. 

 

Á Develop and update annually an education program 

based on the Gulf Savannah environment and key 

elements of the BEME, linked to the Queensland 

curriculum and with all associated materials to cover 

VIC Manager / 
teachers 

 

 

Develop over 
12 month 

then update 
by November 

Ongoing 

$10,000 
(Grant 
Funding) 
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Strategy Implementation Activities Responsibility Timeframe Budget 

 

 

 

approximately eight1-hour lessons 

Á Make available for download by teachers from the 

BEME website 

Á Promote to all Queensland schools 

VIC Manager 

 

VIC Manager 

 

July/August 

Directly promote the BEME to coach tour 

operators and coach charter operators in 

Queensland, New South Wales and 

Victoria. 

 

Á Include all identified coach tour operators (managers 

and/or key staff) in the Stakeholder database 

Á Promote group booking rates 

Á Provide group booking facilities by telephone or online 

for BEME and other tourist attractions in the region 

VIC Manager 

 

VIC Manager/staff 

 

VIC Manager 

July to Sept 
then ongoing 

As required 

 

From July 

N/A 

Promote the BEME to the regional tourist 

market, particularly Townsville, through 

VICs, partnerships and media. 

 

Á Visit Townsville & Cairns annually to promote the BEME 

to VIC staff and tourism industry professionals 

Á Secure journalists visits from the Cairns Post and the 

Townsville Bulletin and other regional newspapers 

Á Build relationships with TTNQ and TEL 

VIC Manager 

 

VIC Manager 

 

CEO/DCS 

Feb/March 

 

April 

 

Ongoing 

$2,000 

Established marketing and promotions 

partnerships with identified private and 

public sector organisations. 

 

Á Work with Motorhome, Caravan and other motoring 

organisations to promote the BEME 

Á Identify opportunities to make motoring club members 

welcome in the Carpentaria Shire 

Á Work with birdwatching organisations and nature-based 

tourism organisations to promote the BEME and 

Carpentaria Shire tourist operators 

CEO/DCS 

 

CEO/DCS 

 

CEO/DCS/ VIC 
Manager 

Ongoing 

 

Ongoing 

 

Ongoing 

$10,000 

Work with regional and State tourism 

organisations to promote the BEME and 

the Carpentaria Shire 

 

Á Work with TTNQ and Queensland's Outback to identify 

and undertake promotional opportunities for BEME 

Á Enlist support of TQ to identify promotional and funding 

opportunities  

CEO/DCS 
 

CEO/DCS 

Ongoing 

 

Ongoing 

$10,000 

Work with local/regional, state and national 

media, along with domestic and 

international visiting journalists programs, 

to promote the BEME through as wide a 

range of media outlets as possible. 

Á Work with TTNQ, Queensland's Outback and TQ to 

maximise the value of the visiting journalists program to 

the Carpentaria Shire 

Á Engage a PR consultancy to place stories, organised 

journalists visits and engaged electronic media for radio 

interviews and visiting TV crews (maximum 24 months) 

CEO/DCS 
 

 

CEO/DCS 
 

Ongoing 

 

 

July 

$15,000 
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8. STAKEHOLDERS 

Stakeholders are individuals or groups that stand to benefit on one or more levels (economic, political, 

social) from the success of the BEME. Therefore, the CSC needs to clearly communicate the potential 

benefits it can deliver to each stakeholder and through this engage each group or individual as a 

supporter and contributor to the BEME's operations and its success. Some stakeholders will also be 

partners in that they will work directly and cooperatively with the CSC particular projects to further the 

objectives of the BEME. 

 

The identified key stakeholders in the BEME include: 

 

Á Local/regional tourism operators 

Á Regional Tourism Organisations – TTNQ, 

Queensland‟s Outback, TEL 

Á GSD – Savannah Way 

Á NGRMG 

Á SGC 

Á QR Limited 

Á Tourism Queensland 

Á Regional local government 

Á Local Traditional Owner Groups 

Á State Government organisations 

Á Federal Government organisations 

Á Local Heritage Groups 

Á Local Community Groups 

Á State and Federal 

departments/organisations 

Á Motoring clubs/organisations 

Á Coach tour operators 

Á Birdwatching tour operators, associations 

and clubs 

 

Other groups and individuals may be added to this list, and some removed, as the BEME develops.   

8.1. Stakeholder Value 

The most important stakeholder groups are those that reside within the Carpentaria Shire and these 

groups must be involved with the BEME on an ongoing basis.  Shire residents must feel they have 

ownership of the BEME and must fully understand its contribution to the economic, social and 

environmental well-being of the community.  In this way they can be advocates for the BEME and for 

tourism to the shire. Local residents should have free access to the BEME to encourage them to visit and 

particularly to bring visiting friends to the attraction. 

 

Engagement with the tourism industry at a regional level and engagement with the RTOs and TQ is a 

critical aspect of promoting the BEME to the Queensland drive tourism market.  It is important that key 

staff within these organisations are aware of the aims and objectives of the BEME, the business 

strategies it is pursuing to achieve successful outcomes for the tourism industry in the Carpentaria Shire 

and how it plans to integrate with regional tourism to attract more visitors to the north-west and Gulf 

Savannah regions.  Engagement with other local government and GSD is also critical to successful 

regional integration and promotion. 
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Local/regional politicians and state and federal government departments and organisations are important 

for support for funding applications and legislative issues, along with promotion of the BEME and tourism 

to the Carpentaria Shire at a State and Federal level. 

 

Motoring clubs and related caravan and motorhome organisations can provide direct access to members 

and distribute information through their magazines and websites.  Organisations such as the CMCA, 

NACC and ATCMCC will each have specific issues they would like the Shire to address to better cater for 

the needs of their members and generally provide better facilities for motorhome and caravan travellers. 

 

Birdwatching and other nature-based tour operators, along with coach tour operators, will also be able to 

provide advice and feedback to Council on how best to cater to their clients and client perceptions of the 

BEME as a tourist attraction. 

8.2. Sponsorships 

The opportunity to attract commercial sponsorship, particularly to defray ongoing marketing costs should 

be fully explored.  Zinifex Century Zinc would be an obvious target for sponsorship and may want to be 

viewed as a good corporate citizen by having its name aligned with this project.  Other targets would be 

other mining companies in the, major fishing companies and pastoralists.  Packages could be developed 

to provide major sponsorship for the project over a five-year period, with two main sponsors, one for the 

dry season display and one for the wet season display.  CSC would need to develop specific sponsor 

packages and present these to key people in identified potential sponsor organisations. 

8.3. Activity Plan 

The following Activity Plan proposes minimal impact on the BEME budget, as it assumes that 

membership fees of organisations like GSD are already part of the Council budget and that meetings with 

key RTO staff can be undertaken in association with trips to Cairns, Townsville or Longreach for other 

Council business.  It may also be appropriate in some cases for the Mayor to undertake a leading role in 

the development and maintenance of stakeholder relationships. 
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Strategy Implementation Activities Responsibility Timeframe Budget 

Engage local tourism operators to 

ensure they fully understand the 

operational priorities of the BEME 

and are working with BEME staff to 

maximise tourism promotion 

activities. 

Á Facilitate the development of local Tourist Association 

(if not in place) 

Á Meet regularly with tourist operators in Normanton and 

Karumba for feedback on the BEME and the VIC 

Á Facilitate operator involvement in Shire/BEME tourism 

promotion activities 

DCS/ VIC Manager 

 

DCS/ VIC Manager 

 

VIC Manager 

July 

 

Monthly 

 

As required 

N/A 

Work with individuals and groups 

across the local community to 

maximise support for and 

awareness of the BEME and to 

ensure the community has a 

strong sense of ownership of the 

BEME and its objectives. 

Á Meet with community groups and interested individuals 

for feedback on the BEME and the VIC 

Á Identify community events for involvement by the 

BEME/VIC 

Á Provide opportunities for volunteer involvement and 

work experience in the BEME/VIC 

Á Develop and present sponsorship presentations 

DCS/ VIC Manager 

 

VIC Manager 

 

VIC Manager 

DCS/ VIC Manager 

Monthly 

 

Ongoing 

 

Ongoing 

N/A  

Engage with regional and State 

tourism organisations to identify 

promotional and development 

opportunities. 

 

Á Ensure full membership of TTNQ & Outback (brochure 

distribution member - TEL) 

Á Attend RTO meetings/events 

Á Identify and maintain positive relationships with key 

staff and  

Á Send BEME newsletter 

DCS 

 

DCS/VIC Manager 

CEO/ DCS/VIC 
Manager 

VIC Manager 

As required 

 

2 x per year 

As required 

 

Quarterly 

$3000 

Engage with birdwatching, nature 

base and coach tour operators to 

understand their requirements 

regarding tourism in the Shire 

Á Identify key individuals and maintain positive 

relationships 

Á Identify opportunities the joint action  

Á Send BEME newsletter 

CEO/DCS 

 

CEO/DCS 

VIC Manager 

Ongoing 

 

Ongoing 

Quarterly 

N/A 

Engage state and federal 

politicians to create awareness, 

understanding and support for the 

BEME 

 

Á Send BEME newsletter 

Á Copy into any other relevant information regarding the 

BEME or Tourism in the Carpentaria Shire 

VIC Manager 

 

CEO/DCS 

Quarterly 

 

As required 

N/A 
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Strategy Implementation Activities Responsibility Timeframe Budget 

Engage with those State and 

Federal government organisations 

that can maximise funding and 

other support for the BEME. 

Á Identify key individuals and maintain positive 

relationships 

Á Send BEME newsletter 

Á Copy into any other relevant information regarding the 

BEME or tourism in the Carpentaria Shire 

CEO/DCS 

 

VIC Manager 

CEO/DCS 

As required 

 

Quarterly 

As required 

N/A 

Engage with regional, State and 

federal natural resource 

management organisations to 

maximise support for the BEME as 

an environmental interpretive 

centre and provide access to 

funding. 

Á Maintain active involvement in Southern Gulf Resource 

Management Group  

Á Identify key individuals and maintain positive 

relationships 

Á Send BEME newsletter 

Á Copy into any other relevant information regarding the 

BEME or nature-based tourism issues in the 

Carpentaria Shire 

CEO/DCS 

 

CEO/DCS 

 

VIC Manager 

CEO/DCS 

As required 

 

Ongoing 

 

Quarterly 

As required 

N/A 

Engage with regional local 

government and development 

organisations to ensure the BEME 

is an effective contributor to the 

economic development of the Gulf 

Savannah region 

Á Maintain active involvement in GSD  

Á Establish tourism network with adjacent councils 

(informal) 

Á Identify opportunities the joint action 

Á Send BEME newsletter 

CEO/DCS 

 

CEO/DCS 

 

CEO/DCS 

VIC Manager 

Ongoing 

 

Ongoing 

 

Ongoing 

Quarterly 

N/A 

Engage with state-based and 

national motoring clubs or 

organisations to better understand 

their issues and member needs 

 

Á Identify key individuals and maintain positive 

relationships 

Á Identify opportunities the joint action  

Á Send BEME newsletter 

CEO/DCS 

 

CEO/DCS 

VIC Manager 

Ongoing 

 

Ongoing 

Quarterly 

N/A 
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9. OPERATIONS 

9.1. Governance 

The BEME will operate as an extension of the VIC, managed by the VIC Manager assisted by staff 

located at the VIC reception.  The VIC Manager will have overall responsibility for the day-to-day 

operation of the BEME.  Therefore, governance of the BEME will come under the governance structures 

and requirements of the Carpentaria Shire Council. 

 

The VIC Manager reports to the Director Community Services (DCS) who, with input from the CEO, will 

guide the strategic directions of the BEME and ensure its leadership in promoting tourism to the 

Carpentaria Shire. 

 

The VIC Manager will provide a monthly report to Council through the DCS on the performance of the 

BEME.  This reporting will be against the identified KPIs. 

 

It is assumed that the VIC will be absorbed by the BEME and that the combined facility will go under the 

BEME brand. 

9.1.1.  Proposed Advisory Committee 

In order to ensure regular input and feedback from stakeholders within the local community it is proposed 

that the BEME developed an Advisory Committee to provide feedback and advice.  This Advisory 

Committee should include representatives from the tourism industry, Traditional Owners, Heritage 

organisations, local business, GSD, NGRMG and SGC.  It is proposed that the Advisory Committee 

meets on a quarterly basis and that the scope of the Committee should not be limited to just the BEME, 

but that it provide feedback to Council on any identified tourism issues.  In the first year of operation there 

may be a requirement for the Advisory Committee to meet more frequently. 

9.2. Policies and procedures 

It is assumed that the majority of policies and processes relating to the operation of the BEME are 

already in place within the CSC.  That is, policies covering to the governance, personnel and operations 

of the VIC will be extended to cover the BEME. However, some specific policies and processes may 

need to be developed to cover the day-to-day BEME operations and minimise the potential for downtime, 

interruption or any other interference with visitor‟s ability to enjoy the full experience offered, during all 

listed opening times. 

 

The policies and procedures listed below should cover most areas of the VIC/BEME but others may need 

to be added or extended as the project is developed and installed. 
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GOVERNANCE 

Á Reporting  

Á Purchasing 

Á Budgeting 

Á Corporate Sponsorship 

Á Advisory Committee Policy 

   

PERSONNEL 

Á Management Responsibility  

Á Equal Opportunity Policy 

Á Sexual Harassment Policy 

Á Occupational Health and Safety 

Á Smoke Free Workplace Policy 

Á Professional Development Policy 

Á Appraisal 

Á Leave Policy 

Á Casual Replacement Staff Policy 

Á Staff Meetings 

Á Technology Safe Work Practices Policy 

Á Safe Work Practices 

Á Cash Management and Control 

   

BEME OPERATIONS 

Á Maintenance and Repairs 

Á Equipment Replacement 

Á Display Updates and Alterations 

Á Opening Hours 

Á Volunteers 

 

Policies and procedures covering BEME Operations can only be developed with input and advice from 

the display designers and constructors.  Repairing or replacing elements of the display, or seeking to 

change or update display content will probably require some level of input from the design partners.  This 

will also apply to the cleaning and presentation of the display. 

9.3. Targets and Demand 

Over its first three years of operations the BEME is targeted to attract an average 15,000 visitors per 

annum.  This target is based on current visitation to the VIC (approximately 9000 per annum) and 

visitation to other attractions across the Outback region.  It would not be unreasonable to expect this 

figure to grow from between 15,000 and 20,000 in the second and third year of operation. 

 

Nearly all visitations to the BEME will take place between April and October with the majority taking place 

between May and August.  This means that the busiest times a year BEME will be attracting up to 3000 

visitors a month. This is an average of 100 visitors per day which should not overwhelm existing staff 

provided visitor arrivals are reasonably well spread over the opening hours. 

 

Predicting demand on a day-to-day or time of day basis is extremely difficult and the probability of the 

arrival of at least one coach group per day adds to this uncertainty.  Over the first 12 months of operation 

demand patterns will be better understood and staff levels appropriately managed. 
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9.4. Opening Times 

Currently, the Burns Philp building opens summer hours (1 November - 31 March) and a winter hours (1 

April - 31 October) reflecting an established demand for access.  Summer hours provide access to the 

building on a half day basis from Monday to Saturday with it open from 10am to 5pm on Tuesdays.  

Winter hours provide access from 9am to 5pm daily with a half day on Saturday.  Summer access is 

primarily provided for library users while winter access reflects tourist demand for the VIC. 

 

The opening times of the BEME should reflect the practice of other attractions across the outback region 

such as the Waltzing Matilda Centre, Kronosaurus Korner or the Min Min Encounter, which open seven 

days a week.  However, opening times must be demand driven and the BEME should initially open seven 

days a week through to 31 October, then open current summer hours.  This will establish whether 

restricted summer hours meet demand or if a review of opening hours should be undertaken.  Opening 

hours should be under constant review to ensure demand is being met effectively. 

9.5. Staffing 

Current staffing of the Burns Philp building comprises the VIC Manager and the librarian.  Both operate 

from the reception desk immediately adjacent to the main entrance and both support each other and 

cover for each other in the course of their working day. 

 

In undertaking the implementation, launch and operation of the BEME, the VIC Manager will have 

additional responsibilities that may require being away from the Burns Philp building or being unable to 

serve either visitors or library users.  When the BEME becomes operational the Burns Philp building will 

be open an additional four hours on Saturdays and least six hours (10am to 4pm) on Sundays.  Initially, 

to meet these additional hours and provide backup to the VIC Manager, two (2) casual staff should be 

trained to undertake weekend work and weekday work as required.  This arrangement should be under 

constant review by the VIC Manager, relative to demand and performance, with the options of extending 

the hours of existing casual staff, training additional staff or employing a staff person on a part-time basis 

being considered. The use of volunteers may also be an option. 

9.6. Activity Plan 

The following Activity Plan has no budgetary impact but does create additional responsibilities for the VIC 

Manager and additional tasks in terms of monthly reporting, engagement with the Advisory Committee 

and reviewing and updating policies and procedures. 
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Strategy Implementation Activities Responsibility Timeframe Budget 

A systematic approach to the 

development, review and continual 

improvement of policies which 

reflects current best practice and 

supports the mission and values. 

Á Adopt existing Council policies to the operation of the 

BEME were ever possible 

Á Develop policies specific to the operation of the BEME  

Á Review all policies on a regular basis 

DCS/ VIC Manager 

 

DCS/ VIC Manager 

DCS/VIC Manager 

As Required 

 

Ongoing 

Annually 

Nil 

Ensure meaningful reporting of 

performance to the Carpentaria 

Shire Council and the local 

community. 

 

Á Monthly reporting to Council against identified KPIs 

Á Presentation of monthly performance to Advisory 

Committee 

Á Annual report and review of BEME to Council 

VIC Manager 

VIC Manager 

 

DCS/ VIC Manager 

Monthly 

Quarterly 

 

Annually 

Nil 

Develop and maintain a governance 

structure for the BEME that ensures 

input through an Advisory 

Committee from community and 

heritage groups, Traditional Owners 

and tourism operators and other key 

regional stakeholders through an 

Advisory Committee 

Á Establish a Advisory Committee comprising individuals 

representing tourism, traditional owners, heritage and 

business (total 8 members)) 

Á Advisory Committee to meet on a quarterly basis to 

provide advice and feedback to the BEME 

CEO/ DCS/VIC 
Manager 

 

VIC Manager 

 

July/August 

 

 

Quarterly 

Nil 

Develop fully documented 

processes to ensure the efficient 

operation of the BEME and regularly 

review these against current best 

practice. 

Á Identify and document processes by which policies 

relating to the BEME can be effectively implemented 

VIC Manager 

 

 

Ongoing Nil 
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10. TRAINING & STAFF DEVELOPMENT 

 

The VIC should consider the option of providing training support to the local tourism industry by providing 

work experience for individuals interested in entering the tourism industry.  Poor customer service, 

particularly in outback areas, is the bane of the tourism industry and the need to employ casuals to 

support the BEME provides an opportunity to develop customer service skills and job ready individuals 

for new tourism operators or existing operators looking to expand. CSC should expect to lose trained 

staff to private-sector operators and should consider this as part of its role in developing the regional 

tourism industry. Working with the tourism industry and businesses to develop and maintain a strong 

customer service ethic will increase the value of tourism to the Shire. 

 

The VIC Manager will undertake an important role in the marketing and promotion of the BEME and will 

need appropriate training to ensure these duties can be undertaken competently. The VIC Manager 

should also have skills in customer service and the ability to provide customer service training for BEME 

staff and other tourism industry employees. 

 

It is assumed that other training and staff development within the BEME will be undertaken as an 

extension of existing training programs undertaken by the CSC 

10.1. Activity Plan 

Any budget impact will be based on the requirement of the VIC/BEME to maintain its own training budget 

or whether this will be undertaken as part of an existing Council budget.  This activity Plan adds the 

responsibilities and tasks of the VIC Manager. 
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Strategy Implementation Activities Responsibility Timeframe Budget 

Ensure a continual upgrade of 

staff skills and provide 

opportunities for career and 

personal development. 

 

Á Develop a staff induction program for the VIC/BEME 

 

Á Identify customer service, customer care and industry 

bookings training programs for VIC/BEME staff 

Á Provide opportunities for staff to gain experience in other 

sections of the CSC 

Á Provide opportunities for staff to gain experience with local 

tourism operators 

Á Identify tourism industry training opportunities for the 

Manager in marketing, training and customer service 

VIC Manager 

 

VIC Manager 

 

DCS/ VIC Manager 

 

VIC Manager 

 

DCS/VIC Manager 

By Sept then 
as required 

As Required 

 

Nov/March 

 

April/Oct 

$5000 

Provide training/work experience 

opportunities in retail operations 

for local people looking to enter 

the tourism industry.  

 

Á Provide work experience opportunities for students 

Á Provide work experience opportunities for job seekers 

VIC Manager 

VIC Manager 

 

April/Oct 

April/Oct 

 

Nil 

Provide opportunities for tourism 

industry staff to work in the 

BEME to better understand 

Centre operations and tourist 

wants and needs. 

 

Á Establish an exchange program with tourism industry 

operators to help broaden knowledge and experience 

within the industry 

VIC Manager 

 

 

April/Oct Nil 

Ensure all staff understand their 

responsibilities in relation to 

OHS&W 

Á Undertake regular OHS&W training VIC Manage 

OH&S officer 

Ongoing Nil 
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11. FINANCIAL VIABILITY 

The BEME should be a financially viable entity and operate in association with the VIC at no additional 

ongoing cost to the CSC.  In merging the VIC and the BEME into one operational entity, it is assumed 

that all current funding provided to the VIC will remain in place, along with cost sharing with the Library. 

While there will be substantial expenditure in the implementation stage of the BEME project and in 

developing all required marketing tools, in the first year of operation is expected to absorb all the current 

costs of the VIC at no extra cost to Council. If visitor numbers can grow at 8%, rather than the 4% 

predicted, additional cost will not be incurred. Upgrades required by the need to expand or update 

displays will be cost items in the second five years of operation. 

11.1. Revenue Sources 

Admission charges and merchandise sales are the two main sources of revenue to be derived directly 

from the BEME.  However, increased traffic through the facility will ensure increased sales of aboriginal 

art, other art and souvenir items. 

 

It is extremely important that the traffic flow from the current VIC area into the BEME proceeds back 

through the VIC, exiting at the point of entrance. This will ensure visitors have the opportunity to 

purchase merchandise and artworks before leaving the building.  Examples of this approach to 

maximising revenue can be found at attractions like Movie World on the Gold Coast, where all rides exit 

through the associated souvenir shop. 

11.2. Admission Charges 

On the basis of the pricing structures of other attractions in the Outback region and providing that the 

BEME is developed to the standard and concept presented to the Carpentaria Shire Council, the 

following costings could be applied if the BEME opens in 2011. The adjustments for CPI and any other 

cost increases would need to be included if there BEME opens later than 2011. 

Adult  $14.00 

Child  $8.00 

Family  $36.00 (two adults plus children) 

Concession $12.00 

Group  $12.00 

(Children under five years & Local residents - free) 

11.3. Activity Plan 

The following Activity Plan establishes the financial reporting framework for the BEME and the 

importance of exploring and implementing all possible sources of revenue for the facility, including grant 

revenue. 
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Strategy Implementation Activities Responsibility Timeframe Budget 

Ensure all opportunities for 

grants funding for the BEME are 

identified and applications made 

whenever possible. 

 

Á Identify all opportunities for recurrent grants across State 

and Federal government departments and organisations 

and submit applications 

Á Identify project related or one-off grant opportunities and 

submit applications 

DCS 

 

 

DCS 

Ongoing 

 

 

Ongoing 

Nil 

Ensure that there are sufficient 

financial management skills 

within the BEME/VIC to 

maximise revenue generation 

opportunities while ensuring 

cost-effective operation of the 

facility. 

 

Á VIC manager to undertake marketing and merchandising 

training 

Á Identify revenue generation opportunities, undertake 

planning and when possible, test within the VIC 

environment 

Á Examine the feasibility of a coffee shop within Burns Philp 

Building after the BEME has been operating for a minimum 

18 months. 

DCS/VIC Manager 

 

DCS/VIC Manager 

 

DCS/CEO 

Nov/March 

 

As Required 

 

2013 

Nil 

Ensure effective budget 

management in all areas of 

BEME including development of 

annual budgets and managing 

these budgets on a month-to-

month reporting basis. 

 

Á Develop and review budgets on an annual basis in 

accordance with CSC policy 

Á Report revenue and expenditure against budget as part of 

monthly reporting process 

Á Benchmark operational costs and revenue against similar 

facilities (Waltzing Matilda Centre, Min Min Encounter etc) 

DCS/VIC Manager 

 

VIC Manager 

 

DCS/VIC Manager 

Annually 

 

Monthly 

 

Annually 

Nil 
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11.4. Budget 

 

 

Be Engulfed - Monsoon Experience - Budget 2010 - 2014 

Incorporating Operating Costs for Existing Normanton VIC and Library - Based on Shared Facility  

 
Normanton VIC and 

Library Budget 
    

 2009/10 2010/11 2011/12 2012/13 2013/14 

Income      

      

Entry  210,000 218,400 227,136 236,221 

Sales 11212 40,000 41,600 43,264 44,995 

Internet  7000 7,140 7,426 7,723 8,032 

Commissions 2000 5,000 5,200 5,408 5,624 

Total Income 20,212 262,140 272,626 283,531 294,872 

Less Cost of Goods Sold 5000 20,000 20,800 21,632 22,497 

Gross Profit 15,212 242,140 251,826 261,899 272,375 

      

Expenses      

      

Signage 6000 6,000 6,240 6,490 6,749 

Cleaning Expenses 22000 32,000 33,280 34,611 35,996 

Computer Equipment/Software 2000 3,000 3,120 3,245 3,375 

Depreciation 8800 100,000 104,000 108,160 112,486 

Electricity 9500 28,500 29,640 30,826 32,059 
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General Expenses 4000 8,000 8,320 8,653 8,999 

 2009/10 2010/11 2011/12 2012/13 2013/14 

Insurance 7400 14,800 15,392 16,008 16,648 

Inventory Write-Off  1,000 1,040 1,082 1,125 

Minor Asset Purchases 18750 38,750 40,300 41,912 43,588 

Payroll Expenses 161894 194,272 202,043 210,125 218,530 

Printing, Postage and Stationery 7000 10,500 10,920 11,357 11,811 

Professional & Membership Fees 500 1,500 1,560 1,622 1,687 

Advertising and Promotions 35000 52,000 54,080 56,243 58,493 

Rates and Charges 4500 5,000 5,200 5,408 5,624 

Repairs and Maintenance 11000 20,000 20,800 21,632 22,497 

Grounds Maintenance 3000 5,000 5,200 5,408 5,624 

Security 3200 3,300 3,432 3,569 3,712 

Telephone 6500 8,000 8,320 8,653 8,999 

Training  1,500 1,560 1,622 1,687 

Uniform Expenses  500 520 541 562 

Total Expenses 311,044 533,622 554,967 577,166 600,252 

Excess Income over Expenditure -295,832 -291,482 -303,141 -315,267 -327,878 

      

      

      

      

Based on 15,000 visitors in the first year @ $14     
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The BEME budget as outlined on the previous two pages is an estimate based on current operating costs 

for the Carpentaria Shire Council library and the VIC plus the operating costs of similar tourist attraction 

is located in the Outback region.  It is probable that in the first year of operation maintenance costs and 

asset purchases will not be as high as budgeted.  

 

Council must ensure that there is adequate provision for marketing, promotions and public relations 

activities over the first two years of operations in order to bring this new product to market as quickly and 

effectively as possible and through this ensure that visitor and revenue targets are met.  A failure to meet 

visitor and revenue targets will not only impose extra cost on Council but will also deprive Shire tourism 

operators and businesses of the direct and flow-on revenue these tourists would provide. 

 

Once the BEME is successfully imbedded in the Outback tourism market and the product is well 

understood by VIC staff in the Outback and TNQ regions, marketing activities can be more focused on 

maintenance rather than growth and require fewer resources to achieve this. 

 

The aim of CSC in its financial management of the BEME is to try and ensure that the facility is operated 

at no additional cost to Council while generating significant growth in the value of tourism to the Shire. 

This will be achieved if visitor growth to the BEME is maintained at 8% from 2011 to 2014, not 4% as 

budgeted. 

 

 

  


