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 The Benalla Rural City Council acknowledges the support  
of the Victorian Government through the 'Putting Locals First' and 

  the 'Advancing Country Towns' Programs 
                        in the development of the strategy.

The overarching strategy is supported by four independent plans – the Business 
Growth Plan, Benalla Tourism Marketing Plan, Benalla Workforce Development Plan and 
the Business Engagement and Communications Plan.  The documents are available upon 

request by contacting the Manager of Economic Development and Tourism on 
03 57602600 
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Background: 
Benalla Rural City is taking a strategic approach to business and tourism development, identifying workforce needs, market and information gaps 
that are inhibiting growth, and taking the leading role in addressing these issues through a Benalla Business and Tourism Growth Strategy. 
The Strategy provides a clear and concise framework for business and tourism development activities identified as critical to Benalla’s future. 

 
The Advancing Country Towns Program provides a solid foundation for this Strategy as it has a strong track record in uniting organisations, 
agencies and individuals to focus on a stronger future for Benalla. The timing of this project is important as it is vital that Benalla maintains the 
momentum it has built up in growing its local businesses and expanding it tourism base. Competition from other regions and structural changes 
in manufacturing and agriculture mean that there will be continuing external pressures on Benalla’s economic foundations. 

 
The outcomes sought from the Strategy are to provide; 

 

 Overarching business focus for Benalla Rural City Council for the next five years; 
 

 Guidance for Council's Economic Development and Tourism Team, Implementation Steering Committee and the Benalla business 
community; 

 

 A focus for future action; 
 

 Innovative opportunities for creating a diverse and resilient Benalla economy; 
 

 A review of the potential of four local assets – Winton Motor Raceway, Winton Wetlands, Benalla Airport and the Benalla Art Gallery;
 

 Alignment with other key regional development priorities; and 
 

 Four specific Plans: Marketing; Workforce Skills Development; Business Engagement and Communication; and New Business Growth. 
The success of the overall Strategy will be measured against the following local Key Performance Indicators from the Benalla Advancing Country 
Towns Program: 

 

1. Increased diversity of employment 
 

2. Increased spread of industries contributing to Benalla’s GDP 
 

3. Increase in new investment from within the community 
 

4. Increase in new services offered by Benalla businesses 
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Process: 
The consultants used a mix of qualitative and quantitative work, and a mix of secondary (desk top) research and primary (new fieldwork and 
market) research to undertake the project and conducted it in 7 stages. 

 
Stage 1 Project Planning. 

 

Stage 2 Preliminary Data gathering and analysis, review of current initiatives in key industry sectors, review of regional, state and national trends 

and influences. 

Stage 3 Intensive fieldwork, identification of opportunities. 

Stage 4 Analysis, synthesis and interpretation. 

Stage 5 Development of each of the four plans, strategies and actions, reality checking, identification of obstacles. 

Stage 6 Preparation of consolidated Draft Business and Tourism Growth Strategy 

Stage 7 Finalisation of Benalla Business and Tourism Growth Strategy. 
 
 
 

Five keys to future business prosperity: 
 
There are five keys to growing business in Benalla in the future: 
1. Review town marketing and positioning. 
2. Encourage visitors to stay an extra hour or an extra night (and bringing the shopping and hospitality experiences up to the mark). 
3. Increase local business capacity through higher level skills (developed internally and secured through experts), entrepreneurship, 

engagement and business-to-business support, to foster a “can do” creative business environment at all levels. 
4. Push harder for development at Enterprise Park and enabling redevelopment of old industrial and commercial sites. 
5. Develop a stronger and more coherent Events program linking to regional business offerings and gradual integration (based on capacity to 

deliver) with the four main attraction assets (Winton Motor Raceway, Winton Wetlands, Benalla Airport, Benalla Art Gallery). 
 
Actions to realise these keys to business growth are included in detail in each of the four plans that make up this Business and Tourism Growth 
Strategy, and are set out in the Action Plans within this document. 
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Key Issues: 
 

Benalla’s total population is relatively constant, but there is much more turnover of residents 
than the headline figures suggest 

 
 The current estimated resident population of Benalla is 13,729. The net population has remained virtually static over the decade from 

2002, in contrast to the average for the rest of regional Victoria, which had an average decline in population of 0.5%pa. 
 Between the 2006 and 2011 Census the ‘usual resident’ population fell by a net 78 individuals. But there was a lot of churn in the 

population, with some 2,500 people moving into and out of the city over that period. 
 

Long term residents may feel they are losing touch with their neighbours – and for good 
reason. 

 Feel like you don’t know your neighbours any more? Almost 40 percent of them might be newcomers. The highest rates of new arrivals 
were in the age group 25 to 39 years old (average of 37 percent newcomers in the five years) and young children between the age of five 
and nine (29 percent newcomers) 

 Of interest retirees (people over 65) were the smallest age group to move to Benalla between 2006 and 2011. 
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New residents are both similar and different to long term residents 
More detailed examination of the characteristics of new residents shows that while, ‘on average’, the two groups seem similar, looking 
beneath the average shows that there are in fact two types of new residents. Some of the new residents have low incomes – though these 
are both people under 30 and people over 60 – and some are looking for work. But some of the new residents are also high income 
professionals. 
 While the largest number of new residents are in the 20 to 50 age group (948), there is still a sizeable number who are over 60 (362). 
 The income mix is linked to the age mix as the new residents include a sizeable number of people over 60 on low incomes. 
 Overall, new residents have a very similar income profile to Benalla long term residents – with slightly higher percentage on 

pension/Newstart – but only slightly at 15.4% vs 13.3%. The lower income new residents are more likely to come from other states than 
from other parts of Victoria. 

 In terms of their labour force status, new residents are as likely to be employed full-time as Benalla long term residents (32% each), but a 
slightly smaller percentage have part-time work – perhaps indicating that many have come to Benalla to take up a full-time job. 

 This is supported by the occupational mix, with a much higher percentage of in-migrants who are professionals (25%) than long-term 
residents (14%). 

 While percentage-wise more new residents are unemployed and looking for work (4.4%) than long term Benalla residents (2.4%), the 
numbers are actually small. 78 of the 1,725 new residents were looking for work, while 210 of Benalla’s 8,876 long term residents (aged 
over 15) were looking for work. 

 

Benalla’s population will become older faster than that for regional Victoria as a whole 
 Based on State Government projections, the number of people over 65 years of age will increase from about 2,800 in 2011 to over 5,400 

in 2031. Current comparison indicates Benalla has 29.2% of the population aged 60 years and over against 24.2% for regional Victoria. 
 Business opportunities will come (and go) as a consequence. 

 
The main drivers of Benalla’s economy are likely to change 

 The top three employing industries in Benalla in 2011 are ‘health care and social assistance’, ‘manufacturing’, and ‘retail trade’, however 
both manufacturing and retail have seen substantial losses in employment over the past five years, which could cause a shift in industry 
dominance into the future. 

 The top three occupations in 2011 were ‘managers’, ‘technicians and trades workers’, and ‘professionals’. All three occupations saw an 
increase in numbers between 2006 and 2011. 
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The economy is becoming more focused on tertiary sector services 
 And this will continue as more than half of the national jobs growth expected in the next 5 years will be in just four industries: 

1. Health Care and Social Assistance 
2. Professional and Technical services 
3. Education and Training 
4. Construction. 

 
 
 
 

As Benalla faces an increasingly ageing population alongside a transforming economy, the next 
five years is likely to deliver some changes for the Benalla community. Is Benalla Rural City 
ready to grasp the shifting employment and industry opportunities? How is it going to encourage 
young people and those with tertiary qualifications to return to the city? Benalla faces many of 
the common challenges of regional Victorian towns, and this Business Development and 
Tourism Strategy provides a roadmap for action now that prepares Benalla for a dynamic and 
exciting future. 
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Workforce Development 
 

Building workforce capacity 
Building workforce capacity means finding new and effective ways to increase the quantity and quality of Benalla workers. 

 

Raising awareness of workforce development issues 
The goal is to ensure that local employers, education and training institutions and other stakeholders in the community are aware of the 
magnitude of the challenge ahead and are equipped with the information and resources they need to help prepare Benalla to meet its 
workforce needs. 

 

Improving workforce practices of small, micro and medium enterprises (SMEs) 
Many small, micro and medium size enterprises do not have the resources to dedicate to recruitment and retention strategies and therefore 
face the greatest challenge. SMEs will need to take early action to ensure that a workforce shortage doesn't threaten their organisational 
productivity or viability. The provision of accessible, easy to use resources which will help SMEs develop their workforce practices for better 
recruitment and retention outcomes is necessary. 

 
Enhancing links between learning and working 

Most employers rely on educational and training institutions to provide them with skilled and educated workers, and to help retrain and 
upgrade the skills of their existing workforce. Enhancing the links between educational and training facilities and employers will be critical to 
ensure workforce needs can be met. 
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Workforce Skills Development Action Plan 

 
 
 
Areas for Action 

 
Recommended Actions 

First Steps Who Funding 
Req 

Enhancing links 
between learning and 
working 

Formally establish a Roundtable Consultative Group 
– A mechanism for industry / business to get together 
with RTOs, Training Institutions, Recruitment and Job 
Services Agencies (JSAs) to discuss current and 
future needs, outcomes of existing projects and to 
meet annually for review 

Identify and call for 
representatives 
Convene first meeting 
Establish guidelines and 
priority actions 

 
 
Manager 
Economic Development 
and Tourism 

 
 
 
No 

  Alliance projects including; 
 More engagement with schools and 

industry 
 Collaboration between JSAs, employers 

and RTOs 

 
 
Identify and engage 
stakeholders 

Roundtable 
Representatives, 
incorporating Industry 
Forum and Jobs & Skills 
Action Development 
Team members 

 
 
 
No 

  Taster programs which create connections and give 
industry an opportunity to see what’s available 

  Roundtable 
Representatives 

 

No 

Building workforce 
capacity 

Jobs Expo – major event to attract prospective 
employees to Benalla 

Build on last job expo 
outcomes 

Economic Development & 
Tourism Team & JSAs 

 

  Develop Programs and Courses tailored to employer / 
industry needs 

 

Provide feedback to RTOs and 
Training Institutions 

Roundtable 
Representatives & RTO 
Representatives 

 

Raising awareness 
of workforce 
development issues 

 

Conduct Business Workforce Briefings: seminars 
where businesses provide details of their recruitment 
needs to those working with jobseekers 

 

o Identify stakeholders 
o Organise meetings 
o Establish agenda 

 
 
Benalla Business Network 

 
 
No 

  Stocktake of what exists in the local region, helping 
local business better utilise technology and make it 
work for their business 

 

Develop and circulate 
questionnaire 

 

Economic Development & 
Tourism Team 

 
Yes 

   

Disseminate information on local projects to the 
broader community 

Information exchange through 
Roundtable 
Circulate e-newsletter 

 
 
Roundtable 

 
 
No 
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Areas for Action Recommended Actions First Steps Who Funding Req 
 

Improving workforce 
practices of small, 
micro and medium 
enterprises (SMEs) 

 

Conduct Business Workforce Briefings: seminars for 
businesses providing current up to date information on 
recruitment practices, Workplace Health and Safety, 
and other issues relevant to business. 

 

In conjunction with State 
Government secure funding and 
establish a program of seminars 

Roundtable 
Manager 
Economic 
Development & 
Tourism 

 
 
No 
(Self funding) 

   
 
Develop programs and courses tailored to employer / 
industry needs 

 
 
Provide feedback to RTOs and 
Training Institutions 

Roundtable 
Representatives 
& Benalla 
Business 
Network 

 
 
 
No 

   
 
Develop a range of programs to help business to 
improve their service and turnover and therefore grow 
and employ more people including: 

 Customer Service training programs 
 Roster system for cafes to open on weekends 

Investigate suitability of: 
 Springboard Business 

Development Program 
 Women in Business Mentoring 

Program 
 Small Business Workshops 

o Export 
o Innovation 
o Service Sector 
o Aussie Host or equivalent

 
 
Benalla 
Business 
Network 
 
Economic 
Development & 
Tourism Team 

 
 
 
 
 
No 
(Self funding) 
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Tourism and Marketing 
 

Branding and Promotion 
 

 Benalla does not have a clear brand in the marketplace and there is potential to create a brand for tourism product in the area 
 The current market positioning is geared towards locals and residents rather than visitors 
 Benalla needs to freshen up its tourism marketing as some of the current brochures look old fashioned and there is little material that pulls the 

total offering together 
 There is potential for Benalla to be market leaders with more interactive marketing 

initiatives 
  Benalla has poor online visibility and needs more than the existing pages on the BRCC 

website to be seen as a player in the tourism market 
 It is difficult to find Benalla accommodation on line as listings are currently split across a 

number of sites 
 This situation may be improved by the Tourism North East Digital Platform website 

which is likely to be launched towards the middle of the year 
 Success of this initiative will also depend on the level of Search Engine Optimisation 

 
 
 
 
 

Tourism 
 

 Benalla is fortunate to have very well developed and respected products in the Arts and Culture sector. The Benalla Art Gallery and the  
Benalla Performing Arts and Convention Centre (BPACC) along with the Botanical Gardens, lake and historic landmarks are the lynchpin

      of the current offering
     Benalla is not well placed to become a tourism destination in the short to medium term as it lacks major assets and the infrastructure to 

      support large numbers of overnight visitors. 
     Benalla is well placed to focus on events based tourism and leverage on existing attractions that draw people to the area such as Winton 

      Motor Raceway, Winton Wetlands, Benalla Airport and the Benalla Art Gallery. 
     Winton Motor Raceway is a key attraction that consistently brings visitors to Benalla 
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 Anecdotal evidence suggests that “Winton Widows” who come to events with their partners spend time and money in Benalla and are 
attracted by the retail mix 

 The co-location of the Museum and Visitor Information Centre is confusing for the visitor. There is potential to modernise this building and
        to give the Visitor Information Centre a visual prominence. 

  
 

Tourism Product 
 

 In addition to well established products such as the Benalla Art Gallery, BPACC and Costume and Pioneer Museum there are also a number 
of products that would benefit from more development and marketing to maximise their potential. These include 

 The Costume & Pioneer Museum would benefit from a redesign of the facility 
 Some of the exhibits would benefit from a professional curator 

 There may be funding available to provide a curator for a specific exhibition or as a mentor 
 Benalla Aviation Museum and Gliding Centre could become key attractions to increase length of stay in the area. Both organisations are 

run by volunteers and have limited resources 
 The Benalla Migrant Camp exhibition would benefit from a permanent home 

 It is likely the mooted Benalla Airport Master Plan will provide opportunities for the Aviation Museum, Gliding Centre and Migrant Camp 
Exhibition 

 Low impact activities at the Winton Wetlands would also increase the length of stay in the area and could provide opportunities for micro 
businesses such as bicycle hire, canoe hire/tours or bird watching tours. Some of these businesses could also operate on the lake. 

 There will be significant potential to “showcase” Benalla during the World Gliding Championships in 2017 
 The food and winery offering will take more time to develop but there may be potential to tap into existing businesses such as Hook & Spoon, 

Fruits n’ Fare and cafes or restaurants to highlight local produce 
 In some communities an annual festival or event has been successfully used as a vehicle to focus attention on local produce 
 This sector may also provide opportunities for other businesses such as tour and transport operators 

 

 

Product Mix 
 The existing tourism product mix falls into two main categories 

 Sport and excitement 
 Car racing, joy flights, bike riding, canoeing 



Benalla Business and Tourism Growth Strategy - July 2014 12  

 
 
 

 Arts and culture 
 Artworks, movies and performances, historical and natural attractions 

 The Winton Wetlands could fit into both categories 
There is potential to actively promote retail as a part of the tourism mix 

 Benalla has a very strong mix of independent retailers and an excellent range of browsing shops which will appeal to both visitors and 
local recreational shoppers. 

 Although there is a strong mix of cafes, bakeries, takeaways and restaurants in Benalla they appear to be mainly focused on the local market 
and there is often little differentiation between outlets, particularly in the café category. There is potential to differentiate the offering, tailor 
menus and trading hours to actively target the visitor market 

 There is not sufficient accommodation at present to actively target longer stays. There is also potential to broaden the accommodation mix 
with self-catering, B & B’s, four star, backpacker and pubstay accommodation 

 The two tourism clusters are located relatively close to the CBD and there is potential to pull them into the main street and extend the length 
of visit by 1 – 2 hours 

 There is potential to create more activity in the main street to attract both locals and visitors 
 

Signage 
 

 There is potential for improved tourism signage on the Hume Highway and at the entry points to Benalla to promote key attractions such as the 
Benalla Art Gallery, Winton Wetlands, Winton Motor Raceway and the Benalla Racing Club. 

 The directional signage in the main street is cluttered and confusing. Passing traffic and visitors are likely to find themselves heading out of 
town before they have worked out where they can park and what’s on offer 

 A Signage Strategy Working group has been established and is addressing a rationalisation of the CBD signage. 
 

Visitation 
 

 The majority of visitors arrive by car, there is little information available to them unless they visit the Visitor Information Centre (VIC).
 Anecdotal evidence suggests there is also potential to increase visitation by train but this is hampered by 

 Unreliability of the train service 
 Distance from the main street and lack of public transport to move visitors around town and to surrounding areas 

 The Art Gallery has recently started gathering data on visitors which will provide insights into sources of visitors to Benalla 
 There is potential to track visitation information through the VIC 
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Trading Hours 
 

 The majority of visitation in terms of tourism occurs at the weekends, if Benalla wants to actively target visitors and tap into visitors coming to 
the area for events, browsing shops and cafes will need to be open at the weekend. 

 

Alignment 
 

 The North East Victoria Tourism Board has identified the Winton Wetlands as an area of special interest for development in 2013 – 16. It is 
also advocating and supporting the development of small and boutique accommodation in the area. In the overall strategy, digital 
excellence is a key focus. 

 

Champions and Implementation 
 

There is currently no organisation which can take day to day responsibility for implementation of recommendations for tourism and business 
community development. It will be important that there are champions from within the business community to support initiatives and provide  
practical support for implementation. There may be potential for Benalla Business Network to play a key role in the implementation of some strategies. 
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Tourism and Marketing Action Plan 

 
 

Areas for Action Recommended Actions First Steps Who Funding Req 

Consolidation Phase        
Undertake research to 
improve market 
understanding 

Organise a meeting for businesses to share market information 
Conduct Postcode research 
Conduct “café” research 

 
Initial meeting 

 
BBN 

 

No 
(Self-funding) 

Capitalise on vacancies to 
improve retail mix 

Maintain and actively build retail mix with proactive marketing 
via real estate agents 
Vacant shops – community noticeboard 

 
Market temporary uses 

 
BBN 

 

No 
(Self-funding) 

 
Develop stronger image and 
branding 

Develop a City Centre or “campaign” logo and positioning 
statement 
Develop a campaign name as an umbrella for initiatives 
Benalla Business Network, partner 
Sponsorship 

 
 
Establish campaign 
design team 

 
 
BBN 

 
 
No 
(Self-funding) 

 
Improve online visibility 

Develop a tourism website to promote the total product 
Set up Google Place Page 
Set up Facebook Page for visitors 
Capitalise on Business Network and local sites 

 
Website development 
plan 

 
BRCC & 
BBN 

 
No 
(Self-funding) 

Capitalise on opportunities to 
connect with locals and 
visitors 

 

Develop a phone app for locals and visitors 
Lake loop app 

 
App development plan 

 
BBN 

 

No 
(Self-funding) 

 
Improve visibility and 
ambience in main street 

Cross promote tourism initiatives with street flags, vacant 
premises program, A Boards, umbrellas 
Create a city centre “space” for cross promotion of tourism 
activities including food and wine 
Signage audit 

 
 
Establish main street 
team 

 

BBN 
BBN 
 
BRCC 

 
 
No 
(Self-funding) 

 
Improve accessibility of 
tourism information 

Modernise Visitor Information Centre 
Increase information to retailers and tourism operators including 
accommodation 
Eventually replace with online initiatives 

 
 
Start on long term VIC 
strategy 

BRCC 
 
BBN 
BBN & 
BRCC 

 
 
No 
(Self-funding) 

Gradually extend trading 
hours 

 

Trading Hours campaign – long term Extend hours on big 
event days 

 

BBN No 
(Self-funding) 
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Areas for Action Recommended Actions First Steps Who Funding Req 
 

Marketing Phase        
 
Target marketing to local 
community 

Launch app 
Postcard campaign 
Flyer in store marketing 
Website and Facebook campaign 
Vacant shop signage 

 
 
Prepare collateral 

 
 
BBN 

 
 
No 
(Self-funding) 

Promote local shopping Shop Local Campaign Review potential BBN No 
Market to new residents New resident pack Gather content BBN No 
 
Market to passing traffic 

Retail trail 
Eating guide 
VIC information 
Direct marketing to groups 

 
 
Prepare collateral 

 
 
BBN 

 
No 
(Self-funding) 

 
 
Market to attract recreational 
shoppers 

Fashion trails 
Fashion and food blog 
Suggested itineraries 
Eating out guide 
Cluster groups and possible promotions e.g. fashion, sales, 
Food event and Seasonal promotion of food 
Markets Lakeside and Tatong 

 
 
 
Prepare collateral 

 
 
 
BBN 

 
 
 
No 
(Self-funding) 

 
 
 
Market to attract destination 
and event visitors 

Tap into BRCC event coordinators expertise 
Setting up a liaison committee 
Develop an Events calendar and notification service 
Promotional brochures and leaflets 
Develop one stop packages 
Focus on linking events to the town 
Main street visibility / Window displays /Street banners 
Add food to events 
Tastings, wine offering 

 

 
 
 
 
Prepare collateral 

 

 
 
 
 
BBN 

 
 
 
 
No 
(Self-funding) 

 

Advertising and promotion Increase the profile of Benalla at Winton Motor Raceway 
Showcase tourism product 

Review with 
Raceway Committee 

 

BBN No 
(Self-funding) 

Implementation Benalla Business Network   BBN No 
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New Business Growth 
 
 
Four issues have been identified as being crucial to enabling business growth (new business formation and existing business expansion) in 
Benalla. 

 

Population attraction and retention 
a) Social, community and amenity aspects – ensure that State and Local Government recognise the importance to residents (existing and 
prospective) of: 

 Retail mix and attractiveness 
 Sporting and community facilities 
 Health and ageing facilities 

 
b) Work aspects: 

 Enhance and promote in-Benalla job prospects 
 Investigate why early/mid career people move on? 
 Attraction/retention issues for health/aged care/professional qualifications 
 Local and regional skills development needs – better linking of what RTOs offer with employer needs and building workforce capacity and 

ambition in Benalla through showcasing the within-town career development opportunities. Very few young people can see a pathway for 
themselves within Benalla’s job options and yet many people do well. 

 Services growth area – can it be a stronger lever for career building and resident attraction? 
 
c) Residential housing supply aspects 

 Ensure that the economic and population growth forecasts are integrated into BRC’s residential lands strategy and land release and 
development program. This should include provision for a range of housing types including low cost housing and a variety of independent 
living options for older people. 
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Potential for four assets 
In the short-term there is potential for greater flow-on to the regional economy from activities at Winton Wetlands (some small businesses and 
employees) and the Benalla Airport (via tourism/accommodation). There is greater potential flow-on from Winton Motor Raceway, but this needs 
enthusiastic support from the town (business and community). There is possibly a clash of cultures perceived between the raceway participants 
and people coming for other attractions (such as Benalla’s arts and culture offerings), but in practice these are complementary markets and could 
be tapped further. Gliding participants are often frequent and regular visitors and businesses should consider closer engagement with this group 
of ‘semi locals’. Gliding competitions offer opportunities for 2-6 week property rentals. Arts and cultural assets (Benalla Art Gallery, BPACC and 
others highlighted earlier) are also well-placed to deliver wider economic benefits. 

 
 
 

Property development 
Benalla’s strong manufacturing history has left a legacy of a sizeable supply of disused industrial buildings and industrial land which needs to be 
redeveloped. This is spread across many areas, but there is a concentration around the airport and along Samaria Road from the Sydney Road 
intersection to the Kilfeera Road intersection. As with many country towns much of this land now adjoins residential areas and so redevelopment 
needs to reflect the changing growth drivers of the district. 

 
Benalla also has a large supply of greenfields industrial land, including the Industrial 2 class land at Enterprise Park. Sales of portions of this  
land have not been possible as no land was available.  Addressing the problem is a very high priority for the Council and is the subject of a 
feasibility study for which the Council has secured funding -  the Benalla Business Growth (Enterprise Park) Project.  The project is due for 
completion in December 2014. A key focus of the project is a critical review of how ‘investment ready’ Enterprise Park is, and constraints 
need to be addressed quickly as it is likely that demand for large-lot industrial development is generally shrinking. 

  The project is based on significant consultation of the local business community and will deliver an investment ready 20 lot subdivision design to 
  be progressed as funding becomes available in the next term of the Council.  
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Business growth 
Benalla has a vibrant business mix, which is evolving as consumer tastes change and opportunities come and go. Specific issues for main street 
businesses are covered in the Tourism and Marketing Plan as there is a very close link between main street businesses reaching more tourists 
and appealing to more locals. Feedback from businesses, and comparison with businesses in other regions, suggests the following areas that if 
addressed will improve business performance and profitability: 

 

1. Accessing and applying business building expertise – such as in marketing/product development/packaging/e-business etc. 
 

2. Accessing and applying information on market changes needed, and the related need to promote a culture of adaptation and innovation. 
 

3. Actions to help elevate marketing knowledge base and skills. 
 

4. Clustering and networking to exploit the potential for structured interventions to foster clusters and better business-to-business 
communication. 

 

5. Building on the hospitality sector in order to offer more on holiday weekends and offerings to encourage people passing through to stop, such 
as a roster system for cafes to ensure something is open. 

 

6. Reinvigorate some type of training and development of retail / hospitality skills. Many interviewed seemed to agree that it is needed but there 
still appears to be some resistance from the business sector to implementation. 
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New Business Growth Action Plan 

 
 

Areas for Action Recommended Actions First Steps Who Funding Req 
 
Surveying arriving and 
departing workers 

 
 
Design and conduct simple survey 

 
Link with key employers 

Benalla Economic Development & 
Tourism Team and/or 
Task Force (Jobs & Skills Action 
Development Team) 

 
 
No 

 
 
Mid-career pathways 

 
 
Informal meetings with employers 

 
 
Link with employers 

Benalla Economic Development & 
Tourism Team and/or Task Force 
(Jobs & Skills Action Development 
Team) 

 
 
No 

 
 
Benalla careers 

 
Case studies of careers pathways 
within Benalla 

 
Link with employers and 
successful ‘careerists’ 

Benalla Economic Development & 
Tourism Team and/or Task Force 
(Jobs & Skills Action Development 
Team) 

 
No 

 
Experience packages 

Prepare experience packages for 
Raceway and Gliding event 
participants 

 

Link with businesses, 
showcase opportunities 

 
Tourism and Events Support staff 

 
Some 

 

Link with residential lands 
strategy 

 

BRCC to link BD&T Strategy with 
residential lands strategy 

 

BRC strategic planning and 
Internal staff links 

 
BRCC Staff 

 
No 

 
Bring events into CBD 

 

Coordinate complementary/linked 
activities in CBD 

 
Link with event hosts 

 

Benalla Economic Development & 
Tourism Team & BBN 

 
Yes 

 
Link events to arts/culture 

 

Promote complementary/linked 
arts/culture offers 

 

Link with event hosts and 
arts/culture providers 

Benalla Economic Development & 
Tourism Team & BRCC Arts & 
Culture Team 

 
Some 

 
Main street business 
participation 

 

Showcase value of participation 
and ‘how to’ 

 

Link with businesses and 
BBN 

 
BBN 

 
Some 

 
Signage review 

 
Signage audit and rationalise 
signage 

 
Signage audit completed  

 
BRCC  

 
Yes 
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Areas for Action Recommended Actions First Steps Who Funding Req 
 
Airport precinct planning 

 
Instigate airport precinct 
master planning process 

 
Internal 

 
BRCC staff 

 
Yes 

 
Review Enterprise Park 
attractiveness 

 
Review industry attractors and 
readiness of Enterprise Park 

Internal review completed 
and feasibility study being 
undertaken.  

 
BRCC staff 

 
No 

 
Redevelopment of 
commercial/industrial sites 

 
Review Council processes 

 
Internal 

 
BRCC staff 

 
No 

 
Valuing expertise 

 
Collect local success stories 

 
Council and BBN to initiate 

 
Benalla Economic Development & 
Tourism Team and BBN 

 
No 

 
Managing market changes 

Collect information on how markets 
and sub-markets are changing and 
how to respond 

 
Council and BBN to initiate 

Benalla Economic Development & 
Tourism Team in partnership with 
Small Business Victoria 

 
No 

 
Informal cluster groups 

Convene informal cluster groups of 
SME shared-interest or 
complementary businesses 

 
BBN to initiate 

 
BBN 

 
No 

 
 
Outstanding customer 
service 

Address actions in the Tourism 
Marketing Plan relating to 
hospitality, service quality, tricks 
and tips to engage locals and 
tourists 

 
 
Council and BBN to initiate 

 
 
Benalla Economic Development & 
Tourism Team and BBN 

 
 
Yes 
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Business Engagement and Communications 
 
 
Effective communication was found to be a major issue and a cornerstone to business success. Without effective communication internally 
businesses will struggle with a lack of understanding, motivation and direction while externally effective communication helps engender 
understanding, build better relationships, save time and decrease the opportunity for mixed messages. 

 
The Business Engagement and Communications Plan sets out steps to enhance communication between business, industry associations, and 
government as well as improve information flow. It focuses on: 

 

Businesses to Council communication and vice versa 

Business and Council communication to community 

Business to Business communication to prevent customer leakage 
 
 

Rationale: 
 

Content 
Market research – access to business-relevant information and ways to apply the implications to business – has been the main issue highlighted 
by businesses during the preparation of this Strategy and the Business Expansion and Retention (BEAR) project. Amongst businesses there is a 
wide spectrum of access to and use of this expertise in Benalla, especially in retail and hospitality, which indicates plenty of scope for sharing 
stories, experiences (positive and negative) in order to raise the overall level of expertise in these vital areas amongst Benalla businesses. 

 

Delivery 
Email “to the desk” is still popular alongside face-to-face communications through consultations and workshops. Businesses tend to learn best 
from other businesses, and one recommendation here is for small and informal cluster-type meetings/discussions amongst businesses in ‘like’ or 
‘complementary’ fields to focus purely on ‘doing business better’. These can either be peer-facilitated or have an independent facilitator, but 
experience shows they are a powerful way of raising the bar in terms of business skills. 
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Recommendations 
 

1. Review the role of Council in either driving communication with business or supplying content. 
2. Ensure Council follows best practice recommendations for engaging with small businesses (see Attachment). 

 
3. Ensure BBN takes up a stronger role in facilitating communication between government and business, and between businesses. 

 
4. More targeted use of IT. For example having the Calendar of Events easily linked to business-specific offers around events – enabling 

business owners to update their own offers as the event date approaches. A ‘members’ section behind this could enable businesses to 
share information about activities and events in Benalla. 

 
5. Support BBN in convening and running informal cluster group discussions on ‘doing business better in Benalla’. 

 
6. Engage BBN to be the link between business and events and drive a campaign to “stay an extra hour or an extra day”. BBN is well 

placed to drive the widening of business activity during major events (weekends up to 6 times a year). 
 

7. BBN to work with Council’s Events Coordinator to engage a wider group of businesses actively participating in each event. 
 

8. Link Benalla Rural City Events Coordinator with the Marketing Officer for BPACC and the Benalla Art Gallery to work with businesses to 
connect with and capitalise on upcoming events. 

 

9. Support the “Benalla: Be Surprised” campaign – put a local in your glovebox … 
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Business Engagement and Communication Action Plan 

 
 

Areas for Action Recommended Actions First Steps Who Funding Req 
 
Review Council’s role 

 
Review Council role and processes 

 
Internal 

 
BRCC staff 

 
No 

Council to follow best 
practices in small 
business communication 

 
Review Council processes 

 
Internal 

 
BRCC staff 

 
No 

 
BBN strengthens role as 
communicator 

 
BBN adopts more active role 
across business community 

 
BBN members and 
Executive 

 
BBN 

 
Some 

 
Targeted use of IT 

Council and BBN review options 
for smarter use of IT for push 
marketing 

 

Review options and 
approaches in other towns 

 

BRCC Economic Development & 
Tourism Team and BBN 

 
Yes 

 
BBN informal cluster 
groups 

Convene informal cluster groups of 
SME shared-interest or 
complementary businesses 

 
BBN to initiate 

 
BBN 

 
No 

 
BBN link between 
businesses and events 

Individual meetings and a 
workshop on ‘how to benefit’ from 
each major event 

 
BBN to initiate 

 
BBN and Benalla Economic 
Development and Tourism Team 

 
No 

 
BBN collaboration with 
Council events role 

 
BBN to work more closely with 
Council’s events role 

 
Internal 

 
BBN and BRCC staff 

 
No 

Council events and 
marketing team 
coordination with business 

 
Council staff to work more closely 
with business community 

 
Internal 

 
BRCC staff and BBN 

 
No 

 
Support “Benalla -Be 
Surprised” 

 
Council and BBN to promote 
campaign 

 
Council and BBN to initiate 

 
Benalla Economic Development & 
Tourism Team and BBN 

 
Some 
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Executive summary 
 
Key points emerging from analysis 

 
Benalla’s population is relatively constant, but there is much more turnover of residents than 
the headline figures suggest 

• The current estimated resident population of Benalla is 13,729. The net population 
has remained virtually static over the decade from 2002, in contrast to the average 
for the rest of regional Victoria, which had an average decline in population of 
0.5%pa. 

• Between the 2006 and 2011 Census the ‘usual resident’ population fell by a net 78 
individuals. But there was a lot of churn in the population, with some 2,500 people 
moving in and out of the city over that period. 

 
Long term residents may feel they are losing touch with their neighbours – and for good 
reason. 

• Up to 40 percent of neighbours might be newcomers, depending on their age mix. 
The highest rates of new arrivals were in the age group 25 to 39 years old (average 
of 37 percent newcomers in the five years) and young children between the age of 
five and nine (29 percent newcomers) 

• Interestingly retirees (people over 65) were the age group with one of the smallest 
numbers of new migrants to Benalla between 2006 and 2011. 

 
New residents are both similar and different 
More detailed examination of the characteristics of new residents shows that while, ‘on average’, the 
two groups seem similar, looking beneath the average shows that there are in fact two types of new 
residents. Some of the new residents have low incomes – though these are both people under 30 
and people over 60 – and some are looking for work. But some of the new residents are also high 
income professionals. 

• While the largest number of new residents are in the 20 to 50 age group (948), there 
is still a sizeable number who are over 60 (362). 

• The income mix is linked to the age mix as the new residents include a sizeable 
number of people over 60 on low incomes. 

• Overall, new residents have a very similar income profile to Benalla long term 
residents – with slightly higher percentage on pension/Newstart – but only slightly at 
15.4% vs 13.3%. The lower income new residents are more likely to come from 
other states than from other parts of Victoria. 

• In terms of their labour force status, new residents are as likely to be employed full- 
time as Benalla long term residents (32% each), but a slightly smaller percentage 
have part-time work – perhaps indicating that many have come to Benalla to take up 
a full-time job. 

• This is supported by the occupational mix, with a much higher percentage of in- 
migrants who are professionals (25%) than long-term residents (14%). 

• While percentage-wise more new residents are unemployed and looking for work 
(4.4%) than long term Benalla residents (2.4%), the numbers are actually small.  78 
of the 1,725 new residents were looking for work, while 210 of Benalla’s 8,876 long 
term residents (aged over 15) were looking for work. 

 
Benalla’s population will become older faster than that for regional Victoria as a whole 

• Based on State Government projections, the number of people over 65 years of age 
will increase from about 2,800 in 2011 to over 5,400 in 2031. 

• Business opportunities will come (and go!) as a consequence. 
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The main drivers of Benalla’s economy are likely to change 

• The top three employing industries in Benalla in 2011 are ‘health care and social 
assistance’, ‘manufacturing’, and ‘retail trade’, however both manufacturing and retail 
have seen substantial losses in employment over the past five years, which could 
cause a shift in industry dominance into the future. 

• The top three occupations in 2011 were ‘managers’, ‘technicians and trades 
workers’, and ‘professionals’.  All three occupations saw an increase in numbers 
between 2006 and 2011. 

 
The economy is becoming more focused on tertiary sector services 

• And this will continue as more than half of the national jobs growth expected in the 
next 5 years will be in just four industries: 
1. Health Care and Social Assistance 
2. Professional and technical services 
3. Education and Training 
4. Construction. 

 
As Benalla faces an increasingly aging population alongside a transforming economy, the 
next five years is likely to deliver some changes for the Benalla community. Is Benalla Rural 
City ready to grasp the shifting employment and industry opportunities? How is it going to 
encourage young people and those with tertiary qualifications to return to the city?  Benalla 
faces many of the common challenges of regional Victorian towns, however, by using the 
information provided here Benalla can prepare to face a dynamic and exciting future. 

 
Summary of recommended actions 

 
Working Population 
4.1.1 Each year profile a sample (up to 20) of newcomers to understand why they’ve come 
and what their intentions are.  Also profile up to 20 workers leaving Benalla on similar topics 
– why are they leaving, what did they get out of their time in Benalla, what would induce 
them back etc. 

 
4.1.2 Informal meetings with HR staff in health/aged care/other professions to review the 
flow of mid-career people and map potential for keeping them a year or two longer. 

 
4.1.3 Work with schools, employment service providers and a range of employers to collate 
stories of how a career can develop within Benalla. Case studies of individual pathways 
would be useful, as well. Review Darwin City campaign to ‘Come, build a career and move 
on’ as a positive contribution to economic and personal growth. 

 
4.1.4 Council to ensure that its residential lands strategy links with this Tourism and 
Economic Development Strategy 

 
Key assets 
4.2.1 Design packages offering wider experiences to those coming to Winton Motor 
Raceway events and integrate these with the marketing/promotional systems for the events. 
This also applies to gliding competition participants. 

 
4.2.2 Ensure that for major events there are parallel events in the main street that 
complement the events. These might be auto related during major racing events (such as a 
‘supercruise’ or static car/driver display). 
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4.2.3 Prepare tailored marketing material showcasing the most complementary aspects of 
Benalla’s arts/cultural mix for visitors coming for other events. 

 
4.2.4 Work closely with all main street businesses to help them understand the opportunity 
presented by major events, what’s potentially in it for their business, and how they can get 
involved. 

 
4.2.5 Signage audit and update to make it easier for special purpose visitors to take part in a 
wider variety of business activities and experiences. 

 
Property Development 
4.3.1 Complete a precinct planning project for the airport and surrounding industrial areas – 
and include the hospital/aged care facilities/BPACC as part of the master planning to enable 
re-positioning of the land for other more contemporary purposes. 

 
4.3.2 Review drivers of business attraction to regional areas, ensure Enterprise Park 
measures up against these drivers, and look to engage resources for a targeted marketing 
campaign. 

 
4.3.3 Review Council’s processes for assessing redevelopment proposals, and look to work 
with developers to find resolutions to constraints in redevelopment of existing 
industrial/commercial buildings and sites. 

 
Small and medium businesses 
4.4.1 Council and BBN to work together to showcase local success stories demonstrating 
the value of improving business expertise. 

 
4.4.2 Council and BBN to work together on drawing together and disseminating information 
on market changes and how opportunities can be identified and realised – information will 
come partly from external sources complemented by experiences and insights of local 
business owners. 

 
4.4.3 BBN to facilitate informal cluster groups based on businesses with shared or 
complementary interests.  Initially working with ideas and experiences from within the 
informal groups, this could develop into drawing in expertise from outside if the groups are 
keen to accelerate their development. 

 
4.4.4 Council and BBN to address actions in the Tourism Marketing Plan relating to 
hospitality, service quality, tricks and tips to engage locals and tourists. 



Business Growth Plan

5Strategic Economic Solutions -July 2014

 

 

 
 
 
 
 
 
 
 

Contents 
1. Benalla Economic Context ............................................................................................... 7 

1.1 Population Changes ................................................................................................. 8 
1.2 Population Projections .............................................................................................. 8 
1.3 Labour force and ageing........................................................................................... 9 
1.4 Population Stability ................................................................................................... 9 
1.5 Population ‘Churn’ 2006-2011 ............................................................................... 10 
1.6 In-migration ............................................................................................................ 10 
1.7 Employment ........................................................................................................... 12 
1.8 Incomes ................................................................................................................. 15 
1.9 Unemployment ....................................................................................................... 17 
1.10 Business Trends .................................................................................................... 18 
1.11 Villages .................................................................................................................. 19 

2. Document review .......................................................................................................... 23 
2.1 Business Development .......................................................................................... 23 
2.2 Tourism .................................................................................................................. 30 
2.3 Workforce Development ........................................................................................ 31 

3. Consultation findings ..................................................................................................... 34 
3.1 Winton Motor Raceway .......................................................................................... 34 
3.2 Winton Wetlands .................................................................................................... 36 
3.3 Gliding Club of Victoria .......................................................................................... 37 
3.4 Arts and Cultural Assets ........................................................................................ 39 
3.5 Economic Development Issues and Options ......................................................... 40 

4. Issues and actions ........................................................................................................ 44 
Five keys to the future ...................................................................................................... 44 
4.1 Population attraction and retention ........................................................................ 44 
4.2 Potential for three assets ....................................................................................... 45 
4.3 Property development ............................................................................................ 46 
4.4 Business aspects ................................................................................................... 46 

 



Business Growth Plan

6Strategic Economic Solutions -July 2014

 

 

 



Business Growth Plan

7

 

 

 
 
 

1. Benalla Economic Context 
 
 
 
 
 
 
 
The Rural City of Benalla (Benalla) is a small local government area (2,350 sq km) located in 
the High Country north-eastern region of Victoria. It comprises of productive rural land, 
which surrounds the township of Benalla and the communities of Baddaginnie, Devenish, 
Goorambat, Swanpool, Tatong, Thoona, and Winton.  Only two hours from Melbourne along 
the Hume Freeway, the Rural City has a population of almost 14,000, with 9,000 people 
living in the Benalla urban area. 

 
Being a vast, flat floodplain, the Benalla Rural City area was established as an agricultural 
and pastoral district in the 1840’s following long habitation by the Taungurong people. The 
rural area was characterised by wheat, oat and potato growing, alongside some vineyards 
and mining, and today is mainly used for sheep and beef, dairying and crop farming. It was 
proclaimed a city in 1965 and Lake Benalla was artificially created in the centre of the city in 
1973. The Rural City also contains another large artificial lake and two heavily forested 
State Parks, which offer substantial recreational opportunities. 

 
The population grew rapidly through the 1960’s and 1970’s and again in the early 1990’s, 
however, it has remained relatively stable over the past 10 years, even slightly declining 
between 2001 and 2011.  Despite this there has been steady immigration and emigration 
within Benalla between 2001 and 2011, with the majority of arrivals being young families 
from elsewhere in Victoria and the majority of emigrants being those between the ages of 20 
and 24. The population is increasingly aging with these trends forecast to continue into the 
future. 

 
Today the region offers a supported lifestyle with several schools, including a TAFE college; 
community and health services; and shopping facilities.  There is a strong arts and 
recreational community that is increasingly creating employment for residents. There has 
been a growth in self-employed business over the past ten years, but a fall in businesses 
employing five or more people, especially in the manufacturing sector. Unemployment  
levels remain constant at around six percent although the socio-economic gap appears to be 
increasing. 

 
Benalla Rural City is a small city largely representative of other towns in rural Victoria.  It 
supports a vibrant and relatively stable population that is expected to follow state and 
national trends into the future. 
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1.1 Population Changes 
 
Benalla’s ‘usual resident’ population was 13,647 according to the 2011 Census1. This 
population profile shows peaks with one of people aged between 50 and 54 and the other 
with those aged between 15 and 19. The population is lowest for people between the ages 
of 20 and 24, reflecting young people leaving after school for work, education or ‘life 
experience’.  This trend is expected to continue with increasing growth of the aging 
population over the next 20 years. 

 
Unlike the rest of Victoria, which has experienced steady population growth since 2001, the 
population in Benalla has stayed fairly constant, decreasing by less than 200 people (0.5%) 
over the ten-year period to 2012.  Migration has played a small part in the population churn 
in Benalla over the five years preceding 2011. 

 
 
 
 

1.2 Population Projections 
Projections show that while the population of Benalla will grow in future, it will also age 
significantly. Based on the figures below, the number of people over 65 years of age will 
increase from about 20 percent of the population in 2011 to over 34 percent in 2031. 

 
 
 
 

Figure 1 Population projections for Benalla, 2011-2036 
 
 

 
 
 
 

Source: Victoria in Future Population Projections, 2001-2031 (Department of Planning and Community Development 2012). 
 
 
 

1 This is slightly lower than estimations made by the ABS ‘estimated resident population’ figure of 
13,729 which is the ‘official’ population of Benalla Rural City in mid 2012. The difference reflects 
adjustments made to the Census figures by the ABS to reflect people not counted on Census night. 
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1.3 Labour force and ageing 
The projected population numbers show that as the population grows, the percentage of 
residents of working age (15 to 64 years old) will peak around 2011 at 62 percent and will 
then decline to around 50 percent by 2031. This means that there will be a dwindling 
number of workers in Benalla compared to the number of non-workers (especially retirees). 

The number of people of working age in Benalla is projected to fall steadily over the next 20 
years, while the number of retirees is expected to more than double, rising from 2873 in 
2011 to 5416 in 2031. This means that by 2031, over one third of Benalla’s population will 
be over 65. 

Table 1: Labour force and retiree projections, 2001-2031 

2001 2006 2011 2016 2021 2026 2031 

Working Age 8,119 8,123 8,898 8,901 8,717 8,389 8,169 

% of pop 61 61 62 60 57 54   51 

Over 65 2,193 2451 2,873 3,478 4,138 4,833 5,416 

% of pop 16 18 20 23 27 31   34 
Source: Victoria in Future Population Projections, 2001-2031 (Department of Planning and Community Development 2012). 

1.4 Population Stability 
There were over 2,500 newcomers to Benalla in the five years to 2011, some 20 percent of 
the population. The newcomers were generally between 25 and 39, as well as between five 
and nine. 

The chart below compares the proportion of the population in each age group to the 
proportion of in-migrants2 in each age group.  In-migrants between the ages of 25 and 39 
made up a greater proportion of the population, as did a high proportion of children. This 
suggests that the many of the young families that make up the population in Benalla may 
have migrated there over the past five years. Interestingly, the chart below suggests that the 
majority of aging residents are long-term residents, with a lower proportion of over 65  
Benalla residents having moved there in the period between 2006 and 2011. 

2 In-migrants are defined as those who have moved to Benalla since 2006. 
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Figure 2 Migration by age 

Source: ABS Census 2011 

1.5 Population ‘Churn’ 2006-2011 
Population turnover in some age groups was very high in Benalla between 2006 and 2011, 
with up to 40% of people in the 25-34 age band being newcomers in 2011. This chart shows 
the population churn, or the percent of each age group that has arrived in Benalla in the five 
years between 2006 and 2011. The highest rates of new arrivals were in the age group 25 to 
39 years old and as well as children between five and nine. 

Figure 3 Population churn by age group 

Source: ABS Census 2011 

1.6 In-migration 
The data for migration to Benalla is shown below in Table 2. The table shows that 26 
percent of the population were newcomers to Benalla in the five years to 2006, with 23 
percent being newcomers between 2006 and 2011.  As the total population of Benalla 
remained almost static over these periods, the same number of people left Benalla as well. 

Table 2: Migration within Benalla and between Benalla and other States/Territories 

2006 Benalla residents 2011 Benalla residents 
  Place of residence 5 years ago Over 5yo  Over 5yo  

Benalla - same address 7,749 8,084 

Strategic Economic Solutions - July 2014
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Different address: 
In Benalla 1,715 1,782 
New South Wales 251 160 
Victoria 2,191 1,891 
Queensland 117 143 
South Australia 42 27 
Western Australia 38 45 
Tasmania 31 27 
Northern Territory 11 27 
Australian Capital Territory 21 13 
Other Territories 0 0 
Overseas 107 127 
Not stated(a) 34 59 
Total (excl Benalla) 2,843 2,519 

Not stated(b) 525 511 
Total 12,832 12,896 

(a) ncludes persons who stated that they lived at a different address 5 years ago but did not state that address. 
(b) ncludes persons who did not state whether they were usually resident at a different address 5 years ago. 
Source: ABS Census  2006, 2011.  NB: Figures based on place of enumeration. 

More detailed examination of the characteristics of new residents shows that while, ‘on 
average’, the two groups seem similar, looking beneath the average shows that there are in 
fact two types of new residents. The two groups reflect two broad stereotypes often 
described in Benalla: 
1. Some of the new residents have low incomes – though these are both people under 30

and people over 60 – and some are looking for work (though the older ones are retired). 
2. Some of the new residents are high income professionals.

Overall, new residents have a very similar income profile to Benalla long term residents – 
with slightly higher percentage on pension/Newstart incomes – but only slightly at 15.4% vs 
13.3%. The lower income residents are more likely to come from other states than from 
other parts of Victoria. 

However the average picture masks the differences between the two groups of in-migrants. 
There are close links between the age mix and income mix of new residents.  As shown in 
Figure 2, while the largest number of new residents are in the 20 to 50 age group (948),  
there is still a sizeable number who are over 60 (362).  Most of these over 60s had low cash 
incomes – 73% had incomes under $20,800pa – which is close to the age pension for a 
single person.  Figure 4 is a crowded chart, but it shows the two groups clearly.  At the upper 
and lower ends of the age spectrum, most in-migrants have low incomes – under $20,800 
pa.  But in the middle age groups there are many more in-migrants with higher incomes. 
Perhaps surprisingly, the 20-29 age group shows high numbers of both low income and 
higher income in-migrants. 
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Figure 4 In-migrants by age and income 

Source: Australian Bureau of Statistics Census 2011. 

In terms of their labour force status, new residents are as likely to be employed full-time as 
Benalla long term residents (32% each), but a slightly smaller percentage have part-time 
work – perhaps indicating that many have come to Benalla to take up a full-time job. This is 
supported by the occupational mix, with a much higher percentage of in-migrants who are 
professionals (25%) than long-term residents (14%). 

While percentage-wise more new residents are unemployed and looking for work (4.4%) 
than long term Benalla residents (2.4%), the numbers are actually small. 78 of the 1,725 
new residents were looking for work, while 210 of Benalla’s 8,876 long term residents (aged 
over 15) were looking for work. 

1.7 Employment 

Work in and out of Benalla 
Overall 13 percent of Benalla’s residents work outside of Benalla, most probably in 
surrounding districts.  Mining provides the greatest incentive to travel with 66 percent (from a 
very small base of just 9 residents employed in this industry) of people involved in the 
industry working outside of the region.  Construction takes the most workers out of the 
region, however, with 180 Benalla residents working outside of Benalla (38% of the 
construction workforce). 

Strategic Economic Solutions -  July 2014
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Figure S Residential location of workers 

Source: Australian Bureau of Statistics Census 2011. 
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Trends in Employment by Industry 2001-2011 
‘Agriculture, fisheries and forestry’, ‘manufacturing’, ‘retail trade’, ‘information, media, and 

communications’ and ‘financial and insurance services’ have all had declining employment in 
Benalla in the ten years between 2001 and 2011. Most other industries have increased their 
employment levels, with ‘health care and social assistance’ having particularly high gains. 

Figure 6 Change in employment by industry in Benalla, 2001-2011 

Source: ABS Census 2011 

Benalla shares some similarities with the rest of rural Victoria and some pronounced 
differences. The key differences include the large loss of manufacturing jobs from Benalla 
over the decade to 2011 (353 jobs), offset in small part by the growth in employment in 
‘wholesale trade’ (67 jobs) for Benalla – and industry in which employment declined across 
non-metro Victoria. The opposite occurs with the ‘financial and insurance’ industry – an 
increase in non-metro Victoria but a decrease in Benalla. In percentage terms Benalla has 
shown growth in the employment of ‘arts and recreation’ industry as well as in ‘health care 
and social’ and ‘public administration’. There has been over 120 percent increase in mining 
employment (off a very small base) in both Benalla and the rest of rural Victoria. 
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Figure 7 Employment by industry changes comparing Benalla and the rest of rural Victoria between 2001 and 2011 

Source: ABS Census 2011 

1.8 Incomes 

Change in Household Income 2001-2011 
The graph below shows the change in weekly household income in Benalla and the rest of 
Victoria (excluding Melbourne) between 2001 and 2011. From the graph it is evident that 
Benalla’s population is becoming wealthier at a faster rate than the rest of rural Victoria for 
incomes between $1500 and $2500 and then for those $3000 or greater ($156 000pa).  In 
the latter income bracket there has been over a 900 percent increase with the number of 
people earning $3000 or above per week in Benalla, increasing from 15 to 157 households 
between 2001 and 2011. The rest of Victoria has had larger percent increases in those 
households with incomes between $2500 and $3000. Those households in Benalla with 
zero income have also increased at a greater rate than those in the rest of Victoria.  Both 
Benalla and the rest of non-metro Victoria have seen a decrease in the percentage of 
middle-income earners over the ten-year period between 2001 and 2011. 

Figure 8 Change in weekly household income for residents in Benalla and non-metro Victoria, 2001-2011 

Source: ABS Census 2011 
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1.9 Unemployment 

The graph below shows the unemployment rate in Benalla between September 2008 and 
September 2013. Unemployment has varied from about five to over seven percent, reaching 
its highest point between March and June 2011. In September 2013 the unemployment rate 
was below six percent and trending down. 

The neighbouring local government areas of Greater Shepparton and Wangaratta show a 
very similar pattern over the same period – again peaking in May 2011 and currently on a 
downward trend.  Benalla’s unemployment rate has sat between the rates in these two areas 
over the period, and is currently the same as the unemployment rate for Victoria as a whole. 

In September 2013 there were an estimated 440 unemployed people in Benalla. 

Figure 9 Benalla unemployment rate, Sep 2008-Sep 2013 

Source: DEEWR Small Area Labour Markets 
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1.10 Business Trends 

Most of the Benalla’s ‘home grown’3 businesses are micro businesses (with less than 5 
staff).  In June 2012 there were 957 locally based non-employing businesses (ie run by 
owners), which made up 62 percent of locally-based businesses. There were a further 355 
businesses employing from one to four people (23 percent) and another 221 employing five 
or more people (14 percent). 

Table 3:  Business counts 2009-12 

NUMBER OF BUSINESSES - at 30 June 
Change 

since 
2007 2008 2009 2010 2011 2012 2007 

Non-employing businesses 885 887 893 935 902 957 + 72 

Employing businesses: 1-4 employees 390 387 373 385 373 355 - 35 

Employing businesses: 5 or more employees 239 240 233 211 224 221 - 18 

Total number of businesses 1 514 1 514 1 499 1 531 1 499 1 533 + 19 

Source: ABS/ATO Australian Business Register 2012 and ABS National Regional Profile Benalla 

In the year to June 2012 there were some 114 business entries in Benalla and 145 business 
exits. 

Across industry types there has been mixed results in terms of the changing number of 
locally based businesses in Benalla. ‘Construction’ has seen the greatest number of added 
businesses (13), closely followed and ‘other services’ and ‘education and training’ (12 and 
10 respectively). Most other industry types have stayed relatively stable or have decreased 
in business numbers. ‘Transport, postal, and warehousing’ and ‘manufacturing’ has shown 
the greatest decline, with a combined loss of 31 businesses between 2009 and 2011. 

Figure 10 Change in number of businesses in Benalla between 2009-2011 

Source: ABS Counts of Australian Businesses 

3 This information comes from the Australian Business Register which counts businesses with a 
registered address in Benalla and which are registered for GST and actively lodging GST returns. 
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Table 3: Change in number of businesses in Benalla between 2009-2011by industry 

Change 
2009 2011 2009-11 

Agriculture, Forestry and Fishing 531 527 -4

Mining 6 6 0

Manufacturing 58 43 -15

Electricity, Gas, Water and Waste Services 6 3 -3

Construction 204 217 13

Wholesale Trade 26 31 5

Retail Trade 94 87 -7

Accommodation and Food Services 59 52 -7

Transport, Postal and Warehousing 97 81 -16

Information Media and Telecommunications 3 3 0

Financial and Insurance Services 45 37 -8

Rental, Hiring and Real Estate Services 112 112 0

Professional, Scientific and Technical Services 87 91 4

Administrative and Support Services 37 35 -2

Public Administration and Safety 12 9 -3

Education and Training 10 20 10

Health Care and Social Assistance 40 38 -2

Arts and Recreation Services 30 30 0

Other Services 68 80 12

Not Classified 16 21 5

   Total 1541 1523 -18 

1.11 Villages 
Benalla Rural City encompasses a number of villages and localities including 
Swanpool 
Devenish 
Tatong 
Baddaginnie 
Goorambat 
Molyullah 

Some information is available on these villages from the 2011 Census, and it shows that for 
most the residents are a mix of people involved in farming or in servicing farms and farm 
products, alongside people living in the village for lifestyle reasons and working elsewhere or 
in the public sector. 

A summary of the population and employment characteristics of residents of the five villages 
for which data is available from the Census is shown below. 

Working in 
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Population Farming Hospitals, schools etc 
Swanpool 512 53 20 
Devenish 360 52 15 
Tatong 350 31 15 
Baddaginnie 465 32 0 

 Goorambat 347 38 24 
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Council held forums in each of the villages as part of its 2102 Planning process, and each of 
these forums raised issues of economic development and employment. Some highlights are 
presented below: 

Swanpool 
• Employment/business attraction

provide for low density infrastructure development 
priority for utilising existing resources to provide services i.e. U3A, youth groups etc. 
rural land use planning - support for those seeking small lots 

• Increased support for tourism/population attraction to small towns
recognition of the value of Benalla as a tourism ‘gateway’ - proximity to Melbourne 
build on existing attractions e.g. motor cycle routes, support for the Swanpool Cinema etc 
o directional/promotional signage approaching/in the town - advocate to VicRoads
o provide information on community groups/clubs/ activities - promote Swanpool Cinema

Devenish 
• Population attraction and retention (particularly to rural townships) – potential attractors for

Devenish:
Devenish Memorial Sports Club facility – supportive of event attraction 
good launching site for hot air ballooning 
former location for sheep dog trials 

Tatong 
• Promotion and support for tourism in and around Tatong

Kelly tree, local tavern, local market, Winton 

Baddaginnie 
• Population attraction – particularly to rural townships

promotion for Baddagginie – services/advantages 
develop/incorporate an information package for Baddaginnie – include on Council website 
develop a website for Baddaginnie Inc. – linked to or with Council website 
acknowledge/establish Baddaginnie as a rural, residential hub – dormitory suburb 

• Retention of young people – develop/promote community based activities
• Economic development/business attraction and development for BRC

there is a view that business development in Benalla lacks direction and has not been 
successful e.g. drawn out Enterprise Park concept 
the imminent NBN rollout presents an opportunity for installation of a tower (Baddaginnie 
Recreation Reserve provides an ideal site) 

Molyullah 
• Employment opportunities

incentives to attract new business - rate incentives, stagnant industrial estate 
support for existing businesses – rate concessions 

• Encouraging tourism
promote central location, easy access to other areas 
RV friendly approach – develop parking opportunities /sign well in advance – vans, trailers etc. 
‘dumping’ facility for RVs 
provide better facilities at the gardens to attract buses etc. 
improve accessibility to the Visitor Information Centre 

Goorambat 
• Changing demographics

- less farming orientation – retiring community
- increasing numbers commuting to Benalla for work
- reducing homeownership, increasing rental
- lower socio-economic groupings
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There is an expectation that the Business Development and Tourism Strategy will enhance
employment prospects for village residents as well. The recommendations encompass initiatives
which will increase the number of visitors passing through the BRC Council area, including the
villages, as well as lengthening the time of stay. The Strategy also contains recommendations on 
investment and population attraction – which can also spill over into surrounding villages that have the 
right mix of attractors. The Strategy will improve employment options in Benalla itself, and this will be 
of benefit to the villages in that many residents are working in Benalla already. There are also 
recommendations in the Strategy which seek to integrate the villages into the events-based marketing 
and customer attraction actions across the Council area. There, for example, scope to integrate the 
Tatong local market with other food events (as set out in the Tourism and Marketing Plan). 
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2. Document review

There is a wide range of planning and service/program delivery that is affecting Benalla 
Rural City.  The current key documents have been reviewed to identify who’s doing what, 
and what the key themes and opportunities will be over the current planning and program 
cycle. 

The documents reviewed are: 
• The Business Expansion and Retention Program 2013
• The Benalla Rural City Council Plan 2013-2017
• Initiative Project Proposal formed through the Advancing Country Towns workshop
• Benalla CBD Development Strategy 2009
• BBN strategic plan 2013-14
• Industrial Land Review STAGE 2 Report: Planning and Land Use Recommendations,

October 2009
• Airport review 2009
• Climate Change in North East Victoria: Socioeconomic Resilience Report prepared for

the North East Greenhouse Alliance
• Adapting to Climate Change in North Eastern Victoria – Final Report 2012
• Benalla Racing Club and Race Training - Economic Impact Study
• World Gliding Championships Proposal
• Investing in Benalla – 2013
• Tourism Northeast Strategic Plan
• Hume Regional Workforce Plan - Workforce Action Plan February 2013 Workforce

Planning Australia
• Outcomes From Hume Workforce Development Committee
• Jobs and Skills Action team

The summaries here have been grouped into three themes: 
1. Business development
2. Tourism development
3. Workforce development

2.1 Business Development 

The Business Expansion and Retention Program (BEAR) 

The BEAR Taskforce identified ten key issues: 
1) Communication
2) Freight options
3) Digital engagement
4) Promoting and marketing Benalla to increase visitation
5) Engaging and supporting rural villages with tourism
6) Support for businesses
7) Amenity of the CBD
8) Business attraction and investment
9) Development of industry specific interest groups and
10) Buy local campaign to prevent customer leakage.



Business Growth Plan

24Strategic Economic Solutions -  July 2014

As part of the BEAR process a SWOT analysis was undertaken: 
Strengths 

• Great knowledge and experience base within community
• Great ideas if harnessed
• All want the same thing – a better place to live, work and invest
• Beautiful part of Victoria – gateway to the North East
• Small enough to have the feel of a country town, but with big enough to have great

services and facilities
Weaknesses 

• Communication re what done in past and doing currently
• Not working collaboratively – need an emotional maturity and purpose of working

towards the same goal
• Negativity rather than focusing on positives and what can be achieved
• Stagnant population base – which is aging
• Perception Benalla Business Network is for retail traders only
• Council and government “red tape” and responsiveness

Threats 
• High Australian dollar
• Hard to keep good Apprentices (and others) as head off to the mines
• Changing face of business to a “bricks and clicks” medium in the new digital age.
• If Benalla residents don’t buy local, the variety of available products will decrease,

shops will close – and we’ll lose the sense of connectedness that strip shopping or
country general stores offer

• Population hasn’t increased from 14,000 since 2000 therefore need to focus on
attracting young couples and families to Benalla Rural City

• Business rate relief. Or may lose them to other Council’s who can offer better
incentives for relocation

• Local builders competing with larger building firms Poor inter-business support locally
has limited, bulk buying initiatives

• Losing customer spend elsewhere due to limited accommodation options in Benalla
Rural City. Need a collaborative marketing promotion of accommodation

• Some B&B providers finding it hard with Council’s health regulations
• Accommodation providers not united in the promotion of their product

Opportunities 
• Investment in the aerodrome by increasing the length of the runway would allow

increased use of the airport for business and visitation purposes, thereby resulting in
improved fare pricing structures too.

• Potential business investment = a retirement village with aging population
• Ongoing face to face consumer surveys at a variety of outlets at key times of the

year, plus the opportunity to complete the survey online via the BBN website.
• With the wealth of experience within the local business community, there is the

opportunity for more experienced businesses to assist with informal mentoring for
new comers.

• Thoona and other outlying villages developed as food/wine/history trail – eg like
Milawa

• Unrestricted “Free parking” areas with number of spaces available to be more clearly
advertised as coming into the CBD

• Determine the ideal population aim and how to achieve this – tree changers,
incentives for new businesses which create jobs etc

• Local bulk buying co-operative between businesses to assist reduce costs on certain
products

• High visibility for a freight hub
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• Synthetic track on the race-course for all weather training and racing
• More land opened up for industrial use
• Local builders forming a collaborative group to showcase their work to apply for

tenders and also knowing what material is available for builders within the town and
what they could bulk buy co-operatively

• Opportunity for increased accommodation options to cater for visitors coming to
Benalla for major events e.g Winton Motor Raceway events and World Gliding
Championships in 2016– especially 4 and 5 star

Economic Development Strategies -The Benalla Rural City Council Plan 2013-2017 

1. Develop a strategy to retain, support, promote and grow our local businesses, attract
new businesses, and support industry innovation and diversification.

2. Maintain infrastructure and amenity to support the business sector.
3. Support and assist our agricultural, manufacturing and service industries and establish

mechanisms to support value adding to production.
4. Support, promote and participate in local, regional and state-wide tourism and population

attraction initiatives.
5. Improve directional and promotional signage into rural townships.
6. Examine the feasibility and opportunities to increase the availability and diversity of

visitor accommodation and attractions in our Rural City.
7. Establish a long term strategic approach for the ongoing development of Enterprise Park

and the Benalla Airport.
8. Develop an updated strategic master plan for the future development and improvement

of the Benalla Central Business District and Rural City gateways.
9. Identify activities and processes to strengthen our connection and communication with

the local business sector across the Rural City.
10. Identify opportunities to partner with public and private organisations to facilitate

economic development and job creation.
11. Actively work with the Benalla Auto Club/Winton Motor Raceway, the Gliding Club of 

Victoria, Benalla Racing Club and Winton Wetlands Committee of Management to 
maximise the tourism benefits of these sites and facilities.

12. Develop the tourism potential of our iconic community-owned assets, including the
Benalla Art Gallery, Benalla Botanical Gardens and Lake Benalla.

13. Facilitate the development of new residential estates where services are available, or
can be made readily available.

14. Maximise the tourism and economic benefits from hosting the 2016 World Gliding
Championships.

Changes that we will continue to see in the next few years include: 
• A projected population increase of 3.5% from 2011 to 2016 and 11.9% to 2031
• An ageing population
• A continuing decline in the number of families with children
• Increasing numbers of one and two person households
• Further growth in the number of homes with completion of the Benalla Urban Growth

Project
• A continuing impact of climate change on the local area and across the region
• Increasing demand for health and support services
• Ageing infrastructure and increasing asset renewal requirements.
• Benalla Airport is set for a $300,000 upgrade in 2013/14 thanks to a $210,000 grant

from the Victorian Government's Regional Aviation Fund.

The Civic Precinct Revitalisation Project will deliver three modern community buildings, 
providing residents with much needed facilities that add to the vitality, liveability and lifestyle 
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of Benalla Rural City. Following three years of planning and several successful funding 
applications, the Council is looking forward to: 

• The conversion of the current Civic Centre into the Sir Edward 'Weary' Dunlop
Learning Centre in Fawckner Drive.

• Refurbishment of the former Benalla Post Office and Mail Sorting Centre to allow for
the relocation of Council Offices/Customer Service Centre.

• Refurbishment of the heritage listed former Shire Offices in Mair Street into a new
Civic Centre, including Council Chambers. The project will provide the community
with access to a new first class learning centre and library.

Initiative Project Proposal formed through Advancing Country Towns workshop 
Strategic Intervention 2: New Business Growth 
Also forming part of the Economic Development and Tourism Strategy, a New Business 
Growth plan will be developed to diversify and grow new business and ensure longer term 
and sustained growth in Benalla. The Plan will be used to identify and establish a range of 
innovative business and other opportunities that align with the work of Strategic Intervention 
1 – Maximise Business Opportunities from Iconic Local Assets. Opportunities discussed to 
date through the ACT process for new business growth have included ageing in place, a 
convention centre development, links to military history tourism, cycling trails and a Benalla 
Business and Data centre. 

The Benalla Economic Development and Tourism Strategy and associated plans will 
direct the focus of future action for the most viable and strategically beneficial of these 
options. The development of the Strategy will also identify other new opportunities that will 
assist in creating a diverse and resilient Benalla economy. 

The Strategy will provide broad overarching business focus for Benalla Rural City 
Council for the next five years, directing further investigation into promising markets and 
opportunities. The Strategy will assist in guiding the focus of Benalla Rural City Council's 
Business and Tourism Implementation Steering Committee and the Benalla Business 
Community. 

The Benalla CBD Development Strategy 
The Benalla CBD Development Strategy contains the following vision for the CBD: 
“The Benalla CBD will develop as a vibrant, accessible and sustainable centre 
which promotes the growth and viability of retail traders and other 
businesses; is an attractive environment for the community to live, work and 
play; generates employment, investment and income opportunities; and 
functions in a manner which focuses on the needs of residents and visitors to 
Benalla and the surrounding Region.” 

The Strategy provides a set of six strategic objectives for the CBD, as follows: 
• support the ongoing growth and development of the retail and commercial sector in

the Benalla CBD
• improve the built environment in the Benalla CBD
• introduce medium density residential development within, or immediately adjacent to,

the Benalla CBD
• promote the ongoing development of community and social infrastructure
• recognise the regional service role of the Benalla CBD
• maintain a compact and integrated CBD.

Actions are identified for each of these Objectives. 
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Benalla Business Network 2013-14 Strategic Plan 
The current Strategic Plan for BBN has six priority areas: 
3.1 Develop and implement an administration strategy 
3.2 Develop a three year financial plan 
3.3 Implement a membership recruitment and communications plan 
3.4 Build on the events and promotions strategy 
3.5 Increase the focus on tourism activity 
3.6 Develop and implement a new approach to marketing BBN and its activities 

The Strategic Plan is focused on the mechanics of getting the organisation working 
efficiently, and there is some scope to refine the activities it undertakes to enhance its role in 
Economic Development and Tourism – within the resources available. 

Industrial Land Review STAGE 1 Report: Economic and Infrastructure Analysis May 
2008 
The purpose of the Stage 1 Report was to review demand for industrial land uses in and 
around Benalla and provide an analysis of both physical infrastructure, and economic 
opportunities and constraints, to determine whether the sites highest and best land use is for 
an industrial purpose. 

The report includes two key tasks to assist in determining the appropriateness of the 
retention of the industrial zoned land. These tasks are: a Policy Review and Physical 
Opportunities and Constraints Analysis 

The following points highlight the study area’s significance and describe the opportunities 
that exist for its future development: 

• Benalla has sufficient vacant industrial land for small and medium sized enterprises
for the foreseeable future without drawing on the land in the study area;

• The greenfield’s site constitutes up to 35% of the entire stock of vacant industrial land
in the region (North East Victoria and Albury). It contains the main stock of vacant
land zoned IN2 in the region and is one of only a relatively small number of such
extensive areas zoned IN2 in Victoria as whole. Land zoned in this way is designed
to cater for large industrial enterprises with significant offsite effects, or which require
large buffer distances to more sensitive landuses;

• The land in the study area has not been taken up by industrial activities since being
zoned for industrial purposes a decade or more ago. However, the demand from
large industries likely to take an interest in the site is extremely ‘lumpy’; that is, such
enterprises are few and far between. Nevertheless, the demand for such activities is
real; and

˜  The brief industry review in this and previous reports suggests that the study 
area may be prospective for investment in the following industries: 

• Agribusiness, especially intensive animal farming, and the production
of meat or other animal products;

• Timber products;
• Transport and storage facilities, including potentially, the development

of a multimodal freight facility trading on the location of Benalla at the
intersection of the Hume Freeway, the Midland Highway and the
Melbourne to Sydney rail line;

• Large scale equipment manufacture, particularly using production
processes that require onsite waste treatment or which are
accompanied by extensive storage facilities; and

• Waste treatment and recycling.
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• To some extent, these potential opportunities are borne out by the types of enquiries
that Council has received from prospective industrial investors over the recent past;

• The study area remains a resource of regional, even statewide significance.
However, it may be one that is only required in the long term;

• It is likely that a program of marketing the site and removing any infrastructure
impediments will improve its rate/likelihood of being taken up. Any marketing
program should take into account that some activities may be mutually exclusive
(certain forms of waste treatment and food production, for example); and

• The extent of the site (627 ha) means that even if the uses of the site are relatively
low in intensity, the employment spin-offs for Benalla and surrounding region are
likely to be high.

From the assessment of supply and demand for industrial land in Benalla and 
surrounds and its ability to be appropriately serviced, the following conclusions were made: 

• The availability of industrial zoned land within the study area is a resource of
statewide significance that should be protected, particularly the IN2 zoned land given 
its ability to accommodate large industrial enterprises with significant off site effects, 
or which require large buffer distances to more sensitive land uses; 

• From an infrastructure servicing perspective, precincts A, B and E represent the best
potential to be cost effectively serviced; 

• Maintaining the existing supply of available industrial zoned land is important for
Benalla to maintain its comparative land supply advantage over neighbouring 
municipalities; 

• Sensitive land uses should be discouraged within the buffer area between the
existing urban edge of Benalla and the study area to protect future land use and 
development opportunities; and 

• A targeted marketing program aimed at attracting significant industry to the township,
and more importantly the study area should be undertaken to encourage significant 
intensive industrial development to locate in this area. 

Benalla Airport Strategic Study 2009 
The 2009 airport study recommends a vision for Benalla Airport to: 

“Create a vibrant boutique aviation airport as a centre for sports and recreational 
aviation activity; supporting and enhancing a dynamic and static aviation museum.” 

The study notes that there is a market of aviation enthusiasts in Melbourne who would be 
attracted to Benalla because of its ease of access, good flying conditions, absence of 
airspace restrictions and availability of adjacent land. The report goes on to explain that the 
key to realising this market is attracting people to visit the airport, and that the museum is a 
key part of this attraction. 

The report also recommends that Council actively seek industry ‘buy-in’ for further airport 
development. 

Climate Change in North East Victoria: Socioeconomic Resilience 
Report prepared for the North East Greenhouse Alliance 
This report sets out a plan for building the resilience of industries and communities to climate 
change and variability. 

Economic sensitivity and adaptive capacity 
Climate change has the potential to have significant long-term effects on the economy of the 
North East Region, either directly through the exposure of key industries to changes, 
indirectly through the impacts of changes to those industries on the availability and cost of 
raw materials or through flow-on effects to the regional economy. 
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In general terms, LGAs and regions with diversified economies are likely to be less sensitive 
and have greater capacity to adapt to climate change and other changes. 

Information on the reliance of regional economies on ‘climate dependent’ industries has also 
been compiled, with climate dependent industries being defined as: 

• industries whose production processes/operations are tied directly to climate
conditions (e.g. forestry, agriculture, snow-based tourism, water supply); and 

• industries that are substantially reliant on inputs from the above listed industries to
their production processes (e.g. food processing [agricultural produce], wood 
products manufacturing [forestry], pulp & paper [forestry, water], textiles [water]). 

Industry data for the region reveals that Towong Shire and Alpine Shire are particularly 
reliant on climate dependent industries, although Indigo, Wangaratta and Benalla are also 
quite strongly reliant on these industries. 

The report contains recommendations to facilitate adaptation across three key industries 
(agriculture, manufacturing and tourism, and for community resilience and drought. The 
recommendations broadly aim to improve short, medium and long term forecasting through 
better science and communication/education, thereby improving understanding of the 
implications of climate change by stakeholders. 

Adapting to Climate Change in North Eastern Victoria – Final Report 2012 
This study had two major objectives: 
1. To identify and analyse skills and knowledge needed to build resilient and adaptive

communities and identify gaps in capacity building programs. 
2. To build economic resilience within the region targeting vulnerable sectors of the

economy. 

The project identified a number of internal and external factors that may effect these 
requirements of skills, knowledge, capacity and training requirements, for NEGHA partners, 
including; 
• Climate change
• Water shortages
• Extreme weather events
• Projected future shortages of skills and capabilities within the water sector
• Changing legislative and policy environments and continuous improvement
• Workforce planning issues and
• Recruitment and retention issues

Of particular concern were the recruitment and retention of people with specialist skills in 
regional areas.  Major trends and challenges identified in the study that affected skills and 
training needs included; workforce decline, emerging skills gaps, fragmentation of training 
gaps and the impending retirement of a large section of the workforce. 

It did identify the need for improved skills in the area of natural resource management and 
sustainability as well as the following current and emerging skills and knowledge gaps. 

• Technical skills
• Broad multidisciplinary awareness
• Keeping abreast with developments in science and technology, and
• Water sensitive urban design
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Benalla Racing Club and Race Training - Economic Impact Study 

 
Benalla Rural City Council supports Benalla Racing Club as it works to achieve its vision “To 
further develop a vibrant sustainable thoroughbred training and racing facility which provides 
a high quality product together with a quality stakeholder facility.” 

 
Council acknowledges that to achieve this vision, the Club needs to become a second tier, 
cost effective premier regional training centre in support of the ‘Super Centres’ identified in 
the Blueprint consultation process. 

 
The growth of the Club as a premier Regional Training and Racing Venue is very important 
to the Benalla Rural City in direct economic measure. In 2006 Mr Scott Whiteman cited the 
economic contribution of racing to the Benalla Rural City Economy as $7.2 million. That 
figure is close to the direct input to the economy but the flow effects are a critical aspect of 
the overall picture. 

 
Using REMPLAN, an economic modelling tool to measure the impact of the industry on the 
Benalla Rural City, the current training activity alone, generates over $20 million dollars into 
the regional economy. Based on a multiplier effect of 1.735 – that is, for every dollar spent 
directly in the region by trainers, there is a flow on effect to the broader economy of an extra 
74 cents, not to mention the direct benefit to the local economy. 

 
Using the current figure of 33 trainers, conservatively, the industry represents a direct 
contribution of $6.225 million to the Benalla economy and creates a demand for intermediate 
goods and services of a further $2.619 million. 

 
The effect of this output typically transfers to the creation of jobs in the economy. It is 
estimated that the current trainers contribute represent 60 jobs with an indirect creation of an 
additional 22 jobs, who in turn support a further 14 employees across a significant number of 
industries. Overall, the benefit is that every 10 jobs, the flow on effect is that a further 6 jobs 
are created. 

 

 
 
Expression of Interest to host the World Gliding Championships in Benalla 2016 
The Gliding Club of Victoria offers to host the 2016 World Gliding Championship in Australia 
for flapped gliders at Benalla Victoria. 

 
The Gliding Club of Victoria (GCV) hosted the World Championships in 1987. At that time all 
classes were represented in a single championship in which 120 gliders took part. The 
weather is best for gliding in Benalla in January and it is for this reason that we propose mid 
January 2016 as the competition period. Many long distance flights have been flown during 
this period and the weather usually offers tremendous flying opportunities for soaring pilots. 
An alternative time may be in December, which also offers excellent flying weather, 

 
 
2.2 Tourism 

 

 
The Initiative Project Proposal formed through the Advancing Country 
Towns workshop 
Strategic Intervention 1: 
Maximise Business Opportunities from Iconic Local Assets 
There are four unique local assets available to provide immediate and short term support 
for potential revenue growth for the Benalla business community: 
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1. Winton Motor Raceway - A motor raceway circuit that hosts some of the country’s 

biggest and most prestigious automotive and motorsports events as well as the more 
traditional and circuit racing competition, coupled with its role as an important testing 
facility for racing teams and associated tyre and automotive products. 

 
2. Benalla Airport and Gliding Facility - One of the best gliding locations in the world that 

will host the 2017 World Championships underpinned by a state of the art airfield and 
well established international gliding community. 

 
3. Winton Wetlands - The largest wetland restoration project in the southern hemisphere, 

with 8,750 hectares of national scientific, cultural and environmental significance. 
 
4. Benalla Art Gallery – The sole regional art gallery in north east Victoria located 

midway between Melbourne and Albury on the Hume Freeway, a 2 hour drive from 
Melbourne. 

 
All of these assets are unique to the North East and are not easily replicated or 
diminished by competition from other locations. This potential source of additional 
revenue growth for Benalla provides an untapped opportunity. 

 

 
 
Tourism North East Regional Strategy 
(see Marketing Plan) 

 
 
 
 
2.3 Workforce Development 
Regional Workforce Planning Initiative - Outcomes from the Hume Workforce 
Development Committee 
Workforce and Skills Shortages: 
Regional businesses are reporting that workforce and skills shortages have been negatively 
impacting regional businesses and that when businesses report ‘skills shortages’ they 
include workforce shortages, recruitment difficulties, graduates who are not work-ready, 
mismatch between their needs and the activity of the training system and a mismatch 
between the skills of their existing workforce and the evolving needs of the business. 

 
Industries in Transition: 
The Hume region, like the rest of Victoria has experienced seasonal, population and 
economic pressures which have impacted regional industries. In 2011, health (14.1%), 
manufacturing (12.3%), agriculture (12.3%) and retail trade (12.1%) were the largest 
employing industries in the Goulburn Valley and Lower Hume. 

 
Since 2006, the industries with the largest job growth were healthcare (968 jobs), 
construction (357 jobs), education (330 jobs) and public administration (209 jobs). Industries 
with the largest job losses were agriculture (1,167 jobs) and manufacturing (610 jobs). 

 
In 2011, healthcare (14.1%), manufacturing (13.9%) and retail trade (11.5%) were the 
largest employing industries in the Upper and Central Hume. Public administration (8.9%), 
education (8.4%) and agriculture (7.3%) were also major employers in the region. 

 
Since 2006, occupations with positive job growth were community and personal services 
workers (12.2%) and professionals (7.4%), reflecting the strong growth in the healthcare 
sector. Labourers (13.3%) and machinery operators and drivers (7.5%) experienced the 
fastest rate of job loss. 
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The Hume Workforce Development Committee requests that the Victorian Government 
consider supporting the ongoing currency of the Hume Regional Workforce Plan through the 
provision of data and analytical support inclusive of: 

a. Characteristics and analysis of the total workforce including size, demographic 
profile, churn rate, projected replacement schedule of retiring workers, utilisation of 
contractor, itinerant and skilled / unskilled migrant workers; 

b. Characteristics and analysis of the industry and employer composition of the region 
including size, relative maturity of the industry and contribution to Gross Regional 
Product. Whether it has an export, national or regional focus; 

c. Characteristics and composition of each industry subsector and specific issues 
related to workforce shortages; 

d. Description and overview of the regional economy and dependencies particularly in 
relation to integrated supply chains; 

e. Description of regional economy and analysis of exposure to risk such as seasonal 
and trade pressures, competition and exchange rate; 

f. Description of skills and education pipeline and analysis of ability to service the 
workforce needs of the region; 

g. Analysis of the educational attainment performance of the region and comparison 
with other regions; 

h. Specific identification of areas of chronic workforce shortages (Previous 24 months); 
and 

i. Specific analysis and modelling of the likely impact of churn + age related 
replacement over next 5 years for the region and specifically for the 4 – 5 major 
employment sectors of the region. 

 
Hume Regional Workforce Plan Summary of Key Findings – Workforce Planning 
Australia April 2013 

 
Employment Opportunities – Industries 
The strongest employment growth occurred in the Hume Region between 2006 and 2011 in 
the Health and Social Assistance industry. This growth is expected to continue. 

 
Nine other industries showed growth in employment between this same timeframe including: 
Education and Training, Government, Arts and Recreation, Utilities, Accommodation & Food 
and Transport & Logistics. 

 
The data story also shows that while an industry may experience overall decline in 
employment, individual segments can be experiencing employment growth. The 
manufacturing industry in Hume is one such example. Several segments experienced strong 
growth between 2006 and 2011. 

 
Employment opportunities – Occupations 
Many of the employment opportunities in VET occupations mirror the skills in demand at a 
state or national level. This includes such occupations as: chefs, waiters, child care co- 
ordinators, trades teachers/trainers, heavy vehicle truck drivers, pickers, and welders. 

 
At the professional level it is a similar story, with occupations that are difficult to fill in Hume 
being difficult to fill more widely. This includes specialist engineering roles, specialist 
managers roles (e.g. OH&S), Allied Health Professionals, nurses and outdoor education 
guides. 

 
The on-line employer survey found more than 38% of employers were expecting to hire in 
the next year, but that employability skills is a factor contributing to people being hired in 
difficult to fill roles. 
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Implications for the Action Plan 
Many employment opportunities in Hume,  particularly in the Health sector are at the 
professional level which highlights the needs to build local pathways for people to move 
from VET level roles to professional roles. 

 
Many roles identified as difficult to fill were in areas that people perceive opportunities are 
drying up or are in decline, e.g. in Manufacturing and Agriculture. This points to the need to 
identify and raise awareness of opportunities available in a range of industries, and not just 
focus on the growth industries. 

 

 
 
Hume Regional Workforce Plan - Workforce Action Plan February 2013 
Workforce Planning Australia 
This Workforce Action Plan is the fourth of four documents that have been produced as part 
of the Hume Regional Workforce Planning Project. 

 
Strategies 
The strategies that emerged from the Hume regional workforce planning focussed largely on 
attraction, recruitment and capability building. They included: 
1. Create pathways between schools, TAFE, Higher Education and Industry 
2. Build on partnerships between schools, industry, employers and career teachers 
3. Increase awareness of job opportunities in the Hume Region 
4. Attract skilled people for immediate needs ( including jobs and family packages) 

 
Target Groups 
The target groups for these actions include: 
• School students transitioning to work 
• Workers transitioning from declining industries or facing retrenchment 
• Parents returning to work 
• Long term unemployed including generational unemployed 
• Mature aged workers 
• Skilled workers outside the region 

 
Four Industry Sectors have been prioritised and targeted 
• Health and Community Services 
• Manufacturing 
• Agriculture 
• Regional Workforce Planning 

 
The Strategies for each Industry Sector have been broadened to incorporate workforce 
actions at the regional level. 

 

 
Benalla and District Jobs and Skills Action Development Team 
This group falls under the Community Taskforce activity auspiced by the Advancing Country 
Towns program. The Skills Action development team has five main actions underway: 
1. Gap year in Rural Industries Pilot project (Wangaratta) 
2. Course in Tertiary Transition Skills (MACE/Swinburne) 
3. Wots4me, Google Hang-out 
4. Work Pathways for Parents (in conjunction with Benalla P-12 College) 
5. Paid Part-time Work Pilot Project. 
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3. Consultation findings 
 
 
 
 
 

An important part of the overall Benalla Economic development and Tourism Strategy is an 
assessment of the capacity of four local assets to contribute to economic and tourism 
growth.  The three assets identified by the ACT Committee are; 
Winton Motor Raceway 
Winton Wetlands 
Benalla Airport  
Benalla Art Gallery  

 
In addition to these assets, core arts/culture infrastructure have also been recognised as 
important (Benalla Performing Arts and Convention Centre (BPACC) and other assets like 
the aircraft museum, and the Benalla Costume and Pioneer Museum display). 

 
Discussion have been held with each of these organisations and a number of other 
businesses owners were consulted as well 
Cooinda 
Benalla Blueprints 
Local property developer 
OzSpread 
Alpine Bakery 
Printery 
Youth group 

 
Summary 

  Staff Visitors 
Per yr 

Local 
sourcing 

Linking 
potential 

Economic potential 

Winton Motor Raceway 
 

23 
 

300,000 
 

yes 
 

High 
 

Good 

Winton Wetlands 
 

6 Up to 
300,000 

 

yes 
 

High Short-term low 
Medium-term higher 

 
 
Benalla Airport 

 
 

3 

 

6,500 
visitor 
nights 

 
 

yes 

 
 

High 

Good – few businesses 
engaging currently. 
Strong potential via 
World Champs. 

 
 
Benalla Art Gallery 

 
 

3 

 
 

20,000+ 

 
 

yes 

 
 

High 

Requires stronger 
engagement with and 
from business 
community. 

 
 
 

3.1 Winton Motor Raceway 
 

 
Background 
The raceway was built in 1961 by the Benalla Auto Club on the Winton Recreation Ground. 
The Club now owns the recreation ground and adjacent land – a total of 350ac. The facility is 
active 300 days/yr with a mix of test and tune (Fridays), days and weekends run by and for 
various car club members, and special event race days including Performance Car Mania 
and (for the next 3 years at least) one round of the V8 Supercars. 
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The facility has 300,000 visitors pa (unique or probably cumulative gate attendances 
meaning 300,000 ‘visitor days’.  The facility currently employs 23 people all up, about 10 full- 
time and others casual. The Club relies on volunteers on race days.  Benalla Auto Club has 
350-400 members (40% from Melb and 25% from NE Vic and much of balance southern 
NSW) and another 200-300 supporters. The Club also runs Wakefield Park near Goulburn 
NSW. 

 
Assets and infrastructure at the site are improving with a new VIP pavilion, team garages  
and upgrades to camping amenities. The facility is worth around $40 million. The camping is 
growing and is a popular differentiator for the facility, but it won’t open outside events so 
won’t compete with locals. 

 
The Raceway has had little in the way of financial support from local or State Government – 
with a big issue being that all the other tracks hosting V8 Supercars seem to get significant 
support. 

 
Current economic impact 
Analysis done some years ago estimated that the facility brings some $30-40 million to 
regional economy and 250 flow on jobs (via a ‘conversion factor’) in the region. One round 
of V8 Supercars is estimated to add $15 million in to economy via 22,000 interstate visitor 
days and 14000 Vic visitor days. 

 
Much of this comes from expected visitor expenditure. 39% of patrons stay 1 night or more 
in the region and for a typical year 49% are from Melb, 24% Regional Vic, 8% Sydney, 7% 
Albury-Wodonga and 7% rest of Aust. 

 
Economic development potential 
The Club expects attendance numbers at the flagship V8 Supercars events to increase 
steadily.  But the Club needs to be responsive as consumer preferences keep changing and 
market cycles and response times are getting faster.  A large proportion of the V8 supercars 
audience are young men (many farm workers) from regional Victoria and NSW. A new 
generation of track users come to see Performance Car Mania, which is a growing event 
underpinned by a much more urban Melbourne visitor and participant base. 

 
The Club expects the camping component to grow, and have infrastructure plans including a 
possible grandstand, possible speedway, and using the motorkhana pad for training. The 
Club has had issues in the past with turnover in Council planning staff which has led to loss 
of ‘corporate memory’ and understanding of the nature of the zonings and permissions 
attached to the Club’s land. 

 
The Club is also planning on growth in motorcycles (currently 1/3 of events), trucks and go 
carts as car club meetings and events have started falling away. In terms of overall visitor 
numbers, the weather in Melbourne is often the determining factor for total attendance. 

 
The Club recognises that it can do more with training of officials, motor sport admin, running 
events, scrutineering 

 
Issues 
In considering the economic impact it is as important to look closely at the economic flows as 
it is to estimate a ‘total economic impact’. With the Raceway it is likely that the main flows 
will be to accommodation, automotive services (fuel, parts etc) and food, with little flow 
beyond these categories unless specific activities are run to widen the appeal of the region 
to these special interest visitors. 
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To widen the flows it is vital to look carefully at visitor characteristics – what does the region 
have to offer the young farm workers coming to the Supercars, or the more urbanised young 
people coming for Performance Car Mania? 

 
There is likely to be some potential, but this needs to be driven by businesses who can 
benefit and by the town. The Raceway Commissioners have specific obligations, and are 
facing a challenging and volatile business environment and the wider Benalla business 
community cannot expect to influence that or expect the Club to be able to ‘do the right thing 
by the town’.  Opportunities need to be identified, and creative thinking and sound market 
research are important here, and then capitalised on. The Club has a policy to buy local first 
if products and services are suitable, and their business networks drive sourcing.  Local 
sellers therefore need to get into the network if they want to sell more to the Club, and a 
‘providers “expo” or demonstration/capability pitch day is worth considering. 

 
Integration with motels, wineries and other regional businesses can be developed.  Recent 
ideas include a food tour rally for the Winton Historics meeting, and a Farmers Market at 
Raceway. 

 
 
3.2 Winton Wetlands 

 

 
Background 
With the decommissioning of Lake Mokoan the Winton Wetlands have become a tourism 
and eco system linked enterprise managed by a Committee of Management appointed by 
State Government. 

 
The Committee of Management is administering a grant to restore the Wetlands, and there 
are currently 6 staff in the Benalla office. The organisation is keen to use the Wetlands 
asset to add value regionally – eg wineries at open days, links with health retreats, 
hospitality and other complementary goods and services. The approach is to provide 
engaging experiences in which visitors can participate, rather limiting a visit to passive 
observation. This brings multiple opportunities for specialist businesses to provide these 
services on commercial terms in and around the Wetlands, and for the broader Benalla 
business community to service a new tourism market segment. 

 
Current economic impact 
Economic impact is currently small as the facilities and events are really only getting 
established.  By the start of the 2014-15 summer period the café is expected to be 
operational, simple camping facilities will be available and the first cycle paths completed. 
Additional economic impact comes from the grazing currently permitted on pastures in the 
area. 

 
Economic development potential 
Market research for the Masterplan showed that once fully developed some 300,000 visitors 
per year could be expected, driven by interest in the Wetlands as an environmental site with 
a range of activities on offer.  Some information on market segments and what they are 
expected to come for is available.  But the economic impact of the Wetlands is expected to 
come from the businesses that it supports, not from visitor numbers ‘through the gate’ per  
se. The Wetlands organisation itself will run some 4 to 8 events per year (8 are already 
planned for 2014) including events under the banner of “Winton Dreaming”. The Wetlands 
organisation is keen to integrate with other regional events like raceway weekends, Jazz 
Festival, Benalla Festival etc.  A major step forward will be the appointment later in 2014 of a 
Visitor Service Manager to build the links with new and existing businesses in the region and 
deliver high quality services to visitors. 
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The Committee expects a cluster of small businesses to operate around the Wetlands in 
fields like hospitality (café), accommodation, visitor experiences (walking, birdwatching, 
canoeing, school camps, cycle guiding and servicing), land management, and monitoring. In 
the medium term each of these is expected to be a small business, with 1-2 FTE workers. A 
key issue for realising the economic potential of the Wetlands asset is understanding how 
ready and able are local entrepreneurs and business owners to work in with and capitalise  
on this asset. 

 
Issues 
Similar to the Raceway, the Winton Wetlands organisation is a separately constituted body 
with its own specific obligations, and with challenging business planning and strategy goals 
in place.  Opportunities are there for Benalla businesses to benefit from the activities and 
infrastructure that are being developed, but these opportunities will need to be imagined, 
market tested and then delivered by creative business people. 

 
To help realise these ideas, the Wetlands organisation will need to keep seeding ideas, and 
may even need to provide sound ‘business case’ market research information to foster new 
business formation and growth.  A key role for the Visitor Services Manager will be to 
promote business opportunities in and around the Wetlands to entrepreneurial people – 
either already living in the Region or as an incentive to come – and then marketing, 
positioning and integrating these new offers into the tourism product mix for Benalla. 

 
 
3.3 Benalla Airport - Gliding Club of Victoria 

 

 
Background 
The Gliding Club of Victoria has been operating in Benalla since the end of World War 2, 
having started in Melbourne in the 1920s. It sees itself as a business – providing 
infrastructure for gliding and selling services. The Gliding Club is the main user of the 
airport, but is not the only user. There is good working relationship between the Club and its 
pilots and the Aircraft Museum – and both offer joy flights which are complementary and 
quite different experiences.  Council owns the airport but the Club has a contract to maintain 
the grass runways.  The Club offers training and competition events, has four tow planes 
(and qualified pilots), its Club House and the catering facilities it offers – with catering 
currently managed on contract. 

 
The Club has around 200 members, mostly based in Melbourne (up to 15% are locals) with 
half of these being long term members.  Most members and visitors are from outside 
Benalla, though recently some members have moved to Benalla to combine work (or 
retirement) with gliding. 

 
The Club runs one national competition each year (in January) and will host the World 
Championships in 2017 – and will have a preparatory “Pre-Worlds” event in January 2016 
which in size will be between a national event and the World event. It also hosts two smaller 
competitions each year. The World Championships will see some 500 pilots and 500 
additional visitors over a four week period. 

 
Current economic impact 
Gliding pilots typically stay in Benalla for several days and up to two weeks during the gliding 
season (spring, summer and autumn). This is a comparatively long stay for a ‘visitor’ and 
puts these regular visitors in a category somewhere between locals and casual tourists. 
Regular Club visitors know the district well, and typically develop an affinity for it. The length 
of stay reflects pilots’ expectations that the weather will not always be right for flying, and the 



Business Growth Plan

38Strategic Economic Solutions - July 2014

 

 

 
 
visitors will be looking for non-flying activities on those days. These visitors are quite 
different to the other event-based visitors who typically stay for a day (or a weekend at 
Winton raceway) with less inclination to actively explore the town or the wider area. 
 
The annual national competition attracts around 150 people for two weeks, and all through 
the flying season some 20-30 people per day will be using the club’s facilities and services. 
This totals some 6,500 visitor nights, and would mean spending of some $850,000 at the 
regional average spend of $130 per person per night4. 

 
The Club itself has two full-time staff, two pilots, three to four instructors, a catering contract 
and grounds and facilities maintenance contracts.  Additional people power is provided by 
volunteers. 

 
Economic development potential 
Growth will depend on the Club extending its appeal beyond the narrow confines of the 
sport.  Gliding pilots are usually quite well off, and stay for several days to a week – the 
broader gliding community can therefore be a lucrative sub-market for Benalla. The Club is 
keen to strengthen the economic connection between the gliding competitions and the town. 
This is common overseas – with recent World Championships in Italy seeing all the shops in 
the host town displaying a gliding theme. 

 
There are some specific requirements of gliding that provide niche service/product 
opportunities for local businesses that are entrepreneurial enough to tap into them. 
Consumables tailored for long flights, is one example. The Club is keen to see these 
opportunities realised, and could easily host informal meetings to discuss them. 

 
The airport precinct itself has the Club, the aircraft museum and the migrant photo exhibition, 
and is emerging as a ‘hot spot’ of interesting activities. Future planning for the precinct is 
crucial in order for these activities and attractions to be able to grow. 

 
Issues 
Accommodation over the World Championships in January 2017 is likely to be a major 
constraint on Benalla as a whole benefitting from the event. Visitors will be looking for a 
range of options, from motels to private homes.  International teams will be looking for 
furnished houses as a preferred accommodation option – providing an opportunity for locals 
to make some income if they leave town for their own holiday. 

 
With up to 1,000 international visitors expected for the World Championships, over four 
weeks this will mean some 28,000 internal visitor nights – which is more than double the 
16,600 international visitor nights estimated for the whole High Country Tourism Region in 
2013. Tourism operators in the northeast do not have the experience to manage this influx, 
and it appears that very few will have the get up and go to make the most of this opportunity. 

 
Benalla main street businesses will benefit from Worlds and Pre Worlds if they make the 
effort – emphasising the importance of engaging with businesses early and creating a 
climate of entrepreneurial innovation.  At a minimum the business community should expect 
significant streetscape and shop window displays welcoming the visitors. 

 
There has been very limited interest in the gliding fraternity from Benalla business – no one 
has really sought to leverage off these regular visitors. 

 
 
 
 
 

4 High Country Visitation Snapshot Sept 2013, Tourism Northeast 
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3.4 Arts and Cultural Assets 

 

 
Attractions 
Beyond these three identified assets there are many other attractions to Benalla, with more 
details in the Marketing Plan.  The biggest group of these are Benalla’s arts and cultural 
assets: 
Benalla Art Gallery 
Benalla Performing Arts and Convention Centre 
Historic Clothing Collection 
Aviation Museum 
Migrant Camp Photo Exhibition 
Benalla Racing Club 

 
Each of these is a drawcard in its own right to special interest groups, and each of these also 
contributes to the options and experiences available to tourists passing through the area. 
Opportunities for integration into the Benalla attraction and visitor experience are set out in 
the Marketing Plan. 

 
Benalla Art Gallery 

 
Background 
Amongst these arts and cultural assets the Benalla Art Gallery draws the largest number of 
visitors each year as it is a well known regional gallery in north-east Victoria. It is the 
custodian of major collections of national and international significance with a focus on a 
broad history of Australian art. The Gallery’s collection comprises: 

• The permanent collection which includes elements of the region’s history and 
recounting an Australian-European settlement story.  Major components are the 
Ledger Collection of 19th and 20th century art and the Gallery Collection of modern 
and contemporary art in a variety of media. On permanent display is a tapestry of 
Sidney Nolan’s ‘Glenrowan’, from his Ned Kelly series. 

• Special exhibitions such as Fred Williams’ The Pilbara exhibition and the 2014 
Benalla Nude art prize. 

 
In addition, a regular schedule of public programs are hosted by the Gallery and these 
include masterclasses and workshops, lectures, activities for children and music concerts. 

 
The Benalla Art Gallery is operated by the Benalla Rural City Council and overseen by the 
Benalla Art Gallery Special Committee, which is a Committee under Section 86 of the Local 
Government Act of 1989.  Funding is provided by Benalla Rural City Council, Arts Victoria 
and private sponsorship. 

 
Current economic impact 
The Benalla Art Gallery is the sole regional gallery in North East Victoria and attracts visitors 
from around the region, as well as visitors from across Victoria and beyond. The Gallery 
has recently begun tracking where visitors come from.  Special exhibitions are particularly 
popular, with over 10,000 attending the Fred Williams exhibition in 2014. The launch of the 
2014 Benalla Nude art prize was the largest opening ever at the Gallery, and while it ran 
the exhibition was complemented by a public program of themed events and integration 
with local business activities such as the Windowson Benalla Nude window displays which 
had 25 businesses participating. 

 
Economic development potential 
The Council has included the development of a Benalla Art Gallery Master Plan in the 
Council Plan 2013-17 in order to ensure that the gallery maintains its prominence in the 
region into the future through quality exhibitions. 
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The Master Plan is driven by a need to expand the current exhibition space and enlarge 
the storage capacity and relocate the café to a purpose built facility. 

 
Issues 
As with the other important regional assets, the Art Gallery has its strategic directions set by 
its governing body.  And while there is scope to widen the impact of the Gallery and 
especially the impact from visitors to special exhibitions, this scope can only be realised by 
Benalla businesses thinking creatively about how to leverage more sales from these special 
purpose visitors. The Gallery does have a desire to widen its economic impact and will be 
taking steps to pursue that aim, but ultimately the extent of the wider impact will depend on 
the ability of local businesses to identify and act on opportunities to capitalise on Gallery 
visitors. 

 
 
3.5 Economic Development Issues and Options 

 

 
3.5.1 Economics of development 
The interviews indicated a relatively slow pace of development (building and construction 
investment) in Benalla. This appears to stretch across the residential construction sector, as 
well as commercial – both for new builds and for renovation/rebuilding of existing 
commercial businesses. 

 
Of particular concern for the Business Development and Tourism Strategy is industrial and 
commercial land (rather than residential development activity which is the subject of 
separate investigations). The industrial lands review in 2009 highlighted the scale of 
unoccupied buildings on industrial land, and it seems that if anything there is now more 
unoccupied land in 2014 than there was in 2009. 

 
There are many factors behind this: 
• The general demise of manufacturing in regional areas as the manufacturing industry  

has evolved to me more capital intensive than labour intensive, with short supply chains 
(proximity to key R&D and suppliers) and proximity to transport (especially export via 
airports or sea ports) becoming key drives in location decisions.  Benalla has  
experienced the same restructuring and closure of these facilities as the rest of regional 
Victoria, but on a more significant scale.  Evidence for this (Figure 7) is that the decline in 
manufacturing employment in Benalla from 2001 to 2011 was 33%, far more than that 
seen across all non-Melbourne Victoria (-7%). 

• Consequent low rates of demand for factory space in Benalla 
• Related low commercial returns on re-development of old factory space 

 
In addition to the currently built-on industrial land in Benalla, there is also a large area of 
large lot industrial land available through Enterprise Park. The 2009 Industrial Land Review 
noted that it is a rare and significant (potentially, in economic terms) resource but it is hard to 
forecast usage and occupancy: 
• This land resource contains the main stock of vacant land zoned Industrial 2 in the 

region and is one of only a relatively small number of such extensive areas zoned IN2 in 
Victoria as a whole. 

• Demand from large enterprises likely to take an interest in the site is extremely “lumpy”; 
that is, such enterprises are few and far between. 

 
The review notes that while demand might be expected to be “lumpy’, the site will be 
prospective for certain types of businesses and that “a program of marketing the site and 
removing any infrastructure impediments will improve its rate/likelihood of being taken up”.  It 
is vital for Benalla’s future that the potential of this asset be realised. 
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It has been a long time with very little development seen on the site, due to a variety of 
infrastructure, planning and market issues. The market for large lot IN2 land has probably 
become more ‘lumpy’ in the 5 years since the Review was done, and it is imperative that the 
recommendation from 2009 to market the site and remove infrastructure impediments be 
completed.  It forms one of the key recommendations of this Economic Development and 
Tourism Strategy. 

 
Similarly, redevelopment of existing commercial and industrial buildings is essential. 
Redevelopment and re-activation will not only bring more jobs into Benalla, it will provide a 
big psychological boost – as the presence of weeded lots with shabby buildings behind 
locked gates sends a daily message to residents and visitors that Benalla is past its prime. 

 
The changes in regional manufacturing are bigger than Benalla alone, and will not be 
reversed.  It is essential, therefore, that planning and zoning for existing commercial and 
industrial lands recognise that alternative uses are more than likely for these sites.  Precinct 
planning for the airport/hospital district is a case in point – with clever planning needed to 
enable old industrial buildings in the precinct to be replaced with a more future-focused mix 
of residential, health and aged-care related, and older persons independent living 
accommodation related uses. 

 

 
 
3.5.2 Food trails 
Throughout the consultations there was much discussion about the emergence of a strong 
food and wine offering in the Benalla region. The experience of the team behind this 
Economic development and Tourism Strategy is that food sector development in Australia is 
a complex multi layered process. Many regions make the mistake of endeavouring to 
implement high end activities before sufficient ground work is undertaken to ensure the 
success of such activities. 

 
There is a range of preliminary activities that need to be undertaken to ensure the region has 
sufficient food product, sufficient consumer awareness, buy in from local growers and 
producers and a reputation as a food tourism area before food and wine trails in particular 
can be delivered successfully. 

 
Food and Wine Trails need a high level of promotion in order to attract customers. They also 
need buy in from local growers and producers who have a diverse range of interesting 
attractive product and processes to make them appealing. Food and Wine Trails are also 
very labour intensive and need someone to be on site eight hours per day seven days per 
week to conduct tours, provide tastings and talk to consumers, and promote and sell the 
product. Many growers and producers have embarked on being part of a Trail and find it is 
unsustainable to pay the extra salary for that person to be available. In that case it is far 
better to start a process of development, growth and enhancement of the food sector by 
building on what currently exists and moving towards a Trail. 

 
It is our view that Benalla does not yet have sufficient high grade product and buy in from 
local growers and producers for a Food and Wine Trail to be successful at this time. 
However that is not to say the idea is not sound and something that could be worked toward  
for the future. 
 
Initially it would be more appropriate to channel energies into developing food product, and 
promotion of what is grown and produced in the area, by seeking involvement from growers 
and producers, staging food sector events to raise awareness and providing training to raise 
the standards from paddock to plate. 
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Following is an overview of activities that would assist the food sector in Benalla and 
surrounds to complete the necessary ground work to be adequately equipped to ensure the 
success of a Food and Wine Trail. 

 
Understanding the Sector 

• Build a data base of growers, producers, value adders, restaurateurs, café owners, 
caterers and other food and wine tourism operators 

• Survey / audit of grower capacity what they grow, where to source the product 
 
Brand 

• Work toward the development and uptake of a brand for Benalla and co-operative 
marketing for growers and producers. 

 
Marketing / Promotion / Awareness Raising 

• Implement a web site or expand an existing website to incorporate the food and 
hospitality sector 

• Develop and produce a general brochure on the Region and its food sector 
• Newsletter 
• Weekly radio spots 
• Media – for events and networking project 
• Facilitate familiarisation visits for journalists 
• Investigate Wine and Food Trail Booklet and culinary tourism opportunities 
• Information dissemination 

 
Events 

• Introductory event to introduce growers, producers and value adders to 
restaurateurs, café owners, and caterers in order to cut out the middle man 

• Represent Benalla region at food festivals and events locally and outside the 
region 

• Investigate trade shows ie Fine Food Fair Brisbane and Sydney 
• Overseas trade shows for export 

 
Leverage of Funds 

• Tourism Victoria 
• Sponsorship – target specific industry sectors 
• Develop sponsorship package 
• Investigate and approach potential sponsors 

 
Training 

• Barrista 
• Sommelier 
• HACCP training for manufacturers and producers and value adders 
• Diversification and value adding opportunities 

– Agriforestry 
– Medicinal herbs 
– Flowers 
– Agritourism 

 
Developing Marketing and Distribution linkages 

• Investigate the facilitation of marketing channels and supply chain partnerships 
• Investigate the viability of a central marketing system 
• Investigate web site marketing and retail outlet 
• Encourage the use of a common brand 
• Trade Shows 
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Developing Marketing and Distribution linkages 
• Investigate the facilitation of marketing channels and supply chain partnerships
• Investigate the viability of a central marketing system
• Investigate web site marketing and retail outlet
• Encourage the use of a common brand
• Trade Shows

3.5.3 Broadening the impact of significant events 
A core theme in the consultations was Benalla’s ability to attract tourists, and the perception 
that a strong driver was the significant events that occur in Benalla and at Winton Motor 
Raceway throughout a typical year.  The consultations focused on how to draw more flow-on 
economic benefit from these events.  Critical to achieving this outcome is improving the 
capability of businesses to participate and profit. There are multiple steps involved, and the 
main ones are set out below: 

• Identifying which businesses wish to participate
• Identifying any gaps in product supply
• Nominating likely demand for products

− Winter and summer 
− Needs e.g. water, baby food, pharmacy supplies 
− Wants e.g. snacks, ice creams 

• Nominating who will supply what stock
• Developing strategies for supplying products e.g.

− Just in time delivery from suppliers 
− Frozen or stored stock 

• Nominating suggested trading times, depending on the type of event
• Sales strategies for “packaging” the event with local businesses e.g. accommodation,

meals and attraction packages
• Staffing strategies for each participating businesses e.g.

− Sharing staff 
− Time in lieu instead of overtime 

• Communication strategies for advising local residents of changes e.g. a website
update on business hours or announcement that businesses will open late one 
evening before the festival for locals to do their weekly shop 

• Newsletter, Facebook or web posting for local business owners to plan ahead
• Communication strategies for keeping retail community advised during the event e.g.

−  A calendar of events for local business owners so they can plan for festivals or
major events. This can be posted on the website 

− Festival updates for the business community 
• Communication strategies for informing the visitors of what’s available, where and

when e.g. Festival leaflet, app
• Forming and administering a committee of interested businesses to liaise with the

festival committee

It is important that this planning does not take place in isolation, and the business community 
should liaise with festival and event committees where possible to identify ways they can 
support the festival/event and capitalise on opportunities ranging from food stalls at the  
event site to on site marketing. 

In other towns where there are a number of events it is common for a member of the 
business community or Chamber of Commerce to represent the business community on 
festival committees. 
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4. Issues and actions

Five keys to the future 

The overarching Tourism and Economic Development Strategy (of which this Business 
Growth Plan is one of four parts) has five keys to the future: 
1. Reviewing town marketing and positioning.
2. Visitors staying an extra hour or an extra night (and bringing the shopping and hospitality

experiences up to the mark).
3. Increasing local business capacity through higher level skills (developed internally and

secured through experts), entrepreneurship, engagement and business-to-business
support, to foster a “can do” creative business environment at all levels.

4. Pushing harder for development at Enterprise Park and enabling redevelopment of old
industrial and commercial sites.

5. A stronger and more coherent Events program linking to regional business offerings and
gradual integration (based on capacity to deliver) with the four main attraction assets
(Winton Motor Raceway, Winton Wetlands, Benalla Airport, Benalla gallery and Cultural
assets).

Recommendations that will deliver on each of these keys are included across the four 
constituent Plans that underpin this Economic Development and Tourism Strategy. 

Tourism Marketing Plan 
Town and villages marketing and positioning 

• Locals
• Visitors (shoppers and tourists)
• New residents

Sharpening the offer to lengthen the stay 
Building an events-based tourism market 

Workforce Development Plan 
Links between employers, trainers and employment services providers 
Skills and jobs pathways for workers and young people 
Workforce practices for small and medium businesses 
Skills and jobs pathways for young people 

Business Engagement and Communication Plan 
Engaging local businesses 
Promoting a culture of innovation and entrepreneurship 

This Business Growth Plan focuses on initiatives to help grow existing businesses, 
increase investment in Benalla, and offer an attractive and productive environment for new 
or expanding businesses. 

4.1 Population attraction and retention 
a) Social, community and amenity aspects – ensure that State and Local Government
recognise the importance to residents (existing and prospective) of: 

• Retail mix and attractiveness
• Sporting and community facilities



Business Growth Plan

45Strategic Economic Solutions - July 2014

• Health and aging facilities

b) Work aspects:
• Enhance and promote in-Benalla job prospects
• Investigate why early/mid career people move on?
• Attraction/retention issues for health/aged care/professional qualifications
• Local and regional skills development needs – better linking of what RTOs offer with

employer needs and building workforce capacity and ambition in Benalla through
showcasing the within-town career development opportunities.  Very few young
people can see a pathway for themselves within Benalla’s job options and yet many
people do well.

• Services growth area – can it be a stronger lever for career building and resident
attraction?

c) Residential housing supply aspects
• Ensure that the economic and population growth forecasts are integrated into BRC’s

residential lands strategy and land release and development program. This should
include provision for a range of housing types including low cost housing and a
variety of independent living options for older people.

Actions 
4.1.1 Each year profile a sample (up to 20) of newcomers to understand why they’ve come 
and what their intentions are.  Also profile up to 20 workers leaving Benalla on similar topics 
– why are they leaving, what did they get out of their time in Benalla, what would induce
them back etc. 

4.1.2 Informal meetings with HR staff in health/aged care/other professions to review the 
flow of mid-career people and map potential for keeping them a year or two longer. 

4.1.3 Work with schools, employment service providers and a range of employers to collate 
stories of how a career can develop within Benalla. Case studies of individual pathways 
would be useful, as well. Review Darwin City campaign to ‘Come, build a career and move 
on’ as a positive contribution to economic and personal growth. 

4.1.4 Council to ensure that its residential lands strategy links with this Tourism and 
Economic Development Strategy 

4.2 Potential for four assets 
In the short-term there is limited potential for greater flow-on to the regional economy from 
activities at Winton Wetlands (some small businesses and employees) and theBenalla 
Airport (via tourism/accommodation). There is greater potential flow-on from Winton Motor 
Raceway, but this needs enthusiastic support from the town (business and community). 
There is possibly a clash of cultures perceived between the raceway participants and people 
coming for other attractions (such as Benalla Art Gallery and culture offerings), but in 
practice these are complementary markets and could be tapped further. Gliding participants 
are often frequent and regular visitors and businesses should consider closer engagement 
with this group of ‘semi locals’.  Gliding competitions offer opportunities for 2-6 week 
property rentals.  Arts and cultural assets (Benalla Art Gallery, BPACC and others 
highlighted earlier) are also well-placed to deliver wider economic benefits. 

Actions 
4.2.1 Design packages offering wider experiences to those coming to Winton Motor 
Raceway events and integrate these with the marketing/promotional systems for the events. 
This also applies to gliding competition participants. 
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4.2.2 Ensure that for major events there are parallel events in the main street that 
complement the events. These might be auto related during major racing events (such as a 
‘supercruise’ or static car/driver display). 

4.2.3 Prepare tailored marketing material showcasing the most complementary aspects of 
Benalla’s arts/cultural mix for visitors coming for other events. 

4.2.4 Work closely with all main street businesses to help them understand the opportunity 
presented by major events, what’s potentially in it for their business, and how they can get 
involved. 

4.2.5 Signage audit and update to make it easier for special purpose visitors to take part in a 
wider variety of business activities and experiences. 

4.3 Property development 
Benalla’s strong manufacturing history has left a legacy of a sizeable supply of disused 
industrial buildings and industrial land which needs to be redeveloped. This is spread across 
many areas, but there is a concentration around the airport and along Samaria Road from 
the Sydney Road intersection to the Kilfeera Road intersection.  As with many country towns 
much of this land now adjoins residential areas and so redevelopment needs to reflect the 
changing growth drivers of the district. 

Benalla also has a large supply of greenfields industrial 1&2 zoned  land, including the 
Industrial 1 zoned land at Enterprise Park. Sales of portions of this land have been very 
slow and filling it (or at least getting some tenants) is needs to be a very high priority.  
Council needs a critical review of how ‘investment ready’ Enterprise Park is, and constraints 
need to be addressed quickly as it is likely that demand for large-lot industrial development 
is generally shrinking. 

Actions 
4.3.1 Complete a precinct planning project for the airport and surrounding industrial areas – 
and include the hospital/aged care facilities/BPACC as part of the masterplanning to enable 
re-positioning of the land for other more contemporary purposes. 

4.3.2 Review drivers of business attraction to regional areas, ensure Enterprise Park 
measures up against these drivers, and look to engage resources for a targeted marketing 
campaign. 

4.3.3 Review Council’s processes for assessing redevelopment proposals, and look to work 
with developers to find resolutions to constraints in redevelopment of existing 
industrial/commercial buildings and sites. 

4.4 Business aspects 
Benalla has a vibrant business mix, which is evolving as consumer tastes change and 
opportunities come and go.  Specific issues for main street businesses are covered in the 
companion Tourism Marketing Plan as there is a very close link between main street 
businesses reaching more tourists and appealing to more locals. Feedback from businesses, 
and comparison with businesses in other regions, suggests 6 areas that if addressed will 
improve business performance and profitability: 

1. Accessing and applying business building expertise – such as in marketing/product
development/packaging/e-business etc.
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2. Accessing and applying information on market changes needed, and the related need to
promote a culture of adaptation and innovation.

3. Actions to help elevate marketing knowledge base and skills.

4. Clustering and networking to exploit the potential for structured interventions to foster
clusters and better business-to-business communication.

5. Building on the hospitality sector in order to offer more on holiday weekends and
offerings to encourage people passing through to stop, such as a roster system for cafes
to ensure something is open.

6. Reinvigorate some type of training and development of retail / hospitality skills such as
Aussie Host. Many interviewed seemed to agree that it is needed but there is still
appears to be some resistance from the business sector to implementation.

Actions 
4.4.1 Council and BBN to work together to showcase local success stories demonstrating 
the value of improving business expertise. 

4.4.2 Council and BBN to work together on drawing together and disseminating information 
on market changes and how opportunities can be identified and realised – information will 
come partly from external sources complemented by experiences and insights of local 
business owners. 

4.4.3 BBN to facilitate informal cluster groups based on businesses with shared or 
complementary interests.  Initially working with ideas and experiences from within the 
informal groups, this could develop into drawing in expertise from outside if the groups are 
keen to accelerate their development. 

4.4.4 Council and BBN to address actions in the Tourism Marketing Plan relating to 
hospitality, service quality, tricks and tips to engage locals and tourists. 
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Areas for Action Possible Actions First Steps Who Funding Req- 

4.1.1 
Surveying arriving and 
departing workers 
4.1.2 

Design and conduct simple survey Link with key employers Benalla Economic Development 
team and/or Task Force (Jobs & No 
Skills Action Development Team) 

Benalla Economic Development 

Mid-career pathways Informal meetings with employers Link with employers team and/or Task Force (Jobs & No 
Skills Action Development Team) 

4.1.3 
Benalla careers 

4.1.4 

Case studies of careers pathways 
within Benalla 

BRC to link ED&T Strategy with 

Link with employers and 
successful ‘careerists’ 

BRC strategic planning and 

Benalla Economic Development No team and/or Task Force (Jobs & 
Skills Action Development Team) 

Link with residential lands 
strategy residential lands strategy Internal staff links BRCC staff No 

4.2.1 
Experience packages 

Prepare experience packages for 
Raceway and Gliding event 
participants 

Link with businesses, 
showcase opportunities 

BRCC Tourism and Events Support 
Staff Some 

4.2.2 
Bring events into CBD 

Coordinate complementary/linked 

activities in CBD Link with event hosts 
Benalla Economic Development & 
Tourism team and BBN Yes 

4.2.3 
Link events to arts/culture 

4.2.4 

Promote complementary/linked 
arts/culture offers 

Showcase value of participation 

Link with event hosts and 
arts/culture providers 

Link with businesses and 

Benalla Economic Development & 
Tourism team & BRCC Arts & 
Culture Team 

Some 

Main street business 
participation and ‘how to’ BBN BBN Some 

4.2.5 

Signage review Signage audit and update signage Signage audit BRCc, BBN and other stakeholders No 
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Areas for Action Possible Actions First Steps Who Funding Req- 

4.3.1 
Airport precinct planning 

4.3.2 
Internal BRCC staff No

Internal BRCC staff No

Review Enterprise Park 
attractiveness 

4.3.3 
Redevelopment of 
commercial/industrial sites 

Instigate airport precinct 
masterplanning process Internal BRCC staff Yes 

Review industry attractors and 
readiness of Enterprise Park 

Review Council processes 

4.4.1 

Valuing expertise Collect local success stories Council and BBN to initiate 
Benalla Economic Development &  
Tourism  team and BBN No 

4.4.2 
Managing market changes 

4.4.3 

Collect information on how markets 
and sub-markets are changing and 
how to respond 

Convene informal cluster groups of 

Council and BBN to initiate 
Benalla Economic Development &  
Tourism team in partnership with No 
Small Business Victoria 

Informal cluster groups 

4.4.4 

shared-interest or complementary 
businesses 
Address actions in the Tourism 
Marketing Plan relating to 

BBN to initiate BBN No 

Outstanding customer 
service 

hospitality, service quality, tricks 
and tips to engage locals and 
tourists 

Council and BBN to initiate Benalla Economic Development &
Tourism team and BBN Yes 
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Overview 
Site Visit 
The information for the "first impressions" section of the report was gathered during a 
site visit by consultant Linda Hailey to Benalla on the 26th, 27th  and 28th  of November 
2013. The general review included an orientation tour of the central business district, 
surrounding streets and light industrial area, a walking tour and review of the city 
centre retail precinct. The tourism review included visits to the Visitor Information 
Centre and the Costume and Pioneer Museum, Benalla Art Gallery, Benalla Performing 
Arts and Convention Centre, Aviation Museum, Benalla Airport, Winton Motor Raceway 
and Winton Wetlands. 
Jeanie Hall, Manager Economic Development and Tourism acted as guide during the 
onsite  visit. 
Informal and anecdotal information was also gathered through meetings with 

˜ John Hanlon - Benalla & District Historical Society 
˜ Lindsay Thomas - Visitor Information Centre Coordinator, Benalla Rural City 

Council 
˜ Jilian Mulally - Manager Arts, Communications and Events, Benalla Rural City 

Council 
˜  Don Bartlett - Winton Raceway 
˜ Mark Carr - Adventure Flights Benalla and Benalla Aviation Museum 
˜  Louise Armstrong - Benalla Business Network 
˜  Jeannie Hall - Manager Economic Development and Tourism, Benalla Rural 

City Council 
˜ Judy Jeffrey - Advancing Country Towns Project Coordinator, Benalla Rural 

City Council. 
A second site visit on the 19th and 20th of February was an opportunity to present the 
first draft of the plan and strategies to the Mayor and Councillors at an informal 
meeting. Mooted strategies were also discussed in detail with key members of the 
Council team, interested parties and stakeholders. Additional meetings were held with 

˜ Judy Jeffrey - Advancing Country Towns Project Coordinator, Benalla Rural 
City Council 

˜  Louise Armstrong - Benalla Business Network 
˜ Jane Still - Communications Coordinator, Benalla Rural City Council 
˜   Committee members of the Benalla Business Network 
˜   Sabine Smythe - Benalla Migrant Camp Photographic Exhibition 
˜  Christie Phillipson - Resident and small business operator 
˜  Sara Quon, CEO North East Victoria Tourism Board 

Desk Research 
Additional information was gathered from documents supplied by Jeannie Hall and 
Judy Jeffrey.  These included 

˜   Vic Futures Project Draft Report 
˜   Benalla Business Network Inc. Strategic Plan 
˜ Victoria's Regional Tourism Strategy 2013 - 2016 
˜   BRCC Community Consultation Notes 2012 (including surrounding towns 

Swanpool, Devenish, Baddaginnie, Molyullah, Tatong, Goorambat 
˜   Victoria's Visitor Information Centres Futures Project Dec 2013 
˜  Tourism North East Strategic Plan - Released Jan 2014 
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Objectives 
The aim of the CBD and tourism review was to identify the key issues that will have an 
impact on the future marketing of Benalla. 
The review encompassed: 

˜   Access and egress to main street including ant tracks 
˜   Visibility of CBD and specific areas such as arcades 
˜  Identity and branding 
˜   Streetscaping 

− Signage 
− Architecture and heritage values 

˜   Retail mix and vacancies 
− Product stock levels 
− Product ranges in stores 
− Traditional versus innovative products 

˜   Retailer skill levels 
− Merchandising 
− Customer  service 
− Visibility 

˜  Tourist attractions 
− Retail  clusters 
− Destination   businesses 
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First Impressions 
Approaches 
˜   Benalla is located on the Midlands Highway and is easily accessible via an 8k 

diversion from the Hume Highway 
−  There are large directional signs on the highway but no specific tourism finger 

signs to tourism destinations 

Business Precinct 
˜   The Benalla city centre is relatively compact and it is possible to walk from one 

end of the CBD to the other 
−  Whilst tourists may enjoy a stroll along the length of a main street in regional 

towns many local shoppers prefer to drive between locations in the main 
street 

˜   The CBD is spread along Bridge Street and with clusters of retail along Nunn, 
Carrier and Church Streets 

˜   There are no large mall developments but Coles, Woolworths and Aldi are all 
located within two blocks of each other at the Northern end of Bridge street 
−  This clustering means it is likely that locals do not naturally feed out into the 

main street when they are doing their grocery shopping 
˜  They are possibly making separate trips for grocery shopping, professional 

services, recreational shopping or meeting friends for coffee 

Tourism Precincts 
˜   There are two distinct tourism precincts that book end the main street of Benalla 

−  The lake, botanical gardens and art gallery form a "rest and relaxation 
precinct" at the southern end of the main street. This is within easy walking 
distance of the main Street. This area would particularly appeal to cultural 
visitors and families with attractions including 

− Benalla Art Gallery 
− Ceramic  mural 
− Sir Edward "Weary" Dunlop Memorial 
− Walking and biking trails 

− The Visitor Information Centre is located in Mair Street close to the lake 
−  The Showground is located at opposite the Botanic Gardens and is also within 

walking distance of the main street 
˜ On the Northern approach to Benalla, the Benalla airport, Gliding Centre, Benalla 

Aviation Museum and BPACC - Benalla Performing Arts & Convention Centre form 
another cluster or precinct of tourism activities 

˜  There is plenty of visitor parking in both Precincts including parking for caravans 
and RV's 

˜   There is also a river precinct near the old Council building which is attractive for 
visitors and locals alike. On both site visits there were a number of caravans in the 
area which may have been staying overnight 

Architecture 
˜  Benalla city centre is architecturally interesting with some stand out heritage 

buildings like the National Bank premises and Commercial Hotel 
−  Many of these are detailed in the Benalla Self-Guided Heritage Tour leaflet 

available from the Visitor Information Centre 
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˜   Heritage buildings in Benalla range from grand and impressive to plainer more 
austere country facades 

˜  The broad range represents architectural history from early 1800's through to the 
30's and 40's 
−  Most of these appear to be well maintained and in some cases owners have 

maximised their appeal with heritage colour schemes and signage 
˜  Some buildings such as Millers and Aggy's have heritage/interesting interiors that 

would be of great interest to the tourist market 
˜  Attractive heritage buildings are spread throughout the main areas of the city 

centre so in most streets there is a heritage feel 
−  In some areas this is mainly evident above the awnings rather than at street 

level where outlets have modern shop fronts 
−  A number of new builds have mimicked the heritage or country feel so the 

buildings fit in well with the streetscape 
− Some awnings have attractive pressed metal "ceilings" 
− Some areas feature decorative veranda posts 

˜   A number of business owners have emphasised the historic appeal of their 
buildings adopting heritage colour schemes and signage 

˜   The main street is also dotted with more modern buildings from the 60's, 70's and 
80's, in most cases they are low rise with awnings and do not "jar with the 
streetscape 

˜  Unlike many regional centres, Benalla seems to have escaped the red brick plague 
and most modern buildings do not dominate the heritage style of the area 

Streetscape 
˜   There is little or no sign of vandalism or graffiti in the city centre and the majority 

of areas are clean, tidy and well maintained 
˜   The streets of the city centre are lined with established deciduous trees which 

enhance the streetscape and provide shade on summer days 
˜  Pavements in Bridge Street are wide but not particularly attractive with large 

cement slabs, some of which are cracked or stained 
˜   The areas under the pergolas are paved with bricks 
˜   The street scaping has a heritage feel but is in blue rather than the traditional 

heritage green.   Streetscaping includes: 
−  Bench seats, decorative blue bollards, bike racks, rubbish bins and timber 

pergolas 
− The pergolas were decorated for Christmas at the time of the site visit 
−  In addition to the street trees there are garden beds with rose bushes in Nunn 

Street and large pots with trees outside Georgina's restaurant 
˜   There is plenty of seating in the Bridge Street 
˜   The designated outdoor eating areas generally look very attractive and inviting 
˜  A number of retailers also have racks or stock placed outside their retail outlets 
˜   Many retailers use A Boards which add colour to the streetscape in some of the 

quieter areas 
−  Generally speaking Benalla retailers use A Boards very well to position 

themselves and attract shoppers 
−  A Boards are generally placed very well so they do not pose a risk to 

pedestrian  traffic 

Ambience 
˜   First impressions are very positive and you feel like you are driving into a 

prosperous regional centre 
−  There is no evidence of mass vacancies at the ends of town (or in arcades) 

which you see in some regional areas 
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˜   Like many regional central business districts what you see depends on where you 
stand as different streets and different areas all have a different feel 
−  The middle of Bridge Street feels like the heart of the CBD with people 

stopping to chat and catch up for coffee 
− Nunn Street feels quieter and more like a precinct for cafes and boutiques 
−  Carrier Street feels more like a suburban strip and has less atmosphere than 

other areas 
−  The Northern end of Bridge Street feels less busy due to vacancies but a few 

destination businesses are attracting traffic in this part of the main street 
˜   The area felt welcoming and pleasant 
˜  The ambience in Benalla is also affected by the fact that most of the day to day 

shopping activity is centred around the three supermarkets and it is likely that 
many residents would make separate trips to the supermarket and main street 

˜   At the time of the visit there was little evidence of heavy transport travelling 
through the main street and there was minimal traffic noise 

Signage 
˜   There are Welcome To Benalla signs on approaches but no gateway signs e.g. 

towns in the Shepparton region 
˜   There is directional signage on routes approaching the city centre but close to and 

within the city centre there is a general clutter of signage 
−   This confusion will make it difficult for visitors and new residents to navigate 

the CBD 
−  There is a cluster of blue signs at the Nunn and Bridge intersection. The 

wording on the large blue sign is too small to be seen by passing motorists 
− The blue ANZ signage also adds to the blue overload 

−  There is a lack of signage indicating parking behind the main street 
−  The VIC signage is easier to follow because of the distinct design but it can 

also get lost in the clutter 
−   There is a lack of clear signage to the railway station 

˜   There are a number of business owners who have been very proactive with 
signage using coordinated colours and corporate branding to create colourful shop 
fronts. 
−  These proactive businesses generally have above awning, front of awning and 

below awning signs 
˜   Lack of building and shop signage is a problem for some city centre businesses 

along with 
−  A lack of above awning signage which can make it difficult for passing traffic 

(and tourists) to identify what businesses are operating in the main street 
−  A lack of under awning signage so it is difficult for pedestrians to see the retail 

mix 
− Old or out of date signs 

˜   A large number of businesses are also using A Boards, generally these are placed 
safely and used well to promote products and services 
−  There are some fun, creative signs such as "hairdressers at work" which give 

the streetscape added personality 
˜  One or two retailers are also trading outside their lease lines with displays on the 

pavement 
− These are generally tidy and well placed 

Parking 
˜   On the days of the site visit there were parking spaces available in most areas of 

the main street 
˜  There is a large car park behind the main street, adjacent to the old Council 

building 
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− Signage to this area is poor (or missed in the clutter) 
 

Retail Mix 
 

˜  The retail mix review identified ground level businesses within the CBD area. It 
should be noted that this is a "mud map" to assist analysis rather than a definitive 
study 

˜   Benalla has a strong mix of daily needs and professional services for local 
residents and is likely to draw shoppers from surrounding towns for their weekly 
shop 

˜  The mix of supermarkets is particularly good, three for a population of just under 
14,000 
−  Aldi is known for the research it undertakes before opening in an area. This 

may be a positive indicator for the economic development potential of retail in 
Benalla 

− It is likely that Aldi is a destination outlet for surrounding areas 
−  There is also anecdotal evidence that Aldi is popular with tourists as it 

is easy to park caravans along the street and is a relatively quick 
stopover from the freeway 

˜   There are also a number of major purchase outlets including appliances, vehicles 
that will reduce escape spending from the township 

˜   Benalla has few brand name chain retailers e.g. Target, so the mix tends to be 
dominated by independent operators or members of buying groups 
−  This is a positive from a visitor perspective who are seeking different and 

unique rather than known retailers they would find in a mall 
˜  In the last 12 months it is estimated that 10 new businesses have opened in the 

CBD, and 3 to 4 have ceased trading 
−  Recent openings include Rustik and an Antiquarian Bookshop in Nunn Street 

and Lucy Lu Boutique which opened late 2013 
˜   Since the initial site visit there have been a number of businesses close 

− Fairholme Cafe, Victoria Hotel and Don Giovanni Restaurant 
˜  There are 11 vacancies which represents 7.6o of all businesses. This is relatively 

low when compared to other regional towns 
−  Based on the review there are 6 vacancies in Bridge Street, 4 in Nunn Street 

and 1 in Church Street 
˜  There are approximately 145 ground level businesses in the area reviewed, 84 of 

those are located in Bridge Street. 
˜   A review of the overall city centre mix shows that Benalla is well served in most 

categories.   In the total mix 
− 17 - 12o daily needs 
− 16 - 11o fashion 
− 16 - 11o professional services and insurance 
− 12 - 8o cafe, bakery and takeaway 
− 11 - 8o health, fitness and sport (includes pharmacies) 
− 11 - 8o employment and community services 
− 9 - 6o hair & beauty 
− 8 - 5o books, hobbies & music 
− 7 - 5o homewares and gifts 
− 7 - 3o restaurants 
− 6 - 4o banks and financial services 
− 5 - 3o real estate agents 
− 4 - 3o furniture and appliances 
− 4  -  3o automotive 
− 1 - 1o hotel, bars, nightclub 

˜   The retail mix can also be reviewed using broader categories e.g. 
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−  Browsing shops likely to appeal to tourists and recreational shoppers; fashion, 
gifts/homewares, books/music/hobbies, jewellery = 21o 

− Daily needs, banks and professional services = 27o 
−  Eating options; Cafe/takeaway/bakery/hotel/bar/nightclub, restaurants = 

14o 
˜  A standout for Benalla is the number of independently owned retail outlets that 

have developed concepts which appeal to shoppers who want something different 
from brand name outlets 
−  The strong mix of browsing outlets and eating options would also enhance the 

appeal to visitors and recreational shoppers 
˜  There are a few clusters of retail categories in a specific area 

− Northern End of Bridge Street for books, hobbies and music 
− Bridge Street between Nunn and Carrier for fashion and browsing 
− Carrier Street for hair and beauty 
−  Nunn and Carrier Streets for Professional services and health related 

businesses  for banks and financial services 
− Supermarkets at end of Bridge Street for daily shopping 

˜   Benalla has a strong mix of books music and hobbies businesses which probably 
reflects the lifestyle focus of local residents 

˜ Included in the retail mix are a number of destination businesses that will attract 
traffic to the area. These include banks, professional services individual retailers 
with a strong following such as fashion outlets, restaurants and trade businesses 
such as automotive suppliers 

˜  In addition to obvious browsing outlets there are a number of businesses that will 
appeal to the tourism market such as Millers, Horse Habits and Arts & Frames 

 

Tourism and Visitor Market 
 

˜  Although Benalla would not be regarded as a major tourism destination it is a 
convenient half way stopping point between Melbourne and Sydney 

˜  In addition to the lake and botanic gardens key products in the area include 
−  The Benalla Art Gallery which holds a number of major exhibitions a year in 

addition to its permanent collection. 
−  The recent Fred Williams Exhibition was promoted in the Melbourne 

market and generated 10,000 visitors 
−  The Benalla Performing Arts and Convention Centre has a theatre and music 

program of approximately 30 - 40 shows per annum 
−  Most of these would primarily appeal to locals but there may be 

potential to attract visitors from surrounding areas along with town 
visitors 

−  BPACC also operates a cinema screening a regular program of first 
release movies 

−  The Costume and Pioneer Museum which is housed in the same premises as 
the Visitor Information Centre 

− The Benalla Aviation Museum (Sundays and Wednesdays) 
− Mark Carr's Adventure Flights (by appointment) 

− The Gliding Club of Victoria 
− Gliding Joy Flights 

˜  There are also emerging products that will enhance the tourism mix 
−  The Winton Wetlands project is in the process of renewing the landscape of 

this area and there should be potential for organised low impact activities 
such as bird watching tours, canoeing or nature walks in the future 

− This area will also have great appeal for the local market 
−  The Migrant Camp exhibition is a tourism product still in its formative stage 

which could be a strong addition to the tourism 
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− There is anecdotal evidence of a growing food and wine offering in the area. 
Hook and Spoon are retailing local produce, Alpine sourdough bakery is well 
known outside the region and the monthly market includes farm produce. 

− A food offering would also be a great addition to the tourism mix 
˜  The town and surrounding areas host a number of events which bring intrastate, 

interstate, international and special interest visitors into the area including 
−  Winton Raceway race days and the V8 Supercars major televised event every 

year 
− Benalla Race Club Gold Cup in October 
− Gliding Club events in April and October 

− In 2016/17 The Gliding Club of Victoria will host the World Championships 
− Major exhibitions at the Art Gallery 

˜ E v e n t s  which would primarily appeal to the local market and surrounding areas, 
these include 
− Market Days in Benalla and smaller towns 
− Benalla Festival in November 
− Fun events such as the Ride to the Tatong Pub 

˜   Benalla has limited accommodation options and for large events are often booked 
out 
− The majority of providers are motels with only a few four star rooms 
−  Eight B&B's or self-catering accommodation listed on Stayz with prices 

ranging from $145 to $690 per night 
− One caravan park with powered sites, ensuite sites, cabins and camping sites 

˜   There are no boutique hotels, country pub or backpacker style accommodation 
˜   Few businesses are listed on tourism websites even though there are categories 

for shopping, cafes and dining 
˜  The business community does not seem to actively target the tourist market 

−  Very few businesses provide leaflets or distribute information through the 
Visitor Information Centre, accommodation providers or major attractions 
such as Art Gallery or other attractions including Benalla Airport and 
Aviation Museum 

−  Anecdotal evidence suggests that the majority of the retail community does 
not tailor opening hours or get involved with local events 

˜  The Visitor Information Centre operates seven days a week and is primarily staffed 
by volunteers. 
− It is easy to find and there is parking outside 
−  It shares a location with the museum which may lead to confusion as the VIC 

is physically divided by the museum and the information desk also acts as 
reception for the museum 

−  It's main feature apart from the information desk is a brochure stand in easy 
reach of the front door 

− The VIC does not handle accommodation bookings 
 

Product Mix 
 

˜   It is often relatively easy to judge a retail community's target customers by 
looking at the retail mix and products stocked in each outlet. Stock in Benalla 
retail outlets tends to be pitched at the middle of the market and a lot of stock is 
traditional and conservative in nature. 
−  Unlike many regional business communities there did not seem to be an 

assumption that all shoppers are price focused and although shops were 
offering competitive prices there was no feeling of desperate retailing 

− There were fewer "$2 or Bargain shops" than expected 
−  Some businesses in Benalla have taken the "all things to all people" approach 

to their product ranging but a number of key outlets are making every effort 
to tailor their product ranges to suit their target customers 
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−  There were a number of independent businesses that have stand out 
product ranges that would not be out of place in a capital city or high end 
retail strip 

˜ A few outlets did not have a clear position in the retail mix i.e. it is not easy to 
work out who their target markets are or anticipate what stock you might find 
inside the shop. This type of muddied positioning can be the result of: 

− An inexperienced business owner 
−  A retail outlet changing hands once or twice and subsequent owners 

diluting the original positioning of the outlet as new stock is purchased 
−  A retail outlet changing hands and the new owner actively changing the 

positioning but still retaining stock from the previous owner 
−  A depressed period of trading where the retailer has bought in low price 

stock in an attempt to generate sales 
˜  Stock levels in a few outlets were very low which could indicate that the 

businesses are struggling 
 

Restaurants, Cafes and Takeaways 
 

˜  There is a high number of cafes and restaurants for the size of the town 
˜   There is a wide range of offerings including takeaway, pizza/Italian, Chinese, 

and fish'n'chips 
˜   There are a number of cafes in town but menu items tend to be similar.  There 

are two other cafes at the Art gallery and Green'n'Grow nursery which both 
have a strong following with "ladies who lunch" 

− Fairholme, a well-established cafe has changed hands since the site visit 
˜   There are a number of cafes open during week days and Saturday morning but 

all but two are closed on weekends 
˜   Benalla has three bakeries which all seem to be trading well 
˜   The outdoor eating areas in the main street really add to the ambience of the 

area 
˜  There are several restaurants open for evening meals but as a visitor it can be 

difficult to work out which is open when 
˜   Evening meals are also provided by 

−  Pubs including the North Eastern Hotel, Royal, Farmers Arms and 
North provide evening meals 

− Golf Club 
˜   19 food related businesses in Benalla have been reviewed on Trip Advisor, most 

ranking very well 
 

Trading Hours 
 

˜  Most retailers in the city centre trade 5.5 days 
−  The expectation for visitors would be that a regional centre trades seven days 

or weekends 
˜   Two cafes and a fashion retailer operate on Saturday and Sunday 

− The fashion retailer has Sunday hours from 10 till 4 
˜   The supermarkets and fast food chains trade seven days 

 

Retail Skills 
 

˜   Levels of general retailing skills vary greatly with some very professional outlets 
standing out from the pack 

−  There was also evidence of very low level skills where owners had little or 
no retail experience and had chosen the wrong location or mix of stock for 
their target market 

˜  There are some excellent examples of professional window displays, however, 
there are also a large number who are not maximising the opportunities to attract 
customers. Typical problems include: 



©Hailey Enterprises Pty Ltd Page 12 

 

 

 
 

− Windows filled with posters and notices which block the view into the shop 
−  Dirty windows or dated window displays that haven't been changed in 

months 
− Non-existent window displays or stock facing inwards only 
− Faded or old stock in the window 
− Poor lighting or lights turned off in window displays 

˜   Merchandising also varied amongst outlets.  Typical problems include: 
− Cluttered displays that are hard to navigate 
− Fixtures and fittings screening the view of stock 
− Stock not arranged in a logical or easy to find way 
− Messy shelves 
− Lack of branding for the outlet within the shop 
− Lack of directional signage and branding within the outlet 

˜  There was generally a good differentiation between outlets in the same category 
i.e. carrying different ranges of stock and targeting different markets 
− Copying of stock can be an issue in some regional centres 

 

Customer Service 
 

˜  Customer service is hard to judge on one visit and obviously varies from outlet to 
outlet.  During the site visit I was greeted in most retail outlets and customer 
service seemed friendly if not proactive. 

 

Identity and Branding 
 

˜   There is no strong image associated with Benalla and little or no "branding" of the 
city centre area apart from the consistent use of colours on street furniture and 
planters 
−  At the time of the site visit there were Christmas Benalla flags in the main 

street 
− There is no logo or positioning statement associated with Benalla Rural City Centre 

˜   From a tourism perspective, Benalla has poor online visibility.  A search for Benalla 
Tourism brings up 
−  Links to www.vic.gov.au which is a dedicated tourism page on the Council 

website 
− A link to a page for the Visitor Information Centre on the same website 
− A number of listings with Google Place Pages - (pins on the local map) 
− Benalla Art Gallery 
− Benalla Costume and Pioneer Museum 
− Benalta Motel - appears to be a link farm site 
− Benalla Bus & Coach Lines 
− Zocala Lounge (A business that is no longer operating) 

˜   A search for Benalla accommodation, a very common search in most regions, 
brings up 
− A number of AdWords listings 
− Seven local accommodation providers 
−  A site called www.benallamotels.com which appears to be a local free group 

listing site for accommodation providers in Benalla 
˜   A search for Benalla business or businesses brings up 

www.benallabusinessnetwork.com.au The site for The Benalla Business Network 
− The site is bright, attractive and includes 
−  An alphabetical list of businesses which can also be sorted by category.  There 

seems to be excellent take up and listings include maps and QR codes 
−  An excellent top ten brochure (which could be more specific about great 

places to shop, eat etc.) 

http://www.vic.gov.au/
http://www.benallamotels.com/
http://www.benallabusinessnetwork.com.au/
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− A events calendar which was blank when visited 
− Information but not explanation of Benalla Dollars 
− Promotion of Business Awards 
− Promotion of the goals of the organisation 

˜   The Benalla Business Network site also includes a members logo which can be 
displayed by businesses 
− These weren't obvious during the city centre review 

˜   Benalla Art Gallery which has an excellent website did not come up on generic 
searches such as "things to do" Benalla 

 

Marketing and Promotions 
 

˜   The majority of marketing for Benalla seems to be in the form of marketing 
brochures.  Those collected during the site visit include: 
−  Four DL full colour brochures promoting Analemmatic Sundial, Food, Wine and 

Dining, Botanical Gardens, Lake Walk 
− These all have similar layouts and look 

− Three DL leaflets for the Costume and Pioneer Museum 
− Two on card promoting the Kelly Saga and House in Miniature 
− One on paper which is a general promotion of the museum 
− There is no consistent use of fonts, themes, colours or logos 

−  A full colour DL brochure and fold out map promoting the Ned Kelly Touring 
Route 

− An A5 photocopied leaflet and map of a Self-Guided Heritage Tour 
− Full colour DL booklets for BPACC Theatre Season 
− Full colour DL Booklet for BPACC Music Program 
− Tourist Map - A4 - one fold 
− There was no gallery promotional material at the VIC at time of initial visit 
− Individual attractions such as Adventure flights also have their own brochures 

˜   Art Gallery, BPACC, Aviation Museum, Winton Motor Raceway, Winton Wetlands 
and the Costume & Pioneer Museum all have a web presence 
−  There is a blog site called Benalla Migrant Camp which appears to be the 

recollections of an individual and not related to the photographic exhibition. 
This is hosted under "Weebly" which is similar to WordPress or BlogSpot sites 

− Benalla Festival also have a website  
˜  Many of these sites aren't appearing on searches so there may be an issue with 

Search Engine Optimisation 
˜   There is currently no dedicated website for Benalla Tourism but a new digital 

platform which will firmly position Benalla in the North East region is expected to 
be launched in coming months 

˜  Recent advertising promoting the Fred Williams exhibition in the Melbourne market 
was successful and generated 10,000 visitors 

 

Representative Bodies 
 

˜   There is no one body or organisation that specifically represents the interests of 
the central business district or tourism organisations in Benalla 
−  The Benalla Business Network has an overarching charter to service business 

in general but does have an events and promotions strategy in place 
−  The group have recently been granted Council funding of $25k towards a part 

time promotions coordinator 
˜   There is no formal group of tourism or accommodation operators 
˜   The Benalla Rural City Council funds a coordinator for the Visitor Information 

Centre 
˜   The business and tourism communities are also supported by the economic 

development team from Benalla Rural City Council 
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˜  The implementation of the Tourism & Economic Development project will be 
overseen by a steering committee 
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Benalla Focus Group   
 

Following the town audit Linda Hailey met with stakeholders and individuals 
representing different aspects of the business community to identify key issues that 
may have an impact on future marketing of the business and tourism sectors. 
Participants included representatives of Benalla Business Network and invited 
members of the business community including owners of retail, tourism and service 
businesses. 

 
This was an opportunity for local business operators to have their say about the 
marketing of the area. They also provided valuable insights into the profile of locals 
and visitors to the area. This session helped identify the issues that need to be 
addressed before marketing can begin. 

 
The group was asked a series of questions in relation to Benalla, the CBD and tourism 
offering. Responses to questions are detailed below. Please note that these are 
the opinions of the participants and do not necessarily reflect the opinions of 
the consultant. 

Focus Group 
 

How would you describe the local market? 
 

˜   Predominantly people aged 45 to 70 
˜  A significant number of 65+ including pensioners and self-funded retirees 

− Cooinda and Alkoomi nursing homes provide medium and high level care 
˜   Young families with mortgages 

− Seeing more prams in the main street 
− Kids leave to go to Uni but are starting to come back to their roots 

˜  The farming community isn't as strong since the 1980's drought 
˜   Teenagers 
˜  Increasing numbers of tree-changers are relocating to the area 

− They come for work and stay 
−  There are also people who have passed through and got to know the town 

before deciding to settle 
˜  There is a small Indian community 
˜   According to the Vincent Report there is a significant percentage of people in the 

lower socio-economic sector 
˜  There is a strong religious community 
˜   Residents of Euroa and Mansfield come to Benalla to do their weekly shopping 

− Aldi is very popular 
− Grandparents come to use the toy library 
− They can get there car serviced at the dealerships 

 

What do you think are the main attractors to Benalla for 
potential residents? 

 

˜   The area is flat 
˜  It's the gateway to the snowfields 
˜   Only 2.5 hours from Melbourne 
˜    Good climate 
˜   Blue skies 
˜  An attractive lake with a walking track 
˜   Affordability compared to Melbourne 
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How would you describe the visitor market? 
 

˜   There is a large VFR market 
− They come to visit relatives before they die 

˜   Grey nomads and wanderers 
˜   People travelling between Sydney and Melbourne 
˜  People visiting the Winton Raceway 

−  The "Winton widows" want to entertain themselves while partners are at the 
raceway 

−  You don't see as many people in town if it is an event targeted at young 
males 

˜   Car clubs traveling through the area 
˜   We used to see a lot of sales reps but that has become more inconsistent as there 

is now more online buying 
˜   Bike riders 

− Some come on the train 
− A mix of family groups and serious lycra clad riders 
− The area is nicely flat and interesting 

˜   People from Shepparton are attracted by the mix of browsing shops in Benalla 
− Recreational shoppers also come from Wangaratta, Euroa and Mansfield 

˜  Business travellers e.g. 
− Professionals 
− Academics 
− Hospital   students 

˜  People travelling through the area 
− There are always people at the Rocket Park 

˜  The horse community attending the race track events 
− Quarter  Horse  events 
− Adult riding clubs 

˜    Cultural tourists visiting the art gallery and Performing Arts centre 
˜   Gliding enthusiasts at Easter and in October 

− International  and  interstate  visitors 
 

What do you think are the main attractors to Benalla for 
visitors? 

 

˜   The Weary Dunlop connection 
˜   Strong browsing mix 
˜   Fashion 
˜   Gifts 
˜   Good mix of opp shops 
˜  The bakeries 
˜   Cafes open on Saturday and Sunday 
˜   Good levels of customer service 
˜   The area is flat 

 

Are there any gaps in the retail/business mix? 
 

˜   Baby clothes and maternity clothing 
˜   Places to exercise with children 
˜   Fresh fish only on sale on Thursdays 

− It is available in the supermarkets 
˜   There is potential for more Asian, Halal and specialty foods 
˜   Healthy take home food 
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− Hook & Spoon offer some choices 
˜   Appliance repair 
˜   Night life for young people 
˜  After work activities 

 

What do you think are the key issues for Benalla tourism? 
 

˜  There is plenty of parking 
− There is no time restriction on parking 

˜  There is potential to make more of the lake and improve the interactive elements 
˜   Accommodation gets booked out 

− This happened 6 times last year 
˜  There is potential to improve the bike trails 
˜  Need better directional signs from the freeway 
˜   Tourists aren't aware of how much we have to offer 
˜  There is a lack of data on visitation 
˜   Key attractions 
˜   People don't know what accommodation options are available 
˜  The train doesn't always run on time 
˜   Fuel prices 
˜  Lack of networking between businesses tourism operators 

 

What are the opportunities for marketing Benalla? 
 

˜  Benalla could become known as a destination for city weary workers 
˜   Need a more coordinated approach to accommodation 
˜   Need to collect more hard data on tourism 
˜  There needs to be better relationships and communication between key attractions 

such as Winton Raceway and Benalla Aviation Museum etc. 
˜   There is potential for more association with the market which operates on the last 

Saturday of the month 
˜   There is competition between some businesses 
˜   Benalla needs a stronger on line presence 
˜   Could improve distribution of information through the Visitor Information centre 

 

What are the challenges for marketing Benalla? 
 

˜   Benalla needs more communication and training for businesses and tourism 
operators 

˜  Lack of networking opportunities 
˜  Complacency amongst businesses 
˜   Been there done that 
˜   Getting coordinated for Christmas 
˜  Small core of committed people 
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Key Issues & Opportunities 
The Benalla business and tourism community faces a unique set of opportunities and 
challenges in the months ahead. The economic climate, online visibility and 
competition between towns for the tourism dollar will all impact on retail, service and 
tourism businesses. 
Business owners will have the option to sit back and do nothing and hope that their 
businesses are not affected, or they can work together to actively develop and 
promote the many benefits of stopping and shopping in Benalla. 
Unlike many regional centres that need to upgrade streetscaping, radically change 
their offering or undertake major changes before they actively market, Benalla has 
most of the necessary infrastructure in place. 
The heritage architecture has a strong visual impact on the CBD and along with 
streetscaping in keeping with the traditional feel of the area, provides an attractive 
retail setting with a welcoming ambience. 
The retail mix is already strong and the vacancies means there is an opportunity to 
improve the retail mix in the medium to long term. 
The lake and botanic gardens are a great stopping off point for visitors and are also 
close to the city centre.  There is sufficient tourism product to increase the length of 
stay by 1 to 1.5 hours and more if the food offering can also be actively promoted to 
visitors and tourists. 
Whilst it is unlikely that Benalla will become a tourism "destination", there is 
significant potential to capitalise on events and the thousands of people who flock to 
the area for car racing, an amazing art exhibition or to participate or watch an 
International standard gliding championship.  Once in town, there is potential to 
expand the visitor experience with performances, bike trails, joy flights or exhibitions 
that bring history alive. 
The accommodation offering is currently limited which will restrict opportunities for 
long term stays and the total accommodation offering is hidden and hard to find 
online, in fact Benalla has a very poor online presence overall. 
There also seems to be little promotion of the unique and interesting mix of 
businesses in the city centre so there is potential to strategically position the city 
centre as a great place to shop and eat for locals along with the visitor market. 
Based on the retail review of the Benalla city centre and discussions with members of 
the business and tourism community the following key issues have been identified: 

Branding and Promotion 
˜  Benalla does not have a clear brand in the marketplace and there is potential to 

create a brand for tourism product in the area 
˜  Market positioning statement is currently geared towards locals and residents 

rather than visitors 
˜  Benalla seems to be stuck in the past with its tourism marketing, some of the 

current brochures look old fashioned and there is little material that pulls the total 
offering together 

˜  There is potential for Benalla to be market leaders with more interactive marketing 
initiatives 

˜  Benalla has poor online visibility and needs more than the existing pages on the 
Shire Council website to be seen as a player in the tourism market 

˜  It is difficult to find Benalla accommodation on line as listings are currently split 
across a number of sites 
−  This situation may be improved by the Tourism Nth East Digital Platform 

website which is likely to be launched towards the middle of the year 
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−  Success of this initiative will also depend on the level of Search Engine 
Optimisation 

Tourism 
˜  Benalla is fortunate to have very well developed and respected products in the 

Arts and Culture sector. The Art Gallery and BPACC along with the Botanic 
Gardens, lake and historic landmarks are the lynchpin of the current offering 

˜  Benalla is not well placed to become a tourism destination in the short to medium 
term as it lacks major assets and the infrastructure to support large numbers of 
overnight visitors. 

˜  Benalla is well placed to focus on events based tourism and leverage on existing 
attractions that draw people to the area such as Winton Raceway 

˜  Winton Motor Raceway is a key attraction that consistently brings visitors to 
Benalla 
−  Anecdotal evidence suggests that "Winton Widows" who come to events with 

their partners spend time and money in Benalla and are attracted by the retail 
mix 

˜  The juxtaposition of the Museum and Visitor Information Centre is confusing for 
the visitor.  There is potential to separate these two entities 

Tourism Product 
˜  In addition to well established products such as the Benalla Art Gallery, BPACC  and 

Costume and Pioneer Museum there are also a number of products that would 
benefit from more development and marketing to maximise their potential. These 
include 
−  The Costume & Pioneer Museum would benefit from being separate from the 

Visitor Information Centre 
− Some of the exhibits would benefit from a professional curator 

−  There may be funding available to provide a curator for a specific 
exhibition or as a mentor 

−  Benalla Aviation Museum and Benalla Airport could become key attractions to 
increase length of stay in the area. Both organisations are run by volunteers 
and have limited resources 

−  The Benalla Migrant Camp exhibition which would benefit from a permanent 
home 

−  It is likely the Benalla Airport Master Plan will provide opportunities for 
the Benalla Aviation Museum, Gliding Club of Victoria, Migrant Camp 
Exhibition and numerous other stakeholders. 

−  Low impact activities at the Winton Wetlands would also increase the length of 
stay in the area and could provide opportunities for micro businesses such as 
canoe hire/tours or bird watching tours. Some of these businesses could also 
operate on the lake 

˜   There will be significant potential to "showcase" Benalla during the Gliding World 
Championships in 2017 

˜  The food and winery offering will take more time to develop but there may be 
potential to tap into existing businesses such as Hook & Spoon, Fruit & Fare and 
cafes or restaurants to highlight local produce 
−  In some communities an annual festival or event has been successfully used 

as a vehicle to focus attention on local produce 
−  This sector may also provide opportunities for other businesses such as tour 

and transport operators 

Product Mix 
˜   The existing tourism product mix falls into two main categories 

− Sport and excitement 
− Car racing, joy flights, bike riding, canoeing 
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− Arts and culture 
− Artworks, movies and performances, historical and natural attractions 

− The Winton Wetlands could fit into both categories 
˜  There is potential to actively promote retail as a part of the tourism mix 

−  Benalla has a very strong mix of independent retailers and an excellent range 
of browsing shops which will appeal to both visitors and local recreational 
shopper. 

˜  Although there is a strong mix of cafes, bakeries, takeaways and restaurants in 
Benalla they appear to be mainly focused on the local market and there is often 
little differentiation between outlets, particularly in the cafe category.  There is 
potential to differentiate the offering, tailor menus and trading hours to actively 
target the visitor market 

˜    There is not sufficient accommodation at present to actively target longer stays. 
There is also potential to broaden the accommodation mix with self-catering, B & 
B's, four star, backpacker and pub stay accommodation 

˜  The two tourism clusters are located relatively close to the CBD and there is 
potential to pull visitors into the main street and extend the length of visit by 1 - 2 
hours 

˜  There is potential to create more activity in the main street to attract both locals 
and visitors 

 

Signage 
 

˜   There is potential for improved tourism signage on the Hume Highway to promote 
key attractions such as Winton Wetlands, Winton Speedway and Benalla Art 
Gallery 

˜  The directional signage in the main street is cluttered and confusing. Passing 
traffic and visitors are likely to find themselves heading out of town before they 
have worked out where they can park and what's on offer 
− These issues may be addressed by the planned signage audit 

 

Visitation 
 

˜   The majority of visitors arrive by car, there is little information available to them 
unless they visit the VIC 

˜   Anecdotal evidence suggests there is also potential to increase visitation by train 
but this is hampered by 
− Unreliability of the train service 
−  Distance from the main street and lack of public transport to move visitors 

around town and to surrounding areas 
˜  The Benalla Art Gallery appears to be one of the only tourist attractions gathering 

visitation data. This could provide insights into sources of visitors to Benalla 
− There is also potential to track visitation information through the VIC 

 

Trading Hours 
 

˜   The majority of visitation in terms of tourism occurs at the weekends, if Benalla 
wants to actively target visitors and tap into visitors coming to the area for events, 
browsing shops and cafes will need to be open at the weekend. 

 

Alignment 
 

˜   The Victoria Regional Tourism strategy for The High Country has identified The 
Winton Wetlands as an area of special interest for development in 2013 - 16. 
They are also advocating and supporting the development of small and boutique 
accommodation in the area.  In the overall strategy, digital excellence is a key 
focus. The North East Tourism Board also have a number of initiatives which 
Benalla and surrounding communities can tap into to broaden their reach these 
include programs such as High County Harvest and Cycle Salute which both align 
well with local products 
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Champions and Implementation 
 

˜  There is currently no organisation who can take day to day responsibility for 
implementation of recommendations for tourism and business community 
development.  It will be important that there are champions from within the 
business community to support initiatives and practical support for 
implementation. There may be potential for Benalla Business Network to play a 
key role in the implementation of some strategies and be represented on a 
tourism committee. 
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Target Markets   
 

Target Markets for the Benalla business and tourism community include: 
 

Locals 
 

./  Local residents 
 

./  Locals from surrounding towns/area including recreational shoppers 
 

./  Local business owners and staff 
 

Visitors 
 

./ Destination visitors - attending events and festivals 
 

./ Passing traffic heading North or South 
 

./  VFR (Visiting Friends & Relatives) 
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Product Development   
 

There are two main phases to developing and marketing a regional business 
community and tourism offering.  The initial phase is to define and consolidate the 
offering to the target markets, decide on the market positioning and develop any 
necessary marketing collateral.  Once a direction has been established, the business 
and community can then actively promote to its target markets. 

 

Research Local & Visitor Markets 
 

As much of the Benalla business community has traditionally targeted local markets it 
is possible that business owners may be missing opportunities from the changing 
population or emerging tourism markets. Business owners and managers will find it 
easier to focus their marketing dollars and promotional activities if they are able to 
clearly identify their most profitable target markets. Simple research exercises will 
provide clear data and help highlight some of the potential growth markets for 
Benalla. 

 

Informal Research 
 

As different businesses will have different opinions and information on specific market 
segments it makes sense to initially share information and discuss both population 
and tourism trends. 
This exchange can be facilitated at an informal meeting which could be hosted by the 
Benalla Business Network. This informal meeting gives BBN members and business 
owners an opportunity to meet as a group to network. 
Interested business owners could discuss their observations and visitation trends for 
each of the target markets identified in this plan.  Useful information would include 
results of any postcode data which has already been collected e.g. retail surveys, lay- 
bys in the browsing shops, mailing lists or through the databases of destination, 
accommodation or tourism operators. Anecdotal information can also be gathered re 
average spend and visitation by local residents. 
It is often useful to invite a local real estate agent to the meeting to provide additional 
information on real estate trends in the area. The VIC Coordinator may also be able  
to provide generic information about referrals to local accommodation or traveler 
trends. 
Information from the informal meeting can give indications of which markets would be 
the best to target with any joint marketing initiatives; this can be quantified with more 
formal research if necessary. 

 

Postcode Research 
 

Although business owners and staff will know their regular locals they may not be 
aware of newcomers or visitors who are shopping in their retail outlet. 
It would be useful to identify the sources of revenue with simple postcode research 
(see appendix). It is recommended that postcode research be initially run for a four 
week period and postcode and $$ spend recorded in as many outlets as possible. 
To minimise disruption to trading, individual businesses should run the research for 
consecutive two hour periods each day.  At the end of each week data is collated and 
at the end of the month each business owner would share the rankings of each 
postcode or market segment with other operators.  They would not share details 
about actual number of customers or average spend amounts but could rank 
postcodes or types of customer in terms of highest to lowest average spend. 
The research will generate data about locals and visitors that will enable the business 
and tourism community to quantify which geographic area or market segments have 
the highest average spend. 
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This research could be compared with data collected by established tourist attractions 
such as the gallery to confirm findings. 

 

Cafe/ Pub/B&B 
 

Venues where patrons are seated or spend more time can participate in postcode 
research but may also be able to play a key role collecting information on the reasons 
people visit Benalla. During the four week research period these operators could also 
place small survey sheets on tables and collect results. (See appendix for sample 
questionnaire) 

Maintaining and building the retail mix 
 

Successful retail malls spend a lot of time and energy creating the right mix of 
businesses for their surrounding residents and visitors. City centres tend to grow 
more organically and the mix is dictated by the businesses interested in setting up in 
the area. 
Benalla central business district currently has a relatively low number of retail 
vacancies (7.6o) when compared to other regional centres.  Outside the main street 
there are several significant buildings such as the ex Coles building and Telstra/SEC 
building which may be appropriate for changed usage. 
Vacancies are generally an opportunity to actively improve and develop the 
retail/tourism mix.  If change is left to take its course it can take a number of years to 
strengthen the mix but a proactive approach can make a significant difference to the 
look and feel of a city centre in a shorter time frame. 

 

This could be a project for the Council Economic Development team along with the 
Benalla Business Network or a committee of local business and property owners. 

 

This project involves developing a retail mix "wish list" and working with local real 
estate or stock and station agents to develop a strategy for improving the retail mix. 
This approach would involve: 

˜  Setting up a sub-committee to develop a hit list of businesses that will fill gaps 
and fit the future positioning of the business and tourism mix 

˜  Reviewing vacancies in the main street and surrounding areas to identify 
properties available 

˜   Contacting real estate agents and/or property owners to see if they would 
agree to proactive marketing of their property 

˜  Working with real estate agents to identify appropriate or preferred use for 
premises 
−  Working with real estate agents to develop property profiles for each 

vacancy including the business community recommendations for usage 
− This could be promoted as a joint initiative with the BBN 
−  These profiles could also be available in window displays, as PDF's or 

"slide shows" on real estate websites 
−  Placing card sized messages re retail gaps in local real estate agents 

windows 
−  Using signs or displays in the windows of vacant shops to identify possible 

usages 
This approach has the added benefit of giving potential owners or tenant's confidence 
that they are meeting a need in the town and will have the support of other 
businesses. 

 

It is important to note that new businesses may already have a "link" with Benalla. 
Potential business owners could be partners of people relocating to the area for work, 
someone with family members in the area or people who have spent holidays in the 
region.  For this reason it is important to promote the fact that the town is looking for 
new businesses in as many areas as possible. Tactics might include: 

 

˜  Promoting the vacancies and possible usage on the council website, in council 
newsletters (if available) or rate notices that are sent to local residents 
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−  Adding business and retail opportunities to existing material focused 
on new residents 

˜   Promoting on the BBN website 
There may also be an opportunity to actively source specific new businesses such as 
accommodation providers; this would involve: 

˜   Approaching service businesses or retailers in other areas who may wish to 
open a second store or business in Benalla e.g. two members of a Chamber 
from a town on the North Coast of NSW went on a 2 day road trip to find a cafe 
that would fit their existing mix and then approached owners to see if they  
were interested in opening a second outlet 

˜  Actively marketing to business owners in specific areas of regional and 
metropolitan Victoria or NSW through advertising or publicity in local papers 
e.g. a town on the Central Coast of NSW advertised in the fast growing suburbs 
of western Sydney for deli operators and gift shop retailers who were looking  
for a "sea change". 

 

Pop Up Shops 
 

There is a growing demand for short term retail rentals that can be used for pop up 
shops. Examples of this include a pharmacy in Armidale NSW that opens a Christmas 
shop for six weeks and an importer of children's clothing that took a two month lease 
on a vacant outlet in Scone NSW to clear stock. There may be potential to identify 
properties suitable for pop up concepts as a part of the vacancy strategy. In some 
towns there has been interest from major city manufacturers and distributors who are 
looking for a short term sale outlet. 

 
There may also potential for property owners to actively build the property mix 
themselves. In one community the owner of an arcade who had suffered from long 
term vacancies actively promoted his arcade to start up or small businesses working 
from home by offering short term leases and business support through the local 
Business Enterprise Centre. He sourced a number of these businesses through craft 
markets.  Another property owner renovated two properties so they were ideal for 
"pop up" shops and marketed to manufacturers, distributors and retailers who were 
interested in a 2 - 6 week retail opportunity. 

Image and Branding 
 

CBD Logo and Positioning Statement 
 

Benalla currently lacks a clear image or brand associated with the tourism offering and 
central business district. A tourism positioning statement may be developed along   
with the planned website but there is also potential for Council or Benalla Business 
Network to create a market positioning for the tourism and business community which 
would create a distinct point of difference for Benalla e.g. events, arts and culture, 
exploring the skies 
This type of positioning is usually conveyed with a logo and positioning statement, 
there are a couple of alternatives that could work for Benalla: 

˜  Adapting elements of the current Council logo to create a new logo and 
positioning statement 

˜  Adding a positioning statement to Benalla Business Network logo 
˜   Developing a "campaign" logo and positioning statement specifically for the 

city centre 
−  Town or business community logo development should be a project for 

an experienced designer, preferably with experience in developing  
town logos, 

Undertaking a positioning project will also result in a more consistent, strategic 
approach to marketing the area. 
Any new logos and positioning statements could be used on: 
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˜   CBD directional signs 
˜   Street flags 
˜ Individual retail outlets - window strips or decals 
˜   BBN website 
˜  Existing and new printed marketing material 
˜   Social media such as Facebook or Google Place pages 
˜   Dedicated pages on the Council website 

Developing a Campaign Approach 
There is potential for the BBN to take a "campaign" approach and build a promotion 
around the implementation of recommended initiatives in the Economic Development 
and Tourism plan. 

This is a great way of motivating business owners to reconnect or get involved with 
the Network. In communities where there has been resistance to the Chamber or 
business organisation because of past management or political issues a campaign can 
attract new members and demonstrate a fresh approach to past members. 

Creating a name to encompass business focused activities can also build the BBN 
profile amongst the local community and position the group as innovative, progressive 
"champions" for the business community. 
A number of regional Councils or Chambers have adopted the campaign approach and 
some of their campaign names include: 

˜   Lismore Unlimited 
˜   Nambour Futures 
˜    Coffs Streets Ahead 
˜   Karuah Working Together 
˜   Lifestyle Dookie 
˜ Woodburn - stop, shop and play 

Online Visibility 
Benalla has poor online visibility apart from the websites for Benalla Rural City Council 
and Benalla Business Network. Traditionally it has been assumed that visitors drop 
into VIC's and locals source information through local papers and phone books. 
Research has now shown that more and more visitors and locals are conducting web 
searches and look to the internet as a primary source of information. 
It is also now commonplace for tourists and visitors to Google for information on their 
smart phones while they are travelling and shopping so it is vital to have a strong 
online presence. 

Tourism Website 
The North East Tourism Board digital platform will provide a search engine optimised 
tourism website for Benalla which should dramatically improve online visibility in the 
tourism market and provide a central point for tourism information and 
accommodation bookings. It will be important to encourage tourism operators, cafes, 
restaurants etc. and retail browsing outlets to list on the website.  The new website 
will also put Benalla in the context of the North East Region and position Benalla as a 
valuable part of the overall tourism product mix in the region. 
The interactive mapping function on the website will provide excellent opportunities to 
create "day in" trails and itineraries for visitors (see marketing message P27). 

Benalla Business Network 
The Benalla Business Network website has recently been redeveloped and there is an 
excellent business directory which appears to include a large number of local 
businesses.  There may be potential to 

˜   Add content about the benefits of shopping in the area and competitive 
advantages 
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˜  Include more detailed information under business listings including 
−  Business name, contact name and details, business address, opening 

hours and map/directions plus at least a 1 - 2 sentences of 
description. 

−  Ideally these listings can be populated by the businesses themselves 
and include a list to their website if relevant 

− This could also generate revenue 
˜   Add specific content about the business clusters in the city centre 

− These could be direct links/landing pads on the homepage 
− Business clusters can be presented as trails or itineraries 
−  Promoting the diversification of businesses in the city centre with a 

"Did You Know?" or "We've Got It All" section on the home page which 
rotates some of the interesting businesses in the precinct 

− Information on eating out 
− Promote shop local campaigns or promotional campaigns 
− Promote opening hours during special events 
− Add a menu tab and information for business visitors to Benalla 
−  This could provide details of services, accommodation, retail outlets, 

supermarkets etc. for people staying in the city centre 
−  There may also be potential to add a menu tab for business 

opportunities where the Council can cross promote vacancies and 
"gaps" in the retail mix 

 

Council Website 
 

The planned upgrade of the Council website will also provide potential for more 
targeted information for potential developers, businesses and residents. 

 

Social Media 
 

The city centre can also build visibility through social media which will also improve 
search engine optimisation. Initially this could be achieved by developing a Benalla 
Business Network Facebook page; this can link with the Benalla Facebook page. 

 

There is also potential to create a Benalla Business Network Google Place page which 
is very effective for promoting local businesses and ensuring they appear on the first 
page of searches and on Google Maps 

 

Phone App 
 

There is potential to position Benalla city centre and tourism businesses as innovators 
by creating a city centre app for smart phones.  Although in their infancy, these 
locational apps have traditionally been used for the tourist market but there is a great 
opportunity to also provide information to shoppers in the immediate area. 

 

Benalla already is developing a Lake Loop app for the lake precincts and could add a 
tourism  app. 

 

An app would be particularly effective for Benalla as it would: 
 

˜  Provide an opportunity to promote browsing and food outlets with "itineraries" 
or tours 

˜  Provide hand held maps that clearly define the city centre area and improve 
navigation 

˜  Provide information on parking 
˜  Provide an opportunity to actively promote special offers and events in the city 

centre 
˜   Provide as needed information for visitors 

Features of the app could include 

˜   A Search function by category, name 
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˜  Maps and navigation including short cuts 
˜  Suggested itineraries or tours for specific markets e.g. recreational shoppers 
˜   Eating out guide 
˜  Special offers from individual retailers 
˜   Details of promotional campaigns 
˜   Vouchers that can be presented in store 
˜   Events information including Art Gallery and BPACC 
˜ Parking information - distance from current location 
˜   Existing tourism products e.g. The Benalla Self-Guided Heritage Tour,   An 

app could become the major marketing tool for the area without the need for 
printed  material. 

To maximise the effectiveness of this tool it should be a joint project with the three 
supermarkets so shoppers have a complete picture of what is available in the area. 

 

Like the website, it will be important that all businesses are listed at no cost.  There is 
potential to generate revenue through fees for additional interactivity such as links to 
website, posting of special offers. 

 

Marketing Message 
 

As Benalla is not a traditional tourism destination with a "hero" product or products 
there is an opportunity to use an itinerary or "day in" approach to help visitors 
maximise their time in the area.  The itinerary approach is similar to the "Top Ten" 
concept used by BBN but with more specific recommendations. The itinerary 
approach allows Benalla to combine non-traditional attractions such as retail outlets 
with existing attractions, food, free activities, scenic attractions and local secrets to 
show visitors how they can spend their time in the area. Each itinerary is developed 
for a specific target market and can be promoted via the tourism website (using 
interactive mapping), the suggested app using GPS mapping, event websites and in 
information packs sent to event visitors. The concept is like having a "local in your 
glove box" or beside you as you plan your visit. Themes could include arts and 
culture, the great outdoors, a wet weekend, thrills and adventure, back to nature, fun 
with kids, exploring our history etc.  Each itinerary would include a range of activities 
and each business would be named e.g. 

˜   An early morning walk by the lake, keep an eye out for our tame local wallaby 
Skippy 

˜   Breakfast at Hides Bakery, you can't beat their grilled cheese toasties 
˜   A stroll around the Art Gallery to see the Albert Tucker collection, also see the 

amazing Sir Edward ‘Weary’ Dunlop sculpture  
˜   Walk across the bridge to the Benalla Costume and Pioneer Museum to see the 

famous Kelly sash 
˜  Time for a wander up the main street and some retail therapy to work up an 

appetite for lunch.  How about tapas at Rustik bar or the kids might enjoy 
takeaway fish and chips down by the river? 

˜   Time to work off lunch with a bike ride around the Lake 
˜  Why not catch an early dinner at Rafferty's and then catch a first release movie 

at BPACC 

Visibility 
 

Retail and Street Signage 
 

It has already been identified that signage is an issue in the Benalla main street and  
an audit is currently being planned.  In addition to the signage audit there is potential 
to improve the building signage. This will require some negotiating and discussion with 
building owners and business owners but a few basic changes will have a major  
impact. BBN can work with Council to conduct a "snapshot" audit of all main street 
signs and retailer signs. 
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˜  Conduct a "snapshot" audit or premises to identify 
− Redundant signs e.g. businesses no longer operating 
−  Signs that cannot be read clearly from the road because they are too 

small or too cluttered 
− Handwritten   signs 
− Lack of signage under the awning 
−  Signs that are misleading e.g. pointing in the wrong direction or are bent 

or warped 
−  Signs that can't be seen because they are blocked by other signs or 

foliage 
− Optimum positions for any new or replacement signs 

˜   Facilitate the removal or replacement of unsightly signs 
− Negotiate with building owners to remove or paint over redundant signs 
− Negotiate with council to remove any redundant signs 
− Encourage business owners to 

−  Repaint handwritten or cluttered signs so they will be more effective 
for the business 

− Reposition signs that can't be seen 
˜  Identify which businesses would benefit from above awning, under awning or front 

of awning signage e.g. 
−  To increase the visibility of individual retailers in areas of the main street 

where they have verandas it may be possible to add hanging signs that 
face out onto the street. 

Realistically this will be a difficult initiative to implement or enforce, but a letter to the 
property owners via real estate agents or direct to relevant businesses explaining the 
reasons behind this strategy may encourage some business owners to comply 
In some communities these type of signage initiatives have been funded with a dollar 
for dollar subsidy e.g. $500 for each business to upgrade signage, repaint shop front 
or introduce an A Board. Offices or commercial businesses that already have or don't 
need signage could use this subsidy to upgrade windows or beautify their building e.g. 
add awnings to soften a harsh exterior. 

 

Street Flags 
 

Benalla Regional City Council could enhance the impact of their existing street flags 
and banners to promote key events and create more visual excitement in the main 
street 

 

˜   For major events explore the possibility of large banners welcoming visitors to 
Benalla 

˜   To maximise the impact of existing flagpoles in the main street develop a 
series of flags based around the Benalla tourism and retail offering.  Themed 
flags could be used to promote 

− Major events in the area 
− Regional tourism events e.g. Cycle Salute 
− Cultural attractions and exhibitions 
− Scenic, natural attractions 
− Airport  precinct  attractions 
− City centre campaign and logo 
− Phone app 
− Retail mix and business clusters 

 

Business Flags 
 

˜   Mini versions of the campaign flags could be made available for local 
businesses who want to show their support for the city centre. 
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−  These look something like the Lotto flags outside newsagents and are 
placed near doorways which adds colour under the awnings 

 

Vacant Premises 
 

˜   Improving the look of the vacant outlets in the short term is an easy way to 
maintain the look of the streetscape.  Depending on the owner or agent it may 
be possible to use the windows to promote the city centre or upcoming events. 
Initiatives  could  include: 

− Local school project e.g. murals or displays as a part of an arts project 
− Display pictures from a photographic competition 
− Promotion of recommended usage for potential tenants 
− Promotion of local food offerings 
− Displays by local artists 
− Displays promoting mobile phone app 
− Displays promoting local events 

 

A Boards 
 

˜  There is also potential to add branding and character to the main street 
through A Boards. (This initiative will depend on Council regulations) A 
number of local retailers already use A boards and there may be potential to 
increase the impact of A Boards by taking a team approach. Initiatives could 
include 

−  Tying colour themed balloons to A Boards for special promotions or 
events (this could include a win by a local sports team) 

−  Developing a standard A Board that would have common branding 
elements and an area that can be used by the business.  They could 
feature 

−  A range of coloured borders or top and bottom borders which tie in 
with the BBN colours 

−  Colours could also be themed according to the business category e.g. 
orange for cafes and eating out, blue for fashion stores, green for 
professional services practitioners and red for destination browsing 
shops 

−  A positioning statement (as per the suggested branding) promoting 
the business community 

 

Umbrellas 
 

˜   The streetscape already features shade umbrellas so it may be possible to add 
city centre branding to these 

Trading Hours 
 

One of the key issues for the Benalla business community is the lack of Saturday 
afternoon and Sunday trading.  It is likely that in the long term, longer trading hours 
will be more viable and most browsing shops and food outlets will be able to sustain 
six or seven day trading. Understandably there may be resistance to this idea and it 
is not something that can be legislated. It must be recognised that it is a challenge to 
find staff and trade seven days in a regional area and maintaining a profitable 
business is of primary concern. 
In the short to medium term it is recommended that weekend trading be focused 
around five or six key events a year and that all relevant businesses aim to be open to 
capitalise on increased visitor traffic in the main street. 
In addition to a specific promotion, businesses that trade longer hours could be 
marketed on the BBN and tourism websites under a "weekend in the city centre" 
banner. 
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Capitalising on Major Events 
 

There is significant potential for Benalla businesses to capitalise on events in the area 
particularly those held at the Winton Motor Raceway. Apart from passing traffic the 
majority of visitors and tourists are drawn to Benalla for events ranging from 
exhibitions at the gallery, performances at BPACC and Gliding Club competitions to 
family weddings. 

 

To maximise the return from these visitors to Benalla it will be critical to develop a 
strategic plan for capitalising on the retail and business opportunities an influx of 
visitors will bring. 
In some towns with festivals, local businesses miss out on revenue because they do 
not open or fail to have sufficient stock to be able to service the needs of the visitors. 
Towns where the business community work together with event organisers tend to 
profit more from events. 

 

It is recommended that Benalla focus its proactive marketing on reaching the event 
visitors of 5 or 6 major events per year. 

 

It is understood that not all businesses will want to participate in these events but it is 
important that Benalla Business Network supports the businesses that do want to 
participate. 

 

It is envisaged that Benalla Business Network would liaise between the business and 
tourism operators and the Events coordinator from Council to ensure the business 
community has the resources and capacity to meet visitor needs and expectations. 

 

Visitor Information Centre 
 

The Visitor Information Centre is currently housed in the middle of the Costume and 
Pioneer Museum which can be confusing for visitors who are not sure if they are 
expected to pay to go in and which areas are museum and which belong to the VIC. 

 

This combination also affects the appearance and effectiveness of the VIC and it would 
benefit from relocation to its' own area of the premises with a dedicated entrance. 
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Marketing Strategies   
 

The following strategies have been developed based on the onsite review to address 
the key issues facing the Benalla Rural City Council business and tourism community. 
Some initiatives may be precluded in the short to medium term because of insufficient 
time or funds required, however they have been included to give an overall view of 
possible strategies and options. 

 

Local Residents 
 

Local Residents 
 

It is easy to assume that locals already know what is available in town but most follow 
specific "ant tracks" when they come to town and visit the same businesses in the 
same order on each trip! There are a number of initiatives that can encourage them  
to spend their dollar locally. 

 

Promotions 
 

Retail promotions are an effective way of keeping locals interested and active in the 
main street. There is potential for the Benalla business community to hold joint 
promotions to coincide with major events to maximise potential for revenue. These 
events could be themed would a simple way of building awareness is through 
quarterly events where all retail outlets theme their stores and run "in store" 
promotions. These promotions should not all be discount or bargain focused and one 
could have a charity component collecting cash or goods for a local charity. These 
promotions could capitalise on existing events: 

˜  Fashion and gifts to coincide with Winton events and visits from the "Winton 
Widows" 

˜   Food Fiesta or Eat Street where all fresh food retailers and eateries create 
special signature dishes and promote local produce 

− This could run in conjunction with the farmers market or High Country Harvest 
˜   Up, Up and Away to coincide with Gliding Championships where businesses can 

theme their shops and support international competitors 
˜  A cycle themed promotion to coincide with the Cycle Salute 

 

Local Area Marketing Campaign 
 

A local area marketing campaign is an opportunity to promote the strengths of the 
retail mix to residents of surrounding areas, encourage lapsed shoppers to return and 
increase the numbers of people shopping in the main street. 

 

Promotional sales focused events, major events with weekend trading and new 
initiatives such as the app would be ideal activities to market to the local and 
surrounding communities. All would attract publicity and create a buzz in the 
marketplace. Marketing activities could include: 

 

Short Term 
 

˜   A launch function in the CBD 
− This will also generate local publicity 

˜   A postcard drop to surrounding areas 
˜  Advertising posters in major supermarkets 
˜  Posters in all businesses 
˜  Handout of postcards or quirky promotional flyers during peak periods in the 

main street 
−  Retailers could also place the postcard or promotional flyer in all bags 

or hand to customers over a two to four week period 



©Hailey Enterprises Pty Ltd Page 33 

 

 

 
 

−  Cafes and takeaways could place postcards or flyers on tables for a 
two to four week period 

˜    Facebook campaign 
˜    Marketing to accommodation providers in surrounding tourist destinations 

− Relevant for major events 
Ongoing 

 

˜   Signage in vacant shops 
˜  Marketing material for display in all businesses 
˜   Promotion via website and Facebook 

 

Shop Local Campaign 
 

Benalla Business Dollars 
 

There may be potential to build on the existing Benalla Business Dollars program run 
by BBN to include shop local campaigns around this initiative. A review of the program 
could look at opportunities to buy online, add Christmas or gift vouchers that can be 
purchased by friends and family of locals to be spent in local businesses. 

 

The recently upgraded website and Facebook page could become major 
communication tools to spread the "try local before you head out of town" message. 

 

To be realistic, locals will continue to purchase in other larger centres, but a "Shop 
Local First" campaign can be an effective way of encouraging people to try local 
businesses first. 
Typically shop local campaigns should run two or three times a year during peak or 
shoulder retail times. To keep these promotions fresh you can look at different styles 
of promotion; a couple of suggestions include: 

 

Shop Local First 
 

This simple concept runs three times a year.  For every $5 customers spend they 
receive a ticket for a prize draw.  The prize can be tailored to suit the needs of the 
community but can range from a donated holiday to cash prizes, which would typically 
be first prize $500 - $1,000 and second prize $200 - $500.  At peak times like 
Christmas a large number of smaller cash prizes can be offered. Although effective, 
this promotion has a major disadvantage in that there is no guarantee the winnings  
will be spent in town.  This can be overcome by featuring major prizes provided by 
local businesses. 

 

Shopper Dollars Concept 
 

Over a period of 2 - 3 months every purchase in Benalla earns Shopper Dollars. This 
can become an extension of the Benalla Business Dollars campaign or given a    
different identify with a name like Benalla Bucks.  Typically shoppers earn 10o, or $1 
for every $10 they spend. These dollars can either be redeemed at participating  
Benalla businesses or used to bid at an auction for goods and services provided by  
local businesses. The auction goods should include one major prize, which will provide 
the incentive to attend the auction. A local auctioneer or celebrity can be invited to   
run the auction 

˜   This promotion should be an ongoing campaign run twice a year 
˜   Timing should be tied in with optimum trading times such as Christmas 
˜   Promotion of the event can include: 

− Advertising in local press and radio 
− Letterbox drop to surrounding areas 
− Window banners or posters in each retail outlet 
− Street  banners 
− Window display competition 
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−  To maximise the impact of the promotion you can also consider a 
community service angle where a percentage of the dollars raised go 
towards funding a program that will help a local group 

˜   The auction can also be the central focus of an existing Christmas event or 
festival 

New Residents 
A New Residents pack is an ideal way to target newcomers to the area. The pack could 
be developed in conjunction with Council and BBN.  The pack could include: 

˜   A welcome letter from The Mayor of Benalla Rural City Council, BBN and city 
centre businesses 

˜   Links to the website business directory and information about downloading the 
app (if applicable) 

˜  Value add offers from individual businesses e.g. free coffee with your first 
lunch order at a cafe, invitation to a seminar on wills at the local solicitor 

−  This concept also works particularly well with a welcome card which 
entitles new residents to special deals for a 3 month period. (I suggest 
that the pack focus on value add offers e.g. free gift wrapping rather 
than a 10o discount).  The card quickly identifies the new resident to 
the retailer and helps build a strong relationship ensuring repeat visits. 

˜  A simple fun flyer on "tips and tricks for locals"; this might include anything 
from the chemist who makes deliveries to information about favourite parks or 
the best times to get a booking in a favourite restaurant or when the bakery 
makes its famous fruit scones 

− This information can also be included as a PDF on the websites 
˜  Information and suggested "day in" itineraries for locals who have friends or 

family visiting. These could be themed e.g. 
− Grandchildren are coming to visit 
− Fashion and gift trail 
− Wet school holidays with nephews and nieces 
− Great food options 

˜   This pack is also one place where junk mail in the form of takeaway menus will 
be welcomed rather than consigned to the rubbish bin! 

−  In most communities real estate agents are happy to distribute these 
packs on behalf of the city centre businesses 

Destination Visitors 
Destination Tourists 
Destination visitors are those who have planned to visit or stay in Benalla prior to 
their trip to the area.  Typically this would include people attracted by a specific 
attraction such as a family connection or interest in the Ned Kelly story, an exhibition 
at the art gallery, performance at BPACC or those attending events or visiting friends 
and family. 

Others may include Benalla on their itinerary because of their route or the distance 
from Sydney, referral from a friend or they may have passed through the area before 
and think it is time to "check out" the town. 

Destination visitors tend to research their destination prior to leaving home and have 
established expectations for their visit.   Destination visitors often search the web, 
phone local tourist associations or read travel guide books as a part of their research. 
They will often narrow their choice down to one or two options and then compare 
facilities, attractions, cost and ease of access etc.  They then look for things that will 
give their visit the WOW factor such as a unique attraction, fabulous scenery, a 
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chance to see wildlife or experience the cultural history of the location. There are a 
number of ways that Benalla can boost their visibility with destination visitors: 

 
˜  Search Engine Optimisation on existing web sites, and the Benalla tourism web 

site 
˜  Information and presence at the VIC's in surrounding areas 

−  Inclusion of visitor information including accommodation options on 
websites promoting local events 

˜  Inclusion in marketing material for the region 
˜  Information packs made available to organising committees of events which 

can be emailed to event attendees 
 

When funds permit, Benalla would also benefit from tourism specific signage at the 
Winton Motor Raceway which would capitalise on the television coverage of broadcast 
events. 

 

Visitors to destination retail businesses 
 

Some of the destination businesses in town will have established databases and 
already blog, send e-newsletters or produce mail outs for their customers.  In some 
regional communities a number of businesses have got together to cross promote 
other (non competing) services their customers may be interested in; for instance, a 
blind retailer, kitchen supply company, mortgage broker, lighting store and 
homewares store got together to promote the range of services for 
homeowners/purchasers in their main street.  The success of this strategy very much 
depends on how willing businesses are to work together. 
In one community, the Chamber provided a PDF flyer promoting the diversity of 
destination outlets and a number of businesses forwarded it to their client list at the 
same time as their e-newsletter. 

 

Visitors to health professional services 
 

In addition to the hospital and health services Benalla has a number of service and 
destination businesses in their retail mix. These include accountants, solicitors, 
mechanics, real estate agents and the veterinarian. Many of these businesses have 
clients who make a trip to Benalla from surrounding areas specifically to visit their 
business. 

 

There is potential for the local business community to cross promote their services to 
their clients with a DL flyer which can be displayed in the office of the professional 
practice, health or service business.  The aim of this flyer is primarily to draw clients 
into the main street and increase the amount of time they spend in the area. 

 

The flyer would be DL size/double sided which could be displayed in a reception area 
in a Perspex holder.  The flyer could be titled "While you are here" or "You're 
Welcome" and detail a short itinerary of things to do and see including shopping with 
local businesses.  Eventually the Benalla app could also be promoted on this flyer. 

 

There is also an opportunity to directly involve local cafes in this promotion. 
Professional practices, car service businesses and health providers could be supplied 
with complementary coffee vouchers which are given to clients who have to wait to for 
a service or to see an advisor or consultant inviting them to "Have a coffee on us!" 

 

The practice can pay a nominal amount for this voucher if required, but most cafes 
find the visitor usually buys another coffee for a friend plus a cake or snack.  It will be 
important to match the service business or practice to the cafe to make sure the 
voucher provides target customers for the cafe operator. 

 

A similar strategy could be used to target people attending events at the Showground. 
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Events Visitors 
A key market for Benalla is visitors who travel to town specifically for an event or 
festival.  These visitors are a captive market and offer significant potential for short 
term revenue. There are a number of ways that local businesses can attract 
destination visitors into the town centre: 

˜   Extended trading hours 
˜  Bringing the event into the main street e.g. displays, parades or performers in 

the main street 
˜  Changing window displays to appeal to the visitors 
˜   Promoting specials that will appeal to visitors.  These do not have to be 

discount items, just stock that is actively promoted during that time 
˜  Developing special menu items (or renaming existing items) so they appeal to 

visitors 
˜  Ordering stocks of product likely to appeal to visitors 

The business community could also market directly through the promoters of festivals 
and events by 

 

˜   Supplying event focused "day in" brochures 
˜   Developing a leaflet or email for each event promoting relevant services 

including accommodation 
˜    Promoting the tourism website so intending visitors can plan their trip 
˜   Developing and promoting event specific product packages e.g. 

accommodation, food, tourism activity, local gourmet produce or bottle of wine 
˜   Marketing the app and including festival updates 

Passing Traffic and Day Visitors 
Passing Traffic 
Passing traffic are also known as "stoppers". These visitors may be on a long distance 
trip or heading for another location when they decide it's time to take a break because 
they are hungry, tired or need a toilet stop! 

 
Passing traffic may also come from visitors staying up to an hour's drive away who 
decide it's time to explore the region.  These visitors wait until they arrive in the area 
to put together an itinerary based on personal interests, weather conditions and 
recommendations from tourism organisations or accommodation providers. 

 
They have much less knowledge of their destination and many will simply "happen 
upon" Benalla as they explore the area. Their decision to visit is often based on their 
available time and the number of things they can fit into a relatively short time. 
The streetscape is a key influencer when it comes to these visitors, outdoor seating, 
attractive streetscape, heritage buildings and clear signage will encourage these 
visitors to spend time in Benalla.  Visible marketing material at the Visitor Information 
Centre, an active website and the recommended app will all market Benalla to passing 
traffic visitors. 

 
In addition to ensuring strong Search Engine Optimisation related to surrounding 
towns and providing information for VIC's there is potential for Benalla to actively 
market to accommodation providers in surrounding towns including Mansfield, Glen 
Rowan, Wangaratta and Beechworth.  This would be particularly relevant for the 
Gallery and BPACC who want to attract locals to exhibitions and performances. 

 

Some regional towns that are not traditional tourism destinations run a campaign of 
famils for VIC staff and major accommodation providers in their target areas.  These 
bus trip famils aim to cover the key attractions, explain the heritage and history of the 
area and allow guests to sample local retail and food outlets. 

 

Although the central business district is not necessarily a tourist destination there is 
potential for retailers to actively target the tourist market through participation and 
contribution to existing organisations including: 
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˜  Listing retail businesses on current tourism sites 
˜  Listing cafes, hotels, clubs and restaurants on current tourism sites 
˜   Developing a retail "trail" of browsing businesses and promoting on tourism 

sites as a shopping experience 
˜   Promoting an eating guide in relevant websites 
˜  Supplying the Visitor Information Centre with business specific information 
˜   Developing a CBD flyer (or poster) for the VIC 

− This could also promote the app 
˜   The recommended app will also be promoted to visitors so contributing and 

listing on the app will be an important strategy for reaching passing traffic. 
 

Recreational shoppers 
 

It is now recognised that shoppers differentiate between day to day and recreational 
shopping. For day to day shopping, most people head for a mall or centre with a large 
supermarket and a range of specialty stores (often known chain outlets) and usually 
have a set period of time to purchase everything on their list. Here they become 
creatures of habit; parking in the same area, following the same route through the 
supermarket and visiting fresh food and specialty outlets in a certain order.  If 
shoppers stop to have a coffee or a snack they often visit the same cafe on a regular 
basis.  Day to day shopping is all about familiarity and routine. 

 

On the other hand, recreational shopping is all about "new and different". Although 
shoppers visit the area less often, they have usually budgeted to indulge themselves 
and spend on wants rather than needs. They are looking for independent retailers, a 
range of choice in their chosen category e.g. gifts, fashion, hobbies, sports supplies or 
home wares, interesting stock and most importantly a range of eating options because 
lunch or coffee is an important part of the experience. This particularly applies to 
visitors or tourists from large cities who are looking for something different. 

 

A large number of recreational shoppers travel in pairs or groups e.g. young mums 
catching up for coffee or mother and daughter outings, baby boomer couples shopping 
for their new lifestyle. 

 

The main street mix makes it an ideal destination for recreational shoppers, promotion 
to this market shouldn't be based on price and item or discount but should be  
designed to lead them from business to business and provide insights, tips and tricks  
of the trade that make shoppers feel a part of a community or "club".  Initiatives can 
include: 

 

˜   Promoting the recommended phone app 
˜  Leaflet drop to surrounding postcodes promoting the browsing and food mix 
˜   Distribution of "Day in" itineraries with a browsing focus to Visitor Information 

Centres within an hour's drive of Benalla 
˜    Direct marketing to accommodation providers in surrounding towns to 

encourage them to include the Day in Flyer in their compendiums 
˜  Distribution of "Day In" flyers cross promoting browsing outlets in Benalla 

browsing shops and destination outlets 
˜  Fashion trails promoted on the website and app 
˜  Pictures on the tourism website that highlight the retail and food mix 
˜  Fashion and food blog, ideally including contributions from retailers and 

restaurants/cafes 
˜   Eating out guide 

− Menu updates, dish of the day on the app 
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RV Travellers 
 

The RV and caravan market could be an opportunity for Benalla. Although the town 
does not have a lot of caravan sites to promote overnight or longer term stays the aim 
should be to hold this market in town for longer so they can spend more.  Although 
the fixed income "grey nomads" have a reputation of being low spenders the self 
funded baby boomers and retirees called wanderers can be high spenders. They will 
spend on meals especially local food, gifts for family and grandchildren and even on 
accommodation when they want a luxury break for their vehicles. They are also keen 
users of the internet to keep in touch with friends and family. 
These travelers are strong referrers and tend to pass the word to their fellow 
travelers. 
In addition to carrying stock specifically for this market there is potential to increase 
the promotion of Benalla as an RV friendly town through 

˜  A day in leaflet promoting specific attractions, outlets etc. for the caravan 
market 

˜   Dedicated RV parking and increased signage in the main street promoting the 
parking 

˜   Dumping site 
There is already a local group pursuing "RV Friendly Town" status they have been 
referred to the Tourism coordinator by BBN. 

Retail Staff 
 

A program for retailers can act as a first step to encourage business owners and staff 
to work together whilst generating revenue from this often overlooked market 
segment. 

 

˜   A "Local Retailer" club card can be effective way to encourage staff to shop 
locally.  These cards can entitle staff to special offers or discounts in relevant 
outlets.  One retail community selects five special offers a month and promotes 
them in an email blast to all businesses in their business directory.  These  
offers are spread across the range of businesses and services and do not have 
to be discount focused.  Offers can include anything from a 24 hour head start 
on an advertised special, a value add such as a free sample shampoo with a   
cut and colour to a free consultation at a professional practice. 

˜  There are also opportunities for individual outlets to market directly to retail 
staff in the area.  For instance, direct marketing of specials or distribution of 
catalogues. Most retail staff take lunch and tea breaks outside peak times so 
cafes and takeaways can provide off peak specials or deliveries to nearby 
outlets. 

One regional business community sourced sponsorship for a mug campaign where all 
retail staff were given a themed coffee mug as a part of the campaign.  As many staff 
can't afford the time to take coffee breaks outside their retail outlet, but hate drinking 
out of takeaway cups their own coffee mug was a welcome gift.  Cafes joined in the 
spirit of the promotion and filled the mug for the cost of a cup of coffee. 

 
This promotion could also provide a prize or incentive for business owners to populate 
the BBN website or app with detailed information on their business 
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Implementation   
 

 
 

Like any plan or strategy it will require an investment of time, energy and money to 
develop and implement the recommended initiatives. 
Benalla city centre with more than 145 businesses will need a dedicated organisation 
or coordinator that can implement initiatives and promote them to the city centre 
business community. 
The Council have a strong team including economic development, tourism, events, 
communication and community liaison staff but it is important that they are not seen 
as the sole drivers of Economic Development and Tourism growth. It is vital that local 
businesses and organisations take ownership of the plan and strategies. It is also 
important that there is an organisation involved that can work with the business 
community and act as a bridge between council staff and businesses. 
The obvious organisation that is already showing leadership and commitment to the 
local business community is the Benalla Business Network. They are working hard to 
build a reputation with local businesses and have already implemented a number of 
initiatives including annual business awards, Benalla Business Dollars and a business 
directory. 
However, they are a volunteer organisation with members who are all business 
owners who already have extensive business, family and community commitments. It 
is unlikely they will be able to find the time to actively participate in all the day to day 
tasks associated with implementation. It is also clear from experience that business 
communities that rely on volunteers for implementation do not generally achieve 
results as quickly as communities that have a dedicated coordinator. 
They have recently received $25,000 funding from Benalla Rural City Council and it 
may be possible for this to assist them with hiring a coordinator, delivering some of 
the initiatives and working with the business community to get engagement and "buy 
in". 
Discussions with the Benalla Business Network President and committee have been 
very positive and they are very interested in being involved. Their main concern is   
the lack of funds and available time to get significant results as they have also been 
tasked with building membership and becoming self-funding. Realistically they may 
require more funding if they are to be more responsible for some of the recommended 
initiatives. 
To maximise their involvement with the Economic Development and Tourism plan it 
would be necessary for BBN to: 

˜  Narrow their charter to provide services to all businesses 
˜   Include tourism and retail and potentially food in the future 

− Create a tourism sub committee 
˜    Understand that membership is unlikely to generate sufficient funds for 

independence as there is a growing resistance to membership fees when so 
many services are now free of charge on the internet 

˜  Focus on generating sponsorship to provide funds 
−  They would need mentoring on this aspect of their business 

development 
˜  Balance their role of liaison and lobbying council 

 

 
It is anticipated that BBN's role would be to liaise with the business and tourism 
community to get "buy in" for initiatives and gather information for tourism and 
events coordinators. They could also take ownership of some recommended 
initiatives to build their profile 
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To introduce the marketing plan there is an opportunity to use one or two initiatives to 
engage with the business community and demonstrate how involvement can help 
develop their individual business. 



 

 

 
 
 

Consolidation 
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Phase Recommended  Actions 

First Steps 

Undertake 
research to 
improve market 
understanding 

 
Capitalise on 
vacancies to 
improve retail mix 

 
Develop stronger 
image and 
branding 

 

 
 
 
 

Improve online 
visibility 

 

 
 
 
 

Capitalise on 
opportunities to 
connect with locals 
and visitors 

 
Improve visibility 
and ambience in 
main street 

 
 
 

Improve 
accessibility of 
tourism 
information 

 
 
 

Gradually increase 
trading hours 

 

Marketing Phase 

Target marketing 
to local community 

 
 
 
 
 
 

Promote local 
shopping 

 
Market to new 
residents 

Organise a meeting for businesses to share 
market information 
Conduct Postcode research 
Conduct "cafe" research 

 
Maintain and actively build retail mix with 
proactive marketing via real estate agents 
Vacant shops - community notice board 

 
Develop a City Centre or "campaign" logo and 
positioning  statement 
Develop a campaign name as an umbrella for 
initiatives 
Benalla Business Network, partner 
Sponsorship 

 
Develop a tourism website to promote the total 
product 
Set up Google Place Page 
Set up Facebook Page for visitors 
Capitalise on Business Network and local sites 

 
Develop a phone app for locals and visitors 
Lake loop app 

 
 
 

Cross promote tourism initiatives with street flags, 
vacant premises program, A Boards, umbrellas 
Create a city centre "space" for cross promotion of 
tourism activities including food and wine 
Signage audit 

 
 

Relocate Visitor Information Centre so it is 
separate from Museum 
Increase information to retailers and tourism 
operators including accommodation 
Eventually replace with online initiatives 

 
Trading Hours campaign - long term 

 
 
 
 
 
 

Launch app 
Postcard campaign 
Flyer in store marketing   
Website and Facebook campaign 
Vacant shop signage 

 
 

Shop Local Campaign 
 
 

New resident pack 
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Market to passing 
traffic 

Market to attract 
recreational 
shoppers 

Market to attract 
destination and 
event visitors 

Advertising and 
promotion 

Implementation 

Retail trail 
Eating guide 
VIC information 
Direct marketing to groups 

Fashion trails   
Fashion and food blog 
Suggested itineraries 
Eating out guide 
Cluster groups and possible promotions e.g. 
fashion, sales, seasonal promotion of food 
Markets Lakeside and Tatong 
Food event 

Tap into BRCC event coordinators expertise 
Setting up a liaison committee 
Develop an Events calendar and notification 
service 
Promotional brochures and leaflets 
Develop one stop packages 
Focus on linking events to the town 
Main street visibility 
Window displays 
Street banners 
Add food to events 
Tastings, wine offering 

Increase visibility at Winton Raceway 
Showcase tourism product 

Benalla Business Network 
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Postcode/suburb Research 
 

The aim of this research is to identify where your customers are coming from and  
what is the average spend for each of the various destination groups. This  
information can also help you decide whether you should advertise or promote in 
specific areas. Traditionally this is done by asking for a customer's postcode but if the 
Benalla postcode covers a number of towns the name of the town can be requested 
instead. 

 

Until you have enough data to evaluate, you won't be able to decide what the various 
groups may be but we could perhaps assume that they may include: 

 

˜   Local 
˜   Surrounding postcodes 
˜    Local visitors 
˜   Intrastate 
˜   Interstate visitors 
˜   International visitors 

 

Suggested Methodology 
 

You need to collect the information across the week but you don't want to run this day 
in/day out as it can be tiresome for you and your customers. 

 

It is suggested you do the research two or three half days a week until you have 
covered all the operating hours. Alternatively you can run the research every day for 
1 - 2 hours e.g. day one 9 - 11, day two 11 - 1 etc. etc.  This should take you almost 
a month.  At the end of the first week do a preliminary breakdown of the figures.  At 
the end of the month you should have enough data to start drawing conclusions about 
the information. 

 

After the initial run, the research can continue on a regular basis, perhaps two half 
days a week for another month.  Once you are sure your conclusions are correct you 
can stop the research and only repeat it when we feel spending patterns are changing. 
You may end up running this kind of research twice a year. 

 

On the days you are doing research you will need to: 
 

˜  Ask every customer for their postcode/suburb. 
−  You needn't ask people you know are local residents but you must record 

their post code 
˜  Record the post code and total amount of the sale on a clip board or in a 

notebook. 
−  It is critical that you record every sale and don't miss out people when you 

are busy. 
All you need to say is. "Could I have your postcode please?" If you feel more 
comfortable you can add an explanation e.g. "We're doing some research into where 
our customers come from, could I have your postcode please?" 

 

It is unlikely you will meet any customer resistance to this request but if you do, let it 
go, leaving the customer feeling happy is more important than getting their postcode!! 

 

You can also record other information such as male/female, age or amount of each 
spend. If you are recording age please don't ask, just guess! Recording amount of 
spend can be invaluable for working out which areas or postcode have the highest 
average spend, for instance do visitors spend more on average than locals? 



 

 

 
 
 

Postcode Research   
 
 

 
Date:    

Time 
From:     

Time 
To:    

Staff 
Member    

 

Research should rotate through all trading hours including busy periods. 
 

Ask every customer for their postcode/suburb, unless you know they are a local.  It is 
critical that you record every sale and don't miss out people when you are busy. 

 
 

 
Postcode Sale 

Amount 
Age 

Bracket 

     

     

     

     

     

     

     

     

     

     

     

     

     

     

     

     

     

     

     

     

     

     

Postcode Sale 
Amount 

Age 
Bracket 
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Cafe Questionnaire 
 

Customers in cafes are often looking for things to read or take their attention while 
they are waiting for their tea or coffee.  This means they are prime candidates for 
questionnaires. These surveys can be used to flesh out postcode research, identify 
specific attributes of visitors or back up gut feel. 
They can be printed on a DL envelope size piece of paper with the Business Network 
and cafe logo or name on the top.  The questionnaire can also include a brief 
explanation of what it is about e.g. 
"The business community in Benalla is working hard to improve our shopping services 
and we need your help.  Please take 2 minutes to fill out this questionnaire". 
No more than 7 questions should be asked and they can be tailored for each precinct. 
They can also be tailored for the visitor and local market with different questions on 
each side of the form.  Sample questions include 
˜    Locals 

− How long have you lived in the area? 
− How often have you visited Benalla (or small town) in the last 4 weeks? 
− Did you come here to visit one particular retail shop or service provider? 

− Ask for details or offer a choice of boxes to tick 
− How long do you usually spend shopping in Benalla? 
− How many shops do you visit when you come to Benalla? 
− What is your favourite thing about shopping in Benalla? 
− What do you like least about shopping in Benalla? 

˜   Visitors 
− Are you a regular visitor  or  first time visitor to Benalla 
− How long will you be staying in Benalla? 
− What type of accommodation are you staying in? 

−  Caravan Park Cabins Self-contained  Hotel   Motel   Guest 
House with friends or relatives 

− Did you come here to visit a particular attraction or for an event? 
− Ask for details or offer a choice of boxes to tick? 

− What have you enjoyed most about Benalla? 
− What have you enjoyed least about Benalla? 

Thank you for your feedback 
 

 
These forms can be collected and collated and information shared with the local 
business community 
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Strategy Summary 
˜   Research 
˜  Business community share information meeting 
˜   Postcode research 
˜   Cafe research 
˜  Retail Mix 
−  Maintain and actively build retail mix with proactive marketing via estate 

agents 
− Vacant shops - community notice board 

˜   Image and Branding 
− Develop a City Centre or "campaign" logo and positioning statement 
− Develop a campaign name as an umbrella for initiatives 
− Benalla Business Network, partner 
− Sponsorship 

˜   Online Visibility 
− Develop a tourism website to promote the total product 
− Set up Google Place Page 
− Set up Facebook Page for visitors 
− Capitalise on Business Network and local sites 

˜   Connectivity 
− Develop a phone app for locals and visitors 
− Lake loop app 

˜   Visibility 
−  Cross promote tourism initiatives with street flags, vacant premises program, 

A Boards, umbrellas 
−  Create a city centre "space" for cross promotion of tourism activities including 

food and wine 
− Signage  audit 

˜  Visitor Information Centre 
− Relocate so is separate from Museum 
−  Increase information to retailers and tourism operators including 

accommodation 
− Eventually replace with online initiatives 

˜ Trading Hours campaign - long term 
˜   Marketing - Local Area Campaign 

− Launch app 
− Postcard  campaign 
− Flyer in store marketing 
− Website and Facebook campaign 
− Vacant shop signage 

˜   Shop Local Campaign 
˜   New Residents 

− New resident pack 
˜   Passing Traffic 

− Retail trail 
− Eating  guide 
− VIC   information 
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− Direct marketing to groups 
˜  Recreational Shoppers 

− Fashion  trails 
− Fashion and food blog 
− Suggested   itineraries 
− Eating out guide 
−  Cluster groups and possible promotions e.g. fashion, sales, seasonal 

promotion of food 
− Markets Lakeside and Tatong 
− Food event 

˜   Events Visitors 
− Tap into BRCC event coordinators expertise 
− Setting up a liaison committee 
− Develop an Events calendar and notification service 
− Promotional brochures and leaflets 
− Develop one stop packages 
− Focus on linking events to the town 
− Main street visibility 
− Window  displays 
− Street  banners 
− Add food to events 
− Tastings, wine offering 

˜   Advertising and promotion 
− Increase visibility at Winton Raceway 
− Showcase tourism product 

˜  Implementation 
− Benalla  Business  Network 
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1. Introduction 
Benalla Rural City is a small city largely representative of other towns in rural 
Victoria.  It supports a vibrant and relatively stable population that is expected to 
follow state and national trends into the future. 
 
Benalla’s population is relatively constant, but there is much more turnover of 
residents than the headline figures suggest 
• The current estimated resident population of Benalla is 13,729.  The net 

population has remained virtually static over the decade from 2002, in contrast to 
the average for the rest of regional Victoria, which had an average decline in 
population of 0.5%pa. 

• Between the 2006 and 2011 Census the ‘usual resident’ population fell by a net 
of 78 individuals.  But there was a lot of churn in the population, with some 2,500 
people moving in and out of the city over that period. 

 
The main drivers of Benalla’s economy are likely to change 
• The top three employing industries in Benalla in 2011 are ‘health care and social 

assistance’, ‘manufacturing’, and ‘retail trade’, however both manufacturing and 
retail have seen substantial losses in employment over the past five years, which 
could cause a shift in industry dominance into the future. 

• The top three occupations in 2011 were ‘managers’, ‘technicians and trades 
workers’, and ‘professionals’.  All three occupations saw an increase in numbers 
between 2006 and 2011. 

 
The economy is becoming more focused on tertiary sector services 
• This will continue as more than half of the national jobs growth expected in the 

next 5 years will be in just four industries: 
1. Health Care and Social Assistance 
2. Professional and technical services 
3. Education and Training 
4. Construction. 

 
1.1 Labour Force and Ageing 
The projected population numbers show that as the population grows, the 
percentage of residents of working age (15 to 64 years old) will peak around 2011 at 
62 percent and will then decline to around 50 percent by 2031.  This means that 
there will be a dwindling number of workers in Benalla compared to the number of 
non-workers (especially retirees). 

 
The number of people of working age in Benalla is projected to fall steadily over the 
next 20 years, while the number of retirees is expected to more than double, rising 
from 2873 in 2011 to 5416 in 2031. This means that by 2031, over one third of 
Benalla’s population will be over 65. 
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Table 1: Labour force and retiree projections, 2001-2031 
 
  2001 2006 2011 2016 2021 2026 2031
 

W orking Age 
 

8,119 
 

8,123 
 

8,898 
 

8,901 
 

8,717 
 

8,389 
 

8,169
% of pop 61 61 62 60 57 54 51

Over 65 2,193 2451 2,873 3,478 4,138 4,833 5,416

% of pop 16 18 20 23 27 31 34
Source: Victoria in Future Population Projections, 2001-2031 (Department of Planning and Community Development 
2012). 

 
 
 
 

1.2 Employment 
 

 
Work in and out of Benalla 
Overall 13% of Benalla’s residents work outside of Benalla, most probably in 
surrounding districts. Mining provides the greatest incentive to travel with 66% (from 
a very small base of just nine residents employed in this industry) of people involved 
in the industry working outside of the region.  Construction takes the most workers 
out of the region, however, with 180 Benalla residents working outside of Benalla 
(38% of the construction workforce). 

 
Figure 1: Residential location of workers 

 

 
 
 
 
 

1.3 Trends in Employment by Industry 2001-2011 
 

 
‘Agriculture, fisheries and forestry’, ‘manufacturing’, ‘retail trade’, ‘information, media, 
and communications’ and ‘financial and insurance services’ have all had declining 
employment in Benalla in the ten years between 2001 and 2011. Most other 
industries have increased their employment levels, with ‘health care and social 
assistance’ having particularly high gains. 
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Figure 2: Change in employment by industry in Benalla, 2001-2011 

Source: ABS Census 2011 

Benalla shares some similarities with the rest of rural Victoria and some pronounced 
differences. The key differences include the large loss of manufacturing jobs from 
Benalla over the decade to 2011 (353 jobs), offset in small part by the growth in 
employment in ‘wholesale trade’ (67 jobs) for Benalla – and industry in which 
employment declined across non-metro Victoria. The opposite occurs with the 
‘financial and insurance’ industry – an increase in non-metro Victoria but a decrease 
in Benalla. Benalla has shown a great growth in the employment of ‘arts and 
recreation’ industry as well as strong growth in ‘health care and social’ and ‘public 
administration’.  There has been over 120% increase in mining employment (off a 
very small base) in both Benalla and the rest of rural Victoria. 

Figure 3: Employment by industry changes comparing Benalla and the rest of rural 
Victoria between 2001 and 2011. 

Source: ABS Census 2011 
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1.4 Business Trends 
 

Most of the Benalla’s ‘home grown’1 businesses are micro businesses (with less than 
5 staff). In June 2012 there were 957 locally based non-employing businesses (ie 
run by owners), which made up 62% of locally-based businesses. There were a 
further 355 businesses employing from one to four people (23%) and another 221 
employing five or more people (14%). 

 
Table 2: Business counts 2009-12 

 
Change 

since 
  2007 2008 2009 2010 2011 2012 2007   

 
NUMBER OF BUSINESSES - at 30 June 2012  
Number of non-employing businesses 885 887 893 935 902 957

Number of employing businesses: 1-4 employees 390 387 373 385 373 355

Number of employing businesses: 5 or more employees 239 240 233 211 224 221

Total number of businesses 1 514 1 514 1 499 1 531 1 499 1 533

 
 
 
 
 
 
 

Source: ABS/ATO Australian Business Register 2012 and ABS National Regional Profile Benalla 
 

In the year to June 2012 there were some 114 business entries in Benalla and 145 
business exits. 

 
Across industry types there has been mixed results in terms of the changing number 
of locally based businesses in Benalla. ‘Construction’ has seen the greatest number 
of added businesses (13), closely followed and ‘other services’ and ‘education and 
training’ (12 and 10 respectively). Most other industry types have stayed relatively 
stable or have decreased in business numbers. ‘Transport, postal, and warehousing’ 
and ‘manufacturing’ has shown the greatest decline, with a combined loss of 31 
businesses between 2009 and 2011. 

72 
 

-   35 
 

-   18 
 

19 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

1 This information comes from the Australian Business Register which counts businesses with 
a registered address in Benalla and which are registered for GST and actively lodging GST 
returns. 
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Table 3: Change in number of businesses in Benalla between 2009-2011 
 
 

  2009 2011    Change 2009-11   
 

 
Agriculture, Forestry and Fishing 

 
531 

 
527 

 
-4 

Mining 6 6 0 

Manufacturing 58 43 -15 

Electricity, Gas, W ater and W aste Services 6 3 -3 

Construction 204 217 13 

Wholesale Trade 26 31 5 

Retail Trade 94 87 -7 

Accommodation and Food Services 59 52 -7 

Transport, Postal and W arehousing 97 81 -16 

Information Media and Telecommunications 3 3 0 

Financial and Insurance Services 45 37 -8 

Rental, Hiring and Real Estate Services 112 112 0 

Professional, Scientific and Technical Services 87 91 4 

Administrative and Support Services 37 35 -2 

Public Administration and Safety 12 9 -3 

Education and Training 10 20 10 

Health Care and Social Assistance 40 38 -2 

Arts and Recreation Services 30 30 0 

Other Services 68 80 12 

Not Classified 16 21 5 

   Total 1541 1523 -18   
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2. What’s Happening Currently
Synthesis of current strategies / actions / plans 

A significant amount of work has already been undertaken in the Hume Region 
regarding Workforce Development by Workforce Planning Australia. The Hume 
Regional Workforce Planning Project Committee responsible analysed, prioritised 
and synthesised the evidence to identify strategies, target groups and workforce 
actions at the regional level. However not a great deal of this work has translated into 
action at the ground level. 

2.1 Hume Regional Workforce Plan - Workforce Action Plan February 
2013. Workforce Planning Australia 
This Workforce Action Plan is the fourth of four documents that have been produced 
as part of the Hume Regional Workforce Planning Project. 

Strategies 
The strategies that emerged from the Hume regional workforce planning focused 
largely on attraction, recruitment and capability building. They included: 
1. Create pathways between schools, TAFE, Higher Education and Industry
2. Build on partnerships between schools, industry, employers and career teachers
3. Increase awareness of job opportunities in the Hume Region
4. Attract skilled people for immediate needs ( including jobs and family packages)

Target Groups 
The target groups for these actions include: 
• School students transitioning to work
• Workers transitioning from declining industries or facing retrenchment
• Parents returning to work
• Long term unemployed including generational unemployed
• Mature aged workers
• Skilled workers outside the region

Four Industry Sectors have been prioritised and targeted 
• Health and Community Services
• Manufacturing
• Agriculture
• Regional Workforce Planning

The Strategies for each Industry Sector have been broadened to incorporate 
workforce actions at the regional level. 

2.2 Sector - Health and Community Services 
Strategies 
1. Create pathways between schools, TAFE, Higher Education and Industry
2. Build on partnerships between schools, industry, employers and career teachers

ACTION 

Allied Health Assistant Course (Yr 11 & 12) 
GO TAFE single largest RTO delivering the program in the region. The concept needs 
to be sold throughout the region. It requires local partnerships and to identify 
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ACTION 

champions to assist across the region. The model is transferable beyond VET and has 
potential for adaptation for displaced workers. 

GO TAFE/RTO/Hospital – Pathway. Key is the partnership between these and 
schools from the beginning 
VET cluster (third year) Health network developed school based facilities in aged 
care. Two students have gone on to complete Cert III 
Health Industry Gap Year placement or opportunities for older workers 

Brokering of relationships by champions to provide ongoing coordination of 
programs and pathways 
Improve information available to inform students of local Health Career 
pathways 
“Your Body=Your Career …Interested?” 
Using social media, revitalize positive messages and information previously available 
e.g. from the Health and Community Services Careers for young people website 
(Kangan Batman TAFE). Emphasize link between health, career diversity and $$$. 
Portal into great resources. Transferable. 
Explore opportunities and funding support to build positions for an indigenous 
workforce e.g. in indigenous aged care facilities like Rumbalara 
Assist the large numbers of CALD students who are being trained to secure 
positions in aged care 
Reengagement to employment 
Mooroopna Learn Local Community House and Salvation Army to support business 
industry, salvation army and schools 
Changing aspirations of families but supporting accredited and non accredited training 
for mums and long term unemployed (participants are entered onto a volunteer data 
base to introduce them into the workforce) 

Strategies 
3. Increase awareness of job opportunities in the Hume Region
4. Attract skilled people for immediate needs (including jobs and family packages)

ACTION 

North East Health Careers Forum (Wangaratta) targeting Year 10 to attend a 
careers forum to get an insight into working as a health professional 
Benalla Health and Cooinda – professional cadet program to expose students to 
care in gerontology 
Replicate successful youth engagement models e.g. Expo in Health and 
Community Services 
“Check Out Health” 
Based on the current Wangaratta and Benalla Hospitals pilot program in partnership 
with local secondary schools and GO-TAFE, run a one day week VET program on 
basic nursing and allied health that “buddies-up” staff with students and rotates them 
through the hospital – real experience with direct pathway to nursing, aged care, 
orderly roles. Hospital selects preferred students for employment. Transferable. 
Training older workers in Cert II 
Nursing 
Aged Care 
Community Service
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2.3 Sector - Manufacturing 
Strategies 
1. Create pathways between schools, TAFE, Higher Education and Industry
2. Build on partnerships between schools, industry, employers and career teachers

ACTION 

Wangaratta Technical Education Centre: 
- out of school experience 
- opportunity to pick up a trade 

Lower Hume $11m Facility to offer Cert III in Manufacturing 
- partnership and relationship needed 

Pathways lacked effect due to players alignment 
Vet through to Higher Education 

  How to expand on it 
Youth to industry program has 20 indigenous placements in manufacturing at Wilson 
Transformers 
Industry snapshot videos are available 

Ten students on gap year programs with Telis (ammunitions) 

University of Ballarat is quite entrepreneurial in the space of Food and Dairy 
Manufacturing Cert IV Bachelor Food Science 
Build easy to manage career pathways for the manufacturing sector 

Provide greater level of information in relation to career pathways and critical skills 
shortages 
Trade Training Centres 

Support literacy levels for apprentices 

Careers Forums targeting the Manufacturing Sector 

Relationships between careers teachers and employers in manufacturing to increase 
the understanding of occupations and technical skills required 

Strategies 
3. Increase awareness of job opportunities in the Hume Region
4. Attract skilled people for immediate needs (including jobs and family packages)

ACTION 

A strategy for attracting skilled people into food production immediately 

Promote manufacturing and employment opportunities in Hume in a positive light in a 
positive light by profiling local entities e.g., artisan foods, self sufficient food 
production or Regional Living Expo to showcase employment opportunities and 
liveability 
Get training into industry sites 

Create industry ambassadors and a job for everyone e.g. Accounts, HR, managers, IT 

Industry transition fund for engineers 
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2.4 Sector – Agriculture 
Strategies 
1. Create pathways between schools, TAFE, Higher Education and Industry
2. Build on partnerships between schools, industry, employers and career teachers
3. Increase awareness of job opportunities in the Hume Region
4. Attract skilled people for immediate needs (including jobs and family packages)

ACTION 

High profile pilot to support the agriculture program 
Young people will be part of training 

  Educate schools to promote the program for future career opportunity 
VFF new focus on small farms 

  Training for farmers and opportunities for new jobs 
ATEL Wodonga is looking to purchase a farm for training people in farming techniques 

Alpine Agrifood project exploring the use of former tobacco land What for workforce? 

CSU and GoTafe offers: 
Bachelor of Agriculture 
Bachelor of Agriculture Business 

2.5 Sector – Regional Workforce Planning 
Strategies 
4. Create pathways between schools, TAFE, Higher Education and Industry
5. Build on partnerships between schools, industry, employers and career teachers
6. Increase awareness of job opportunities in the Hume Region
4. Attract skilled people for immediate needs (including jobs and family packages)

ACTION 

Part time work initiative 
Commitment for the city of Benalla to find part time work 
Designed to keep students in school 
Implement the Regional Workforce Planning Framework 
Coordinate collective regional workforce data collection 
Publish relevant data analysis reports for use by all key stakeholders 
Further examine the link between industry employment trends and participation in 
training to further align skills in demand and training offered 
Offer tailored workforce planning programs for businesses in the region to increase 
understanding and capability 
Build communities of practice to support the implementation of workforce planning 
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3. Small Business - Who’s Doing What
There are a range of initiatives currently being undertaken in the Hume Region, by 
the Hume Regional Development Australia Committee and the Jobs and Skills Action 
Development Team, however most work has a regional focus and there is little focus 
on local towns and initiatives to be developed and implemented on a smaller scale. 

In 2013 the Hume Regional Development Australia Committee engaged Workforce 
Planning Australia to investigate and report on Workforce Development issues 
throughout the Hume Region. 

3.1 Hume Regional Workforce Plan Summary of key findings, April 2013 

Employment Opportunities – Industries 
The census data story shows where employment growth occurred in the Hume 
Region between 2006 and 2011. The strongest employment growth has been in the 
Health and Social Assistance industry. This growth is expected to continue. 

Nine other industries showed growth in employment between this same timeframe 
including: Education and Training, Government, Arts and Recreation, Utilities, 
Accommodation & Food and Transport & Logistics. 

The data story also shows that while an industry may experience overall decline in 
employment, individual segments can be experiencing employment growth. The 
manufacturing industry in Hume is one such example. Several segments 
experienced strong growth between 2006 and 2011. 

Employment opportunities – Occupations 
Many of the employment opportunities in VET occupations mirror the skills in 
demand at a state or national level. This includes such occupations as: chefs, 
waiters, child care co-ordinators, trades teachers/trainers, heavy vehicle truck 
drivers, pickers, and welders. 

At the professional level it is a similar story, with occupations that are difficult to fill in 
Hume being difficult to fill more widely. This includes specialist engineering roles, 
specialist manager’s roles (e.g. OH&S), Allied Health Professionals, nurses and 
outdoor education guides. 

The on-line employer survey found more than 38% of employers were expecting to 
hire in the next year, but that employability skills is a factor contributing to people 
being hired in difficult to fill roles. 2

Evidence suggests that small business owners have been facing difficulties since the 
GFC and many have been content to scale back rather than expand in these 
uncertain times. Often employers have enlisted strategies to retain their workers such 
as cutting back hours of employment rather than retrench them. As a result 
employment in the small business sector has not grown. Business has been focused 
on survival not expansion. 

2 Hume Regional Workforce Plan Summary of key findings April 2013 
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3.2 Small business – Business Expansion and Retention Survey – 
Results 2013 Report 

In 2013 the BEAR Taskforce undertook a Business Retention and Expansion Survey 
in Benalla, the following are excerpts from the results of the work undertaken. 
. 
A number of themes came through strongly from the BEAR program and as a result 
the Taskforce identified ten key issues. These include: 
1) Communication
2) Freight options
3) Digital engagement
4) Promoting and marketing Benalla to increase visitation
5) Engaging and supporting rural villages with tourism
6) Support for businesses
7) Amenity of the CBD
8) Business attraction and investment
9) Development of industry specific interest groups and
10) Buy local campaign to prevent customer leakage.

Small business owners were asked what they considered the disadvantages of 
running a business in regard to workforce planning, recruiting and retaining staff in 
Benalla Rural City replies included; 

“It’s difficult attracting skilled labour and then there’s a lack of employment for the 
employee spouses.” 

“There are too few doctors in Benalla.” 

“There’s a lack of professional staff (e.g Vets) with a rural background.” 

Major industries are sending their employees out of town for training, rather than 
using local training agencies.” 

Small business owners were asked what they considered useful in regard to 
workforce planning, recruiting and retaining staff in helping their business improve 
its performance over the next 12 months: 
• More staff – 17.8%
• Job ready employee pool – 13.7%
• Improved labour relations – 5.5%
• Reduce staff – 2.7%

Skills and Training Needs 
72 businesses responded to “If you were to take on any new staff in the future, 
what skills would you look for.” Of the 14 choices offered, the highest priority, with 
66.7%, was customer service and interpersonal skills, followed by technical skills 
(37.5%), Marketing and PR skills (36.1%), Negotiation and communication skills, 
(34.7%), Website and online skills (30.6%). 

“Other” skills (30.6%) included: personal qualities such as mature, strong work 
ethic, clear thinking, logical; competent written skills; money handling; farm skilled 
labour. 
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Trade skills (27.8%) included: transport and logistics; fork lift drivers, welder and 
boiler makers; 

Technical skills (37.5%) mentioned included: embryo transfer technicians; 
horticultural and forestry qualified; IT, midwifery and nursing, photography 
and fashion design; journalism and public speaking. 

Key skills employers surveyed had difficulty finding included: 
• Trade qualified butcher
• Truck drivers with multi combination licence
• Farm labour skills
• Transcribing skills
• Web design
• Catering
• Midwives
• Registered nurses
• Customer service skills
• Entrepreneurial
• Moulder operators
• Industrial cleaning
• Qualified vets and vet nurses
• Pharmacists
• Ticketed welders, riggers, fitters and turners
• Multi skilled eg boiler/welder and can drive trucks/tractors
• Fire fighting skills a bonus in plantation industry
• Motor mechanics
• Agitator (concrete) truck experience
• Web development
• Computer programming

“I don’t look for just skills. I hire for attitude then train for skills. It’s much harder to 
teach a good attitude!” 

“I look for a person who speaks clearly and is well spoken (i.e. no swearing). Who has 
good interpersonal skills and is keen to learn and to understand the process of  

starting in a new work situation. They’ve got to be willing to learn the basic skills first 
and also able to take initiative. It’s also important they are respectful and know the 

boundaries about the use of mobile phones at work.” 
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4. Actions Arising from Investigations

Strategic Economic Solutions focused their investigations largely on business both 
big and small rather than government agencies or the not for profit sector. 
Consultations were conducted with a number of businesses in Benalla providing an 
overview of their requirements, needs and processes in regard to the recruitment and 
retention of their workforces. 

A number of Employment Placement Agencies and large organisations were also 
consulted to provide an overview of current trends, opinions and initiatives occurring 
in the Workforce Planning and Development field. A set list of questions was asked. 
Following is a summary of those consultations. A list of people consulted is included 
at Attachment 1. 

1. Are you happy with your current workforce in regard to both quantity
and quality of workers?

Most employers consulted were generally satisfied with their current workforce. 
However many felt it was a mixed bag, some struggle to get staff especially young 
people in particular areas as a result of low wages being offered, while at the other 
end of the spectrum many found it more difficult to attract staff in the professional 
fields. 

Most employers recruit both locally and further afield, and it is often role and or skill 
dependant. The unskilled or production workforce is drawn primarily from 
approximately 30 minute radius from Benalla while roles that require specific skills 
such as engineers are not available locally. 

The aged care sector is finding the workforce is not keeping pace with the growth in 
the aged population and as a result consequently has some difficulties in recruiting 
and retaining qualified staff such as registered nurses and management staff. 

The agriculture sector often is dissatisfied with the level of skills offered in potential 
employees. Many employers were not happy with the calibre of candidates sent by 
JSA (Job Search Australia) providers. They felt they were often sent whoever the 
JSA had on their books rather than applicants being screened to provide a good 
match for the position. 

2. [who] Do you recruit locally or from further afield?
Many employers indicated their preferred option was to recruit locally and keep 
people in the position and the community, yet this was not always possible. Most 
large employers recruited locally for low or unskilled jobs, however to secure highly 
skilled workers they found they had to cast their net wide and seek professional and 
technical people further afield. 

Various roles that require specific industry knowledge were often not available locally 
and professional roles were often more difficult to attract to a rural areas such as 
engineers and people with the necessary financial skills and expertise. 

The retention of graduate engineers has been low, however some employers have 
recruited several local graduates over the last two years in the hope of better 
retention rates. They are yet to determine if this strategy proves beneficial. 



Benalla Workforce Development Plan

Strategic Economic Solutions - July 2014 16

3. Do you have any difficulties recruiting people? If so what kinds of
people, and what kinds of difficulties?

Retention of highly skilled persons in rural areas when compared with salaries in 
similar disciplines has been an issue, as has the lack of progression to higher levels, 
resulting in good operators departing within three to five years. 

Some difficulties were found recruiting in the transport and agriculture sectors due to 
a shortage of skills and experience. Others reported finding difficulties in the over 50s 
group who are looking to retire and not interested in retraining. 

Many larger employers found difficulties recruiting for high end professional jobs. 
Often people had to move from the city to take up the role and sometimes had to 
take a drop in salary. It was reported that there can often be a difference in the 
expectations of employers and employees concerning the roles and responsibilities 
of the position. 

In regard to placing people in employment, JSA providers found the highly 
disadvantaged group were the hardest to place. Many JSAs see people with mental 
health and drug issues as well as entrenched generational unemployment where 
young people have no role models to demonstrate to them the nature of work. Often 
a range of living skills training was required before the job seeker could be expected 
to be work ready. 

4. Have potential employees (or departing employee s) ever voiced any
concerns about living and working in Benalla? If so what kinds of
concerns?

As a general rule most employees hadn’t voiced concerns about living in Benalla. 
The exception was young people who were disappointed in the lack of opportunities, 
who compare Benalla to Melbourne where there is a greater range of activities on 
offer and employment much easier to attain. 

Reasons for departing were generally either as a result of retirement or professionals 
relocating back to Melbourne for other career opportunities. 

5. How can we attract quality workers to Benalla?
Most employers were in agreement that if quality workers are to be attracted to 
Benalla then quality jobs must be available to attract them. 
Other issues considered important in attracting quality workers included; 

• Employment opportunities for spouses
• Good access to educational facilities
• Encouragement of employment growth of varying employee skill bases and

educational sets
• Good access to health facilities
• Good access to all services
• Public Transport
• Access to lifestyle trappings that meet their expectations and add value to

their lives including sporting teams, cafes and restaurants, shopping, art,
culture and outdoor activities.

Many people felt that making Benalla a great place to live was also key to attracting 
quality workers to Benalla – it must be a “whole package.” Suggestions included: 
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• Continue to maintain all parts of the town infrastructure, gardens and
street-scaping

• Continue to promote the town and its benefits

In addition to attracting workers to Benalla, some of those interviewed felt the most 
effective way to keep people in Benalla included getting them involved as completely 
as possible in the local community. That means involvement in local sporting teams 
and clubs and if possible romance or marriage to a local person. Once people had 
families and put down roots they were more likely to stay. 

Some of the larger employees have a definite career path set out within the 
organisation and found this useful in retaining good employees. Others found young 
people with families were often more likely to stay in the community for longer 
periods of time. 

6. How do you think Benalla businesses could help create a working
environment that is welcoming and employing of immigrants, and
people out of area including those who are already in the region and are
currently unemployed or underemployed?

There appears to be a level of caution around the employment of migrants and 
refugees with some people feeling they had a responsibility to help break the cycle of 
poverty and intergenerational unemployment existing in low socioeconomic groups 
already within Benalla. Some people were concerned about community reactions and 
felt many may think the migrants are “taking our jobs”. 

Even so some employers are happy to take on 457 visa residents who have the 
necessary qualifications and experience. The experience seems to indicate that it is 
difficult to retain these people in Benalla as once they increase their skills they move 
on after a period of time. 

One suggestion was to target areas of improvement back to country of origin 
interests, something welcoming for migrant communities which would encourage 
interaction with the local community and culture. 

Continued work on cultural awareness and inclusion building on the success of the 
recent Benalla Festival which highlighted various cultures to the Benalla Community 
was considered a useful initiative. There have also been various cultural theme days 
/ nights at Swanpool and other venues, which seem to have been well received. 

Another suggestion was that Benalla needs to be open and accessible for longer on 
Saturdays and weekends as currently very few cafes and shops are open in the CBD 
and don’t provide much in the way of activities for tree changers, coffee society and 
visitors passing through. 

7. Are there any particular strengths or weaknesses in the local labour
market?

Strengths 
• A desire to work
• Strong Health, Transport and Tourism sectors
• Lots of jobs for young people
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Weaknesses 
• Manufacturing sector downsizing
• Aged care work is casualised
• Many micro businesses and some big businesses but a lack of small to

medium businesses
• Lack of career path in many organisations
• Hard to get professionals
• Long term, the ageing demographic of the workforce

8. Are you planning on expanding or contracting your workforce in the
next 2 years? If so, in what ways …?

Many employers indicated that they would like to expand their current workforce 
however it was dependent upon a range of issues including renewal of current 
contracts. 

Most employers said they were driven by demand and volume of turnover. Some are 
still recovering form the GFC. Some are contracting in more resources rather than 
expanding their FTE workforce. Others are starting to take on more traineeships and 
apprentices. 

9. Does your organisation have the resources to dedicate to recruitment
and retention strategies?

All the larger employers we spoke to had dedicated HR teams within their 
organisation, who specifically focused on recruitment, training, and retaining workers. 
Corporately and throughout the business most of these larger employers had an 
extensive People Management strategy which encompasses recruitment, retention, 
talent management and locally many had a Strategic Workforce Planning role 
dedicated to specifically dealing with the issues in this area. 

As turnover of staff has been relatively low within the production workforce, retention 
has not been an issue. 

Many utilised the services of local employment placement agencies for low skilled 
positions and some used private recruitment agencies for the professional and 
technical positions. Other than that recruitment processes are conducted internally. 

10. How do you communicate your workforce development issues to other
business, training providers, recruiters etc servicing Benalla?

Many small businesses do not address their workforce development issues as they 
don’t have the resources or expertise. Additionally many have been through difficult 
economic times and have scaled back and are not considering expansion at this 
stage. 

Many employment placement services indicated that they email, mail, and have 
printed brochures to connect with employers but these tactics aren’t very successful. 
Others indicated they use presentations and social media. Instead some advocate 
that talking directly, face to face is the only way they can build relationships and find 
out exactly what employers needs in workforce planning are. 
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Many employers don’t use JSAs because the perception is that they only have clients 
on welfare who are long term unemployed and rather than choosing the right person 
for the job they will send whoever is on their books at present. 

One organisation has regular meetings with the Benalla Business Network to 
ascertain employer needs. 

Many large employers indicated that they don’t deal with JSAs on a regular basis as 
they don’t use recruitment agencies locally only at a senior level. GO-TAFE usually 
provides the technical training courses they need or other courses such as 
Workplace Health and Safety and forklift licences. Other training and professional 
development is done internally or on line. 

Other large businesses have been involved in the Regional & Rural Living Expos in 
in Melbourne over the last few years and have participated at the recent Jobs Skills 
Expo in Benalla to showcase the business to the community, job seekers, other 
businesses and recruitment and training providers. 

Some hold positions on the Committee of Management of the Benalla  
Local Learning & Employment Network (LLEN) and other community based 
employment initiatives. 

Many employers indicated they would benefit from engagement with other local 
business in order to participate in raising these issues. 

11. What initiatives have you heard of to assist local business recruit, train
and retain a skilled workforce?

The answers were surprisingly few. Many people had heard of the 30 Jobs in 30 
days, Job Drive and thought it was a successful campaign. Others included Digital 
Economy Awareness Workshops, the Part Time Work Initiative and the Work 
Readiness Program for Parents by LLAEN. 

Those most commonly identified included: 
• LLEN – Local Learning & Employment Network
• Go TAFE
• TAFE at Wangaratta
• The Centre
• Jobs Skills / Expo
• Regional & Rural Living Expo
• School Based New Apprentices (SBNA)

Many indicated they have not had exposure to any initiatives. 

12. Would increased access to education, training, upgrading and retraining
opportunities be useful for your organisation?

Many employment agencies were of the view that increased access would be 
extremely beneficial in assisting business to invest in training of their staff, to refresh 
skills of their employees and bring them up to date with current industry information 
and build their capacity. 
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It would also assist business to better understand systems and regulations, should 
they be thinking of expanding as well as identifying funding for expansion and help 
them to navigate through the Regional Growth Fund. 

Many however found it difficult to convince business of its worth. 

Most businesses were of the view that it would be useful to develop better 
relationships with GoTAFE and other RTOs especially if relevant programs could be 
tailored to fit the needs of business. 

The issue of trade courses not run locally arose frequently in discussions. People felt 
that not being able to easily access trade training disadvantaged young people. 
While young people were willing to travel to study they were again hindered by the 
paucity of public transport available to travel to areas where training is offered. 

13. Would strengthened links between employers and education/training
institutions be useful for your organisation?

Overwhelmingly all people interviewed believed that strengthened links would be 
highly beneficial. They felt that business and training institutions working together 
would bring about more flexibility in delivery and capacity to try different training 
models and courses that are aligned to industry needs. 

Many felt this type of alliance could assist business in better planning for their future 
workforce needs by targeting particular skill gaps. 

Many felt that training institutions don’t listen well and there needs to be more co- 
operation, collaboration and better communication with business. 

One suggestion was that this could be an opportunity for Benalla to use the new 
library as a training / education hub for distance learning. 

14. What resources would you like for employers ie  information, advice and
tools that can be used for recruitment, training and retention of skilled
workers?

The majority of those interviewed were of the view that much of the information 
advice and tools already exist and are out there in the market place but a more 
personalised approach would be useful. 

Many of the larger employers have these things already in house. 
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5. Gaps

A review of the data and previous work undertaken in conjunction with feedback from 
interviews with major stakeholders in business and the sector indicate there are 
several gaps from a business perspective.  The overwhelming outcome from this 
review suggests that communication between business and the sector could be 
improved. Information flow could be greater and communication channels need to be 
opened up and utilised to determine the needs of business and implement 
appropriate solutions. 

When asked about projects they would like to see happen, business representatives, 
JSAs and Recruitment Agencies were agreed that there needs to be better and more 
effective communication between business, employment placement agencies and 
training institutions. Most agreed that one on one contact was critical to resolving 
Benalla’s workplace development issues. This was most evident in the area of 
developing and tailoring courses to suit the needs of business and industry to ensure 
workforce needs can be met. 

Additionally they were of the view that better collaboration and co-ordination was 
needed throughout the sector incorporating more alliance projects committed to 
improved engagement with schools and business and greater collaboration between 
JSAs, employers and RTOs. 

While Benalla has made inroads into moving forward with a range of initiatives to 
enhance workforce development through the Jobs and Skills Development Team it is 
a regional approach rather than a local Benalla approach which hasn’t translated to 
jobs on the ground and gaps still exist in some areas. 

Some sectors meet regularly but don’t share information on workforce development 
issues. Many employers, while they have good relations with JSAs and RTOs, felt 
these organisations don’t have the right training available or people with the 
appropriate skill and expertise levels available when they were needed. They felt 
often it was about providing the quantity of workers and courses to meet quotas etc 
rather than providing the quality of training or applicants. 

Projects and activities need to be developed in these areas, and will be most 
effective if carried out in partnership with government, community organisations and 
employers. 

Other issues arose in the consultation and review process that encompassed areas 
other than communication. It was suggested that Benalla needs to be committed to 
attracting and retaining high quality talent to build the capacity of the local workforce 
by providing a showcase for employers and potential employees by way of further job 
expos, developing a more welcoming environment to attract workers and ensuring 
opportunities to tailor education and training to business needs were utilised. 

In order to better understand workforce development issues it may be useful to 
undertake a stocktake of what exists in the local region, helping local business better 
utilise technology and make it work for their business. This foundation work would 
assist RTOs and training institutions better tailor courses to meet the needs of 
business. 

Improving workforce practices of small, micro and medium enterprises (SMEs) would 
impact upon the effectiveness of business services and turnover thereby 
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encouraging employers to take on more staff to cope with increased business 
activity. 

While there is some very useful activity in regard to school industry links, many were 
of the view that more alliance projects were needed including; more engagement with 
schools and industry and greater collaboration between JSAs, employers and RTOs. 
In addition many employers felt that more taster programs which create connections 
and give industry an opportunity to see what’s available would be useful. 

5.1 Gaps in Programming 

A range of suggestions were made during the research and consultation process. 
These form the basis of the Action Plan outlined for future action in Section 6. They 
included: 

Building workforce capacity 
• Opportunity for Benalla to use the new library as a training / education hub for

distance learning.
• Need to attract more business to Benalla
• More on line learning
• Jobs expo – major event to attract prospective employees to Benalla
• Programs and Courses tailored to employer / industry needs
• Mentor programs
• Incentives for Cadetships to come to rural Victoria.
• Welcome boxes for newcomers designed as homes for possums or bird

feeders that are filled with local produce and information. D&R Henderson
could be approached to provide the timber and Yooralla to make them

Raising awareness of workforce development issues 
Business Workforce Briefings: seminars where businesses provide details of their 
recruitment needs to those working with jobseekers 
• Champions to promote the region, business and young people
• Jobs expo – major event to attract prospective employees to Benalla
• Stocktake of what exists in the local region, helping local business better

utilise technology and make it work for their business

Improving workforce practices of small, micro and medium enterprises 
(SMEs) 
Business Workforce Briefings: 
• Programs and Courses tailored to employer / industry needs
• A range of programs to help business to improve their service and turnover

and therefore grow and employ more people including;
o Customer Service training programs
o Roster system for cafes to open on weekends

Enhancing links between learning and working 
• Consultations with potential and existing employers on their labour force

needs and talent acquisitions
• Guest speakers in the engineering / science area
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• Partnership development including more business involvement at the
secondary school level

• Alliance projects including;
o More engagement with schools and industry
o Collaboration between JSAs, employers and RTOs

• More taster programs which create connections and give industry an
opportunity to see what’s available

• Local scholarships for Years 11 and 12 and  to attend university / TAFE

• Round table – to enhance communication, collaboration and be a mechanism
for industry / business to get together with RTOs Training Institutions and
Recruitment agencies to discuss current and future needs, outcomes of
existing projects etc meet annually for review
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6. Potential Action Plan

Ongoing Workforce Development activities: 

The Benalla Workforce Development Strategy can be divided into four main 
categories: 

1. Building workforce capacity

Building workforce capacity means finding new and effective ways to increase the 
quantity and quality of Benalla workers. 

2. Raising awareness of workforce development issues

The goal is to ensure that local employers, education and training institutions and 
other stakeholders in the community are aware of the magnitude of the challenge 
ahead and are equipped with the information and resources they need to help 
prepare Benalla to meet its workforce needs. 

3. Improving workforce practices of small, micro and medium enterprises
(SMEs)

Many small, micro and medium size enterprises do not have the resources to 
dedicate to recruitment and retention strategies and therefore face the greatest 
challenge. SMEs will need to take early action to ensure that a workforce 
shortage doesn't threaten their organisational productivity or viability.  The 
provision of accessible, easy to use resources which will help SMEs develop their 
workforce practices for better recruitment and retention outcomes is necessary. 

4. Enhancing links between learning and working

Most employers rely on educational and training institutions to provide them with 
skilled and educated workers, and to help retrain and upgrade the skills of their 
existing workforce. Enhancing the links between educational and training facilities 
and employers will be critical to ensure workforce needs can be met. 

Projects and activities are being developed within each of the areas above, and 
will be carried out in partnership with the help of community organisations and 
employers. Details of current projects are contained in Section 1. 

A number of gaps in the Workforce Development process have been identified in the 
consultation and review process and future activity in these areas would be beneficial 
from a business perspective. 

Building workforce capacity 
• Opportunity for Benalla to use the new library as a training / education hub for

distance learning. 
• Need to attract more business to Benalla
• More on line learning
• Jobs expo – major event to attract prospective employees to Benalla
• Programs and Courses tailored to employer / industry needs
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• Mentor programs
• Incentives for Cadetships to come to rural Victoria.
• Welcome boxes for newcomers designed as homes for possums or bird

feeders that are filled with local produce and information. D&R Henderson
could be approached to provide the timber and Yooralla to make them

Raising awareness of workforce development issues 
Business Workforce Briefings: seminars where businesses provide details of their 
recruitment needs to those working with jobseekers 
• Champions to promote the region, business and young people
• Jobs expo – major event to attract prospective employees to Benalla
• Stocktake of what exists in the local region, helping local business better

utilise technology and make it work for their business

Improving workforce practices of small, micro and medium enterprises 
(SMEs) 
Business Workforce Briefings: 
• Programs and Courses tailored to employer / industry needs
• A range of programs to help business to improve their service and turnover

and therefore grow and employ more people including;
o Customer Service training programs
o Roster system for cafes to open on weekends

Enhancing links between learning and working 
• Consultations with potential and existing employers on their labour force

needs and talent acquisitions
• Guest speakers in the engineering / science area
• Partnership development including more business involvement at the

secondary school level
• Alliance projects including;

o More engagement with schools and industry
o Collaboration between JSAs, employers and RTOs

• More taster programs which create connections and give industry an
opportunity to see what’s available

• Local scholarships for Years 11 and 12 and  to attend university / TAFE

• Round table – mechanism for industry / business to get together with RTOs
Training Institutions and Recruitment agencies to discuss current and future
needs, outcomes of existing projects etc meet annually for review
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The table below summarises a range of possible activities. 

Areas for Action Possible Actions 
1. Building workforce
capacity 

Opportunity for Benalla to use the new library / learning centre as training / 
education hub for distance learning. 

Establish Business attraction schemes for Benalla 

Enhance and provide more on line learning 

Jobs expo – major event to attract prospective employees to Benalla 

Develop Programs and Courses tailored to employer / industry needs 

Develop and Implement Mentor programs 

Provide W elcome boxes for newcomers designed as homes for possums 
or bird feeders that are filled with local produce and information.  

Provide incentives for Cadetships to come to rural Victoria. 

2. Raising awareness
of workforce 
development issues 

Conduct Business W orkforce Briefings: seminars where businesses 
provide details of their recruitment needs to those working with jobseekers 

Enlist Champions to promote the region, business and young people 

Jobs expo – major event to attract prospective employees to Benalla 

Stocktake of what exists in the local region, helping local business better 
utilise technology and make it work for their business 
Disseminate information on local projects to the broader community 

3. Improving
workforce practices 
of small, micro and 
medium enterprises 
(SMEs) 

Conduct Business W orkforce Briefings: seminars for businesses 
providing current up to date information on recruitment practices, 
Workplace Health and Safety, and other issues relevant to business. 

Develop programs and courses tailored to employer / industry needs 

Develop a range of programs to help business too improve their service 
and turnover and therefore grow and employ more people including: 

o Customer Service training programs
o Roster system for cafes to open on weekends

Investigate and collaborate on shared funding opportunities 

4. Enhancing links
between learning and 
working 

Formally establish a Roundtable Consultative Group 
– A mechanism for industry / business to get together with RTOs Training
Institutions and Recruitment agencies to discuss current and future needs, 
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Areas for Action Possible Actions 
outcomes of existing projects etc meet annually for review 

Provide a forum (such as regular meetings) for members to share 
information and expertise 

Connect members with required skills and/or businesses 

Establish appropriate communication channels. These could include 
a newsletter or website 
Consultations with potential and existing employers on their labour force 
needs and talent acquisitions 

Guest speakers in the engineering / science area 

Partnership development to develop and role out specific programs 

Alliance projects including; 
o More engagement with schools and industry
o Collaboration between JSAs, employers and RTOs

Taster programs which create connections and give industry an 
opportunity to see what’s available 

Local scholarships for Years 11 and 12 and to attend university / TAFE 

Recommendations: 
We have made recommendations in the plan to develop and implement practical 
initiatives that are achievable such as greater co-operation and collaboration. 

1. Formally establish a Roundtable Consultative Group
A mechanism for industry / business to get together with RTOs Training
Institutions and Recruitment agencies to discuss current and future needs,
outcomes of existing projects etc meet annually for review.

Once the roundtable is established it can be a conduit for communication and
collaboration and will have a flow on effect throughout the sector. All projects
can flow from and be co-ordinated and overseen by the Roundtable.

Workplan 
The following work plan has been developed by reviewing the range of gaps 
appearing and suggestions made by stakeholders. We have taken a logical approach 
and rather than present a long wish list of activities we have filtered out those more 
difficult to achieve in the short term and prioritised those which are achievable and a 
good starting point for action. 

The workplan has distilled each of the Priority areas as nominated in the Community 
Consultation process in to an achievable set of actions starting with the formation of 
a Roundtable which can be facilitated by the Economic Development Team within 
Council. The following actions can be facilitated by the Roundtable Working 
Group. 



Areas for Action Possible Actions First Steps Who Funding Req- 

Enhancing links Formally establish a Roundtable Consultative Group Identify and call for Benalla Manager No
between learning and –  A mechanism for industry / business to get together representatives Economic 
working with RTOs Training Institutions and Recruitment Convene first meeting Development and 

agencies and JSAs to discuss current and future needs, Establish guidelines and priority Tourism 
outcomes of existing projects etc meet annually for actions 
review 
Alliance projects including; Identify and engage Roundtable No 

 More engagement with schools and stakeholders Representatives
industry

 Collaboration between JSAs, employers
and RTOs

Taster programs which create connections and give Roundtable No 
industry an opportunity to see what’s available Representatives 

Jobs expo – major event to attract prospective Build on last job expo outcomes 
Building workforce employees to Benalla 

capacity 

JSAs & Benalla 
Economic 
Development & 
Tourism Team 

Develop Programs and Courses tailored to employer / Provide feedback to RTOs and Roundtable 
industry needs Training Institutions Representatives 

and RTO 
Representatives

Raising awareness 
of workforce 
development 
issues 

Conduct Business Workforce Briefings: seminars 
where businesses provide details of their recruitment 
needs to those working with jobseekers 

o Identify stakeholders
o Organise meetings
o Establish agenda

Benalla Business 
Network 

No 

Stocktake of what exists in the local region, helping Develop and circulate Yes 
local business better utilise technology and make it questionnaire 
work for their business 

Benalla Economic
Development & 
Tourism Team 

Disseminate information on local projects to the Information exchange through 
broader community Roundtable Roundtable  No 

Circulate e-newsletter
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Areas for Action Possible Actions First Steps Who Funding Req- 

Improving workforce Conduct Business W orkforce Briefings: seminars for In conjunction with State Roundtable, No 
practices of small, businesses providing current up to date information on Government secure funding and Manager (Self funding) 
micro and medium recruitment practices, Workplace Health and Safety, establish a program of seminars Economic 
enterprises (SMEs) and other issues relevant to business. Development 

Develop programs and courses tailored to employer / Provide feedback to RTOs and 
and Tourism 
Roundtable No 

industry needs Training Institutions Representatives 
& Benalla 
Business 
Network 

Develop a range of programs to help business too Investigate suitability of: BBN & No 
improve their service and turnover and therefore grow • Springboard Business Benalla (Self funding)
and employ more people including: Development Program Economic 

• Customer Service training programs
• Roster system for cafes to open on weekends

• Women in Business Mentoring
Program

Development 
& Tourism 

• Small Business W orkshops Team 
o Export
o Innovation
o Service Sector
o Customer service
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Gordon Griffin Rural Skills Australia 
Craig Velt SP AusNet 
Leo Harney Schneider Electric 
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Marg Aldous Cooinda Village 
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Introduction 

Communication in and between businesses is often described as a soft skill and not given a 
great deal of importance, however it is one of the most difficult things to get right and can be 
critical to business success. 

Without effective communication internally businesses will struggle with a lack of 
understanding, motivation and direction while externally effective communication helps 
engender understanding, build better relationships, save time and decrease the opportunity 
for mixed messages. 

This plan endeavors to set out some simple effective steps to enhance communication 
between business, industry associations, and government as well as improve information 
flow.  It draws on recent work as well as on consultations done for this planning project, 
including the 2013 BEAR (Business Expansion and Retention) survey. 

BEAR (Business Expansion and Retention) findings on communications  
Communication amongst businesses and between business and Council and State 
Government are very important, and the first set of recommendations in the 2013 BEAR 
report is on Communications. In fact the BEAR report advocates that “communication is the 
cornerstone to success,” Some of the highlights from the Report are: 

1a. Businesses to Council and vice versa 
- Case Manager for each complex business enquiry to BRC to facilitate progress 
- Training with BRC Customer Service team around identifying business enquiries 

early and responding/recording appropriately (i.e specific triggers) 
- Monthly inter department meetings re progress 
- Monthly meetings of BDO with Benalla Business Network (BNN) Executive 
- Improve generic Business enquiry packs by including list of local suppliers, along 

with current Small Business Victoria literature and Council attraction and investment 
information. Personally follow up to see if there’s anything more they require. 

- Organise briefings for trades and other businesses to Government agencies 
- Improve Business section of Council’s website with latest SBV information, 

newsletters, and links to BBN’s new website business directory 
- Continue to track business enquiries and follow up re conversion rate, or conversely 

why didn’t convert, and report back quarterly via BBN meetings, electronically and in 
the media 

- Advocacy on key issues of matters of important to the business community in Benalla 
Rural City 

1 b. Business and Council to community 
- Bi-monthly E-newsletter to all businesses put out by Council in partnership with 

business network 
- Regular monthly column in Ensign for Business 2 Business news 
- Bi-monthly workshops and seminars to up-skill staff and management on best 

business practice 
- Bi-annual printed newsletter to all businesses* 
- Communicate regularly with Real Estate agents, Banks and Finance, Media, 

Solicitors and Accountants, Printers, Sign Writers to engage with and support new 
and expanding businesses 

- Regularly celebrate success of businesses within the community through media and 
other outlets 

- Report back to community quarterly on BEAR action plan progress, via electronic, 
media and item at business network meetings. 
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1c. Business to Business to prevent customer leakage 
- Run Benalla shopping tours for groups in non-peak times 
- BBN website business directory – to list all businesses in Benalla Rural City 

- Extend trading hours during peak periods to include weekends where possible 

It is clear from these priorities that there is a very close link between business engagement 
and communication, and the broader Benalla marketing issues covered in the marketing 
Plan. 

Content 
Discussions undertaken through the Economic Development and Tourism Strategy have 
highlighted the desire by Benalla businesses to gather, interpret and put to use business- 
relevant market and network information.  Some Benalla businesses are much more 
connected to industry or product based market research than others.  And some businesses 
are also showing a healthy selectivity in the nature and source of the specialist advice they 
buy in to help grow their businesses.  Advice coming in ranges from packaging and imaging 
to distribution to shop design and layout. There seems to be a real hierarchy of access to 
and use of this expertise in Benalla, especially in retail and hospitality, which indicates plenty 
of scope for sharing stories, experiences (positive and negative) in order to raise the overall 
level of expertise in these vital areas amongst Benalla businesses. 

This content area was also ranked as the top priority in the BEAR report, followed by ‘local 
business network’.  Both these topics were nominated as ‘needed’ by more than half of the 
respondents. Over a third of respondents nominated ‘business funding’ as an important 
information need:  ‘business funding programs’ and ‘R&D grants’. 

Delivery 
The BEAR report showed how important marketing information is to Benalla businesses, and 
also showed that while email “to the desk” is still popular (sought by 81% of respondents) 
face-to-face communications through consultations and workshops are also very popular – 
each nominated by over 30% of respondents. 

Businesses tend to learn best from other businesses, and one recommendation here is for 
small and informal cluster-type meetings/discussions amongst businesses in ‘like’ or 
‘complementary’ fields to focus purely on ‘doing business better’. These can either be peer- 
facilitated or have an independent facilitator, but experience shows they are a powerful way 
of raising the bar in terms of business skills. 

Segment by business types 
Engagement and communication styles and content will be more effective if they are tailored 
to the needs of particular business segments. Tourism and accommodation businesses, for 
example, will benefit most from monthly calendars of major and minor events, while main 
street retailers will benefit from valuable market research about trends in their particular retail 
sector. 

The Business Engagement and Communications Plan needs to take account of the different 
approaches for different market segments. 
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Recommendations 

1. Review the role of Council in either driving communication with business or supplying
content.

2. Ensure Council follows best practice recommendations for engaging with small
businesses (see Attachment).

3. Ensure BBN takes up a stronger role in facilitating communication between
government and business, and between businesses.  BBN will need to promote and
award success and innovation – and this might be controversial

4. More targeted use of IT.  For example having the Calendar of events easily linked to
business-specific offers around events – enabling business owners to update their
own offers as the event date approaches.  A ‘members’ section behind this could
enable businesses to share information about activities and events in Benalla.  For
example if the White family wedding is confirmed for 19th July with multiple
accommodation options booked out, it would be worth other businesses being aware
and welcoming guests to the White family wedding as they explore the town for a
wholly personalised Benalla experience.  Used regularly, such an exchange could
also be used to cover unexpected weekend closures and to help ensure that some
food options are available on Sunday, Monday and Tuesday nights. While not being
a formal roster, users could post about an upcoming inability to open and seek others
to fill the gap.  For this system to work it needs to be regularly accessed and easily
updated – so business buy in to update it frequently is crucial.

5. Support BBN in convening and running informal cluster group discussions on ‘doing
business better in Benalla’.

6. Engage BBN to be the link between business and events. Benalla needs special
events to drive business participation. A campaign of “stay an extra hour or an extra
day” to encourage visitors and tourists to stay longer and therefore increase their
spend in Benalla.  Link business to events and open up 6 times a year (good for
arts/culture workshops, as well as foodies and other ‘destination’ small businesses).

7. BBN to work with Council’s events coordinator – and then to participate in event
coordination committee meetings for each major event to enable active business
participation (enable communication first and then participation). The aim is to
engage a wider group of businesses actively participating in each event.

8. Link Benalla Rural City Events Coordinator with the Marketing Officer for BPACC and
the Art Gallery to work with businesses to connect with and capitalise on upcoming
events.

9. Support the “Benalla:  Be Surprised” campaign – put a local in your glovebox …
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Areas for Action Recommended Actions First Steps Who Funding Req- 

Review Council’s role Review Council role and processes Internal BRCC staff No 

Council to follow best 
practices in small 
business communication 

Review Council processes Internal BRCC staff No 

BBN strengthens role as 
communicator 

BBN adopts more active role 
across business community 

BBN members and 
Executive BBN Some 

Targeted use of IT 

BBN informal cluster 

Council and BBN review options 
for smarter use of IT for push 
marketing 

Convene informal cluster groups of 

Review options and 
approaches in other towns 

BRCC Economic Development & 
Tourism Team and BBN Yes 

groups 

BBN link between 

shared-interest or complementary 
businesses 

Individual meetings and a 

BBN to initiate BBN No 

BBN and Benalla Economic 
businesses and events workshop on ‘how to benefit’ from 

each major event 
BBN to initiate Development and Tourism Team No 

BBN collaboration with 
Council events role 

Council events and 
marketing team 
coordination with business 

BBN to work more closely with 

Council’s events role Internal BBN and BRCC Staff No 

Council staff to work more closely 

with business community Internal BRCC Staff and BBN No 

Support “Benalla -Be 
Surprised” 

Council and BBN to promote 

campaign Council and BBN to initiate 
Benalla Economic Development & 
Tourism team and BBN Some 
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Attachment: 1 Best practices in communicating 
with small business 

Advice from the Council of Small Business Organisations of Australia on best practices in 
communicating with small businesses recognises that: 

• Small business operators gather information in different ways to large business
managers

Small firms Large Firms 

Planning timeframe Short-term Long-term 

Knowledge base Limited Sophisticated, extensive, 
widely dispersed 

Communication Informal, personalised Systematic and structured 

Management skills Jack of all trades Specialist, technical skills 
focus 

Firm objectives Highly personally biased Set by corporation and 
shareholders 

As described by Prof Michael Schaper, former ACT Small Business Commissioner 

• A small business operator will behave more like an individual than a medium/large
business.

• Their behaviour is affected by time, demands from family and by business cycles, or by
normal life events such as holidays, illness, staff shortages, IT equipment problems or
just plain stress.

• Big business just tells their experts to fix it.

Communicating with small businesses requires organisations to: 

• Communicate on their terms and at their time

• Work with their business cycles

• Recognise that small business is not an homogenous group but many varied sub
groups who communicate differently and at different times 

Recommended methods for engaging small business operators include: 

• Using the language that small business operators understand

• Be clear and specific

− Highlighting specific issues

− Targeting specific industries and regions

• Use case studies and examples

• Use mediators to communicate issues. These groups can include industry associations,
accountants, tax agents, banks, financial advisers, bookkeepers, networks & websites. 

• Think outside the square – eg - BeyondBlue, Lifeline, targeting life partners
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• Use websites frequently visited by small business operators

• Use local business networks, chambers and web based networks

For Council to better engage with small business operators it needs to: 

• Find small business operators with an ability to understand the real and potential impacts
of any proposed changes or support offered

• Create a desire and capacity, and the confidence, to provide a response or seek the
support

• Create better small business focused responses from small business supporters such as
associations, peak bodies, accountants and tax agents.

If we want small business operators to access support we need to 

• Make that support compelling

• Use their language

• Use their supporters

• Understand their business cycles and demands

• Communicate with them as though they are individuals
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Attachment: 2 Best Practice for Business 
Networks 

Business Networks are when a range of businesses come together for mutual advantage. 
They enable easy, efficient and timely communication that breaks down the isolation factors 
of being a small business owner operator as well as combining expertise, skills and 
resources to achieve together what would not be possible singularly. 

PRIMARY AND SECONDARY USES 
The benefits include: 

• Better communication and information flow
• improved management and other skills
• shared expertise and resources improving economies of scale
• cross local, regional, national or international trading
• development of synergies
• collective sales and marketing

HOW IT WORKS 
Networks are often formed to target new markets and gain some competitive advantage: 
They: 
• share information and expertise
• improve performance and efficiency
• share market intelligence
• share costs of market investigation, research and development, and production
• share costs involved in breaking into a new market, often impossible to meet for a small

firm
• improve capacity to meet demand for products and services
• improve capacity to supply large markets
• increase range of products and services
• strengthen negotiating power and purchasing power
• reduce costs by group training

FRAMEWORK CONSIDERATIONS 
Like most forms of community development a network will need a champion to drive and co- 
ordinate the network. Issues to consider include: 
• who should be involved
• how many members
• the need for a secretariat and who can provide it
• what type of structure is best
• what if any legal and accounting requirements are necessary
• goals of the network
• funding strategies
• business and marketing strategies
• monitoring and evaluation strategies

STRENGTHS 
Economies of scale: 

• lower administrative expenses as a percentage of income
• electronic interaction
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• research and development
• centralised administration - invoicing accounting etc
• building management expertise
• shared marketing materials
• development of common policies

Critical Mass: 

• for purchasing
• for attracting professional support services
• development of a collateral base for future expansion/contingencies

Credibility: 

• lobbying strength
• increased credibility through operating across a larger area

FUNDING RESOURCE OPTIONS 
Alternatives can be determined when developing the sales and marketing strategies 
they include: 
• initial contribution from members
• membership fees
• a levy on sales through the network
• in-kind contribution ie time and expertise of members
• fee for service training
• user pays workshops and functions
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