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EXECUTIVE SUMMARY 
Positive Solutions was engaged to develop a Creativ e Economy 
Strategy for Albury and the surrounding region on b ehalf of 
AlburyCity Council.  
 
Albury Wodonga continues to experience strong growt h with a 1.7% 
increase in population in the last 12 months; proje cted to reach 
125,000 by 2036. Capital investment continues to tr end positively 
with local businesses optimistic about the economic  outlook. The 
digital economy will also play a significant role i n the development 
of the creative sector in the region. 
 
The 2016 Albury Wodonga Business Survey shows a ste ady increase in 
local businesses involved in arts and recreation ac tivities between 
2014-2016. Furthermore, the Albury Wodonga creative  sector 
(including food and beverage which is considered an  integral part of 
the performance of the sector) has experienced 8.6%  growth in Output 
for the 16 months to December 2016. 
 
Cultural tourism is a focus for the Albury Wodonga region. Major 
features of the city include the Murray River, Lake  Hume, Wonga 
Wetlands, Albury Botanic Gardens and the CBD with i ts historic 
buildings. Key cultural festivals and events includ e the annual 
Write Around the Murray Festival, the Albury Wodong a Eisteddfod, 
Borderville and the Albury Show. 
 
There are a number of major cultural facilities inc luding the 
recently opened Murray Art Museum Albury (MAMA), th e Albury 
LibraryMuseum, Art Space Wodonga, the Cube Wodonga and the Albury 
Entertainment Centre, the largest public facility i n the region for 
corporate events, exhibitions and full-scale theatr e productions.  
 
The wider Albury Wodonga region also boasts a high proportion of 
resident artists, with the strong performing arts c ulture supported 
by operation of: 

> HotHouse Theatre, the leading professional regional  theatre 
company in Australia. 

> Albury Wodonga Theatre Company and Livid Production s. 

> The Flying Fruit Fly Circus, one of the world’s pre mier youth 
performing arts companies and Australia’s only full -time circus 
training institution for children. 

 
Both at national and state level there is recogniti on that the 
creative industries have outperformed other areas o f the economy, 
with standout growth in the areas in software/IT, p hotography and 
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design.  The design sector in Albury has particular  strengths in the 
specialisations of graphic arts, consulting service s, product design 
and fashion design.  Albury is well placed to explo it the current 
impetus of the creative industries given its early participation in 
the NBN and its location and lifestyle offer, compa red with capital 
cities.   
 
Seven themes were identified as areas to stimulate growth within 
Albury’s creative economy: 

> Networking, collaboration and partnership opportuni ties 

> Marketing, promotion and audience development 

> Education, training and skills development 

> Council funding strategies, commitment and resource s 

> Infrastructure and venue availability 

> Product offer and cultural programming 

> Leveraging Food and Beverage within the region 

 

The overarching goal for the Albury Creative Econom y Strategy is 
to secure economic growth (sector Output) of 5% per  annum for the 
creative economy locally during the period of the s trategy. The 
actions identified to achieve this goal are as foll ows. 

 
1. NETWORKING AND COLLABORATION 

 
1.1  Establish a Creative Industries Working Party compr ising both 

AlburyCity staff and representation from key creati ve economy 
stakeholders to drive implementation of the actions  outlined 
in the Creative Economy Strategy and ensure interdi sciplinary 
collaboration. 

 
1.2  Develop more structured opportunities for individua l creative 

business owners and artists, and staff members of c reative 
organisations, to network with each other, and the wider 
community – which could be linked to 1.3 and 2.1 be low.   
 

1.3  Explore partnerships working with secondary and ter tiary 
sector organisations and the City of Wodonga in rel ation to 
specific initiatives and creative sub-sectors.  Thi s may 
include Memorandums of Understanding or protocols t o formalise 
mutual commitments.   
 

2.  PROFESSIONAL DEVELOPMENT 
 

2.1  Increase access locally to appropriately tailored p rofessional 
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development programs, particularly in marketing and  business 
planning/development.  
 

2.2  Forge closer links between the creative economy and  local 
education organisations (universities, TAFE, school s) to 
encourage them to offer more creative/cultural cour ses, 
attracting more students to the area. 
 

3.  CREATIVE HUBS AND PHYSICAL SPACES  
 

3.1  Create and/or support the establishment of co-worki ng spaces 
with a social enterprise model to provide tools, re sources and 
shared workspaces. Ensure good quality food and bev erage 
offerings are part of, or close to, these spaces.  
 

3.2  Encourage usage of disused spaces as pop-up studios  and retail 
outlets for creative products and services. 
 

3.3  Develop an arts incubator model linked to seed fund ing, 
providing subsidised access to workspaces and profe ssional 
development. There may be linkages to the co-workin g space 
described above.   
 

4.  ACCESS TO FUNDING AND INVESTMENT 
 

4.1  Enhance funding initiatives through the further dev elopment of 
the AlburyCity grant program and provide access to seed 
funding, as well as co-funding for creative industr ies 
projects.  
 

4.2  Ensure improved local access to and knowledge of al ternative 
forms of finance including commercial investment, f unding and 
loans to create self-sustaining practice. 
 

5.  MULTI-ARTS FESTIVAL 
 

5.1  Partner with local creative/cultural organisations to initiate 
a high profile multi-arts festival to showcase loca l 
creativity and attract attention to the region. Est ablish 
festival leadership to develop programming on local  strengths 
(MAMA, HotHouse, Flying Fruit Fly Circus etc).  
 

5.2  Co-market with regional tourism organisations; mark et 
throughout Victoria and NSW, aiming to build a nati onal 
profile. Coordinate with messaging through the 
VisitAlburyWodonga brand (see 7.1 below). 

 
6.  ENRICHING AND PROMOTING THE CITY BRAND 
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6.1  Actively promote the area as a creative hub which w elcomes and 

supports new creative businesses. 
 

7.  TOURISM 
 

7.1  The development of richer tourism offerings that co mbine 
cultural and creative experiences with food and win e 
experiences, walking, riding and eco-tourism experi ences will 
create a broader range of experiences and help to g row 
visitation. 

 
8.  CBD AND CITY PRECINCT ACTIVATION 

 
8.1  Involving creative businesses and artists in market s, pop-ups 

and evening / night-time events will help enliven C BD 
precincts requiring further activation.   
 

8.2  Maintain commitment to further development of QEII Square, 
including –programming / activation and further com mercial 
activity.  
 

9.  COUNCIL-OWNED CREATIVE ASSETS 
 

9.1  Including AlburyCity arts and cultural organisation s and 
programs (e.g. MAMA, Albury LibraryMuseum, Albury 
Entertainment Centre) in the creative economy growt h strategy 
will encourage stronger relationships between these  
organisations, the creative sector and the wider co mmunity.  
 

9.2  Proactive programming and partnerships with local c reative 
businesses and individuals should be a priority for  all 
AlburyCity creative businesses, along with clear au dience 
development and community engagement plans, to ensu re benefits 
from the growth in the creative economy are maximis ed. 
 

10.  ABORIGINAL CREATIVE SECTOR DEVELOPMENT 
 

10.1   Aboriginal culture is an integral component in th e identity of 
the region. Greater representation of existing expe riences and 
cultural assets such as Yindyamurra Sculpture Walk,  Burraja 
and Black Border Theatre in city-wide marketing, wi ll assist 
Aboriginal creative businesses, as well as the city  brand. 

  
10.2 Advice on marketing and promotional strategies , and support in 

developing other business skills, would enhance the  capacity 
and impact of Aboriginal creative businesses. 
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10.3 Explore the options for establishment of an Ab original Keeping 
Place.   

 
10.4       Investigate support for growth of Aborig inal cultural 

enterprises in Albury.  
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INTRODUCTION 
Positive Solutions was engaged to develop a Creativ e Economy 
Strategy for Albury and the surrounding region on b ehalf of 
AlburyCity Council. The strategy provides actionabl e recommendations 
aimed at: 
 

1.  Identifying mechanisms and programs that can be est ablished to 
support the growth and diversity of creative produc ts 

 
2.  Guiding and supporting the establishment of industr y 

collaborations, stimulating awareness and investmen t through 
the broader business community 

 
3.  Mapping opportunities to promote Albury and the reg ion as a 

hub for creative businesses with the aim of attract ing further 
business and economic growth 

 
4.  Maximising the effective use of existing creative s paces, 

including suggestions for further developments whic h will 
support and facilitate industry growth 

 
5.  Stimulating genuine and measurable growth in the ec onomic 

contribution made by this already vibrant sector 
 
In development of the strategy the creative industr ies have been 
defined as “those industries involving individual o r group 
creativity, skill and talent that have a potential for wealth and 
job creation through the generation of intellectual  property, 
entertainment or participation.” 1 These include: 

> Visual Arts 

> Music 

> Performing Arts 

> Publishing 

> Screen (television, film, electronic games and inte ractive 
entertainment) 

> Radio 

> Creative makers (handicraft, jewellery, indigenous art, 
ceramics, design pieces, etc) 

> Advertising 

> Built Environment 
                       
1 DCMS (2001), DCMS Creative Industries Mapping Document. (2 ed.), London, UK: Department of Culture, 
Media and Sport, retrieved from https://www.gov.uk/government/publications/creative-industries-mapping-documents-2001 
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> Design (including fashion, industrial and graphic d esign) 

 
In order to meet the requirements of the brief, Pos itive Solutions 
undertook the following tasks: 

> A review of background documentation provided by Al buryCity, or 
sourced from elsewhere 

> Interviews and group discussions with local stakeho lders within 
the creative sector 

> An analysis of the creative sector at a number of o ther 
locations in Australia 

> A survey, administered by AlburyCity, of those acti vely engaged 
within the creative sector 

> Development of a detailed Findings Report that was presented to 
a workshop of key industry representatives and stak eholders to 
determine actionable recommendations for the growth  of Albury’s 
creative economy 

 
Details of documents reviewed, interviewees, worksh op and focus 
group participants are included at Appendix 1, 4, 5  and 6.  
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BACKGROUND REPORT 
1. SITUATION ANALYSIS  
Albury is ideally located on the border of New Sout h Wales and 
Victoria, 570 km south-west of Sydney. The Albury L ocal Government 
Area (LGA) has an estimated resident population of 51,082, with the 
combined Albury Wodonga region population estimated  at 89,213 2. 
Traditionally home to the Wiradjuri people, Albury now boasts a very 
strong multicultural community which gives the city  a cosmopolitan 
feel. Cultural participation is high however Albury  Wodonga tastes, 
preferences, participation barriers and participati on levels are 
essentially conservative and typical of middle-clas s regional 
cities. 
 
Albury Wodonga is strategically located on one of A ustralia’s main 
transport and communication corridors between Sydne y and Melbourne, 
and acts as a gateway to Victoria’s High Country an d the Murray 
region 3. Wodonga is the fastest growing city in North East  Victoria 
and one of the fastest growing in regional Victoria . Albury is the 
major manufacturing, retail, commercial, administra tive, and 
cultural centre for the region and there is a high level of business 
confidence which has driven ongoing major construct ion projects. The 
combined Albury and Wodonga LGAs provide approximat ely 45,778 jobs. 
They are also among the first cities in Australia t o receive access 
to the National Broadband Network, which has encour aged digital up-
skilling and provided benefits to local digital eco nomies. 
 
Albury services a regional population of 180,000 an d attracts in 
excess of 900,000 day visitors, and 1.6 million ove rnight visits 
each year. Albury has a strong tourism trade that t akes advantage of 
the region’s diverse environmental and cultural ass ets. 
 
Albury Wodonga is a high growth region. The populat ion grew by 1.7% 
in the last 12 months and is expected to have a pop ulation of 
125,000 by 2036. Capital investment continues to tr end positively 
with local businesses optimistic about the economic  outlook. The 
digital economy will also play a significant role i n the development 
of the creative sector in the region. The NSW Creat ive Industries 
Economic Profile noted Internet and Digital service s (IDS) as both 
the largest, and one of the most dynamic, segments in the creative 
industries. Albury Wodonga is well placed to lead d igital economy 

                       
2 Albury (N.S.W.). Council.  Albury Economic Indicators .   
3 City of Wodonga and AlburyCity (2015). Albury Wodon ga Visitor Economy Trends 2015. 
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transformation due to the availability of NBN. 
 
A community survey conducted in 2016 for the review  of the Albury 
2030 Community Strategic Plan listed tourism, attra ction of young 
families and entertainment as the three top respons es for future 
opportunities in the city. While there has been a s teady rise in 
visitor numbers to the Albury Wodonga region, incre asing cultural 
tourism through enhanced branding, event management  and investment 
in tourism infrastructure is an ongoing priority.  
 

1.1 CBD PLANS AND POTENTIAL IMPACT  
Redevelopment of the Albury CBD was identified as a  priority in 2009 
to reinforce the city as a regional hub, improve pu blic open space 
and enhance the amenity and liveability of the city . The Albury CBD 
Masterplan outlines a number of initiatives to ensu re Albury is: 

> Identifiable 

> Connected 

> Sustainable 

> Walkable 

> Bicycle-friendly 

> A city for culture and recreation 

> Beautiful and liveable 4 

 
Implementing initiatives and prioritised actions fr om the Albury CBD 
Masterplan are key strategies of the Albury 2030 Co mmunity Strategic 
Plan in order to improve visitor and residents’ exp eriences, and 
plan and cater for increased population growth. A m ore vibrant CBD 
and entertainment precinct with increased retail se rvices and a 
lively restaurant and café culture will open up new  optimism for 
investment in the creative industries. Through incr eased public art, 
the expansion and repurposing of usable space, and upgrades to QEII 
Square, the Railway Station Precinct and Dean Stree t, the CBD will 
provide a lively hub for creative and cultural acti vities. 
 

1.2  ALBURY’S CREATIVE ECONOMY 
Albury has experienced a marked growth in the creat ive industries. 
The 2016 Albury Wodonga Business Survey shows a ste ady increase in 
local businesses involved in arts and recreation ac tivities between 
2014-2016. This growth is also extended to the econ omic output of 
the creative sector (including the food and beverag e sector) which 

                       
4 AlburyCity, et al. (2009). Albury CBD Masterplan. Albury. 
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achieved 8.6% growth in the 16 months to December 2 016. 
 
AlburyCity and the City of Wodonga have a long hist ory of supporting 
and valuing art and cultural activity in the region , and annual 
funding into cultural instructions and development is consistently 
higher than the average local government cultural f unding. 
AlburyCity offers considerable support to local pro fessional and 
community organisations such as the HotHouse Theatr e, Murray 
Conservatorium, Murray Arts, Albury City Band and A lbury Wodonga 
Eisteddfod. AlburyCity also supports local artists and the creative 
community through a Cultural Grants Scheme. 
 
The Albury Wodonga region has excellent infrastruct ure that supports 
a wide variety of arts and cultural activities. The re are a number 
of major cultural facilities including the recently  opened Murray 
Art Museum Albury (MAMA), housing a diverse collect ion of Australian 
and International art and attracting over 100,000 v isitors a year; 
the Albury LibraryMuseum, a community hub bringing together state-
of-the-art technology, reading, exhibition and rese arch facilities 
with an average of 4,000 visitors each week; Art Sp ace Wodonga, a 
multipurpose venue for community engagement; the Cu be Wodonga, an 
entertainment centre featuring local regional and i mported 
activities; and the Albury Entertainment Centre, th e largest public 
facility in the region for corporate events, exhibi tions and full-
scale theatre productions. The Albury Entertainment  Centre attracts 
over 140,000 visitors a year and hosts several regi onal amateur and 
professional groups as well as major Australian com panies such as 
Opera Australia, Bell Shakespeare Company and the S ydney Symphony 
Orchestra.    
 
The wider Albury Wodonga region also boasts a high proportion of 
resident artists, with the strong performing arts c ulture supported 
by operation of: 
 

> HotHouse Theatre, the leading regional professional  theatre 
company in Australia. 

> Albury Wodonga Theatre Company and Livid Production s. 

> The Flying Fruit Fly Circus, one of the world’s pre mier youth 
performing arts companies and Australia’s only full -time circus 
training institution for children. 

 
 
 
 
 
There are a number of independent and tertiary inst itutions 
providing creative sector training and education lo cally. It is 
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understood, however, that course fees for some prov iders have been 
significantly increased in the recent past, making access to formal 
qualifications less affordable. In Albury the River ina Institute of 
TAFE provides courses in digital media, fine / visu al arts and 
graphic design; both the Murray Conservatorium and Charles Sturt 
University also provide training/education in Albur y, with the 
Flying Fruit Fly Circus providing specialised train ing. In Wodonga, 
La Trobe University offers a Creative Arts degree a nd Wodonga TAFE 
offers arts, creative design and digital media cour ses. 
 
AlburyCity partners with HotHouse Theatre and Murra y Arts to deliver 
a regional residency program (A Month in the Countr y) in order to 
support the development of new Australian performan ce work. The MAMA 
Art Foundation also provides unique artist-in-resid ence 
opportunities at MAMA’s House as a means to develop ing artistic 
contributions to the region. 
 
AlburyCity has a dedicated Urban and Public Art Pro gram to support 
and develop this area in the local community. The s trength of the 
public art program and numerous artist-run gallerie s and groups has 
led to a strong contingent of artists in the region , particularly 
within the fields of photography, painting and scul pture 5. 
 

BUSINESS EMPLOYMENT DATA 
The Albury Wodonga region shows clear growth in the  number of 
creative industry businesses between 2006-2014 6. Strong growth areas 
include computer systems design and related service s, musicians, 
entertainers and other creative artists, writers an d performers. 
Film and sound recording, internet publishing, and performing arts 
operation have seen modest but steady growth. Betwe en 2014-2016 
there was a sharp decline in the overall number of creative industry 
businesses, primarily driven by large drops in the computer systems 
design and entrepreneurial artist sectors. 
 

1.3 POLICY CONTEXTS  
Many of AlburyCity’s current policies and strategie s play a role in 
the development of the creative economy. The table in Appendix 3 
outlines strategic goals, initiatives and actions f or AlburyCity 
based on a number of key documents including the Al bury 2030 
Community Strategic Plan, the AlburyCity Cultural P lan 2012-2016, 
Albury CBD Masterplan, the Urban and Public Art Str ategy, the 
Destination Management Plan for Albury 2014-2017, t he Albury Wodonga 
Digital Economy Strategy and the Economic Developme nt Strategy.  
 
The six major themes emerging from key policy and s trategy documents 

                       
5 Hemsley, J., & Vogel, N. (2012). AlburyCity Cultural Plan 2012-2016 . Albury: AlburyCity.  
6 REMPLAN (2016), REMPLAN Output Report Albury Wodong a Industry Sectors 2006-2016  
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include: 

> Building a caring community that embraces diversity  and supports 
a wide range of cultural through such measures as:  

·  Activate the cultural precinct and create connectio ns 
between stakeholder facilities 

·  Provide a diverse range of experiences in Albury – 
including entertainment and culture, Support commun ity-
driven performance and events 

·  Implement economically sustainable cultural initiat ives 

·  Ensure provision of accessible, high quality, and 
innovative cultural facilities and services 

·  Encourage, support and foster sustainable organisat ions to 
deliver cultural experiences 

·  Providing opportunity for the general community to 
participate in and experience Aboriginal culture 

> A growing economy, promoting Albury as a city of ch oice for 
lifestyle, career and investment through measures s uch as: 

·  Promote tourism and enhance Albury Wodonga as a 
destination of choice through a collaborative appro ach 
between all stakeholders and interest groups 

·  Provide opportunities for history, heritage and cul tural 
tourism 

·  Develop and present a range of events to attract an d 
engage our diverse community 

·  Ensure urban and public art is integral to Albury’s  
landscape 

·  Support and promote business and business opportuni ties 
across all sectors to continue to foster economic 
diversity 

> A leading community that fosters education, innovat ion, 
networking and collaboration to build cultural capi tal through 
such measures as: 

·  Advocate and support training opportunities in 
collaboration with community, industry and stakehol ders to 
develop and retain future leaders 

·  Support and encourage and innovative community 

> Building a strong sense of place and identity throu gh such 
measures as: 

·  Generating a sense of identity in the community via  place 
making activities such as the Twilight Markets, Woo d Fired 
Oven, Picnic in the Gardens etc 

·  Consolidating and expanding cultural tourism by dev eloping 
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a regional Cultural Tourism Strategy 

> Revitalisation of the CBD to provide a vibrant, act ive and 
identifiable city centre 

> Supporting the development of the digital economy t o capitalise 
on Albury Wodonga’s early adoption of the National Broadband 
Network and promote the region as modern and digita lly diverse 

 

1.4 TOURISM PLANS AND PRIORITIES  
Cultural tourism is a focus for the Albury Wodonga region. Major 
features of the city include the Murray River, Lake  Hume, Wonga 
Wetlands, Murray Art Museum Albury (MAMA), Albury E ntertainment 
Centre, Albury LibraryMuseum, Albury Botanic Garden s, and the CBD 
with its historic buildings. Key cultural festivals  and events 
include the annual Write Around the Murray Festival , the Albury 
Wodonga Eisteddfod, Borderville, and the Albury Sho w7. 
 
Tourism is an important economic driver, generating  jobs and 
contributing lifestyle benefits to communities. Alb uryCity has 
adopted a Destination Management Plan to ensure tou rism adds value 
to the economy and social fabric of the region. 
 
The seven key strategic directions identified in th e Destination 
Management Plan are: 
 
1.  Gather, distribute and use consumer research and ma rket 

intelligence to improve the competitive strengths a nd 
marketing of Albury 

2.  Develop and market a destination brand for Albury 
3.  Create and reinvigorate visitor experiences most li kely to 

strengthen brand Albury, appeal to the target marke ts and grow 
overnight visitation 

4.  Grow events that are naturally aligned to the brand  and 
competitive strengths of Albury 

5.  Tighten marketing to focus on overnight visitation from target 
markets 

6.  Maintain conventional, and progressively move towar ds 
contemporary visitor information services and 

7.  Integrate stakeholders across the visitor economy a nd assist 
in its development. 

  

                       
7 Hemsley, J., & Vogel, N. (2012). AlburyCity Cultural Plan 2012-2016 . Albury: AlburyCity.  
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2.  CREATIVE INDUSTRIES  

2.1  CREATIVE INDUSTRIES IN AUSTRALIA, NSW 
AND VICTORIA  
Australia has one of the most sophisticated cultura l sectors in the 
world. Between 2006 and 2011 employment in the crea tive industries 
grew from around 463,500 to 531,000. This represent s 2.8% annual 
employment growth which was 40% faster than the Aus tralian economy 
average. NSW is home to 40% of Australia’s creative  industries 
workforce and 57% of Australia’s creative industrie s services 
exports. A 2013 report by the NSW government found that direct 
employment growth in creative industries was twice that of the state 
average, with over 148,000 jobs available 8. 
 
Nationally, cultural services industries have seen notable change, 
with a 4.5% annual growth between 2006 and 2011. Ph otography and 
software/IT were the two fastest-growing sectors wi th annual growth 
of 5.5% and 5.6% respectively. In NSW, Internet and  Digital Services 
(IDS) employed around 59,000 workers in 2011. The d esign sector was 
also of note, employing nearly 24,000 people in the  same year, and 
experiencing annual growth of 3.2%. These two areas  are important 
key indicators of innovation across the board.  
 
Nationally, specialist design such as graphic arts,  consulting 
services, product design, and fashion design saw gr owth of 3.8%. 
Unsurprisingly, traditional publishing shrank by an  average of 2% 
each year, with 4,000 jobs lost. However, one of th e most exciting 
findings was that creative artists saw a 7.4% growt h in employment, 
which was most likely influenced by the digital pub lishing boom, 
which had an annual growth of 14% - seven times the  national 
average. In NSW, other sectors that saw above indus try-average 
growth included advertising services, media product ion/broadcasting 
(MPB), and music, performing and visual arts (MPVA) . Libraries, 
archives, and museums (LAM) represent a very modest  area of the 
creative industries, employing around 4,000 people in 2011 and 
experiencing employment growth of just 1.4% per ann um. However, 
their utility should not be underestimated as they could potentially 
provide creative hubs and platforms to facilitate g rowth and 
innovation in other creative industries. 
 
The global shift towards remote workers is another potential growth 
area for the creative sector. Increasingly, jobs ca n be performed 
partially or completely independent of location, le ading to the 
emergence of creative hubs such as co-working space s. These hubs are 
significant for the creative sector as their flexib ility and the 

                       
8 NSW Trade & Investment. (2013). NSW Creative Industries Economic Profile . NSW Government.  



17 
 

Prepar ed by Positive Solutions
July 2017 

AlburyCity Council 
Albury Creative Economy Strategy 
2017 - 2021 

interactive opportunities they generate can be insp iring when it 
comes to the production of creative work. 
 
The NSW Government recognises the significance of c reative 
industries to NSW, and this will necessitate ongoin g dialogue, 
monitoring and reviews. The NSW Government will loo k to strengthen 
several key areas including positioning Sydney as a  global creative 
centre to raise its international profile, as well as recognising 
local achievements. 9 Other priorities include fostering the growth 
and sustainability of creative businesses through p artnerships and 
improving their competitiveness by embracing emergi ng technologies. 
Suitable venues and high-speed broadband are two ex amples of areas 
of focus. Fostering local talent through initiative s that encourage 
engagement and creative careers is another priority . 
 
Key performance indicators that the NSW Government will look to 
improve upon include employment growth, export grow th, Sydney’s 
global creative brand ranking and the number of cre ative businesses. �
 
The Victorian Government likewise has a strong hist ory across the 
creative industries, being home to over half of Aus tralia’s 
television drama production and half of the digital  games sector. A 
key theme for Victoria is the backing of local crea tive talent, 
which it looks to do through investment in its dist inctive 
(including Aboriginal) culture. It seeks to increas e engagement and 
access in creative and cultural endeavours through partnerships with 
suburban and regional councils. 
 
The Victorian Government intends to strengthen its creative 
industries ecosystem and deliver wider economic and  social impacts 
by offering business acceleration services and othe r support for 
entrepreneurs. Increasing international engagement is another theme, 
of which collaboration with overseas partners and t he development of 
Melbourne as a cultural tourism destination are two  key initiatives.  
 

2.2  FINANCING THE CREATIVE INDUSTRIES   
As Government funding for the arts, nationally and overseas, becomes 
more constrained, there have been several initiativ es and 
explorations of other mechanisms for resourcing art s activity.  
Leveraging Council’s investment in the creative sec tor will be 
optimized through harnessing third party resources,  including 
exploring some of the recent trends in financing th e creative 
sector.  This section describes some of those trend s.  
 

PHILANTHROPY 

                       
9 Industry Action Plan: NSW Creative Industries (2013 ) 
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This represents an area of growth as Australia goes  through a 
significant intergenerational transfer of wealth an d more and more 
individuals establish their own PAF’s (private anci llary funds) 
which are required to distribute a minimum percenta ge of earnings to 
charities and non-profits every year.  When it come s to 
philanthropists specifically engaged with the devel opment of 
artists, this is likely to come from a personal int erest and can 
lead to individuals setting up their own institutio ns (such as 
Tarrawarra Museum in Victoria and MONA in Hobart) o r working in 
partnership with governments and respected public i nstitutions and 
curators to deliver a partnership project. 
 

CROWDFUNDING 

The different types of crowdfunding include: 

> Donation-based crowdfunding: a contributor makes a payment (or 
'donation') to the project or venture, without rece iving 
anything in return. The contributor's 'donation' ma y simply be 
acknowledged – for example, on the crowdfunding web site  

> Reward-based crowdfunding: the promoter provides a reward 
(goods, services or rights) to contributors in retu rn for their 
payment. For example, the contributor may receive m erchandise or 
a discount. In many cases, there are different leve ls or types 
of reward, according to the level of contribution a nd whether 
the fundraising reaches the prescribed levels 

> Equity-based crowdfunding: the contributor makes a payment in 
return for a share (or equity interest) in the comp any 
undertaking the project or venture. The share in th e company 
will provide the contributor with certain rights in cluding the 
right to participate in future profits (dividends),  voting 
rights, and rights to returns of capital upon windi ng up. The 
Australian Government is currently consulting on ho w this may 
work in an Australian legislative framework 

> Debt-based crowdfunding: the contributor lends mone y to the 
promoter (or pool of promoters) who, in return, agr ees to pay 
interest and repay principal on the loan 

Artists and arts organisations have primarily been utilising 
donation and reward based crowdfunding, and creativ e business equity 
and debt based forms of sourcing support. As well a s the commercial 
web-based platforms (which take a percentage of inc ome) there is 
also the Australian Cultural Fund for individual ar tists. 

The Australian Cultural Fund is managed by Creative  Partnerships 
Australia and artists upload their project, start t heir fundraising 
campaign and invite art lovers and supporters to do nate. An example 
of some current writing projects being supported by  the platform are 
Art Collective WA’s publishing programme; the Sunsh ine Coast 
Hinterland Poetry Trail Project; and the Queensclif f Literary 
Festival 2017. Unlike other platforms artists set a  fundraising 
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goal, if it’s not met at the end of the campaign al l donations are 
still taken into account. Furthermore, donations ar e tax deductible. 
 
The use of crowdfunding is anticipated to grow when  the government 
resolves the legislation around equity based models . Creative 
Partnerships Australia also provided a support sche me for 
crowdfunding where they were matching dollar for do llar money 
raised. An example of a project funded through this  model is The 
Fashion Archives, an online publication about the h istory of fashion 
in Queensland. This matching program is currently u nder review. 
Research is currently being undertaken in the UK on  whether 
partnership funding can really grow crowdfunding. T wo models are 
being tested:  

� �

> A ‘top-up model’ where 25% of match funding is rele ased once a 
project has managed to achieve 75% of its funding t arget 

> A ‘bridge model’ where projects are crowdfunded up to 25% and 
then bridge funding is released which brings them t o 50%. The 
funding is then conditional on the project going on  to reach 
100% funding 

�

ENTERPRISE INVESTMENT 

Like government grants, support from philanthropy, including 
crowdfunding, tends to be project based and does no t consider the 
strengthening or building of individual artists’ ca reers or 
resilient arts organisations. The growth in that ar ea in the arts 
has been in utilising the emerging social models of  debt and equity 
financing to create new products specific to the se ctor. Two such 
products in Queensland, which are leading the way, include the 
QuickstArt Fund for individual artists and creative  businesses, and 
the Arts Business Innovation Fund (ABIF) for small to medium arts 
organisations. Although not strictly ‘impact invest ments’, in that 
neither scheme creates a financial return to the in vestor, they use 
the same model.  

QuickstART is a micro loan scheme for individual ar tists and small 
scale cultural enterprises managed through Forester s Community 
Finance. QuickstART is a $100,000 fund (with a mix of loan capital - 
including from individuals) with the capacity to su pport artists and 
other creative practitioners with different loan op tions up to a 
maximum of $5,000 for the development of their prac tice or their 
business. Some of the capital is loaned interest fr ee with a small 
administration charge; some at current interest rat es. Many 
Queensland artists have benefitted from such loans and the scheme 
has been copied to create the IF Loans in South Aus tralia.  

The creation of the Arts Business Innovation Fund ( ABIF)_came about 
through a proposal from Positive Solutions, Foreste rs Community 
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Finance and Creative Enterprise Australia (CEA) to Arts Queensland 
to: 

> Utilise new investment dollars for innovation to le verage 
additional support 

> Focus ‘innovation’ on building strength and capacit y in the 
organization itself – to create great art into the future 

> Manage a scheme outside the government grant system  but with the 
same level of rigor in assessment to use debt finan cing 

> Incorporate new forms of financing including debt a nd equity 
(should there be an opportunity to engage with for- profit 
cultural and creative enterprises in the future) 

In this Queensland scheme half a million dollars in  government 
grants has been matched with half a million from th e corpus of the 
Tim Fairfax Family Foundation, which is being used as no interest 
loans. Organisations are able to access up to $100, 000 in matched 
funding which will be delivered through both grants  and no interest 
loans. The match they will provide can be made from  a variety of 
sources including their own reserves. Six investmen ts have been 
announced to date for companies across Queensland a nd span all 
artforms. All are for initiatives that will grow th e sources of un-
tied income for these organizations. 
 

2.3  BENCHMARKING RESEARCH 
To review some of the strategies deployed elsewhere  for development 
of the creative sector, we examined distinctive cha racteristics and 
successful initiatives and developments in Northern  Rivers, Geelong, 
Ballarat and Bendigo (see table below). Some of the se initiatives 
have already been implemented in Albury.
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The following table illustrates distinctive cultura l characteristics and successful initiatives, exper iences and 
developments across the creative sectors of Norther n Rivers, Geelong, Cairns, the Blue Mountains and B endigo.   
 

DISTINCTIVE CHARACTERISTICS OF THE CULTURAL/ CREATI VE SECTOR INTERESTING CREATIVE ECONOMY INITIATIVES  

NORTHERN RIVERS 

Northern Rivers has an exceptionally well-developed  arts and 
creative sector.  Recognised as one of the top four  growth 
industries in the region in the fields of visual ar ts, design, 
literature, publishing, screen and digital content.   The region 
has the highest density of visual artists outside t he Australian 
capital cities and the largest number of screen ind ustry workers 
outside of Sydney and Melbourne.  Connection, colla boration and 
the lifestyle offering are important motivators for  the success of 
the sector.  

 

In 2008, Arts Northern Rivers was the first region in NSW 
to create an Arts and Creative Industries Strategy,  and 
in 2010 was the first regional arts board in NSW to  
receive state funding for creative industries 
development. 

The strategy has resulted in a hub for creative exc hange 
‘Northern Rivers Creative’ including: 

> An online directory showcasing professional 
practitioners  

> A travelling road show of pop-up events in differen t 
localities, where local practitioners can sell thei r 
products and teach workshops 

GEELONG 

The creative industries sector of the Greater Geelo ng region 
represents 6.3% of jobs.  Queenscliff and Torquay h ave some of the 
highest proportions of creative businesses in Victo ria, even above 
the figure for Melbourne.  

Whilst Geelong’s economy was centred on manufacturi ng, a decline 
in this industry has shifted the region’s focus tow ards growing 
its digital, creative and knowledge-based economy.  Implementation 
of the Digital Geelong Strategy aims to support eco nomic 
competitiveness, accelerate innovation and deepen c ommunity 
engagement to transition Geelong into a nationally recognised 
digital economy. 

Geelong’s creative industries sector features the 
following creative initiatives: 

> The City of Greater Geelong has developed mobile 
phone applications that allow users to discover art  
studios, galleries, public artworks, creative 
spaces, performing arts locations, as well as 
connect with Indigenous and post-settlement 
histories. 

> ‘Creative Geelong Inc.’ provides a platform for 
collaboration and connection to support economic an d 
social growth, proposing a number of initiatives fo r 
the city including: 

·  ‘MakerSpace’, a co-working space with a social 
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enterprise model, providing tools, resources and 
a shared workspace for networking, creating and 
sharing industry knowledge 

·  ‘Geelong Creatives’ is a membership-based online 
directory and store, as well as a physical shop, 
for connecting, promoting and supporting local 
creative businesses 

CAIRNS�

Cairns is Australia’s third most popular internatio nal tourist 
destination and has a current population of approxi mately 160,000.  
The creative and cultural sector in the region is a  growing 
economic driver and a significant contributor to th e local 
economy.  Cairns has the highest proportion of peop le employed in 
the arts and cultural sector in comparison with oth er northern 
Queensland regional cities. 10  

The City has various arts and cultural facilities t hat support 
creative practice, including for example: 

> The Tanks Arts Centre, a business unit of Cairns Re gional 
Council, is situated in the Botanic Gardens and hou sed in 
three converted World War two oil supply tanks.  Th e centre is 
a multi-use, contemporary arts facility providing a n ongoing 
program of arts and cultural events and activities1 1 

> The Centre of Contemporary Arts Cairns is a Regiona l Arts 
initiative of the Queensland Government that suppor ts a 241 
seat theatre, an open plan rehearsal and performanc e venue, 
two contemporary art galleries, including KickArts 
Contemporary Art Gallery, and workshop facilities12  

The Cairns creative industries sector features the 
following council initiatives: 

Urban Spaces, an initiative of Cairns Regional Coun cil 
that focuses on activating vacant spaces in the CBD  with 
popup creative-based businesses13 

The Shields Street Heart project aims to revitalise  the 
Cairns CBD to increase urban parklands, indigenous and 
non-indigenous public art works, and contemporary l ight 
installations14 

Changing Lanes is a public art project encouraging people 
to explore the city through engaging with temporary  
artworks 

The Precinct project aims to deliver a purpose-buil t 
performing arts centre known as the Cairns Performi ng 
Arts Centre, a tropical parkland with performance s tage 
and amphitheatre 

Cairns Regional Council offers free, self-guided sm art 
phone tours of 20 heritage sites around the city, 

                       
10Cairns Regional Council Creative Industries Analysi s, accessed: http://www.cairns.qld.gov.au/__data/as sets/pdf_file/0019/135811/Clause-No.-1.2-Separate-
Attachment-Cultural-Mapping_and-CI-Analysis-Special _Meeting-3-June_2015.pdf  
11 Tanks Arts Centre, accessed: http://www.tanksartsce ntre.com/about-us 
12 Centre of Contemporary Arts Cairns, accessed: http: //www.centre-of-contemporary-arts-cairns.com.au/abo ut-us.php 
13 Urban Spaces, accessed: http://www.cairns.qld.gov.a u/facilities-sport-leisure/arts-culture/urban-space s#sthash.dAQa8Wnd.dpuf  
14 Cairns Regional Council Annual Report, accessed: ht tp://www.cairns.qld.gov.au/council/news-publication s/reports/annual-reports/2016community#economy  
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> Munro Martin Parklands is a community gathering pla ce and 
outdoor performance space, featuring an open-air pl aza 
encouraging international performances as well as a  casual use 
of the facility  

The Tjapukai Aboriginal Cultural Park offers a show case of 
indigenous culture including dance performances, st orytelling, 
interactive crafts and activities  

including images, spoken-word stories and informati on on 
historical sites and influential people, dating bac k to 
189615 

Significant Artist Run Initiatives in Cairns includ e: 

Crate59, a contemporary artist run space supporting  local 
young and emerging contemporary artists by providin g a 
gallery, nine artists’ studios and artist residency  
opportunities16 

Knock Knock Contemporary Artists’ Initiative is a 
cooperative venture fostering innovation and 
collaboration within the Cairns visual art communit y.  
The collective presents an annual program of exhibi tions, 
professional development workshops and discussions within 
the Cairns region 

The Cairns region also supports important cultural events 
such as: 

Cairns Festival, featuring a diverse range of free events 
such as the Festival Parade, Family Film Nights, 3D  
projection mapping, Circa - Carnival, and Soweto Go spel 
Choir 

The Cairns Indigenous Art Fair provides a platform for 
exposure and income generation for Queensland Indig enous 
artists.  The annual event features live performanc e, 
music, film, exhibitions and discussions17 �

BENDIGO 

Bendigo has a unique mix of contemporary, historica l and heritage 
attractions. It is well known for gold rush and Chi nese heritage, 
architecture, streetscapes and tramways. The Herita ge Trust has 
undertaken strategic planning in recent years to id entify asset 

Bendigo’s creative industries sector is supported b y the 
following initiatives:  

> ‘RAW Arts Awards’, open to Bendigo residents aged 2 5 

                       
15 Heritage Tour, accessed: http://www.cairns.qld.gov .au/facilities-sport-leisure/arts-culture/smartphon e-apps 
16 Crate59 ARI, accessed: http://www.crate59.com/  
17 The Cairns Indigenous Art Fair, accessed: https://c iaf.com.au/about-cairns-indigenous-art-fair-0  
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renewal requirements and opportunities to improve b randing.  

The Bendigo Tramways is an iconic feature of Bendig o, a Strategic 
Plan was completed early 2015 to enhance tourism se rvices to 
identify improvements in product offer and value pr oposition for 
visitors.   

Bendigo Art Gallery has built a reputation as one o f the most 
successful regional galleries in the country.  Its major temporary 
exhibitions have attracted high levels of visitatio n and a strong 
positioning State-wide and beyond.  This has been s upported by 
several phases of infrastructure improvement and ex pansion. 

To improve visitation in the area, the city has inc reased focus on 
night-time attractions including: 

> A night economy taskforce comprising of local busin ess and 
relevant stakeholders 

> Twilight and evening markets 

> Encourage the growth of major events that encourage  night-time 
activity in the Bendigo CBD such as the Bendigo Blu es and 
Roots Festival 

> Pop up bars in underutilised public and private spa ces 

> Investigate lighting and projections for key buildi ngs 

> Package restaurant and bar specials with passes for  
attractions and major exhibitions 

> Promote night-time opportunities through branding a nd 
marketing campaigns 

Bendigo is highly connected with the Indigenous and  migrant 
community and has strategies in place to encourage inclusiveness 
and embed newcomers into the life and community of Greater 
Bendigo, including arts and cultural events and cel ebrations. 

years and under in visual arts, digital media, 
literature and performing arts 

> ‘Dudley House Community Arts Hire’, provides 
opportunities for local artists to show their work 
to a broad audience 

> ‘Performance Subsidy Program’, supports emerging 
artists and groups in the development of innovative  
performing arts projects and offers the use of the 
Bendigo Bank Theatre and the Engine Room 

Bendigo’s climate, national park and historical 
architecture offer unique opportunity for the film 
industry. The city aims to provide the best film lo cation 
service in Australia by promoting the City to the f ilm 
industry and visitors.  

The Tourism Forecasting Committee predicts Chinese 
overnight visitors in Bendigo to double by 2020, 
representing significant opportunity. Bendigo has a  
strong Chinese Heritage, undertaking targeted resea rch 
for the Golden Dragon Museum Strategic Plan into 
opportunities for growing the Chinese market. 

There is opportunity to grow Bendigo’s tourism thro ugh 
the development of food experiences, regional packa ging, 
and greater alignment with winemakers for regional food 
and wine marketing.  

BLUE MOUNTAINS 
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The major population centres are Springwood and sur rounds in the 
lower mountains and Katoomba-Leura in the upper mou ntains. There 
are practical and perceived divisions across the mo untains and due 
to the dispersed nature of the settlement provides logistical 
difficulties for cultural service delivery. However , there is real 
strength in community organised cultural activities  and events, 
which are strongly supported by council through log istical and 
organisation assistance.  

Several large cultural infrastructure projects have  been completed 
including the Blue Mountains Cultural Centre and th e recently 
completed Blue Mountains Theatre and Community Hub.  There has also 
been an increase in co-op working spaces for creati ves. The region 
is well known for, and highly focused on heritage, this includes 
both natural and cultural heritage. There is a stro ng link to 
aboriginal heritage and the Blue Mountains City Cou ncil  

In relation to growth within the creative industrie s, the visual 
arts sector remains strong. The region has been slo w to adopt high 
speed internet but has seen an increase in the digi tal economy and 
it is noted as a grown area. There has been a stead y increase in 
cultural business and attractions. They tend to be small however 
creative industries is a growth area and many reach  critical mass 
and become self-sustaining. 

Some of the more interesting creative economy initi atives 
include: 

> High levels of logistical support from council for 
community and artist-run initiatives 

> Increase in co-op work spaces for artists and 
networking centres such as the Blue Mountains 
Theatre and Community Hub 

> Artist run initiatives are strong, particularly in 
the visual arts 

o Blue Mountains Artists Network 

o Society of Mountain Artists 

> The Blue Mountain Arts Trail offers an interactive 
online map showing open artists studios. The map 
lists artists from multiple disciplines and their 
locations. 

> Increased focus on Aboriginal heritage and recently  
formed a dedicated aboriginal advisory board to 
oversee expansion of cultural activities  
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The following initiatives identified in the benchma rked case studies 
are relevant considerations for application in Albu ry’s creative 
economy: 

> Connect, promote and support local creative busines ses and 
products through an online directory and store, sho wcasing local 
practitioners  

> Investigate a travelling road show of pop-up events  in different 
locations for practitioners to sell products and te ach workshops 

> Create a co-working space with a social enterprise model to 
provide tools, resources and shared workspaces for networking, 
creating and exchanging industry knowledge 

> Grow a digital, creative and knowledge-based econom y through 
developing mobile phone applications that promote a rt studios, 
galleries, public artworks, creative spaces, perfor ming arts 
locations, as well as connections with Indigenous a nd post-
settlement histories 

> Support emerging local creative practitioners throu gh increased 
grants, scholarships and award opportunities 

> Support emerging artists and groups in the developm ent of 
creative projects with a subsidy program that provi des the use 
of facilities 

> Improve visitor experiences and attractiveness thro ugh public 
art initiatives and night-time initiatives includin g major 
events and festivals, twilight and evening markets as well as 
lighting and projections for key buildings (some of  which 
already take place in Albury) 

> Increase logistical support for community and artis t run 
initiatives 

> Expand art award initiatives that would showcase lo cal artists 
across multiple disciplines, age groups and career stages 

> Develop and support a multicultural advisory board to ensure 
diverse cultural representation within the creative  sector 
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3.  CONSULTATION PROCESS 

Three key elements of primary market research were undertaken for 
this project – selective individual interviews, fiv e focus group 
discussions, and a survey that secured 190 response s from community 
members engaged in the creative sector. 
 
This summary of key findings from that primary rese arch focuses on 
the main strategy-related themes which emerged whil e analysing and 
reviewing the research results; more detailed resea rch results have 
been provided in the Findings Paper and in the Appe ndix to this 
Report. 
 
The main strategy-related themes emerging from the interviews, focus 
groups and survey results were: 

> Networking/partnerships/collaboration 

> Optimism/potential for growth 

> Workspaces/real estate/hubs 

> Professional development: marketing and business de velopment 

> Cultural and community development 

> Tourism/City branding/festivals/event development 

> Access to funding/investment/financing 

 

3.1  INTERVIEWS AND FOCUS GROUPS 
Ten interviews were undertaken with individuals fro m the creative 
business sector, local arts organisations (professi onal and 
community/amateur) and AlburyCity stakeholders. Fiv e focus groups 
were held with 25 participants from professional cr eative 
organisations, digital and design, Aboriginal artis ts and 
organisations, education, and freelance workers in the creative 
sector.  
 

NETWORKING/PARTNERSHIPS/COLLABORATION  

A strong theme amongst interviewees and group parti cipants was that 
partnerships and networks were the most valuable fa ctor in their 
success. The majority of participants reported that  it was easy to 
network in Albury, with improvements being made in strategic 
partnerships and networking between businesses; tha t there is good 
cultural infrastructure present in the City and peo ple are generally 
supportive of creative business and cultural events . However, it was 
felt there is significant opportunity for more coll aboration between 
creative and non-creative businesses, artists and a rts 
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organisations. Findings in relation to enhanced net working 
opportunities included: 

> It will be crucial to the development of future rel ationships 
with other organisations; to build capacity and exc hange 
services/knowledge, and to connect with new opportu nities 

> It will help create more cohesion in the creative c ommunity, 
providing more opportunity for collaboration, ideas  and resource 
sharing 

> It will result in increased partnerships and sponso rships, 
enhancing the creative economy, particularly with l arge 
organisations, for example the Flying Fruit Flies’ partnership 
with Sydney Opera House. This brings visibility to Albury and 
also attracts larger organisations to the city 

 
The value of linking non-creative businesses with c reative 
industries practitioners was raised in the focus gr oups, as was the 
need for support for individuals and freelancers se eking 
connections, networks and support. Several particip ants mentioned a 
possible role for AlburyCity in helping to encourag e networking in 
the creative sector. One of the most telling commen ts from a focus 
group participant underlines the importance of netw orking in this 
sector: “You thrive on sharing ideas and conversati ons with other 
creatives.” 
 

OPTIMISM/POTENTIAL FOR GROWTH 

People moving or returning to Albury from metropoli tan areas hold 
great creative potential for the city.  Albury will  need to continue 
to improve the perception of the city as a place fo r creative 
opportunity and cultural tourism.  This calls for s upport from 
AlburyCity through increased brand development and promotion of the 
region’s cultural assets and creative community.  
 
Survey participants saw opportunities for growth in  their 
businesses, and the creative sector as a whole in A lbury. The city 
is growing, diverse, liveable and geographically we ll connected. 
There is a general sense that the sector in Albury is gaining 
momentum and on the cusp of big growth. National re cognition of Hot 
House Theatre and the Flying Fruit Fly Circus has p ut the spotlight 
on creativity in the region and enabled it to flour ish. As one focus 
group participant said, “Perceptions are changing –  just because 
it’s a regional location doesn’t mean there can’t b e national 
recognition.” 
 
Big changes were noted, especially in the Albury CB D in the last 10-
20 years; it’s seen as more cosmopolitan, with grow th in café 
culture and the foodie scene. Albury has outgrown t he agricultural 
focus that still exists in other regional cities an d there’s a 
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greater demand for cultural experiences – more like  Melbourne. 
Participants feel much of this change is related to  the diversity of 
new people in Albury, and better connections with t he rest of the 
world, as well as Council-led developments like MAM A. Several 
participants mentioned that a more strategic approa ch by AlburyCity, 
led by a strong vision for the sector, is needed to  really 
capitalize on this growth potential. 
 

WORKSPACES/REAL ESTATE/HUBS 

The importance of spaces for working, rehearsal, di splay, 
collaboration, retail sales and performance, to the  sector, was a 
recurrent theme. Several participants cited their r ecent move to new 
more appropriate spaces as hugely beneficial; some mentioned the 
shortage of affordable spaces in appropriate precin cts. Participants 
suggested AlburyCity could assist artists/creatives  with access to 
physical space for development, networking and comm ercial purposes, 
and could take a lead in actively providing these s paces by 
developing a co-located artists ‘hub’ for creative industries. Other 
suggestions included subsidised rent on existing co mmercial spaces, 
and creative use of disused spaces, such as pop-ups  in empty retail 
spaces. 
 
In summary, there is a strongly stated need (across  interviewees and 
focus groups) for more affordable creative spaces. The planning, 
development and maintenance of affordable creative spaces, 
facilities and infrastructure will improve and enab le collaborations 
between artistic networks and the wider community, building 
partnerships across all sectors.  Suggested spaces include: 

> A new music venue  

> An indigenous and non-indigenous art space / Keepin g Place 

> More affordable creative studio spaces for interdis ciplinary 
collaborations 

> Subsidised commercial spaces to support a creative hub with 
collaborative office arrangements and temporary ret ails spaces 
for small businesses 
 

The redevelopment of the CBD and upgrades to QEII S quare, the 
Railway Station Precinct and Dean and Kiewa Streets  provide an 
opportunity to develop additional creative spaces. AlburyCity may 
also facilitate the repurposing of unused or tempor ary spaces by 
liaising with industry and commercial property owne rs.  
 

PROFESSIONAL DEVELOPMENT: MARKETING AND BUSINESS DEVELOPMENT 

Another strong theme with strategic implications wa s the need for 
professional development and training in areas that  will support the 
growth of participants’ businesses and creative pra ctices. 
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Challenges with financial and business management w ere cited, and 
several stated that assistance with marketing also would be 
important for their future success. Assistance with  growth 
strategies for businesses that have grown organical ly will also be 
important with many citing a lack of expertise in t his area, or the 
time to build a forward-thinking plan. Strategic pl anning, marketing 
and promotion, financial management and knowledge o f general 
business operations can present a challenge to crea tive business 
start-ups. Therefore, linking non-creative business es with creative 
practitioners through encouraging partnerships and awareness of 
existing programmes, as well as assisting the devel opment of 
connections across creative networks can provide es sential skill 
training.  
 
Suggestions included exchanging services with someo ne with financial 
expertise, sharing administrative costs with other artists, 
introducing local business management and marketing  workshops 
tailored for arts and creative businesses (possibly  with assistance 
from the Business Chambers, Murray Arts and the Hum e Murray Business 
Enterprise Centre), and connecting with mentors or inspiring leaders 
in creative fields.  
 
Focus group participants noted the growing demand f or a broader 
range of creative skills and a focus on art at tert iary level to 
continue to grow creative communities amongst young er generations.  
Older generations who are working also require flex ible short 
courses to diversify existing skills and experience . As one 
participant commented, “There’s a gap in micro busi ness or 
entrepreneurial training, to make the step from bei ng a creative to 
being a small business owner. It isn’t covered in T AFE courses, or 
in schools.”  
 

CULTURAL AND COMMUNITY DEVELOPMENT 

Several participants highlighted the importance of cultural and 
community development to the growth and visibility of the creative 
sector in the region.  

> Two organisations mentioned work they are doing or would like to 
do, to create social benefit and involve the wider community in 
their work 

> Collaboration with a Men’s Shed was suggested to as sist with set 
construction  

> One organisation facilitates dance classes for peop le with 
disabilities and is enabling this through establish ing a 
separate structure   

> The importance of getting young people engaged in t he arts via 
schools, and using existing institutions to reach o ut to the 
community  
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Participants stressed the role arts and culture can  play in creating 
shared experiences for the community, and the impor tance of taking 
it into the wider social and physical environment t o increase 
visibility. 
 

TOURISM/CITY BRANDING/FESTIVALS/EVENT DEVELOPMENT 

A cluster of issues relating to tourism, branding t he City, and 
event or festival development arose throughout the interviews and 
focus groups. Many participants mentioned the possi bility of a large 
festival in Albury – suggestions included a multi-g enre arts 
festival (or expansion of the existing Write Around  the Murray 
Festival), and a circus festival (building on the B orderville 
festival organised by the Flying Fruit Fly Circus).  
 
Participants spoke about the opportunity for an art s and cultural 
festival to support development of the tourism indu stry, as well as 
help to build Albury’s cultural identity and better  promote local 
creative practitioners.  As one participant said, “ Albury needs to 
build a strong brand to increase the perception of the city as a 
place of opportunity for the creative industries.” 
 
Strengths of the region for tourism cited included its natural 
assets - “Albury is a good centre of adventure with  mountain biking, 
snow sports and wakeboarding”. Other tourism streng ths included the 
food offering, wineries, and local history. Arts an d culture are not 
yet perceived as tourism strengths. In order to ach ieve this 
perception, Albury would need to decide on its crea tive identity, 
and promote awareness of and engagement with this, according to 
focus group participants  - “Albury needs an iconic  cultural 
festival – it doesn’t have one, and needs something  like this to put 
Albury on the map”, “There’s no big festival here –  people often 
travel out of Albury for these events.” 
 
Feedback included the importance of links between t ourism and 
transport, with accessibility a key to driving crea tive tourism. 
Travel to Albury from Melbourne and Sydney is not n ecessarily easy 
with one participant noting “Getting here by air is  hideously 
expensive and rail is so unreliable.” The benefits of car travel to 
and within the region could perhaps be reinforced b y joint promotion 
of arts and cultural festivals/events with other lo cal offerings 
(mountains, snow, wine, food, history). 
 

ABORIGINAL CREATIVE INDUSTRY DEVELOPMENT 

Greater representation of Aboriginal culture beyond  the tourism 
offering was also called for in the focus groups. A lbury Wodonga has 
a strong Indigenous community and greater support i s necessary for 
showcasing and involving locals and tourists alike in Aboriginal 



32 
 

Prepar ed by Positive Solutions
July 2017 

AlburyCity Council 
Albury Creative Economy Strategy 
2017 - 2021 

arts and culture. To supplement current assets, the  development of a 
dedicated Keeping Place, exhibition space and learn ing centre would 
improve education, networking and employment opport unities for 
Albury’s local Indigenous community.  In addition, a greater 
emphasis on marketing and promotional strategies an d more places to 
purchase and supply Indigenous artworks would be be neficial and 
could leverage existing Indigenous experiences and cultural assets 
such as the Wonga Wetlands, Burraja, Talkback Wirad juri and Black 
Border Theatre.  
 

ACCESS TO FUNDING AND INVESTMENT 

In several interviews and focus groups, participant s mentioned they 
thought grant opportunities would be important for their ability to 
support growth. Sustainability would be improved th rough longer-term 
grant periods, by increasing the volume and availab ility of grants, 
and through improving artists and arts organisation s’ knowledge of 
how to secure grants, and the availability of other  forms of 
financial support. 
 
Stakeholder participants suggested an opportunity t o improve funding 
initiatives through the development of an incubator  grant program 
and access to seed funding, as well as local govern ment co-funding 
for creative industries projects. Several participa nts called for 
more alternative forms of finance including commerc ial investment, 
funding and loans to create self-sustaining practic e. 
 

3.2  SURVEY ANALYSIS 
The online survey attracted 190 responses and was d esigned to map 
activities, income sources and business trends, and  to solicit views 
on success factors and appropriate support for the future. Results 
from the survey, reinforcing the strategic themes a rising from the 
interviews and focus groups, are highlighted below.  
 

PARTICIPATION IN THE CREATIVE SECTOR BY ARTFORM OR FIELD OF BUSINESS, 
AND ROLE  

145 people identified their artform or field of bus iness to help us 
map the sector. Performing arts was the most common ly occurring 
artform, with 35 respondents, closely followed by t he visual arts 
with 32 respondents. Less than five respondents par ticipated in 
film, TV and radio, digital media and software deve lopment, and only 
one respondent worked in architecture. Of the 21 re spondents who 
selected ‘other’, eight respondents participated in  more than one 
industry and four work in event management. Of thes e, 75% worked as 
creative specialists, 13% as embedded creatives (pr oviding creative 
activities in a non-creative industry) and 12% as s upport workers 
(providing non-creative activities in a creative in dustry). 
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ADVANTAGES OF PARTICIPATING IN A CREATIVE BUSINESS IN ALBURY WODONGA 

Supportive networks and community involvement  are considered to be 
the most significant advantage of participating in a creative 
business in the region (67% of respondents), and 35 % felt that 
lifestyle and the natural environment  were advantages.  Only 7% of 
respondents identified Albury’s growth, established  businesses, 
sponsorship and Council support as advantages of op erating in the 
area. This finding is consistent with feedback from  the interviews 
and focus groups, of the importance of networks to facilitate 
success, and underlines the necessity to include fo stering of 
connections in strategies designed to strengthen th e creative 
sector. 
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SIGNIFICANCE OF THE CREATIVE SECTOR TO THE LOCAL EC ONOMY 

Perhaps understandably, respondents were reluctant to share 
financial information in the survey; only 55 respon dents provided 
information on their annual revenue.  Of those, nin e respondents 
have businesses that earn between $10,000 and $49,9 99 per year, nine 
earn between $50,000 and $99,999 per year, and nine  people work for 
businesses that earn over $500,000 per year.  Six p eople approximate 
that their business earns less than $10,000 per yea r. A conservative 
estimate based on these figures, however, would val ue the combined 
revenue of these 55 respondents at $7.875 million p er year. 

 

ANNUAL REVENUE 

 
Consistent with the upbeat theme observed through t he interviews and 
focus groups, growth projections for local creative  businesses 
participating in the survey are optimistic. One res pondent is 
predicting revenue growth of over $500,000 p.a.; ar ound 10% are 
expecting between $100,000 and $499,999 growth, and  around 9% 
between $50,000 and $99,999. 
 

FORECAST GROWTH IN ANNUAL REVENUE 

 
Given that 54% of respondents also estimated more t han 50% of their 
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business expenditure is spent locally (including st aff employment 
costs), it is likely the majority of this revenue w ill be returned 
to the local economy.  
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FACILITIES, CONDITIONS AND SERVICES REQUIRED FOR GR OWTH 

 

WORKSPACES/REAL ESTATE/HUBS 

According to survey responses, additional physical spaces will be 
important for many creative businesses in achieving  their forecast 
growth, as also discussed in many of the interviews  and focus 
groups. 49 respondents reported currently using an office, hot desk 
or meeting space, with 20 requiring these facilitie s for their 
creative activities within the next five years. 39 currently use a 
studio or maker’s space; 18 will require a studio s pace within five 
years. 
 
Only seven respondents currently use a retail space  or pop-up shop, 
with 15 forecasting the requirement for a retail sp ace within the 
next five years. 13 use manufacturing or fabricatio n warehouses, 
with ten requiring these facilities within the next  five years. 
 

USE OF FACILITIES AND SPACES 

 
 

NETWORKING/PARTNERSHIPS/COLLABORATION AND PROFESSIONAL DEVELOPMENT:  
MARKETING AND BUSINESS DEVELOPMENT  

Survey respondents identified that the most importa nt opportunities 
and services required for their practices and busin esses to thrive 
are networking opportunities , training relating to creative 
practice , and assistance with marketing and planning .  These results 
are consistent with feedback in the interviews and focus groups 
about the difficulties of managing and developing a  creative 
business without relevant business training or know ledge. 
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MOST IMPORTANT OPPORTUNITIES REQUIRED TO THRIVE 

 
 

MAIN OPPORTUNITIES GROUPED BY STRATEGIC THEMES 

When asked what they saw as the main opportunities for their 
creative business, practice or organisation over th e next 5 – 10 
years, respondents gave a variety of answers (this was an open-ended 
question), which have been categorized, where possi ble, to 
illustrate how they relate to the main themes emerg ing across all of 
the primary research methods. 
 

� �� �� �� �� �� 7�

�

�&&���&��	���������&	�����&�	��
�&

����	��������������
�� ���������&���
����	�����&

�

�&&����
����� 2�&����	�

=���	&����� ������ ������	��

�&&�&��
������.�&���&&�������� 

�	�(�	� ������������	�����&

�&&�&��
��������	(��� �������� 

#	����� �	��������2��	��	���	���	�
	�����
�	�
�
�

>���	(�� �����	�����&



40 
 

Prepar ed by Positive Solutions
July 2017 

AlburyCity Council 
Albury Creative Economy Strategy 
2017 - 2021 

 
  

� � � 7 8 �� �� �� �7

'�	(��� 

-	�������������

�������2�9�
���	�������������

#��	�&����������&

:	���

'�	����&�
�9���	��	���
������	�����&

>���	(�� �9���	��	&���&

#��
��� �9���
������ �
��&&�&�9���	(&���&

!��;�.���2������	(�� �
�������&

/��	



41 
 

Prepar ed by Positive Solutions
July 2017 

AlburyCity Council 
Albury Creative Economy Strategy 
2017 - 2021 

Opportunities identified under marketing include e- commerce and 
digital marketplaces, increasing recognition, and d eveloping 
audiences/markets. Professional development opportu nities include 
project management, assisting businesses to explore  creative ways of 
operating, increasing personal application of creat ive practice, 
being supported to create high quality work, and ke eping abreast of 
trends through further training. Those respondents seeking more 
opportunities for music performance would no doubt also welcome 
opportunities provided by a new music venue as sugg ested in the 
focus groups. 
 

SYNERGY OF STRATEGIC THEMES 

Many of the strategic themes emerging from the prim ary research have 
great potential to work in support of each other, a chieving a 
powerful synergy in implementation. Working togethe r they would 
build a deeper, richer creative economy and ecology  and could be 
physically located in hubs or precincts activating under-utilized 
spaces. Furthermore, opportunity exists to build em ployment in more 
sustainable businesses and creative practices throu gh growing 
revenue streams, providing enhanced creative touris m offerings and 
redefining the local identity through the establish ment of a new 
annual festival, which would ultimately increase na tional awareness 
and recognition. 
 

STIMULATING THE CREATIVE ECONOMY THROUGH THESE STRATEGIC LINKS 
ADDRESSES 

> Where it happens (workspaces/real estate/hubs) 

> How it happens (networking/partnerships/collaborati on) 

> How it grows (optimism/potential for growth; access  to 
funding/investment/financing; professional developm ent, 
marketing and business development) 

> Its links to the local community (cultural and comm unity 
development) and 

> How it contributes to the local brand (tourism/City  
branding/festivals/event development) and economy 
(optimism/potential for growth including use of rea l estate, and 
employment) 

 

3.3  WORKSHOP 
Following the initial research and community consul tation, a 
workshop was organised to inform a preferred future  for the Albury 
creative economy.  The workshop explored pre-condit ions for a 
creative economy and ways in which AlburyCity could  assist in 
stimulating a creative economy. While AlburyCity ma y not be in a 
position to significantly increase its financial su pport for the 
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sector, alternative funding (or financing) options may be available 
and explored to stimulate creative economy growth, as outlined in 
section 3.3 above. 
 
Participants included 20 representatives from key o rganisations, 
local businesses, industry, Indigenous and cultural  groups, and 
AlburyCity.   
 
The workshop included a high-level summary and disc ussion arising 
from a paper distributed in advance to workshop par ticipants, a 
scenario planning exercise, and an active brainstor ming session 
exploring ways in which the success of a creative e conomy strategy 
should be measured. The workshop discussion include d: 
 

> Priorities for Investment: Specific initiatives and the role of 
AlburyCity and other agencies 

> Opportunities for leveraging: Collaboration and alliances, 
existing facilities and assets, linkages with Wodon ga 

> Success factors for a creative economy: Infrastructure, 
affordable spaces, networks, capacity building, hig h speed 
broadband, and a café and food culture. 
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PRIORITIES FOR INVESTMENT 
The workshop highlighted the following seven themes , as areas of 
priority to assist in stimulating Albury’s creative  economy: 

> Networking, collaboration and partnership opportuni ties 

> Marketing, promotion and audience development 

> Education, training and skills development 

> Council and other funding strategies, commitment an d resources 

> Infrastructure and venue availability 

> Product offer and cultural programming 

> Leveraging Food and Beverage within the region 

 

1.  IMPROVED COMMUNICATION AND NETWORKING 
Improved communication across borders will assist A lburyCity 
determine how Albury and Wodonga can work together.  Communicating 
events early/at inception to facilitate wide partic ipation of 
creative operators. Participants also noted the nee d for increased 
communication within the artistic network and betwe en the artistic 
network and the community.  
 

2.  INCREASED MARKETING AND PROMOTION  
Improved marketing and promotion of the cultural an d creative sector 
was the main area flagged by workshop participants for involvement 
by AlburyCity. Participants noted the importance of  marketing to 
increase tourism, promote cultural education, and d evelop broader 
community engagement.  Key suggestions included:  

> Improved signage for cultural precincts and creativ e assets  

> Development of a strong digital platform using soci al media  

> Cultural trail app that could be used regionally ac ross Albury 
and Wodonga 

> Interactive ‘cultural walk’ experience  

> Promotion of an #AlburyWodongaCreative brand 

> Cross promotion of activities in proactive programm ing 

 

It was also suggested that AlburyCity develop a cle ar understanding 
of the region’s creative product offer and potentia l gaps to ensure 
that marketing and promotion is targeted and cost-e ffective.  

 

3.  DEVELOP AN ARTS INCUBATOR MODEL 
There was strong support for the development of an arts incubator 
program. Arts incubation programs support the growt h and development 
of artists and artistic organisations by providing the skills and 
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tools necessary to get creative product to market a nd/or achieve 
long-term creative goals.  
 
An arts incubator model provides incentives for bot h emerging and 
established artists through: 

> Mentoring and skill development opportunities 

> Use of space/facilities/equipment 

> Knowledge sharing and networking 

> Facilitation for creative individuals/ groups to ac cess 
government or other funding programs or scholarship s 

 

4.  APPROPRIATE INFRASTRUCTURE AND IMPROVED ACCESS/USAGE FOR EXISTING 
FACILIT IES 

Precinct development was considered an important pr iority for 
implementation by AlburyCity, particularly around t he QEII Square 
Cultural Precinct. Participants also noted the need  for more live 
music venues and subsidised spaces to attract artis ts to the region.  
To improve access and usage of existing facilities requires greater 
stakeholder consultation and participants suggested  the development 
of a creative hub to assist and coordinate knowledg e sharing and 
networking opportunities. 
 

5.  IMPROVING THE REGION’S FOOD AND BEVERAGE STRATEGY 
The Albury Food and Beverage offering has an import ant link to the 
creative economy. Feedback from the workshop outlin ed that Albury 
has a growing food culture and there are several wa ys in which 
AlburyCity could develop a supportive environment f or food and 
beverage businesses in the region. These include: 

> Creating a catalyst/regular event or festival or fo rce ‘coming 
together’ 

> Creating focal points in the community and street a ctivation 

> Working with the Albury Northside Chamber of Commer ce to provide 
business opportunities for potential investors 

> Coordinate with local food and beverage businesses to promote 
events through product and menu offer 

> Create a database and networking platform to identi fy areas for 
cross-promotion and collaboration 

 

OPPORTUNITIES FOR LEVERAGING 
Additional resources beyond those offered by Albury City were 
identified as: 

> Local partners, for example in the tertiary sector 
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> The City of Wodonga 

> NSW Government through co-funding initiatives of mu tual interest 

> Victorian Government through co-funding initiatives  of mutual 
interest 

> New financing mechanisms for the arts 

> Corporate or philanthropic investors in seed fundin g or other 
initiatives  

> Festival funding 

 

SUCCESS FACTORS 
Workshop participants were asked to consider the wa ys in which the 
success of a creative economy strategy should be me asured.  
Suggestions included: 

1.  Economic Growth : This could include increased revenue for the 
creative industries, number of businesses, employme nt, or 
average wage in the sector 

2.  Number and range of events : including increased diversity and 
cultural representation 

3.  Increased Community Awareness : Interactions on social media, 
more media coverage of events and perception of eve nts 

4.  Participation : Attendance/participation at events, enrolments 
in creative industries courses 

5.  Increased Networking and Collaboration : within artistic 
networks, between creatives and industry 

6.  Elevated National Profile  for the region 

7.  Community Wellbeing and Social Inclusion : measured through 
both qualitative and quantitative methods. 

 

SCENARIO PLANNING 
Following initial discussions, workshop participant s were invited to 
participate in a scenario planning exercise that co nsidered four 
possible futures for Albury’s creative economy.   T his considered 
the impact of two external variables on the future creative economy 
– static or increased financing available, and isol ated or more 
collaborative working between individuals and organ isations.  While 
the preferred future would be supported by increase d funding and 
greater collaborative working, the exercise highlig hted what might 
occur in other circumstances.  Diagram 1 shows a vi sual 
representation of the outcomes of scenario planning  in the workshop. 
A more detailed diagram and findings is provided in  Appendix 2. 
 
As can be seen in this diagram, increased resources  combined with 
collaborative working presents the ideal situation for the creative 
economy.  
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Echoing messages from the other consultation proces ses, seven themes 
were identified as areas to stimulate growth within  Albury’s 
creative economy: 

> Networking, collaboration and partnership opportuni ties 

> Marketing, promotion and audience development 

> Education, training and skills development 

> Council funding strategies, commitment and resource s 

> Infrastructure and venue availability 

> Product offer and cultural programming 

> Leveraging Food and Beverage within the region 
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4.  CONCLUSIONS  
Within the creative sector in Albury there is a sen se of optimism 
for the future, and a sense that further growth can  be achieved 
through collaborative working between sector partic ipants and 
through maintained momentum on the part of AlburyCi ty.   
 
Both at national and state level there is recogniti on that the 
creative industries have outperformed other areas o f the economy, 
with standout growth in the areas in software/IT, p hotography and 
design.  The design sector in Albury has particular  strengths in the 
specialisations of graphic arts, consulting service s, product 
design, and fashion design.  Albury is well placed to exploit the 
current impetus of the creative industries given it s early 
participation in the NBN, its location and lifestyl e offer, compared 
with capital cities.  While major cities will conti nue to enjoy the 
benefits of critical mass, proximity and clustering , advances in 
technology are enabling growth in remote working di minishing the 
dependency on capital city proximity in favour of r egional 
locations. 
 

PROFILE OF ALBURY 

> Albury Wodonga has strong population growth, achiev ing a 1.7% 
increase in the last 12 months  

> The region acts as a gateway to Victoria’s High Cou ntry and the 
Murray region. Wodonga is the fastest growing city in North East 
Victoria and one of the fastest growing in regional  Victoria. 
Albury is the major manufacturing, retail, commerci al, 
administrative, and cultural centre for the region 

> There is a strong Indigenous and multicultural comm unity which 
gives the city a cosmopolitan feel. Residents have also noted a 
growth in café culture and the foodie scene. 

> The community views tourism, education and entertai nment as the 
top three areas for future opportunity in terms of stimulation 
of the creative economy in Albury. 

> Albury Wodonga is well placed to lead digital econo my 
transformation with early access to the NBN. 

 

GROWTH IN CREATIVE INDUSTRIES 

> Industry-wide there has been a global shift towards  remote 
workers and jobs that can be performed partially or  completely 
independent of location. This has led to the emerge nce of 
creative hubs such as co-working spaces. 

> Nationally, specialist design such as graphic arts,  consulting 
services, product design, and fashion design, saw g rowth of 
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3.8%. 

> In Albury Wodonga there is growth within the creati ve business 
sector. The 2016 Albury Wodonga Business Survey sho ws a steady 
increase in local businesses involved in arts and r ecreation 
activities between 2014-2016. This growth is also e xtended to 
the economic output of the creative sector (includi ng the food 
and beverage sector) which achieved 8.6% growth in the 16 months 
to December 2016.  

> Only seven respondents of the creative economy onli ne survey 
currently use a retail space or pop-up shop, with 1 5 forecasting 
the requirement for retail space within the next fi ve years. 13 
use manufacturing or fabrication warehouses, with t en requiring 
these facilities within the next five years. 

> Given that 54% of survey respondents estimated more  than 50% of 
their business expenditure is spent locally (includ ing staff 
employment costs), it is likely the majority of thi s revenue 
will be returned to the local economy.  

> Albury has seen a digital publishing boom, with an annual growth 
of 14% - seven times the national average. 

> AlburyCity has a dedicated Urban and Public Art Pro gram to 
support art in the local community. The strength of  the public 
art program and numerous artist-run galleries and g roups has led 
to a strong contingent of artists in the region, pa rticularly 
within the fields of photography, painting, and scu lpture. 

 

TRAINING AND SERVICES 

> The NSW Government will look to foster the growth a nd 
sustainability of creative businesses through partn erships and 
improving their competitiveness by embracing emergi ng 
technologies. Suitable venues and high-speed broadb and are two 
examples of areas of focus.  Fostering local talent  through 
initiatives that encourage engagement and creative careers is 
another priority. 

> The Victorian Government intends to strengthen its creative 
industries ecosystem and deliver wider economic and  social 
impacts by offering business acceleration services and other 
support for entrepreneurs. 

> Professional development opportunities include proj ect 
management, assisting businesses to explore creativ e ways of 
operating, increasing personal application of creat ive practice, 
being supported to create high quality work, and ke eping abreast 
of trends through further training.  

> Consultees also explained that strategic planning, marketing and 
promotion, financial management and knowledge of ge neral 
business operations can present a challenge to crea tive business 
start-ups. Therefore, linking non-creative business es with 
creative practitioners through encouraging partners hips and the 
availability of existing programmes, as well as ass isting the 
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development of connections across creative networks , can provide 
essential skill training.  

 

MARKETING AND PROMOTION 

> An elevated national profile for the region is impo rtant. As one 
focus group participant said, “Perceptions are chan ging – just 
because it’s a regional location doesn’t mean there  can’t be 
national recognition.” 

> Albury will need to continue to improve the percept ion of the 
city as a place for creative opportunity and cultur al tourism.  
This calls for support from AlburyCity through bran d development 
and promotion of the region’s cultural assets and c reative 
community through visitAlburyWodonga.  

> Supporting the further growth of the food and bever age sector – 
cafes, micro-breweries and other elements – would a ssist in 
building the attractiveness of the CBD, including f or creatives. 

> Opportunities identified under marketing include e- commerce and 
digital marketplaces, increasing recognition, and d eveloping 
audiences/markets. 

> Increased marketing and promotion suggestions inclu de: 

·  Improved signage for cultural precincts and creativ e assets  

·  Development of a strong digital platform using soci al media  

·  Promotion of an #AlburyWodongaCreative brand 

·  Development of dedicated apps and/or interactive on line maps 

> Connect, promote and support local creative busines ses and 
products through an online directory and store, sho wcasing local 
practitioners. 

 

PROGRAMMING AND EVENTS 

> Many participants mentioned the possibility of a la rge festival 
in Albury – suggestions included a multi-genre arts  festival; 
and a circus festival (building on the Borderville festival 
coordinated by the Flying Fruit Fly Circus). 

> Investigate a travelling roadshow of pop-up events in different 
locations for creative practitioners to sell produc ts and teach 
workshops. 

> Improve visitor experiences and attractiveness thro ugh public 
art initiatives and night-time initiatives includin g major 
events and festivals, twilight and evening markets,  as well as 
lighting and projections for key buildings, many of  which 
already take place in Albury. 

 

PARTNERSHIPS, NETWORKS AND INFRASTRUCTURE 
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> Priorities expressed by consultees include fosterin g the growth 
and sustainability of creative businesses through p artnerships 
and improving creative business competitiveness by embracing 
emerging technologies. 

> Improved communication and networking opportunities  were of 
importance to the majority of participants consulte d.  

> Several believed partnerships and sponsorships woul d be a 
beneficial way to enhance the creative economy, par ticularly 
with large organisations, for example the Flying Fr uit Fly 
Circus’ partnership with Sydney Opera House. 

> One comment from a focus group participant underlin ed the 
importance of networking: “You thrive on sharing id eas and 
conversations with other creatives.” 

> Emerging artists and groups in the development of c reative 
projects could be supported with provision of affor dable 
facilities, possibly through a subsidy scheme.  

 

CBD AND PRECINCT DEVELOPMENT 

> A more vibrant CBD and entertainment precinct with increased 
retail services and a lively restaurant and café cu lture will 
open up new optimism for investment in the creative  industries. 

> Precinct development is considered a priority for A lburyCity, 
particularly around the QEII Square Cultural Precin ct. 
Participants also noted the need for more live musi c venues and 
subsidised spaces to attract artists to the region.  

 

NEW FUNDING MODELS AND ADVOCACY 

> Leveraging AlburyCity’s investment in the creative sector will 
be optimized through harnessing third party resourc es, including 
exploring some of the recent trends in financing th e creative 
sector. 

> Sustainability would be improved by longer-term gra nt periods, 
by increasing the volume and availability of grants , 
scholarships or awards opportunities, and through i mproving 
artists and creative organisations’ knowledge of ho w to secure 
grants, and the availability of other forms of fina ncial 
support. 

> Stakeholders suggested an opportunity to improve fu nding 
initiatives through the development of an incubator  grant 
program and access to seed funding. 

> Greater support for showcasing local Aboriginal art s and culture 
was identified through the development of a Keeping  Place. In 
addition to this a greater emphasis on marketing an d promotional 
strategies and more places to purchase and supply I ndigenous 
artworks will be beneficial to individual business development. 
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CREATIVE ECONOMY STRATEGY 
5. VISION & OBJECTIVES 
The overarching Goal for the Albury Creative Econom y Strategy is: 
 
 
To secure economic growth (sector Output) of 5% per  annum for 
the creative economy locally during the period of t he 
Strategy. 
 
 
This growth target is founded on Remplan data which  indicates that 
the creative sector locally grew by 8.6% between Au gust 2015 and 
December 2016, with the rate of growth accelerating  during the last 
half of this period.  An annualized target of 5% gr owth is 
reasonable, assuming a significant proportion of th e actions 
proposed are implemented.   
 
The value of the creative sector locally was put at  $481.5m at 
December 2016.  Adopting the proposed target of 5% would secure the 
following annual results: 
 

 $m 

Year 1 $505.62  

Year 2 $530.90  

Year 3 $557.45  

Year 4 $585.32  

Year 5 $614.58  

5% Delta 

Year 1 $24.08 

Year 2 $25.28 

Year 3 $26.55 

Year 4 $27.87 

Year 5 $29.27 

Total Uplift KPI $133.04  
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6.  RECOMMENDATIONS 
SUPPORT AND ENCOURAGE FURTHER GROWTH OF THE EXISTING 
CREATIVE ECONOMY 
 

In consideration of the research and consultation f indings in 
development of the Albury Creative Economy Strategy , the following 
recommendations are made as a means to achieving th e overarching 
goal identified in section 5 above. It is important  to note that 
while this list is not exhaustive, it does outline the actions that 
will provide the greatest positive impact to the gr owth of Albury’s 
creative economy. 
 
The recommendations are a combination of activities  already funded 
and undertaken by AlburyCity, as well as those whic h may be 
considered for implementation in the event addition al funding is 
forthcoming, such as through state, federal or indu stry grant 
programs. 
 
The Table of Actions below articulates not only Cou ncil’s role in 
the instigation, implementation and funding of reco mmended actions, 
but also where other key stakeholders within the lo cal community 
could take the lead in this regard. 
 
1.  NETWORKING AND COLLABORATION 
1.1.  Establish a Creative Industries Working Party compr ising both 

AlburyCity staff and representation from key creati ve economy 
stakeholders to drive implementation of the actions  outlined in 
the Creative Economy Strategy and ensure interdisci plinary 
collaboration. 

 
1.2.  Develop more structured opportunities for individua l creative 

business owners and artists, and staff members of c reative 
organisations, to network with each other, and the wider 
community – which could be linked to 1.3 and 2.1 be low.   
 

1.3.  Explore partnerships working with secondary and ter tiary sector 
organisations and the City of Wodonga in relation t o specific 
initiatives and creative sub-sectors.  This may inc lude 
Memorandums of Understanding or protocols to formal ise mutual 
commitments.   
 

2.  PROFESSIONAL DEVELOPMENT 
2.1.  Increase access locally to appropriately tailored p rofessional 

development programs, particularly in marketing and  business 
planning/development.  
 

2.2.  Forge closer links between the creative economy and  local 
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education organisations (universities, TAFE, school s) to 
encourage them to offer more creative/cultural cour ses, 
attracting more students to the area. 
 

3.  CREATIVE HUBS AND PHYSICAL SPACES  
3.1.  Create and/or support the establishment of co-worki ng spaces 

with a social enterprise model to provide tools, re sources and 
shared workspaces. Ensure good quality food and bev erage 
offerings are part of, or close to, these spaces.  
 

3.2.  Encourage usage of disused spaces as pop-up studios  and retail 
outlets for creative products and services. 
 

3.3.  Develop an arts incubator model linked to seed fund ing, 
providing subsidised access to workspaces and profe ssional 
development. There may be linkages to the co-workin g space 
described above.   
 

4.  ACCESS TO FUNDING AND INVESTMENT 
4.1.  Enhance funding initiatives through the further dev elopment of 

the AlburyCity grant program and provide access to seed 
funding, as well as co-funding for creative industr ies 
projects.  
 

4.2.  Ensure improved local access to and knowledge of al ternative 
forms of finance including commercial investment, f unding and 
loans to create self-sustaining practice. 
 

5.  MULTI-ARTS FESTIVAL 
5.1.  Partner with local creative/cultural organisations to consider 

expansion of the Write Around the Murray Festival i nto a high 
profile multi-arts event with the aim of showcasing  local 
creativity and attracting attention to the region. Employ an 
Artistic Director to develop programming on local s trengths 
(MAMA, HotHouse, Flying Fruit Fly Circus etc).  
 

5.2.  Co-market with regional tourism organisations; mark et 
throughout Victoria and NSW, aiming to build a nati onal 
profile. Coordinate with updated messaging in the e stablished 
VisitAlburyWodonga brand (see 7.1 below). 

 
6.  ENRICHING AND PROMOTING THE CITY BRAND 
6.1.  Actively promote the area as a creative hub which w elcomes and 

supports new creative businesses. 
 

7.  TOURISM 
7.1.  The development of richer tourism offerings that co mbine 

cultural and creative experiences with food and win e 



56 
 

Prepar ed by Positive Solutions
July 2017 

AlburyCity Council 
Albury Creative Economy Strategy 
2017 - 2021 

experiences, walking, riding and eco-tourism experi ences will 
create a broader range of experiences and help to g row 
visitation. 

 
8.  CBD AND CITY PRECINCT ACTIVATION 
8.1.  Involving creative businesses and artists in market s, pop-ups, 

and evening and night-time events will help enliven  CBD 
precincts requiring further activation.   
 

8.2.  Maintain commitment to further development of QEII Square, 
including –programming/ activation and further comm ercial 
activity.  
 

9.  COUNCIL-OWNED CREATIVE ASSETS 
9.1.  Including AlburyCity arts and cultural organisation s and 

programs (e.g. MAMA, LibraryMuseum, Albury Entertai nment 
Centre) in the creative economy growth strategy wil l encourage 
stronger relationships between these organisations,  the 
creative sector and the wider community.  
 

9.2.  Proactive programming and partnerships with local c reative 
businesses and individuals should be a priority for  these 
AlburyCity creative businesses, along with clear au dience 
development and community engagement plans, to ensu re they also 
benefit from the growth in the creative economy. 
 

10.  ABORIGINAL CREATIVE SECTOR DEVELOPMENT 
10.1.  Aboriginal culture is an integral component in the identity of 

the region. Greater representation of existing expe riences and 
cultural assets such as Yindyamurra Sculpture Walk,  Burraja and 
Black Border Theatre in city-wide marketing, will a ssist 
Aboriginal creative businesses as well as the city brand.  

 
10.2.  Advice on marketing and promotional strategies, and  support in 

developing other business skills, would enhance the  capacity 
and impact of Aboriginal creative businesses 

 
10.3.  Explore the options for establishment of an Aborigi nal Keeping 

Place   
 
10.4.  Investigate support for growth of Aboriginal cultur al 

enterprises in the City  
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7.  TABLE OF ACTIONS 
 
The following table indicates actions proposed to f ulfil the goal of 
supporting and encouraging further growth of the cr eative economy.   
 
Each action is accompanied by: 
 

1.  Proposed performance measures (KPIs) or targets 
2.  Key steps needed to initiate the action, and propos ed timings 
3.  The organisation responsible for initiating the act ion, the 

‘Instigator’ 
4.  Other stakeholders or ‘Implementers’ who are needed  for 

successful execution of the action 
5.  Indicative economic outcomes 

 
With regard to performance measures (KPIs) the data  gathering for 
many will be related to direct monitoring of output s from that 
action.  However, impacts or outcomes will also req uire qualitative 
data gathering.  Three sources of data are proposed : 
 

1.  Annual monitoring via Remplan of the number and spr ead of 
creative businesses in the region, and of the econo mic impact 
of those businesses to the local economy. 

2.  An annual or biennial survey of creative businesses  and other 
market participants (e.g. selected CBD businesses, tourism 
businesses) to document their participation in the actions, 
the benefits secured and potential future refinemen ts for the 
Creative Economy Strategy. 

3.  A small number of annual focus groups or forums wit h creative 
businesses to explore impacts and future refinement s in 
greater depth.
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 1 .  NETWORKING AND COLLABORATION 

1.1 Establish a 
Creative Industries 
Working Party 
comprising both 
AlburyCity staff and 
representation from 
key creative economy 
stakeholders to 
drive implementation 
of the actions 
outlined in the 
Creative Economy 
Strategy and ensure 
interdisciplinary 
collaboration. 

Nomination of 
Council staff 
member(s) 

Extend invitation 
to external 
stakeholders to 
participate 

Determine Creative 
Economy Strategy 
priorities for 
implementation 

Drive 
implementation of 
the relevant 
actions outlined in 
the Creative 
Economy Strategy 

2017 

 

2017 

 

2017 

 

2017 �  

AlburyCity AlburyCity 

City of Wodonga 

Murray Arts 

Other 
identified key 
creative 
industry 
leaders 

Quarterly Working 
Party meetings 

Establishment of 
Implementation 
Plan for the 
Creative Economy 
Strategy 

Achievement of 
timelines 
identified in the 
Implementation 
Plan 

Growth in 
economic 
outputs of 
creative 
sector as 
measured by 
Remplan 

1.2  Develop 
structured 
opportunities for 
individual creative 
business owners and 
artists, and staff 
members of creative 
organisations, to 
network with each 
other, and the wider 
community 

Develop schedule of 
networking events 
by sub-sector  

Marketing plan 

Establish tracking 
mechanisms to 
document outcome 

2017 �  

 

2017 �  

 

2017 �  

 

Creative 
Industries 
Working Party 

AlburyCity 

Established 
creative 
businesses 

Chamber of 
Commerce 

City of Wodonga 

Murray Arts 

Four networking 
events p.a. 

Number of 
collaborations 
resulting from 
networked events: 
actual v target 

5% annual sector 
growth 

Growth in 
economic 
outputs of 
creative 
sector as 
measured by 
Remplan 

1.2 Explore Clarify benefits 2018 �  AlburyCity AlburyCity Number of $ value of 
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partnerships working 
with secondary and 
tertiary sector 
organisations and 
with the City of 
Wodonga in relation 
to specific 
initiatives and 
creative sub-
sectors.  This may 
include Memorandums 
of Understanding or 
protocols to 
formalise mutual 
commitments.   

offered and sought 
from individual 
partners with 
regard to creative 
sector development 

Negotiate 
partnership 
development plans 
with priority 
partners – 
including outcome 
measures 

 

 

2018 �  

 

 

Secondary and 
tertiary sector 
institutions  

City of Wodonga 

partnership 
arrangements 
formed: actual v 
target 

Partners’ 
satisfaction with 
achievement of 
objectives not 
less than 80% 

Partnership 
renewals, 
feedback from 
partner 
organisations and 
industry 
beneficiaries of 
partnerships  

partnership 
activities 
generated to 
the creative 
sector 

 

 2 .   PROFESSIONAL DEVELOPMENT 

2.1   Increase access 
locally to 
appropriately 
tailored 
professional 
development 
programs, 
particularly in 
marketing and 
business 
planning/development  

Outline program, 
based on 2016 
sector survey 

Determine 
partnership 
interest 

Marketing plan 

 

2018 �  

 

2018 �  

2018 �  

 

Albury 
Northside 
Chamber of 
Commerce 

 

Albury 
Northside 
Chamber of 
Commerce 

Murray Hume BEC 

Murray Arts 

TAFE  

Independent 
training 
providers 

Five professional 
development 
programs/ 
workshops 
delivered 
annually 

Participation 
levels: actual v 
target 

80% positive 
participant 
feedback on 

Enhanced 
capacity of 
local creative 
businesses 

Number of 
continuing 
creative 
businesses as 
measured by 
Remplan 
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Creative 
businesses 

program value to 
their business 

2.2  Forge closer 
links between the 
creative economy and 
local education 
organisations 
(universities, TAFE, 
schools) to 
encourage them to 
offer more 
creative/cultural 
courses, attracting 
more students to the 
area  

Confirm key 
contacts 

Host 1 – 2 round-
tables to initiate 
connections  

Host progress 
review follow-up 

2018 �  

2018 �  

 

2019 

 

Secondary and 
tertiary 
sector 

Secondary and 
tertiary sector 

Creative 
businesses 

Number of new 
creative/cultural 
courses 

Participation 
rates 

Growth in 
economic 
outputs of 
creative 
sector as 
measured by 
Remplan 

 3 .  CREATIVE HUBS AND PHYSICAL SPACES 

3.1   Explore the 
creation and/ or 
support the 
establishment of co-
working spaces with 
a social enterprise 
model to provide 
tools, resources and 
shared workspaces. 
Ensure good quality 
food and beverage 
offerings are part 
of or close to these 
spaces.  

Benchmark co 
working models 

Determine potential 
initial locations/ 
ascertain 
stakeholder 
interest 

Support start-up 
costs 

2017 �  

2017 �  

 

2018 �  

 

 

 

Creative 
Industries 
Working Party 

Property owners 

Tertiary sector 

Creative 
entrepreneurs 

Capacity of 
appropriately 
resourced co-
working spaces: 
20 new spaces/ 
desks p.a. 

Utilisation 
levels not less 
than 75% 

Consolidated 
revenue of co-
working space 
occupants, 
increasing by 10% 
p.a. average 

Consolidated 
revenue 
generated by 
coworking 
occupants 
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3.2   Encourage usage 
of disused spaces as 
pop-up studios and 
retail outlets for 
creative products 
and services.  

Benchmark pop-up 
models in Australia 

Determine potential 
initial locations/ 
ascertain 
stakeholder 
interest 

Support start-up 
costs 

2018 �  

 

2018 �  

 

2019 �  

Creative 
Industries 
Working Party 

Property owners 

Creative 
entrepreneurs 

Chamber of 
Commerce 

Number of 
occupancy weeks 
of otherwise 
disused space not 
less than 50% of 
available weeks 

Number of 
participating 
creative 
businesses 

Increased tenancy 
levels (e.g. pop-
up renters 
becoming 
tenants): not 
less than 10% 
increase p.a. 
over four year 
period 

Sales achieved  

Sales by value 
achieved from 
pop-up/ 
repurposed 
spaces, and 
indirect and 
induced impact 

Rental values 
of properties  

3.3   Development of 
an arts incubator 
model linked to seed 
funding, subsidised 
access to workspaces 
and professional 
development. There 
may be linkages to 
the co-working space 
described above.   

Feasibility study 

Marketing plan 

Establishment of 
incubator 

2018 �  

2018 �  

2019 

Creative 
Industries 
Working Party 

Creative 
entrepreneurs 

Tertiary sector 

Property owners 

Utilisation/ 
occupancy levels 

Business 
growth of 
occupants 

 4 .   ACCESS TO FUNDING AND INVESTMENT 
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4.1   Enhance funding 
opportunities 
through the further 
development of the 
AlburyCity grant 
program and provide 
access to seed 
funding, as well as 
co-funding for 
creative industries 
projects.  

Review impacts of 
previous grant 
distributions  

Determine 
mechanisms for seed 
funding and co-
funding 

Confirm resources 
available 

Establish tracking 
mechanisms to 
document outcomes 

2017 �  

 

2018 �  

 

2018 �  

 

2018 �  

 

AlburyCity 

 

AlburyCity 

Funding 
partners, 
including 
Wodonga City 
Council, 
Foundations, 
corporate 
partners 

Value of grants 
distributed 

Applicant success 
ratio 

Take-up of seed 
funding 

 

Value of 
activities 
generated 
through grants 
and new seed-
funding 

4.2   Ensure improved 
local access to and 
knowledge of 
alternative forms of 
finance including 
commercial 
investment, funding 
and loans to create 
self-sustaining 
practice.  

Map new creative 
financing 
mechanisms 

Communications plan 
to inform creative 
sector 

Establish tracking 
mechanisms to 
document outcomes 

2018 �  

 

2018 �  

 

2018 �  

 

Creative 
Industries 
Working Party 

Funding 
partners 

Creative 
Partnerships 
Australia 

 

Take-up value of 
alternative forms 
of finance 

Number of 
creative 
businesses 
accessing 
alternative 
financing 
mechanisms 

Value of 
activity 
generated from 
financing 

 5 .  MULTI-ARTS FESTIVAL 

5.1   Investigate 
expansion of the 
Write Around the 
Murray Festival into 
a high profile 
multi-arts event 

Feasibility and 
business plan 

Seek funding 
through Festivals 
Australia or 
similar. 

2019  

 

2019 

 

Creative 
Industries 
Working Party 

Murray Arts 

Local cultural 
organisations, 
including 
Aboriginal 
cultural 

Expansion of 
number of local 
artists showcased  

Increased 
national profile 
/ visibility 

Direct, 
indirect and 
induced impact 
from festival, 
including 
income to 
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with the aim of 
showcasing local 
creativity and 
attracting attention 
to the region.  

Establish corporate 
structure 

Working Party / 
Festival Leadership 

2019 

2020 

 

organisations 

Tourism 
businesses 

AlburyCity 

 

Number of local 
artists and 
creative 
businesses 
engaged 

Festival 
visitation 

local creative 
businesses 

5.2  Co-market 
festival with 
regional tourism 
organisations, 
aiming to build a 
national profile.  

Festival marketing 
plan 

Round-table/s with 
stakeholders to 
agree priorities 
and roles 

2020 

 

2020 

Festival 
leadership 

 

Visit 
AlburyWodonga 

AlburyCity 

City of Wodonga 

Murray Arts 

Media and social 
media coverage 

Attendance levels  

Ratio of 
marketing spend 
to attendances 

Direct, 
indirect and 
induced impact 
from festival, 
including 
income to 
local creative 
businesses 

 6 .   ENRICHING AND PROMOTING THE CITY BRAND 

6.1   Actively promote 
the area as a 
creative hub which 
welcomes and 
supports new 
creative businesses  

Review messaging 
under the 
established tourism 
branding  

Communications plan 
to confirm 
messaging channels  

2017 

 

2017 

Creative 
Industries 
Working Party 

Visit 
AlburyWodonga 

AlburyCity 

Albury 
Northside and 
Wodonga 
Chambers of 
Commerce 

Media and social 
media coverage 

Number of new 
creative 
businesses 

Feedback from 
inward-bound 
businesses 

Brand recognition  

Growth in 
economic 
outputs of 
creative 
sector as 
measured by 
Remplan 

 7 .  TOURISM 

7.1   Develop richer 
tourism offerings 

Map current 
offerings 

2018 Tourism 
businesses / 

Visit 
AlburyWodonga 

Number of new 
cultural 

Economic 
outputs of new 
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 GOAL:  SUPPORT AND ENCOURAGE FURTHER GROWTH OF THE CREATIVE ECONOMY (5% P.A. )  

A C T I O N S  K E Y  S T E P S  T I M I N G  I N S T I G A T O R  
I M P L E M E N T E R S  /  
S T A K E H O L D E R S  

K P I S  /  T A R G E T S  E C O N O M I C  I M P A C T  

that combine 
cultural and 
creative experiences 
with food and wine 
experiences, 
walking, riding and 
eco-tourism 
experiences to grow 
visitation   

Workshop potential 
future offerings 
with market 
participants 

Host meetings of 
stakeholders to 
facilitate 
development of 
offerings 

2018 

 

2018 

operators 

Food and 
beverage 
operators 

Tourism 
businesses/ 
operators 

Aboriginal 
cultural 
organisations 

Murray Arts 

AlburyCity 

offerings 

Number of 
Aboriginal 
organis ations and 
individuals 
engaged in the 
offerings  

Visitation growth 
directly or 
indirectly 
attributable to 
new offerings 

tourism 
offerings, and 
indirect and 
induced impact  

 8 .  CBD AND CITY PRECINCT ACTIVATION 

8.1   Involve creative 
businesses and 
artists in markets, 
pop-ups, and evening 
and night-time 
events to help 
enliven CBD 
precincts requiring 
further activation.  

Workshop 
opportunities with 
market participants 

Prioritise 
initiatives 

Confirm 
AlburyCity’s 
investment 

Appoint activity 
coordinator (may 
require PT or 
contract position – 
could also service 
following action) 

2018 

 

2018 

2019 

 

2019 

AlburyCity 

 

Creative 
businesses, 
artists 

Retailers  

Albury 
Northside 
Chamber of 
Commerce 

AlburyCity 
Events 

Number of 
markets, pop- ups, 
night-time events  

Participation by 
creative 
businesses 

Sales value of 
CBD cultural 
activities, 
and indirect 
and induced 
impact  

8.2   Maintain 
commitment to 

Develop program and 
marketing plan for 

2018 

 

AlburyCity 

 

MAMA and other 
QEII Cultural 

Number of 
activities in 

Sales value of 
QEII 
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 GOAL:  SUPPORT AND ENCOURAGE FURTHER GROWTH OF THE CREATIVE ECONOMY (5% P.A. )  

A C T I O N S  K E Y  S T E P S  T I M I N G  I N S T I G A T O R  
I M P L E M E N T E R S  /  
S T A K E H O L D E R S  

K P I S  /  T A R G E T S  E C O N O M I C  I M P A C T  

further develop QEII 
Square, including 
programming/ 
activation and 
further commercial 
activity  

QEII Square 

Confirm 
AlburyCity’s 
investment 

Establish 
coordinating 
meetings with QEII 
stakeholders 

 

2019 

 

2019 

Precinct 
businesses 

Creative 
businesses, 
artists 

Neighbouring 
retailers 

AlburyCity 

 

QEII Square 

Value of 
commercial 
activity in QEII 
Square  

Number of 
creative business 
participants in 
Square activity 

activities, 
and indirect 
and induced 
impact 

 9 .  COUNCIL-OWNED CREATIVE ASSETS 

9.1   Include 
AlburyCity arts and 
cultural 
organisations and 
programs (e.g. MAMA, 
LibraryMuseum, 
Albury Entertainment 
Centre) in the 
creative economy 
growth strategy  

Workshop with key 
cultural 
organisations to 
identify 
opportunities 

Facilitate 
connections between 
AlburyCity cultural 
organisations and 
other market 
participants 

2018 

 

2019 �  

 

AlburyCity 
cultural 
organisations/ 
assets 

AlburyCity 

Creative 
businesses, 
artists 

 

Participation by 
key cultural 
organisations in 
strategies 
adopted 

 

Growth in 
economic 
outputs of 
creative 
sector as 
measured by 
Remplan 

9.2   Proactive 
programming and 
partnerships between 
AlburyCity arts and 
cultural 
organisations and 
other local creative 
businesses  

 2019 �  

 

 

AlburyCity 
cultural 
organisations/ 
assets 

AlburyCity 

Creative 
businesses, 
artists 

 

 

Number of 
creative 
partnerships 
linked to 
AlburyCity assets  

Growth in 
economic 
outputs of 
creative 
sector as 
measured by 
Remplan 
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 GOAL:  SUPPORT AND ENCOURAGE FURTHER GROWTH OF THE CREATIVE ECONOMY (5% P.A. )  

A C T I O N S  K E Y  S T E P S  T I M I N G  I N S T I G A T O R  
I M P L E M E N T E R S  /  
S T A K E H O L D E R S  

K P I S  /  T A R G E T S  E C O N O M I C  I M P A C T  

 

 10.  ABORIGINAL CREATIVE SECTOR DEVELOPMENT 

10.1  Greater 
representation in 
city-wide marketing, 
and showcasing of 
local Aboriginal 
arts and cultural 
assets such as Wonga 
Wetlands, Burraja, 
Talkback Wiradjuri 
and Black Border 
Theatre  

Identify assets, 
opportunities and 
channels 

Confirm 
communication plan 

2018 

 

2018 

Visit 
AlburyWodonga 

AlburyCity 

Aboriginal 
businesses 

Tourism 
businesses 

Exposure achieved 
through city 
marketing 

Visitation to 
promoted 
Aboriginal 
experiences / 
establishments 

Growth in 
economic 
outputs of 
Aboriginal 
creative 
businesses 

10.2  Advice on 
marketing and 
promotional 
strategies, and 
support in 
developing other 
business skills, to 
enhance the capacity 
and impact of 
Aboriginal creative 
businesses 

 

Consult Aboriginal 
creative businesses 
over specific needs 

Identify common 
requirements with 
other creative 
businesses 

Supplement with 
customised advice 
where needed 

2017 �  

 

2018 �  

 

2018 �  

 

AlburyCity 

Local 
Aboriginal 
creative / 
cultural 
organisations 

AlburyCity 

Local 
Aboriginal 
Creative / 
Cultural 
organisations 

Growth in 
Aboriginal 
creative 
businesses 

Growth in 
economic 
outputs of 
Aboriginal 
creative 
businesses 

10.3  Explore the 
options for 
establishment of an 
Aboriginal Keeping 
Place   

Consult Aboriginal 
elders regarding 
the nature and 
possible location 
of a keeping place 

2019 

 

 

2019 

AlburyCity 

Local 
Aboriginal 
creative / 
cultural 

Local 
Aboriginal 
creative / 
cultural 
organisations 
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 GOAL:  SUPPORT AND ENCOURAGE FURTHER GROWTH OF THE CREATIVE ECONOMY (5% P.A. )  

A C T I O N S  K E Y  S T E P S  T I M I N G  I N S T I G A T O R  
I M P L E M E N T E R S  /  
S T A K E H O L D E R S  

K P I S  /  T A R G E T S  E C O N O M I C  I M P A C T  

Support the 
Aboriginal 
community in 
shortlisting 
options for 
location and scope  

Determine preferred 
option  

2019 
organisations 

10.4   Investigate 
support for growth 
of Aboriginal 
cultural 
enterprises in the 
City. 

Undertake a 
feasibility study 
and develop a 
business case 

2019 Creative 
Industries 
Working Party 

Local 
Aboriginal 
creative / 
cultural 
organisations 

AlburyCity 
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Prepar ed by Positive Solutions
July 2017 

AlburyCity Council 
Albury Creative Economy Strategy 
Report and Recommendations 13-03-17 

 
While specific actions have not been defined for th em, the following 
initiatives identified from the benchmarked case st udies also merit 
consideration: 

> Connect, promote and support local creative busines ses and products 
through an online directory and store, showcasing l ocal practitioners  

> Investigate a travelling road show of pop-up events  in different locations 
for practitioners to sell products and teach worksh ops 

> Grow a digital, creative and knowledge-based econom y through developing 
mobile phone applications that promote art studios,  galleries, public 
artworks, creative spaces, performing arts location s, as well as 
connections with Indigenous and post-settlement his tories 

> Support emerging artists and groups in the developm ent of creative 
projects with a subsidy program that provides the u se of facilities 

> Increase logistical support for community and artis t run initiatives 

> Expand art award initiatives that would showcase lo cal artists across 
multiple disciplines, age groups and career stages 

> Develop and support a multicultural advisory board to ensure diverse 
cultural representation within the creative sector 
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Prepar ed by Positive Solutions
July 2017 

AlburyCity Council 
Albury Creative Economy Strategy 
Report and Recommendations 13-03-17 
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Prepar ed by Positive Solutions
July 2017 

AlburyCity Council 
Albury Creative Economy Strategy 
Report and Recommendations 

APPENDIX 1: LIST OF REVIEWED DOCUMENTS 

·  2014 Cultural Services Audience Development Researc h Report 
V1 

·  2014 Cultural Services Audience Development Researc h Report 
V2 

·  2015 Albury Wodonga Visitor Economy Trends  
·  Adding Value - A report on the economic impact of t he 

cultural infrastructure of the  Evocities in NSW – 2014 
·  Albury 2030 - draft strategic actions and measures - November 

2016 
·  Albury 2030 - Our Community Strategic Plan 
·  Albury and Region Creative Economy Framework May 20 14 
·  Albury and Region Creative Economy Framework Septem ber 2014 
·  Albury CBD Masterplan 
·  Albury Economic Indicators  
·  Albury Region Creative Economy Presentation  
·  AlburyCity Cultural Collection Development Plan 201 2 – 2016 
·  AlburyCity Cultural Plan 2012 - 2016 website versio n 
·  CBA Albury Regional Art Gallery Development Options  – cost-

benefit analysis  
·  Community Demographics website link  
·  Creative Economy Strategy for Albury Framework  
·  Creative Industries Economic Profile  
·  Destination Management Plan for Albury 2014 - 2017 
·  Digitally Diverse Albury Wodonga - Digital Economy Strategy 

Dec 2013 
·  Economic Development Strategy (Confidential) 2012 -  2015 
·  Economic Impact Analysis Albury Regional Art Galler y  
·  Lavington CBD Masterplan  
·  MASTER V2 Brief Creative Hub Creative Economy Creat ive 

Industry QEII Square 
·  Peer Review Albury Art Gallery and Tweed River Art Gallery 

2012 
·  QEII Square Master Plan 
·  REMPLAN-Employment Albury Wodonga April 2016 - Heri tage, 

Creative & Performing Arts 
·  REMPLAN-Expenditure Albury Wodonga April 2016 - Her itage, 

Creative & Performing Arts 
·  REMPLAN-Output Albury Wodonga April 2016 - Heritage , Creative 

& Performing Arts 
·  REMPLAN-Sales Albury Wodonga April 2016 - Heritage,  Creative 

& Performing Arts 
·  Tourism Agreement - Albury City Council and Wodonga  City 

Council 
·  Urban and Public Art Strategy 
·  Wodonga Cultural Services Plan  
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Prepar ed by Positive Solutions
July 2017 

AlburyCity Council 
Albury Creative Economy Strategy 
Report and Recommendations 

·  Wodonga Destination Plan 
·  Wodonga Economic Development Strategy 2014 Executiv e Summary 
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Prepar ed by Positive Solutions
July 2017 

AlburyCity Council 
Albury Creative Economy Strategy 
Report and Recommendations 

APPENDIX 2:  WORKSHOP: SCENARIO PLANNING 
SUMMARY 
SUMMARY OF SCENARIO PLANNING FOR THE ALBURY CREATIVE ECONOMY 

The following diagram is a detailed representation of the findings 
of the scenario planning workshop. 
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APPENDIX 3: POLICY LINKAGES TABLE 
This table reviews a range of AlburyCity policies o r strategies, in light of their relevance to an eme rging creative 
economy strategy. 

STRATEGY INITIATIVE ACTION 

ALBURY 2030 COMMUNITY STRATEGIC PLAN 

A growing economy  

This theme recognises the 
need to grow the city and 
its population so that 
businesses can confidently 
increase and expand their 
workforce. Integrated 
transport routes will meet 
the needs of this growing 
city and connect Albury to 
the national and global 
economy by road, rail and 
air. As a community, we will 
enhance, promote and 
maintain the built 
environment and be a leader 
in health and education 
services.  

Outcome 1.1 • Increase Visitors 
to Albury and the Surrounding 
Region 

·  Provide opportunities for cultural tourism 

Outcome 1.2 • improve visitor and 
residents' experiences 

·  Develop and present a range of events to attract an d engage 
our diverse community 

·  Explore ways to improve the public knowledge of, an d access 
to, local community and cultural heritage 

·  Generate a sense of identity in the community – thr ough 
place making activities eg. Twilight Markets, Wood Fired 
Oven, Cinema Under Stars 

·  Support and participate in World War 1 anniversary 
commemorations 

·  Implement the Urban and Public Art Strategy 

Outcome 1.5 • promote Albury for 
industry and business 

·  Promote Albury as a major regional economy and the regional 
city of choice for lifestyle, career and investment  
opportunities 

·  Support and promote business and business opportuni ties 
across all sectors to continue to foster economic d iversity 

Caring Community 

This theme involves Albury 
being recognised as a 
cultural and creative city 
that embraces and celebrates 
its diversity; provides 
quality health care; 
supports young people, 
promotes positive ageing; 

Outcome 3.1 • Albury offers 
access to a diverse range of 
educational opportunities 

·  Develop and implement cultural education programs ( through 
AlburyCity Learning and Outreach team) – eg. School  
excursions, children’s holiday programs, literacy a nd 
reading 

 

Outcome 3.3 • the health of the 
Albury community improves 

·  Provide support to the community to increase positi ve 
social outcomes 



74 
 

STRATEGY INITIATIVE ACTION 

encourages healthy 
lifestyles; values knowledge 
and life-long learning and 
is recognised nationally as 
a provider of quality 
education. 

Outcome 3.4 • Albury offers a 
diverse range of facilities and 
activities for all ages 

·  Improve access for all – in relation to transportat ion, 
civic buildings, community facilities and parks 

·  Promote, advocate and provide facilities and activi ties for 
an older population. Develop a directory of program s and 
services 

·  Promote and encourage healthy lifestyles through 
development and efficient use of infrastructure. 
– Recreational/sporting 
– Leisure 
– Facility Master Plans 
– Multi-purpose courts 
– Sports Field Improvement Plan 

·  Increase activities available for people with a dis ability 
– through improved access and promotion. Develop a 
directory of programs and services 

·  Increase and promote activities and infrastructure 
available for young people – using all social media  types 

·  Implement priority actions within AlburyCity Social  Plan 
and AlburyCity Cultural Plan 

·  Provide high quality open space – to support a grow ing 
population – through Open Space Master Plan 

·  Promote and enhance QEII square as an open space an d 
cultural hub – to provide a community heart 

·  Enhance access to the Murray River and develop expe riences 
for the community –through Murray River Experience Master 
Plan 

Outcome 3.5 • improved health, 
employment and education for 
aboriginal* people in Albury 

·  Provide opportunity – for the general community to 
participate and experience Aboriginal culture. Eg. Naidoc; 
Bundyi; Gyndamana; Talkback Wiradjuri; Black Border  theatre 

·  Map the current Aboriginal facilities in Albury and  
implement strategies to promote these. Including: W onga 
Wetlands; Buraja; Koori Kindermana; Albury Wodonga 
Aboriginal Health Service 

·  Support access and develop the preservation of Albu ryCity 
cultural collections 
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STRATEGY INITIATIVE ACTION 

Outcome 3.6 • improved settlement 
of people from diverse cultures 

·  Encourage cultural expression. Consider activities to allow 
cultural expression on a variety of levels. Eg. Har mony 
Day, Shopping centres, Community street BBQs, 
Library/Museum cultural activities 

·  Promote the value of multiculturalism in the commun ity 

Outcome 3.7 • increased 
participation in a diverse range 
of art & cultural activities in 
Albury 

·  Review and implement the Cultural Precinct Master P lan 
·  Increase community arts facilities – through Art Ga llery 

re-development 
·  Provide a diverse range of entertainment experience s at 

Albury Entertainment Centre – Ensure entertainment 
facilities are of industry standard and meet commun ity 
expectations 

·  Identify economic impact of cultural industry – Imp lement 
economically sustainable cultural initiatives 

·  Provide high quality library facilities and service s 
·  Adopt best practice for management of built, natura l and 

cultural heritage – Protect items of heritage signi ficance 
·  Encourage, support and foster cultural organisation s 

A leading community 

This theme involves 
establishing strong 
government and regional 
networks, empowering the 
community to contribute to 
the future direction of the 
city and providing inclusive 
decision making processes.   

 

 

Outcome 4.2 • regional issues are 
addressed through an integrated 
approach 

·  Encourage regional connections, collaborations and 
partnerships within the cultural industry 

Outcome 4.3 • the Albury 
community provides resources and 
opportunities to develop future 
leaders 

·  Advocate and support training opportunities for the  
cultural sector 

·  Facilitate volunteering opportunities and informati on about 
volunteering to the community 
– Cultural 
– Sporting 
– Environmental 
– Community 

·  Showcase our sporting, academic, cultural and busin ess 
leaders 

ALBURYCITY CULTURAL PLAN 2012-2016 
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STRATEGY INITIATIVE ACTION 

1 The people of Albury, 
Albury demographics 

To integrate imaginative and 
accessible cultural 
projects, services and 
sustainable cultural 
industry initiatives which 
respond to the special 
interests and needs of our 
changing demographics and 
diverse community. 

1.1 Work in partnership with the 
local community to create 
tailored programs for identified 
demographic group 

·  Offer a contemporary and engaging variety of cultur al 
experiences for community and visitors 

·  Ensure that there are Aboriginal representatives on  all 
cultural committees. 

·  Offer a diverse, stimulating and contemporary progr am of 
exhibitions, educational programs, cultural festiva ls and 
events 

1.2 Develop and present a range 
of events to attract and engage 
our diverse community, 

·  Develop sustainable cultural programs linked to sea son, key 
calendar times or special community events region w ide 

·  Focus on building existing key cultural events/ pro jects 
for example. Write Around the Murray Festival, Twil ight 
Markets 

·  Link programs to the broader lifestyle of the city and 
interests of the community. Implement “place making ” 
activities 

·  Identify cultural gaps in the region and develop st rategies 
to address 

1.3 Provide imaginative and 
accessible cultural programs to 
the public via a series of 
regular programs and outreach 
activities. 

·  Develop Cultural Collections that are relevant and of 
interest to visitors and the broader 

·  national audience 
·  Continue implementation of Cultural Outreach progra m 
·  Showcase experimental and contemporary cultural med ia to 

the Albury community 

2 Nurturing ideas and 
innovation 

Be open to, assist and lead 
the community in the 
development of new 
innovative ideas, providing 
opportunities for a 

Process where the culture of 
creativity and ideas is 
valued: 

2.1 Effectively market “arts, 
heritage and culture” to local, 
regional, state, national and 
international audiences through 
continuous improvement. 

·  Develop a consistent, succinct and dynamic promotio n for 
the cultural industry 

·  Deliver a unique Marketing Mix for the promotion of  arts, 
heritage and cultural pursuit 

·  Develop a number of Evocities cultural projects 

2.2 Promote and engage the 
community in cultural activities 
through a range of communication 
and audience development 
techniques. 

·  Investigate new technology as a means of engaging n ew 
audiences 

·  Increase community participation and access to faci lities 
and services 

·  Continue Implementation of Cultural Outreach progra m 
·  Develop a consistent, succinct and dynamic promotio n for 
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STRATEGY INITIATIVE ACTION 

cultural services 

2.3 Provide strong advocacy, 
assistance and frameworks for 
creative individuals and 
community organisations to self 
manage programs and projects. 

·  Work with local groups and individuals in developin g 
cultural programs 

·  Encourage and support collaborative leadership and strong 
regional networks 

·  Identify and address cultural cross border anomalie s 

2.4 Establish coordinated, 
efficient and effective models of 
operations for the non – profit 
support groups and cultural 
volunteers. 

·  Engage Support Groups and ensure they are sustainab le, 
relevant, vibrant and effective 

3 promoting education and 
learning 

Foster and encourage an 
environment in which 
cultural understanding is 
valued, and where education 
and the arts are encouraged 
and supported. 

 

3.1 Develop innovative and 
accessible education programs 
that embody life- long learning 
principals 

·  Provide a range of educational programs targeted at  school 
groups and linked to the curriculum 

·  Provide opportunities for community members to deve lop 
information literacy skills 

·  Further develop programs that support reader educat ion 
·  Further develop programs that support visual 

arts/museum/social history and heritage education 

3.2 Develop and implement 
innovative cultural education 
programs designed to increase 
community cultural participation 
and understanding. 

·  Act as leaders in the heritage area nationally and 
internationally 

·  Showcase a diverse, stimulating and contemporary pr ogram of 
exhibitions, educational programs, cultural festiva ls and 
events 

3.3 Advocate and support 
education and training 
opportunities for the cultural 
sector. 

·  Take leadership in o � ering regional arts educational 
opportunities  

4 Encouraging connections, 
collaboration and 
partnerships  

Create an environment of 
collaboration and open 

4.1 Develop and foster 
cultural network(s)  to 
encourage collaboration, 
enhance joint venture 
opportunities and build 
cultural capital.  

·  Work closely with local groups and individuals in 
developing cultural programs 

·  Develop networks with NSW and Victorian theatres, 
libraries, museums and art galleries 

·  Develop �nancially sustainable projects of regional , 
national and international signi�cance 
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STRATEGY INITIATIVE ACTION 

communication that develops 
new and nurtures existing 
partnerships.  

4.2 Work in partnership  with 
external regional cultural 
based organisations to 
strengthen their role as 
leaders and strategic partners 
in  a regional setting.  

·  Continue to build strong professional networks with  
established artists, touring organisations, curator s, 
historians, collectors and other major  cultural 
organisations  

4.3 Implement contemporary 
frameworks, strategies and 
pathways for the delivery and 
encourage of cultural 
activities.  

·  Complete a range of Cultural strategies, policies a nd 
procedures 

·  Identify cultural gaps in the region and develop st rategies 
to address 

 4.4 Explore ways to improve the 
public knowledge of and access to 
local community and cultural 
services 

·  Maintain and develop the Cultural Resources Invento ry, 
Heritage Register, Botanic Gardens Register and oth er 
AlburyCity Collections databases 

·  Encourage community to add to the interpretation of  the 
cultural collection. 

·  Assist in developing a consistent, succinct and dyn amic 
promotion for cultural activity 

5 Fostering a sense of 
identity  

Nurture and support a 
dynamic community that 
re�ects the ideals and 
ambitions of the community 
and which unites us with 
the past, present and 
future.  

5.1 Celebrate and promote 
Aboriginal and Torres Strait 
Islander culture through a 
variety of programs and events 

·  Implement recommendations outlined in the Aborigina l 
Cultural Sustainability Report 2010 

·  Support activities which transfer cultural knowledg e and 
arts practice across the generations including the 
recording and transmission of unique skills/stories  

·  Coordinate the 2012 Bundyi Festival 

5.2 Adopt best practice for 
interpretation and 
conservation of built 
heritage, collections 
management, cultural heritage 
and  natural heritage in 
accordance with 
State/Commonwealth 
institutions and international 
codes of practice.  

·  Complete the backlog of cataloguing and digitalizat ion of 
the AlburyCity Collection 

·  Develop a life-cycle strategy for the permanent exh ibition 
space “Crossing Place” 

·  Link programs with major strategic projects such as  the 
Wagirra Trail Project and Heritage Advisory service s 
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 5.3 Support the access,  
development and preservation 
of the AlburyCity Collections  

·  Provide respectful and secure storage for Aborigina l work 
within the collection 

·  Develop a life-cycle strategy for the permanent exh ibition 
space “Crossing Place” 

·  Develop comprehensive conservation and management p lans for 
major collections, natural and built environments 

6 Valuing and supporting our 
cultural industry 

Nurture, celebrate and 
support our unique, vibrant 
and diverse cultural 
industry. 

6.1 Research and identify the 
impact  of the cultural 
industry on our community.  

·  Complete Cultural Industry Audit, Social Impact Ana lysis 
and Cultural Economic Feasibility Study 

·  Engage arts and cultural assets in strategies and s timulate 
exchange, trade and investment 

·  Identify cultural gaps in the region and develop st rategies 
to address. 

6.2 Consolidate and expand 
expand cultural tourism 
marketing  initiatives in 
partnership with tourism and 
arts organisations.  

·  Develop a regional Cultural Tourism Strategy 
·  Develop relationships with the private sector inclu ding 

Foundation and Friends associations 

6.3 Develop and support the 
implementation of a number of 
sustainable cultural- economic 
initiatives / business 
opportunities within AlburyCity 
and externally. 

·  Source opportunities to improve income generation 
·  Develop �nancially sustainable projects of regional , 

national and international signi�cance 
·  Explore the development of a creative hub in Albury  for 

emerging creative industries 

6.4 Support and foster Albury’s 
professional cultural  
organisations.  

·  Develop sustainable funding support for regional Cu ltural 
organisations through annual AlburyCity donation 

6.5 Support and foster 
Albury’s community-based 
cultural organisations.  

·  Work with local groups in developing cultural progr ams 

6.6 Continue to promote and 
expand AlburyCity’s community and 
cultral grants scheme. 

·  Provide funding support for regional Cultural 
organisations through annual AlburyCity donation 

·  Continue to attract strong grant funding and 
sponsorship in support of citywide cultural activit y 
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6.7 Achieve national cultural 
professional  standards in 
governance, operational 
responsibility and integrity.  

·  Continuously review service delivery for e � ciency, cost 
management and resource use. 

·  Integrate an arts and cultural aspect into AlburyCi ty 
planning and strategy. 

·  Complete a range of industry strategies, policies a nd 
procedures 

·  Assist in sourcing and retaining cultural professio nals in 
key roles 

7 Celebrating the 
environment  

Enhance and develop 
relationships with our 
natural and built 
environment to create 
experiences in a variety of 
cultural and recreational 
forms.  

7.1 Develop and implement 
heritage programs and mechanisms 
to raise awareness of the bene�ts 
of heritage 

·  Develop Cultural Collections that are relevant and of 
interest to visitors and the broaden national audie nce 

·  Collect for engagement and relevance to Albury 
·  Encourage visitors to add to the interpretation of the 

social history collection 

7.2 Implement urban and public 
art commissions and projects 
throughout  the city.  

·  Work through the Urban  and Public Art 10 year Business 
Plan and implement actions  

7.3 Work in partnership with 
other AlburyCity Business 
Units and appropriate external  
bodies to generate an 
integrated approach to civic 
planning, including street 
design and beauti�cation, 
landscape design, public art 
and signage.  

·  Integrate an arts and cultural aspect into AlburyCi ty 
planning and strategy 

·  Build a range of teams in speci�c work areas and ac ross 
work areas 

·  Assist with a signage program to direct community a nd 
visitors to the Cultural Precinct 

 

7.4 Develop sustainable  
Cultural Infrastructure for 
the city.  

 

·  Continue with the redevelopment of the QEII Square 
·  Improve access to AlburyCity facilities 
·  Provide safe and welcoming cultural facilities and other 

spaces 
·  Opening of the $10.5M redeveloped Albury Regional A rt 

Gallery 
·  Continue to source facility improvements to the Alb ury 

Entertainment Centre 

7.5 Continuously source  new ·  Albury Regional Art Gallery Redevelopment project 
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technology and energy 
efficiency  solutions within 
Cultural facilities and 
programs. 

·  Assist in sourcing future location and service deli very 
solutions for the Lavington Library 

·  Ensure cultural facilities and work practices reduc e energy 
consumption and waste 

·  Plan for technology change and ensure we have the l atest 
technology and software 

·  Provide comprehensive cultural collections online 
·  Proactively incorporate new technologies as part of  the 

development of a creative hub 

ALBURY CBD MASTERPLAN 

Strategy 1: An identifiable 
city 

To improve the gateways and 
arrival points in Albury CBD 
through the use of landscape 
elements and the built form . 

Initiative 1: Northern Gateway 

To provide Albury with a 
distinctive gateway from Borella 
Road, marking the northern 
Riverina Highway entry into the 
CBD 

·  Provide a new public open space at the ‘kink’ in Yo ung 
Street which responds to the change of alignment in  the 
road. This space is outlined in more detail in Stra tegy 7: 
A Beautiful Livable City 

·  Consider engaging artists to redesign the sound bar riers 
via a paid competition 

Initiative 2: Southern Gateway  

To improve the vehicular and 
pedestrian experience from the 
Bridge Street freeway underpass, 
along Atkins Street to the south 
eastern corner of the CBD. 

·  Consider incorporating a ‘nocturnal’ art experience  which 
uses lighting to alter the night time experience of  
traveling through the Bridge Street freeway / railw ay 
underpass 

·  Consider engaging one or more artists to redesign t he 
underpass / sound barriers via a paid competition 

Strategy 3: A Sustainable 
City 

To maintain Albury’s 
economic, social, cultural 
and environmental role in 
the region, while promoting 
a holistic approach to 
sustainability and climate 
change. 

Initiative 1: Variety of Uses 

To promote a variety of uses 
within the CBD that increases its 
role as a regional retail, 
commercial and civic centre, 
while encouraging an active, 
liveable centre for all ages. 

·  Dean Street and Retail Core: Strengthen and retain as the 
premier, pedestrian oriented location for shopping,  
restaurants, and entertainment services within the CBD 

·  Civic Core: Enhance and augment the cultural and ci vic uses 
centred around QEll square 

·  Railway Station Tourist Centre: Create a destinatio n for 
tourists from which to experience and enjoy Albury and to 
promote it as a gateway to the region 

Strategy 6: A City for 
Culture and Recreation 

Initiative 1: QEII Square 

Upgrade QEII Square, reinforcing 

·  Widen the range of uses and spatial experiences wit hin the 
Square to provide both intimate and open spaces 
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To create both public and 
private places for everyone 
in the community, including 
visitors, to gather, 
celebrate, relax and express 
themselves  

its role as Albury’s main civic 
community space.  

·  Increase the active edges to the Square, with oppor tunities 
to open up the Library and the Art Gallery to the c entral 
square 

·  Open library out to new outdoor court, with opportu nities 
for a café and a custom designed children’s play ar ea 

·  Balance the need for openness for large events with  the 
need for more intimate spaces and variety within th e square 

·  A site specific masterplan for the whole civic prec inct and 
QEII Square is a future project, to ensure all 
opportunities and constraints are explored in an ho listic 
manner 

·  Plans for QEII Square will need to be developed in 
consultation with the Cultural Precinct Advisory Co mmittee 

Strategy 7: A beautiful 
livable city 

To simplify visual clutter, 
enhancing tree planting and 
identifying areas for public 
art and new public spaces. 

Initiative 4: Public Domain 
Elements 

To consider controlling the 
palette of elements, materials 
and finishes in the CBD by way of 
a comprehensive Public Domain 
Manual. 

·  Consider the public domain elements for the CBD are a in an 
holistic way. The suite of elements, materials and finishes 
should give Albury a consistent, unique and conside red look 

·  Do not rely on ‘theme-ing’ the public domain to giv e the 
city a unique look. The public domain elements shou ld 
support the existing character and qualities of the  built 
and natural environment of Albury 

ECONOMIC DEVELOPMENT STRATEGY (2012-2015)  

1 Promote Albury as a major 
regional economy and the 
regional city of choice for 
lifestyle, career and 
investment opportunities: 

 ·  Identify and promote opportunities within existing industry 
sectors of strength. 

2 Maintain an understanding 
of the changing social and 
economic environment of 
Albury and its competitors, 
and the potential issues or 
opportunities arising from 
that change: 

 ·  Prepare and publish an annual Albury Tourism Monito r 

3 Facilitate the growth and 
development of existing 

 ·  Provide high level facilitation and information ser vices to 
expanding businesses 
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business: ·  Ensure sound and integrated strategies are develope d and 
maintained for the future expansion of the City’s 
residential, commercial, industrial and recreationa l areas, 
and the protection of its natural environment 

4 Present a positive 
investment environment and 
provide infrastructure that 
maintains and strengthens 
the City’s position as the 
pre-eminent regional City in 
North East Victoria and 
Southern NSW: 

 ·  Implement key recommendations of the Albury and Lav ington 
CBD strategies, particularly those related to gatew ays, 
public art, key or landmark sites and streetscapes 

·  Identify and source grant funding for priority proj ects 
·  Ensure infrastructure has the capacity to meet the long 

term requirements of our growing City 

5 Maximise the economic 
development opportunities 
associated with the 
management and operation of 
AlburyCity’s income 
generating assets: 

 ·  Implement the Albury Entertainment Centre 2012-2016  
Business Plan 

6 Continue to develop and 
strengthen the City’s 
tourism product offer and 
ensure its effective 
marketing and promotion: 

 ·  Continue to maximise opportunities to develop and/o r 
implement product (and asset) development and marke ting 
plans for each of the City’s tourism related assets  
including: 
- Wonga Wetlands, 
- Botanic Gardens, 
- Murray River Experience incl. the Wagirra Trail 
- Lavington Sports Ground, 
- Lauren Jackson Sports Centre, 
- Cultural Precinct (LibraryMuseum, Art Gallery, 
Entertainment Centre), 

URBAN AND PUBLIC ART STRATEGY 

1. Consciously create a 
‘sense of place’ 

1.1 Accentuate primary community 
gathering points 

 

·  Identify existing & planned gathering points 
·  Promote village green concept in neighbourhoods wit h 

existing works and new commissions 

1.2 City Entrances Strategy ·  Initiate discussions with RTA to investigate gatewa y art 
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project for identified city entrances 

1.3 Cultural Destination ·  Integration with Tourism strategy 

1.4 Instigating experiences in 
open spaces 

·  Identify open spaces suited to incorporate public a rt 
·  Develop & implement ephemeral program across LGA 

1.5 Graffiti management ·  Introduce traffic signal box program across LGA 

2. Integrate this sense of 
place into the structure and 
fabric of daily life in our 
region 

2.1 Integration with AlburyCity 
planning framework 

·  Ongoing integration with all key AlburyCity plannin g 
documents, particularly urban planning and tourism 

2.2 Community Cultural 
Development 

·  Develop ephemeral art projects and integrate into m ajor 
AlburyCity events 

3. Reflect high level design 
and aesthetic standards 

3.1 Large scale international 
standard works 

·  Establish Public Art Reserve/Trust account 
Commission work 

3.2 Create standards and 
procedures to ensure quality 
commissioning 

·  Develop standardised contracts and asset management  plan 

3.3 Create a program for 
commissioning a diverse range of 
public art 

·  Develop triennial public art program for commission ing of 
new works including permanent, ephemeral, large and  small 
scale based upon identified themes and locations 

4. Provide a role for the 
commercial and private 
sectors 

4.1 Inclusion of public art in 
private developments 

·  Develop fact sheets for commissioning public art wo rks 
·  Conduct workshops on the arts and the built environ ment for 

developers, architects and construction industry 
·  Evaluate effectiveness of program and investigate e xtension 

of program to include all commercial, industrial an d 
subdivision developments above a nominated value 

4.3 Encourage & Support Creative 
Industries 

·  Develop strategy to link creative professionals wit h arts 
practitioners 
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5. Include high-level 
management and governance 

5.1 Establish Public Art Project 
Officer position 

·  Recruit role 21 hr p/w 3 yr contract in line with t riennial 
public art program 

5.2 Promote Public Art Program ·  Develop case studies 
·  Develop information package for community, industry , 

schools & media 

5.3 Foster Professional 
Development 

·  Integrate professional development and capacity bui lding 
for local artists into all commissions 

5.4 Best Practice Collection 
Management 

·  Digitise existing collection and develop commission ing and 
deaccessioning procedures in line with AlburyCity’s  
Cultural Collections Policy 

·  Annual contribution to reserve/trust for maintenanc e 
·  Identify works for repair, maintenance, relocation and 

removal 
·  Develop policy covering naming of structures within  open 

spaces and commissioning of plaques 

5.5 Encourage community 
contribution 

·  Develop profile of program and reserve/trust accoun t to 
encourage financial donations and bequests 

6. Contribute to arts growth 6.1 Deliver education programs 
and workshops 

·  Coordinate workshops and education programs facilit ated by 
commissioned artists for all works 

6.2 Local artist and community 
participation 

·  Create opportunities for community and artist invol vement 
in new work. 

6.3 Create environment for 
critical review 

·  Contribute articles and papers to industry publicat ions and 
conferences 

6.4 Research contribution to 
tourism and attracting new 
residents 

·  Undertake continuous evaluation of strategy impleme ntation 
and community response 
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DESTINATION MANAGEMENT PLAN FOR ALBURY 2014-2017 

Create and Reinvigorate 
Visitor Experiences 

Action Plan to improve consumer 
research and market intelligence 
to improve the competitive 
strengths and marketing of Albury 

·  Implement the Wonga Wetlands Product Development Ma sterplan 
once finalised 

·  Continue to implement actions identified as part of  the 
Murray River Experience (MRE) Masterplan 

·  Continue to support the Uiver Memorial Museum Group  in its 
endeavours to refurbish and display the Uiver 

·  Assist Destination NSW undertake a comprehensive au dit of 
all arts and culture-related infrastructure through out 
Regional NSW 

·  Develop breakout experiences to package with busine ss event 
bidding 

·  In partnership with industry apply for funding to d evelop 
additional guided tour experiences based on the new  brand 

Grow and align events 
aligned to Albury brand and 
strengths 

Actions to further grow and align 
events that are naturally aligned 
to the brand and competitive 
strengths of Albury 

·  Establish an Industry Calendar of Events tool that matches 
supply against periods requiring stimulus (demand),  
supporting signage 

·  Cluster and / or theme local tourism focussed event s 
·  Conduct a workshop with event coordinators to compa re the 

opportunities for alternative events 
·  Develop and implement an assessment template for bi d 

proposals for major sporting and recreational event s 
·  Continue to support and build relationships with ex isting 

event organisers 
·  Continue to support the development of Albury’s sig nature 

event, Commercial Club Albury Gold Cup Carnival 
·  Continue to provide high level event facilitation 
·  Continue to develop existing sports, cultural and 

recreational facilities and event spaces, and attra ct grant 
funding where possible 

·  Offer further support to event coordinators deliver ing high 
brand matched events 

·  Generate two major exhibitions at the Albury Region al Art 
Gallery per annum 

Tighten marketing to focus 
on overnight visitation from 

Action Plan to tighten marketing 
to focus on overnight visitation 

·  Develop a top 10 experiences of Albury 
·  Shift the look, feel and distribution points of des tination 
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target markets from target markets marketing for th e leisure markets to target markets not 
generic markets 

DIGITALLY DIVERSE ALBURY WODONGA – DIGITAL ECONOMY STRATEGY DEC 2013 

Leadership 

Social 

3 Create and deliver change 
management, communication and 
community engagement strategy 

The Councils will collaborate to develop a communic ations and 
community engagement strategy. This strategy should  be aimed 
at promoting digital adoption within the community by raising 
awareness, promoting training and events, and repor ting on 
program delivery.  

Leadership 5 Deliver Rich Media marketing 
and communications project 

The Councils Marketing and Communications divisions  to deliver 
a range of rich-media projects to improve community  engagement 
and digitisation. This includes expanding their use  of YouTube 
channels, Facebook, Twitter and Google+ to distribu te rich 
media content and communications in a variety of fo rms such as 
online video, animation, broadcasting, vodcasts (vi deo 
broadcasts) and info-graphics. 

Leadership 
Financial  
Social 

17. Create and submit an 
application for Federal funding 
under the Digital Hubs Program to 
create a digital hub in the 
library or in the absence of 
funding, create a Digital 
Literacy Program 

The Councils economic development and library teams  will work 
in collaboration with local education institutions,  including 
schools, to increase digital access and digital inc lusion for 
members of the local community. The creation of a D igital Hub 
or Digital Literacy program will address accessibil ity and 
affordability concerns, ensuring all local resident s can learn 
about and access the latest digital technologies in  a shared 
environment to build their digital literacy.  

Leadership 
Financial 
Social 

24 Review city brand and add 
digital City elements and digital 
marketing themes  

The Councils will review their marketing and commun ications 
brand to include a digital city flavour to enable A lbury and 
Wodonga to be promoted nationally as leading digita l cities. 
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APPENDIX 4: WORKSHOP PARTICIPANTS 

 

> Mary-Jayne Boyd, Xavier High School 

> Carina Clement, Albury LibraryMuseum 

> Maggih Coates, Murray Arts 

> Andrew Cottrill, Economic Development, AlburyCity 

> Ruth Davys, Giilangyaldhaanygalang 

> Nadia Dosenko-West, Breaking New Ground Learning 

> Libby Ellis, Murray Youth Performing Arts 

> Ben Eyles, Wodonga TAFE 

> Alyce Fisher, Executive Director, Murray Arts 

> Margie Gleeson, Breaking New Ground 

> Sue Harper, Tourism, AlburyCity 

> Jo Hewitt, Economic Development, AlburyCity 

> Richard Hull, Flying Fruit Fly Circus 

> James Jenkins, Community & Recreation, AlburyCity 

> Petina Love, Giilangyaldhaanygalang 

> Belinda Papas, Wodonga TAFE 

> Bree Pickering, Director MAMA 

> Tim Tehan, Canvas 

> Narelle Vogel, Cultural Development, AlburyCity 

> Lyn Wallis, Hot House Theatre 
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Report and Recommendations 

APPENDIX 5: INTERVIEW PARTICIPANTS 
 

> Bree Pickering, MAMA  

> Jacqui Hemsley, former MAMA Director 

> Jack Hurley, Possum Works 

> Narelle Vogel, AlburyCity Cultural Development 

> Katherine Rattray, Kat & Fox 

> Joseph Thompsen, Albury Wodonga Theatre Company 

> Richard Hull, Flying Fruit Fly Circus 

> Libby Ellis, Murray Youth Performing Arts 

> Megan Zawertailo, Kindred 

> Brendan Maher, Albury Entertainment Centre  
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APPENDIX 6: FOCUS GROUP PARTICIPANTS 
 

FOCUS GROUP 1  -  PROFESSIONAL ORGANISATIONS 

1.  Leanne Price, Arts Space Wodonga 
2.  Lyn Wallis, Hot House Theatre 
3.  Rebecca Bennell, The Cube Wodonga 
4.  Sue Harper, AlburyCity Tourism 
5.  Carina Clement, Albury LibraryMuseum 
6.  Bree Pickering, MAMA 
7.  Ros Walls, AlburyCity Events 

 

FOCUS GROUP 2  -  DIGITAL AND DESIGN 

1.  Alison Percy – Alison Percy Designer 
2.  Steve Smith – Dutch Media 
3.  Vaughan Files – Dutch Media 
4.  Megan Zawertailo – Kindred 

 

FOCUS GROUP 3  -  ABORIGINAL COMMUNITY 

1.  Sam Wickman – Central Desert Art Sales 
2.  Phil Murray – Murra Murra 
3.  Nikki Hagen – Central Desert Art Sales 
4.  Maggih Coates – Murray Arts 
5.  Ruth Davys – independent artist 
6.  Tamara – Murra Murra 

 

FOCUS GROUP 4  -  EDUCATION 

1.  Belinda Papas, Wodonga TAFE 
2.  Liz Heitmeyer, Scots School Albury 
3.  Mary-Jane Boyd, Xavier High School 
4.  Nadia Dosenko-Well, Xavier High School 
5.  Ben Eyles, Wodonga TAFE 

 

FOCUS GROUP 5  -  FREELANCE WORKERS 

1.  Vicki Luke – Graphic artist / fine artist 
2.  Jane Downing – Author 
3.  Alison Plasto – Film Maker 
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