
Minutes
Council Meeting held at 12.30 PM on Monday 7 September 2020, online via Zoom.

Present
Cr Murray Emerson (Mayor)
Cr Kevin Erwin
Cr Tony Driscoll
Cr Rob Haswell
Cr Jason Hosemans
Cr Karen Hyslop
Cr Merrilee Reid

Ms Liana Thompson, Chief Executive Officer
Mr Vaughan Williams, Director Corporate Services
Mr Trenton Fithall, Director Infrastructure
Mrs Naomi Goode, Director Communities

Affirmation
We recognise the traditional owners of the land.
We are inspired by the early pioneers and by those who gave their lives for our country.
We now ask God’s blessing on our deliberations
and on our commitment to build a better lifestyle and environment.

Confirmed at the meeting of Council on Monday 7 December 2020.
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1. Apologies
Nil

2. Confirmation of Minutes
Council Meeting held on Monday, 3 August 2020.
Council Meeting held on Monday, 10 August 2020.

RESOLUTION

That the minutes as listed, copies of which have been circulated, be confirmed and adopted.

Moved:          Cr Karen Hyslop
Seconded:     Cr Merrilee Reid                                            Carried

3. Matters Arising from the Minutes
Nil

4. Presentations/Awards
Nil

5. Presentation of Petitions and Joint Letters
Nil
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6. Disclosures of Interest and Declarations of Conflict of Interest
A Councillor who has a conflict of interests and is attending the Council meeting of the Council must 
make a full disclosure of that interest.

a. by either-
i. advising the Council at the meeting of the details required under paragraphs (b) and (c) 

immediately before the matter is considered at the meeting; or
ii. advising the Chief Executive Officer in writing of the details required under paragraphs 

(b) and (c) before the meeting; and
b. classifying the type of interest that has given rise to the conflict as either-

i. a direct interest; or
ii. an indirect interest and specifying the particular kind of indirect interest under:

section 78 - close association
section 78A - financial interest
section 78B - conflicting duties
section 78C - receipt of an applicable gift
section 78D - consequence of becoming an interested party
section 78E - impact on residential amenity; and

c. describing the nature of the interest; and
d. if the Councillor advised the Chief Executive Officer of the details under paragraph (a)(ii), the 

Councillor must make a disclosure of the class of interest only to the meeting immediately 
before the matter is considered at the meeting.

Members of Staff
Under Section 80C of the Local Government Act 1989, officers or people engaged under contract to 
the Council providing a report or advice to Council must disclose any conflicts of interests in the 
matter, including the type of interest.

Nil
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7. Informal Meetings of Councillors
[Liana Thompson, Chief Executive Officer]

Council’s Governance Rules require that if there is a meeting of Councillors that -
● is scheduled or planned for the purpose of discussing the business of Council or briefing Councillors;
● is attended by at least one member of Council staff; and 
● is not a Council meeting, delegated committee meeting or community asset committee meeting

the Chief Executive Officer must ensure that a summary of the matters discussed at the meeting are:
● tabled at the next convenient Council meeting; and
● recorded in the minutes of that Council meeting.

The records for the period since the last Council Meeting are listed below.

RESOLUTION

That the report on Informal Meetings of Councillors be approved.

Moved:          Cr Karen Hyslop
Seconded:    Cr Jason Hosemans                                            Carried

8. Items Brought Forward
Nil
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9. Consideration of Reports of Officers
9.1. Enhance Lifestyles and Community
Nil



Northern Grampians Shire Council 
20200907 Council Meeting

7 of 227

9.2. Boost Economic Growth
9.2.1. New Resident and Workforce Attraction Strategy and Action Plan

Author/Position: Phuong Au, Grants Officer

Purpose
To accept and endorse the Grampians New Resident and Workforce Attraction Strategy and Action Plan.

Summary
In 2019, Grampians Tourism, Ararat Rural City, Horsham Rural City, Northern Grampians Shire and Southern 
Grampians Shire councils decided to partner to address a significant economic and social challenge: the poor 
retention and lack of growth in new residents and workers. Together with Regional Development Victoria, 
they commissioned the development of an evidence based strategy and action plan to address this issue.

Based on the workforce needs of the Grampians region, the research identified five broad markets to target:

1. Metropolitan Residents - Families, middle aged lifestyle seekers, and early career professionals
2. Regional Victorian Residents - from selected locations: Ballarat, Bendigo and Geelong
3. Tourists - With over one million visitors per annum, 26% with existing connections to the region 

through friends and relatives, this is a massive market to motivate to consider relocating here
4. Migrants - For employers who need a large number of new employees in a short period of time or in 

areas of skills shortages, sponsored migration assisted to resolve these challenges. With restrictions 
on immigation, migrants who are already in Australia and actively seeking work could fill these needs.

5. Creators (business owners) - Entrepreneurs who could create new products and services, diversify the 
range and quality of restaurants and cafes, and extend the trading hours of retailers and eateries.

The COVID-19 global pandemic has had immediate and wide-spread consequences for all Australians. Yet in 
spite of serious negative consequences, it may provide a unique and timely opportunity to promote 
relocation to a regional town due to remote working, the desire for space and a lifestyle reset, affordable 
housing and job opportunities. 

The key recommendations of the Strategy and Action Plan are to:

- Extend the existing Grampians Tourism branding, ie “Live the Grampians Way” 
- Invest in a website that helps to facilitate a relocation by connecting people to jobs, property, 

education and lifestyle needs. 
- Develop partnerships with employers, real estate agents and property developers to build a self 

sustaining business model for ongoing marketing of the region
- Launch the advertising campaign as soon as possible to ensure “Live the Grampians Way” is the ‘first 

to market’ in the post COVID-19 world. 
- Allocate funds to a digital media plan that allows the campaign to remain in the market for twelve 

months
- Pursue the ‘Live and Work the Grampians Way’ concepts, with refinements up to the final market 

ready stage, when the campaign moves to the production/implementation stage.
- Endorse the media plan presented with due references to the channels and budgets allocated. The 

mediums recommended are primarily digital, radio and direct to selected locations.
 

Recommendation
That Council accepts and endorses the Grampians New Resident and Workforce Attraction Strategy 
and Action Plan.
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RESOLUTION  
  
That Council accepts and endorses the Grampians New Resident and Workforce Attraction Strategy 
and Action Plan.
 

  
Moved:           Cr Karen Hyslop
Seconded:     Cr Tony Driscoll                                            Carried
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Background/Rationale
Across the five Local Government Areas (LGA) of Ararat Rural City, Horsham Rural City, Northern Grampians 
Shire, Pyrenees Shire and Southern Grampians Shire, the population has grown by only 1.56% between the 
10 years from 2006 to 2016 (ABS Census Data). By comparison, the population in Victoria has grown by 
20.16% in the same decade. This lack of population growth equates to a loss of approximately $828 million 
of gross regional product per annum for the region (calculation: REMPLAN per capita gross state product of 
$68,681 x 12,062, which is the number of people ‘missing’ from above five LGAs if population growth had 
been 20.16%). The total labour force also declined by -1.63% from 2006 to 2016 in the five LGAs, whereas the 
total labour force in Victoria grew by 21.83% (total labour force is defined as people who were ‘Employed’ 
and ‘Unemployed looking for work’, ABS Census Data).

Within the Northern Grampians Shire specifically, the population declined by -3.96% from 2006 to 2016. This 
equates to a loss of approximately $197.3 million of gross regional product per annum due to not keeping 
pace with the 20.16% growth experienced by the rest of the state. The total labour force declined by -5.69%. 

Without action to increase the population and workforce, the Grampians region will face significant 
economic and social challenges in the years to come. This is and would continue to be felt most in smaller, 
rural townships with the closure of local schools, government service offices and small local businesses that 
service these communities.

In an innovative approach to this issue, the four councils and Grampians Tourism decided to work together 
to develop and implement a coordinated and consistent marketing campaign. This project undertook 
research to identify who the targeted new residents are most likely to be, based on who was most likely to 
be attracted to the region and who may be best aligned with the existing economic and lifestyle 
opportunities in the region. Market research was conducted to understand what their priorities are, what 
liveability gains they may value, especially in rural centres, and how to best market these. The research also 
ascertained exactly what issues the targeted new residents may face in relocating to the Grampians and 
identified what solutions are offered in the Grampians region. 

The result of this work is this Grampians New Resident and Workforce Attraction Strategy and Action Plan, 
and the upcoming marketing campaign and activities.

Budgetary Implications
There are no ongoing budgetary implications associated with this report. The grant funding received from 
Regional Development Victoria and the co-contributions that have already been made by the project 
partners provides sufficient funds for the twelve month marketing campaign. 

Legislation, Council Plan, Strategy and Policy Implications
This Strategy and Action Plan aligns with the Council Plan 2017-2021 (updated 2019) goal “Enhance Lifestyle 
and Community”, which includes the strategies of “Being an open, friendly and welcoming community: 
Encourage and support migration to fill job vacancies across the region”. It also aligns with the Council Plan 
goal to “Boost Economic Growth”, and the strategies to “Provide support to existing businesses to assist with 
long term sustainability” by attracting the workforce and customers they require to be sustainable, and to 
“Secure new business and increase the workforce”. 

This Strategy and Action Plan is also expected to support the Northern Grampians Shire Council’s Economic 
Development Strategy and Action Plan 2021-31, which is currently under development, by contributing to the 
evolution of our region’s financial, social, human and institutional capital. 

Options
Option 1 
That Council accepts and endorses the Grampians New Resident and Workforce Attraction Strategy and 
Action Plan. [recommended] 

https://docs.google.com/document/d/15hJirPjjxh1_9YgI9CUFlN1_nOLrIs9ojxVxlZYIGto/edit
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Option 2 
That Council rejects the Grampians New Resident and Workforce Attraction Strategy and Action Plan. [not 
recommended]

Implications
Any identified sustainability issues (economic, social, environmental or climate change) or heritage/cultural, 
amenity, human rights/privacy, risk management, budgetary and asset management implications have been 
addressed in this report.

Community Engagement
The full methodology and results of community engagement and research are provided in the Grampians 
Employers, Relocators and Responders Research Report. The key findings are summarised below. 

A total of 25 employers were surveyed or engaged in this project, including four from Stawell and two from 
Halls Gap. Every employer mentioned at least one skill or role that they found difficult to fill from the local 
population. The issues of local facilities such as quality restaurants/cafes, trading hours and things for 
younger people to do was mentioned by 32% of the employers as a barrier to attracting new workers from 
outside the region. The majority of employers (68%) believe that the shortage and quality of rental 
properties is the biggest single issue facing their respective communities when discussing the challenge of 
attracting new residents and building the local workforce. Real estate agents in Ararat and Stawell confirmed 
the employers’ opinions that the lack of rental properties is the biggest barrier to attracting new residents to 
their towns.

There was an overwhelming positive response from 80% of the employers interviewed when reference was 
made to the proposed development and implementation of a marketing strategy aimed at attracting workers 
from outside the Grampians region.

Thirteen people who had moved to the Grampians region within the last five years participated in interviews, 
including people from Stawell and Glenorchy. From the identified relocators, 38% had moved from 
Melbourne, 14% relocated from other areas of Regional Victoria with the remainder from interstate or 
overseas. Nearly half (46%) moved because of a job opportunity, and a lifestyle change was identified by 23% 
of relocators as their primary influence. The majority (64%) found their new employment via online job 
boards such as Seek or LinkedIn. Seven (54%) of the respondents had a family connection to the Grampians 
region. The other six (46%) had no previous connection to their new home.

Location (proximity to National Park, wineries), less traffic, reduced commute times, community 
involvement, local people, weather, housing affordability and low crime rates were mentioned at least once 
by the respondents as advantages of living in the Grampians region. When it came to the question of what 
they miss or what they do not like about their new location, the most common response (29%) related to 
local trading hours and/or range of shops. This may be addressed in the long term by attracting “The 
Creators” or business owners to the Grampians region. 

Innovation and Continuous Improvement
This project has leveraged the market research and analysis methodologies used by the tourism industry to 
develop a new resident and workforce attraction marketing campaign. It also extends the regional 
Grampians Tourism branding and messaging, which may help increase the awareness and recognition of this 
region to prospective tourists and new residents (who may be the same individual). 

Collaboration
By partnering with Grampians Tourism and the Ararat Rural City, Horsham Rural City and Southern 
Grampians Shire councils, this project has achieved more than what the Northern Grampians Shire Council 
or each of the other organisations could have achieved on their own. 
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Officer’s Declaration of Interest
All officers providing advice to Council must disclose any interests, including the type of interest.

Phuong Au, Grants Officer
In providing this advice as the author, I have no disclosable interests in this report.

Attachments
1. GRAMPIANS New Resident & Skills Attraction Strategy FINAL [9.2.1.1 - 71 pages]
2. Grampians EMPLOYERS RELOCATORS RESPONDERS Research Report FINAL [9.2.1.2 - 89 pages]
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Acknowledgement

Regional Development Victoria (RDV), a division of the 
Department of Jobs, Precincts and Regions (DJPR) 
is responsible for the development of economic and 
community development policy in non-metropolitan 
areas of Victoria, and for the delivery of the Victorian 
Government’s regional development agenda.   

This report has been funded by RDV. 

The purpose of the document is to assist in the 
development of a marketing campaign aimed at attracting 
new residents and skills to the Grampians region identified 
by the four partnering municipalities of Ararat Rural 
City, Horsham Rural City, Northern Grampians Shire and 
Southern Grampians Shire Council.

 
Accessibility

The report is free of restrictions on circulation to other local 
councils across Victoria. 

If the publication is required in an alternative format please 
contact:   

Pepper Brand Managers  
Phone (03) 5309 0800  
info@pepperbrandmanagers.com 

Disclaimer

Any representation, statement, opinion or advice, 
expressed or implied, in this publication is made in good 
faith, but on the basis that the Pepper agency or its 
employees are not liable (whether by reason of negligence, 
lack of care or otherwise) to any person for any damage 
or loss whatsoever, which has occurred or may occur in 
relation to that person taking (as the case may be) action in 
respect of any representation, statement or advice referred 
to above.

Version 15th May 2020
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Executive Summary

In 2019, four Councils in the Grampians region realised they were 
facing a significant economic and social challenge: the poor 
retention and lack of growth in new residents and workers.

Grampians Tourism, Ararat Rural City, Horsham Rural City, 
Northern Grampians Shire and Southern Grampians Shire Councils 
decided to partner to address this key economic and social 
challenge.

In January 2020, Regional Development Victoria (RDV), in 
partnership with the four Councils and Grampians Tourism, 
commissioned Pepper Brand Managers to develop a marketing 
plan aimed at attracting new residents and building the workforce. 

COVID-19 Context

The COVID-19 global pandemic of 2020 has had immediate and 
wide-spread consequences for all Australians.

Yet in spite of serious negative consequences, the pandemic 
may also have positives for the Grampians region. The economic 
and social effects of COVID-19 may provide a unique and timely 
opportunity to promote relocation to a regional town through 
some of the following factors:

Remote Working

With social distancing rules in place, many Australians have been 
working from home. While flexibility has long been touted by 
businesses, the health crisis has been a forced test of it and there 
has been a realisation that employees don’t have to be in the 
office to be productive. Living regionally while still being able to 
hold down a city job may have been a long-held dream for many 
Australians, and the COVID-19 pandemic may have highlighted the 
possibility of making that dream a reality.
 
Space

The social distancing and ‘stay at home’ rules implemented by 
the Government during the COVID-19 pandemic has highlighted 
the high-density of our cities and for many, the cramped living 
conditions. There is a possibility that this situation has resulted in 
many feeling cooped up and craving space, particularly those with 
a regional/rural upbringing. The post COVID-19 era may be the 
opportune time to tap into this yearning.

Executive Summary 1
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Lifestyle Reset

COVID-19 and the government-enforced changes are 
causing many people to rethink their lives and wonder 
if this crisis can be the catalyst for positive change. This 
unprecedented crisis, where people have been forced to 
simplify their lives, may provide a unique moment in time 
to demonstrate that a permanent change to a simpler life is 
a possibility.

Affordability 
 
The economic impact of the COVID-19 virus will leave very 
few Australians unscathed.   
 
Job losses, business closures and reduced income will 
be a reality for many Australians, and the lure of greater 
affordability in a regional location may be more appealing 
than ever. 

Job Opportunities

Almost 1 million Australians have lost their jobs since social 
distancing measures were enforced (ABC News, May 5 
2020), with the unemployment rate estimated to reach 11%. 
Victoria, which has had some of the strictest measures in 
place, has been the hardest hit with job losses. 

Job losses in capital cities as a result of this crisis may lead 
to a mindset change in terms of people now being open 
to consider opportunities in other locations, and early 
indications are that the Grampians region still has sufficient 
job vacancies despite COVID-19. 

Key Recommendations

1. The research completed in Stage One of this strategy 
development resulted in the identification of five broad 
markets a marketing campaign should be aimed at. These 
markets remain valid post COVID-19. 

• Metropolitan Residents

• Regional Victoria Residents (selected locations)

• Tourists 

• Migrants 

• Creators (business owners) 

2. Extend the existing tourism branding  
- “The Grampians Way” to the Live, Work and Invest messaging.  

3.  Invest in the design and construction of an integrated 
response platform that captures and responds to every 
enquiry, connects jobs, property, education, lifestyle needs 
and facilitates a concierge service that moves the enquiry 
through to the final conversion stage.  

4. Develop partnerships with industry, in particular employers, 
real estate agents and property developers, that will create 
opportunities to build a self sustaining business model for 
ongoing marketing of the region.    

5. Launch an advertising campaign into the nominated target 
markets as soon as possible to ensure Live the Grampians Way 
is ‘first to market’ in the post COVID-19 world.  

6.  Allocate funds to a digital media plan that allows the campaign 
to remain in market for twelve months.  

7. Pursue the core elements of the ‘Live and Work the Grampians 
Way’ concepts as presented in this report, with the objective 
of refining and working up to the final market ready stage 
when the campaign moves to the production/implementation 
stage. 

8. Endorse the media plan presented with due references to the 
channels and budgets allocated. The mediums recommended 
are digital, radio, PR, direct and events. 
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In 2019, four Councils in the Grampians region realised they 
were facing a significant economic and social challenge: 
the poor retention and lack of growth in new residents and 
workers.

Grampians Tourism, Ararat Rural City, Horsham Rural City, 
Northern Grampians Shire and Southern Grampians Shire 
Councils decided to partner to address this key economic 
and social challenge.

In January 2020, Regional Development Victoria (RDV), in 
partnership with the four Councils and Grampians Tourism, 
commissioned Pepper Brand Managers to develop a 
marketing plan aimed at attracting new residents and 
building the workforce. 

This was to be completed in two stages. 

The first stage was the completion of research exploring 
the challenge of attracting skilled workers to the region. 
The research, which included both primary and secondary 
methodologies, was completed in February 2020. We 
recommend the research report, Employers, Relocators 
and Respondents, to be read in conjunction with this 
strategy report.

In March 2020, the COVID-19 crisis arrived. 

The greatest social and economic upheaval since World 
War II has added another layer of complexities over this 
project. 

Nevertheless, the Pepper and Project Steering Group 
teams have worked to consider the potential scenarios 
that the new world, post-pandemic, will present in the 
context of retaining and building the population and 
workforce in the Grampians region.

Stage Two of the project was the development of this 
strategy report, which commenced in April 2020.

Introduction 2
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The Grampians region encompasses four Council areas, as 
seen in the map below. Ararat is located 206 kilometres from 
Melbourne, and the City of Horsham is 300 kilometres from 
the Victorian capital. Adelaide is 427 kilometres from Horsham. 

The Grampians National Park is relatively central within 
the four Council boundaries and is renowned as the major 
tourist attraction in the region. 

The Grampians received over 1.1 million domestic overnight 
visitors for the year ended December 2019.  
 
(Source: National Visitor Survey, Tourism Research Australia).

Region profile 3
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Industry Aarat Horsham Nth 
Grampians

Sth 
Grampians

Greater 
Melbourne

Victoria Australia

Agriculture, forestry and fishing (%) 14.9 9.2 13.1 20.2 0.6 2.2 2.5

Health care and social assistance (%) 14.3 16.6 16.0 15.3 12 12.5 12.6

Manufacturing (%) 11.9 3.5 11.1 3.7 7.7 7.8 6.4

Public administration and safety (%) 11.8 5.9 7.8 5.5 5.0 5.3 6.7

Retail trade (%) 8.1 11.8 9.0 9.7 10.1 10.2 9.9

Accommodation and food services (%) 6.2 6.5 7.6 6.3 6.5 6.6 6.9

Education and training (%) 5.7 7.5 6.30 8.6 8.6 8.6 8.7

Construction (%) 5.6 8.9 5.5 6.6 8.2 8.3 8.5

Industry of Employment - Inadequately 

described or not stated

3.7 3.0 3.6 3.2 4.9 4.7 4.4

Other services (%) 3.5 4.4 2.7 3.4 3.6 3.6 3.7

Transport, postal and warehousing (%) 2.6 4.0 3.1 3.4 5.0 4.8 4.7

Wholesale trade (%) 2.3 3.3 1.8 2.8 3.5 3.2 2.9

Professional, scientific and technical services 

(%)

2.0 3.7 2.4 3.5 9.0 7.9 7.3

Administrative and support services (%) 2.0 2.9 2.3 1.9 3.6 3.4 3.4

Arts and recreation services (%) 1.2 1.5 1.9 0.9 2.1 1.9 1.7

Mining (%) 0.9 0.5 3.0 1.5 0.2 0.3 1.7

Rental, hiring and real estate services (%) 0.9 0.9 0.6 0.6 1.7 1.6 1.7

Electricity, gas water and waste services (%) 0.8 1.9 0.8 0.5 1.0 1.1 1.1

Information media and telecommunications 

(%)

0.8 1.1 0.2 1.0 2.2 1.9 1.7

Financial and insurance services (%) 0.8 1.9 0.8 1.3 4.5 3.9 3.6

Total persons employed (no.) 4708 9111 4859 7250 2 115 493 2 736 125 10 683 842

Total combined persons employed (no) 25928

Total persons employed (no.) - 2016 4708 9111 4859 7250 2 115 493 2 736 125 10 683 842

Total persons employed (no.) -   2011 4 782 9 176 5 178 7726 1 927 928 2 530 635 10 058 325

Difference (%) -1.5% 0.7% -6.1% -6.6% 9.7% 8.1% 6.20%

Industry of Employment - Proportion of Employed Persons (2016)Industry and Labour Force

The COVID-19 pandemic has disrupted the Grampians 
economy, including the unemployment rate (which was 
previously below the National and State levels).

The state of local industry as at 2016 and 2018 is included 
for the purpose of examining which sectors may suffer 
the most from the impending recession, as well as 
comparing against Melbourne, a likely target market for 
resident and skills attraction.
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In terms of relevant employment sectors, the Agriculture/ Forestry and 
Healthcare/Social assistance are the most significant employers.

Total 
Grampians

Ararat Horsham Nth 
Grampians 

Sth 
Grampians 

Greater 
Melbourne 

Victoria Australia

Population 2018 59,236 11,795 19,875 11,431 16,135 4,963,349 6,460,675 24,992,860

Population 2013 59,419 11,490 19,694 11,880 16,355 4,370,067 5,772,669 23,128,129

Difference (%) -0.3% 2.6% 0.9% -3.8% -1.3% 13.6% 11.9% 8.1%

Median Age (years) -2018 45.5 46.1 41.2 48.3 46.4 35.6 36.7 37.3

Median Age (years) - 2013 44.1 45.0 40.7 46.3 44.4 36.0 37.2 37.2

Working Age Population (aged 

15-64 years) (%) 2018

60.0 61 60.6 59.6 58.9 67.9 66.3 65.5

Working Age Population (aged 

15-64 years) (%) - 2013

61.8 62.2 62.3 61.8 60.9 68.4 67.1 66.7

Median Age (years) 44.1 45 40.7 46.3 44.4 36 37.2 37.2

Working Age Population  

(aged 15-64 years) (%)

61.8 62.2 62.3 61.8 60.9 68.4 67.1 66.7

Years-2018 & 2013

Source - ABS data by region

Population and working age profile
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The major new projects that are proposed for the region 
all have the potential to attract new residents and inject 
significant capital into the local economies.  

These include:
• Bulgana Green Hub

• Nectar Farm at Joel Joel

• Stawell Underground Physics Lab

• Iluka Mineral Sands

• Avonbank Mineral Sands

• Australian Plant Proteins

• Highway Duplication

• Highway Ararat Bypass

The common challenge for all of these projects will be the 
attraction of workers during both the construction and final 
operational stages. The Opportunities Pyrenees, Ararat 
and Northern Grampians (OPAN) study (which included the 
Pyrenees region) predicted there would be up to 1,000 new 
jobs in the area within the next five years. 

However, most of the projects are not expected to occur 
until 2022. 

The immediate marketing outputs emanating from this 
report are scheduled to occur in 2020/2021. The activities 
may therefore prove to be ideal testing grounds for the 
eventual solutions to those longer term needs of the large 
scale projects.

Major Projects 4
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Stage One of this project resulted in a research report, 
Employers, Relocators and Respondents. The research 
team consulted and engaged with 25 employers in the 
Grampians region. They also interviewed 13 individuals 
(Relocators) who had moved to the area from outside the 
region within the last five years. Representatives of local 
real estate agents, industry associations and local councils 
were also consulted (Responders).

A number of secondary research reports were collated for 
analysis and relevant extracts were included to complete a 
synthesis of background information.

The key findings were:

Employers

• Every employer interviewed (100%) mentioned at least 
one skill or role that they found difficult to fill from the 
local population. 

•  The majority of employers (68%) believe that the 
shortage and quality of rental properties is the biggest 
single issue facing their respective communities when 
discussing the challenge of attracting new residents 
and building the local workforce. 

• The majority of respondents (77%) estimated that 
a maximum of 20% of their existing workforce had 
migrated from outside the local region. 

•  The issues of local facilities, such as quality restaurants 
and cafes, limited trading hours and things for younger 
people to do was mentioned by 32% of the respondents 
as a barrier to attracting new workers from outside the 
region.  

• The 25 employers interviewed in February 2020 
estimated their average number of job vacancies 
that they offered on an annual basis. These estimates 
totalled nearly 800.

Research Findings 5



New Resident & Skills Attraction Strategy 12

Relocators

• A lifestyle change was identified by 23% of relocators 
as their primary influence on moving to the 
Grampians region. 

•  15.5% noted family/partner reasons (for moving) with 
the remaining 15.5% attracted by affordable housing. 

•  The majority (64%) found their new employment via 
online job boards such as Seek or LinkedIn. 
 

•  Other factors mentioned at least once by the 
respondents as advantages of living in the 
Grampians region include: location (proximity to 
National Park, beach, wineries), less traffic, reduced 
commute times, community involvement, local 
people, weather, housing affordability and low crime 
rates. 

•  When it came to the question of what they miss or 
what they do not like about their new location, the 
most common response (29%) related to local trading 
hours and/or range of shops.  

•  Other disadvantages mentioned were isolation/
distance to Melbourne, distance from family/
friends, locals’ apathy toward tourists/outsiders, 
limited choice of eateries, quality of housing and 
employment opportunities, drug problems, the small 
size of town and lack of facilities. 

Some positive comments:

Respondents

• Real estate agents in Ararat and Stawell 
confirmed the employers’ opinions that 
the lack of rental properties is the biggest 
barrier to attracting new residents to their 
respective towns.  

• Horsham and Hamilton agents also accepted 
the same line of thinking, but with different 
reasonings. The Horsham real estate 
principal believed the issue is more related 
to how busy local tradesmen are in that City. 
The Hamilton respondent indicated that 
rental stock has improved in 2020 compared 
to 2019. 

• The Hamilton Visitor Information Centre is  
well-resourced in regard to promoting the 
‘live here’ message, with large signage and 
information packs specifically produced for 
potential new residents. 

• There is no formal response ‘system’ in 
place for any of the councils in relation 
to capturing, responding, following up, 
recording and reporting upon potential new 
resident (relocator) enquiries.

“Kids love it here! We’ve now got a life – the family 
does things together”

“Have loved getting away from the traffic – no traffic 
lights! – and enjoy the slower pace.” 

“I love that we are close to the Grampians, and it is 
only a short trip to an escape to the bush and  
re-charge and it’s not far from the beach.”
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Other findings

• The New South Wales Evocities project (New 
Residents and Skills Attraction campaign) conducted a 
study that indicated the economic value of a ‘relocator’ 
was over $90,000 per annum per household. 

• The tracking and reporting platform embedded in the 
Evocities campaign (launched in 2010) shows that it 
can take anywhere between three months and three 
years from the time of a relocator’s initial consideration 
through to the final stage of moving to a regional area 
from a capital city.    

• Metro dwellers tend to have limited knowledge 
of the regional areas and place greatest emphasis 
on available career opportunities, as opposed to 
comparing each city/town’s features.    

• In 2017, a Regional Development Victoria (RDV) 
commissioned study revealed that the majority of 
newcomers to Regional Victoria moved from within 
Regional Victoria (57%) or from Melbourne (27%).   

• Another RDV-sponsored research project in 2019 
identified overarching issues affecting the tourism 
industry in the Ballarat  
and Grampians regions. 

These issues include:

- Poor industry perception

- Limited workforce

- Loss of skilled workforce in regional areas

-  Predominance of small business and unskilled 
business managers

                     

•     The solutions presented in the 2019 tourism study 
included: 
 
-  Attracting both skilled and unskilled workers is 

imperative to filling existing job vacancies and 
building the tourism and hospitality industries.  

• The Wimmera Southern Mallee Regional 
Engagement 2020-2021 report identified that 
future job growth in the area will predominantly 
be in the education and service industries. 
Statistics in that report show that job vacancies 
are growing throughout the Wimmer and 
Western Victoria area.  

• Both the primary and secondary research 
projects revealed an enthusiastic, positive 
attitude of industry toward the idea of a 
regionalised approach to the marketing of jobs, 
organisations and the communities to external 
markets.
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6.1 Property

We accept that the availability of rental properties is 
a major issue in at least two of the partnering LGAs – 
Northern Grampians Shire and Ararat Rural City Council. 

The ‘Passive Place’ project that is occurring in Stawell 
appears to offer some scope to promote a development 
that can be used to house new residents.

However, we believe the approach to the eventual 
marketing campaign needs to be on a basis of testing the 
market:

Let’s test the market – gauge the immediate response 
levels, and record the types of enquiries received as 
well as the level of industry participation. If the supply 
of housing is impacting the rate of conversion, then 
strategies and direction of messaging may need to  
be re-evaluated.

The longer term solutions are associated with ongoing 
planning and zoning processes within each Council to 
encourage and facilitate land and housing developments. 

Challenges 6
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6.2 COVID-19 threats

Each member of the Project Steering Committee 
was invited to contribute to a Risk Assessment 
analysis of what the pandemic crisis may cause to 
their respective local government area and, in turn, 
to the New Resident and Skills Attraction project.

The following chart examines the potential negative 
outcomes for the Grampians region.

Outcome Likelihood Impact Consequence

Local Tourism and Hospitality industry suffers 
major disruption/impact.

Actual Extreme Some businesses do not survive.
Local residents move to unemployment.
Brand damage- perceived lack of unique 
experiences/options.

Local Retail industry suffers major disruption/ 
downturn.

Actual Extreme Some businesses do not survive. 
Local residents move to unemployment.

Supply chains suffer flow on effect. Actual Extreme Some businesses do not survive
Local residents move to unemployment.

Local unemployment rises. Actual Extreme Challenge to retain population.

Economic uncertainty and financial 
constraints- lowering of household income, 
withdraw from super, etc. “I need to think 
carefully about where I spend my money”.

High High Tendency to maintain the status quo and not 
investigate options for a new start or make 
significant decisions that will impact financial 
stability.

Timing of project and launch of the proposed 
marketing campaign when restrictions have 
not  been or only just lifted.

High Severe Project fails to deliver increase in interest or 
movement to the region.

Period of personal / social isolation may result 
in increased desire to be around people.

Medium Medium Potential for those in younger age bracket to  
re-discover the desire of hustle and bustle of 
a city environment and decide that a region 
would be too quiet (Could also work as a 
positive for some people).

Events suffer cancellations, reduced demand 
from business sector and postponement.

Actual Extreme Loss of economic investment into the region as 
a result of those travelling to attend events.
Loss of shoulder season/midweek travel in the 
case of business events.
Loss of cultural capital for residents.

COVID-19 Risk Assessment - Relevant to New Resident & Skills Attraction Project.

March 2020.
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Opportunities 7
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7.1 COVID-19 opportunities 

Similarly the members were also invited to contribute 
to what opportunities the new economic and social 
landscape may present for marketing the Grampians 
region as a place to live, work and invest. 

Outcome Likelihood Impact Consequence

Agriculture industry fares better than many 
sectors.

Medium Medium Potential growth.
Currently seeing both  increases and decreases 
in staff numbers involved in the intensive 
agriculture sector. These may all increase as 
people seek home grown or safer food supply 
chain options. 
Higher commodity prices (ie- high grain 
market).
Ability to employ.
Lower fuel costs.

Other industries  experiencing growth as a result 
of transformation of industry.

Actual Low Ability to employ.

National unemployment rises. Actual High Opportunity to attract new residents and skills 
to the Grampians region - Jobs and Careers.

Metropolitan residents shift thinking to regional 
living options (such reasoning could be Infection 
rate within the region is significantly less than 
metro counterparts).

Medium High Opportunity to showcase Grampians region 
Safety. Extra space (larger houses, more 
open spaces for activities- with more people 
working from home) .

Workforce recognises the ability and scope to 
work from home; shift in focus on wellbeing may 
give perspective and desire to redefine work/life 
balance, with increased appetite for engaging 
experiences allowing for social connections.

Medium-
High

Medium Opportunity to showcase Grampians region 
(well positioned for nature, wellness, clean / 
green living and ease of remote working) 
-        Unique experiences and events
-        Authentic ‘localhood’ approach attracts 
potential relocators seeking community.

Sense of community is heightened. Medium Medium Opportunity to showcase Grampians region
Smaller communities offer more support 
than metro areas. Councils demonstrate how 
they have supported residents and business 
(facilitating access to State & Federal grants,  
promotion of local businesses etc).

Potential impact on real estate market from 
selling of investment properties due to financial 
pressures.

Medium-
Low

Medium Result could be more housing stock at 
reasonable prices.

COVID-19 Risk Assessment - Relevant to New Resident & Skills Attraction Project.

March 2020.
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7.2 COVID-19 - Expanded

The COVID-19 global pandemic of 2020 has had 
immediate and wide-spread consequences for all 
Australians. The dual crises of the potential health 
emergency and subsequent economic fallout is having a 
profound effect on consumer sentiment and behaviour, 
with changes in emotions, attitudes and preferences.
 
McKinsey & Company are tracking consumer sentiment 
across the globe, and note that the prevailing sentiment 
in Australia is uncertainty about the economy and 
concern for public health. The research has shown that 
consumers are being cautious about their spending, 
and uncertainty about the economy is having an impact 
on their decision-making regarding investments and 
purchases. (Source: McKinsey & Company,  Survey: 
Australian consumer sentiment during the coronavirus 
crisis, May 2020)
 
Yet in spite of serious negative consequences, the 
pandemic may also have positives for the Grampians 
region. The economic and social effects of COVID-19 
may provide a unique and timely opportunity to promote 
relocation to a regional town through some of the 
following factors:
 
Remote Working

With social distancing rules in place, many Australians 
have been working from home. While flexibility has 
long been touted by businesses, the health crisis has 
been a forced test of it and there has been a realisation 
that employees don’t have to be in the office to be 
productive. Workplaces may not look the same after this 
major upheaval.

Living regionally while still being able to hold down a 
city job may have been a long-held dream for many 
Australians, and the COVID-19 pandemic may have 
highlighted how making this dream a reality is possible.

(Herald Sun 3rd May, 2020)

Domain May 11th
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Space

The social distancing and ‘stay at home’ rules 
implemented by the Government during the COVID-19 
pandemic has highlighted the high-density of our cities 
and for many, the cramped living conditions.
 
The inability to use public spaces and maintain the 
required distance has been problematic (eg. St Kilda and 
Bondi beaches), and the requirement to stay at home to 
live, work and learn may have been challenging. There 
is a possibility that this situation has resulted in many 
feeling cooped up and craving space, particularly those 
with a regional/rural upbringing. The post-COVID era 
may be the opportune time to tap into this yearning.

Lifestyle Reset

COVID-19 and the government-enforced changes to 
people’s lives are causing many to rethink their lives 
and wonder if this crisis can be the catalyst for positive 
change. While digital consumption has sky-rocketed, 
there are also widespread reports that the social isolation 
requirements are prompting people to reconnect as 
families, and to revert to more traditional pastimes. 
Media have reported huge spikes in sales of board games 
and puzzles, supermarkets are struggling to keep up with 
demand for baking products and garden centres have 
sold out of vegetable seeds and seedlings.
 
This unprecedented crisis, where people have been 
forced to simplify their lives, may provide a unique 
moment in time to demonstrate that a permanent 
change to a simpler life is a possibility.

ABC 10th May
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Affordability

The economic impact of the COVID-19 virus will leave 
very few Australians unscathed. While industries such 
as tourism and hospitality have suffered the immediate 
effect of government restrictions, others will be 
indirectly impacted at various stages as a result of the 
broader economic downturn. Government support 
policies have softened the blow for many, but the impact 
is still predicted to be significant, with the Reserve 
Bank of Australia warning that the country is likely to 
“experience the biggest contraction in national output 
since the Great Depression” (Reserve Bank Governor, Dr 
Philip Lowe).
 
Job losses, business closures and reduced income 
will be a reality for many Australians, and the lure of 
greater affordability in a regional location may be more 
appealing than ever. Not only affordable living, but 
affordability in operating a business. The enticement of 
lower industrial and commercial rents at this difficult 
time may provide the incentive for business owners to 
consider a relocation. 

Job Opportunities

Almost 1 million Australians have lost their jobs since social distancing measures 
were enforced (ABC News, May 5 2020), with the unemployment rate estimated to 
reach 11%. Victoria, which has had some of the strictest measures in place, has been 
the hardest hit with job losses. 

Job losses in capital cities as a result of this crisis may lead to a mindset change in 
terms of people now being open to consider opportunities in other locations, and 
early indications are that the Grampians region still has sufficient job vacancies 
despite COVID-19. 

Pre-coronavirus, the research project identified there was a sufficient number of 
job vacancies in the region to market. One indicator is the Seek website, revealing 
131 jobs available in the region as at February 24, 2020 (with an understanding this 
channel is only one of many used by employers).

Using the same measurement tool on May 4, 2020, there were 105 vacancies listed.

Interestingly, while four of the listed towns 
recorded a drop in vacancies, Horsham 
increased their number of job advertisements. 

38% of the jobs advertised were in the 
Healthcare and Community Services sectors.

Skill gaps are expected to remain in the 
Grampians region.
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RECOMMENDATIONS
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The research completed in Stage One of this strategy 
development resulted in the identification of five broad 
markets a marketing campaign should be aimed at. 
 
These markets remain valid post Corona. 

1. Metropolitan Residents

2. Regional Victoria Residents (selected locations)

3. Tourists 

4. Migrants 

5. Creators (business owners)

Target audiences  8
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8.1 Metropolitan Residents

The single largest geographical market in Victoria – 
Melbourne – is an obvious target for relocation messaging.

The 2017 RDV study revealed that 27% of the 788 people 
surveyed had moved to Regional Victoria from Melbourne. 
This confirms that Melbourne residents will consider a move 
if certain conditions are met. 

Additionally, because of the location of the Grampians, 
Adelaide should also be considered a campaign target.   

We propose there are three primary demographic segments 
that are most likely to consider a move out of Melbourne or 
Adelaide to regional Victoria.
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8.1.1 The Familites

Aged between 35 – 44, the Familites mindset is generally 
held by young parents with younger children. This segment 
prioritises economic considerations in terms of the benefits 
sought from a location, with employment prospects and 
education facilities being of utmost importance. 

The ability to attract this segment is dependent on a 
region’s ability to provide an improved lifestyle that is free 
of the perils of the ‘big city’ (e.g. traffic, crime, pollution). 
They believe that the country is a better place to raise their 
children.

To them it is all about the kids. 

The likelihood of moving out of Melbourne increases 
significantly if they have a connection to the Grampians 
region, i.e they were born or educated there or have relatives 
living there. 

The Familites are the most attractive segment to target, in 
respect to long term residency and broader economic value.
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8.1.2 The Bloomers

This segment consists of middle aged residents, (45 – 54 
years) who place a high importance on environment and 
leisure benefits. They are likely to be empty nesters. They 
may be single or couples.

Despite current family and employment considerations, 
a healthy percentage of this segment is likely to seriously 
consider moving to regional Victoria.

The major appeal of regional areas to this segment relate to 
the perceived lifestyle and natural surroundings.

This segment is very attractive for regions which can provide  
appealing natural surroundings, such as the Grampians. 
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8.1.3 Free-Wheelers

This segment represents those who are aged 25 – 34 years 
who are in the early stages of their careers. This segment 
places greatest emphasis on employment prospects, 
education and safety. 

Generally, this segment is open to the prospect of relocating 
to a regional area if it means career advancement or if the 
move will add to their whole of life experience, creating long 
term value to their curriculum vitae. 

The majority of this segment have also only experienced a 
city way of life, with only a relatively small proportion having 
previously lived in country Victoria.

This segment is most likely to move if the job is right and the 
destination is family-friendly. They may be single or a couple. 

But regional destinations also need to attract them before 
they become entrenched in the city.
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8.2 Regional Victoria Residents

Apart from targeting Melbourne and Adelaide, there will 
also be other areas of regional Victoria that will offer 
appeal as worthy markets to push the Grampians lifestyle 
communications to.

The 2017 RDV / Horizon study reveals that the majority of 
newcomers to regional Victoria moved from within regional 
Victoria (57%) or Melbourne (27%).

The larger cities of Ballarat, Bendigo and Geelong will have 
specific groups of people who will be attracted to job/career 
opportunities relative to their stages in life. 

Larger manufacturing businesses that have closed in these 
cities caused skilled workers to search for new employment. 
Some of these skills are in demand in the Grampians region.

Others will consider job opportunities that will mean an 
advancement in their chosen career.
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8.3 Tourists

The Grampians received over 1.1 million domestic overnight 
visitors year ended September 2018. 

26% of these were visiting friends and relatives.

This represents a massive market to motivate to consider 
relocating to the region. 
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8.4 Migrants

This segment represents a complicated set of variables and 
conditions that demands a study in its own right.

However, this segment must be considered in the context 
of building the population and workforce in the Grampians 
region.

For some employers who need a bulk number of new 
employees to construct, manufacture, pack or process, such 
as the Australian Wildflower Investment Co, AME, Frew 
Group and the proposed Nectar Farms venture, their most 
likely chance to succeed with this recruiting challenge is via 
sponsored migration channels.

For other employers, the sponsored migrants solution 
represents a minefield of red tape, lengthy lead times and 
expensive outlays in the unknown. 

However, the predicted reduction in immigration levels will 
now restrict the potential numbers of new residents from 
international sources.  

Secondary (local) migration is a viable alternative. Migrants 
who are currently living in Melbourne and are actively seeking 
employment may be attracted to the Grampians region if 
they become aware of opportunities.
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8.5 The Creators

It is noted that 32% of employers believe the range and 
quality of restaurants, cafes and the trading hours of 
retailers and eateries is an impediment to attracting both 
new residents and tourists to the region. These ‘dislikes also 
attracted a number of mentions from the relocators.

Adopting a long term view toward improving this status of 
local facilities, we believe the likely change will only occur 
when entrepreneurs enter the market and disrupt the trading 
environment by extending trading hours and creating new 
products and services. 

As consumers gravitate toward the new operators, other like-
minded entrepreneurs will follow this lead and new industry 
will evolve. 



New Resident & Skills Attraction Strategy 31

Branding 9
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The Grampians is a renowned tourism destination. In 2019 
it attracted a record 2.5 million visitors, with domestic 
overnight representing 43.5% and domestic day trips 54%, 
and the remaining 2.5% being international overnight.
 
Marketing activity is targeted toward the Lifestyle 
Leader audience segment, in order to attract high-value 
travellers. This strategy has been successful, with total 
visitor expenditure increasing 20% to $553 million.
(Source: National Visitor Survey, Dec 2019, Tourism Research Australia)
 
The Grampians is a destination that tells the story of 
adventure, freedom, intrigue, timelessness, spirituality – 
an overall enriching experience. The tourism marketing 
focuses on the core asset of the Grampians National Park, 
along with the other key experiences and regional heroes 
including food and wine, aboriginal culture, arts and 
history, events and festivals, and the towns and villages of 
the region.
 
The core campaign brand used by Grampians Tourism 
is The Grampians Way. This campaign was launched in 
September 2018 and will continue for the foreseeable 
future.
 
The Grampians Way is a campaign platform that is 
designed to connect with audiences on a deeper 
emotional level, as well as the rational. The Grampians 
Way line is used both figuratively and literally in the 
campaign. Figuratively, where grand visual statements 
are paired with thoughtful emotive observations that tap 
into the mindset of those seeking a truly unique brand 
experience and to encourage people to do things and live 
life The Grampians Way. 

Then literally, in reference to the Grampians Way touring 
route that circumnavigates the National Park and 
encourages dispersal of tourists throughout the region.
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The campaign brand has recently been extended to 
encompass the region’s local products and produce, 
with the development of a Made the Grampians Way 
logo. This extension has been well timed with the 
onset of the COVID-19 pandemic and devastating 
impact for these businesses. #MadetheGrampiansWay 
is being used on social media by Grampians Tourism 
as well as other organisations and has potential to be 
used more broadly in the future.
 

This example demonstrates the potential to extend 
the brand further to encompass the Live-, Work-Invest 
message.

Brand consistency across the Visit and Live-Work-
Invest platforms will provide many benefits for the 
region. Brand consistency is the practice of always 
delivering messages aligned with the core brand 
values in the same tone, and presenting the brand in 
a similar way, through the use of colours and other 
visual cues.  
 
By taking a consistent approach to brand identity, 
values and strategy over time, the target audience will 
be exposed to the core messages from across multiple 
marketing channels and touchpoints, and this will help 
to solidify brand recognition over time and enhance  
cut-through for the region.
 
There is likely to be a level of trust built up in the 
region through people having a positive tourism 
experience with the Grampians. With around 2.5 
million visitors to the region each year, this should be 
capitalised on when developing new messaging. 

Using a consistent approach to branding for the 
region will allow the positive and emotion-evoking 
associations of the tourism marketing messages to be 
leveraged to the Live-Work-Invest messages.
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We believe a longer term approach to this project is essential. 

The development and implementation of a short term 
advertising burst into selected external markets will do little 
to solve the population and labour force issues facing the 
Grampians region. 

There is a need for all stakeholders to recognise:

•  The economic value of a new resident (particularly a 
skilled worker) demands a genuine appreciation of every 
single enquiry that arrives from an individual considering 
relocating to their nominated Grampians city, town or 
village.  

• Moving to a new region, particularly from a capital city, is 
a major decision that will involve several touch points of 
influence before the shift actually occurs. 

• The time period from initial awareness (of the Grampians 
region) to serious consideration stage through to the final 
move can span several years. 

The long term success of an attraction campaign will depend 
on how the partnering councils respond to and manage every 
consumer response to a marketing campaign.

The following chart represents the different stages of 
attracting new residents, with each stage containing 
influence factors of likely conversion.

The Relocator 
Journey 

10
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It is here where the Grampians government partners 
have the opportunity to create a best practice solution to 
attracting new residents and workers.  

Each stage of the relocator journey needs to be 
considered with the objective of building a system 
that will maximise the chances of converting an initial 
expression of interest to the final new resident stage.  

The reality of regional local governments is the limited 
resources to fund marketing campaigns that will be 
effective in a crowded metropolitan market. The same 
limitations on human resources to manage the responses 
to a campaign also creates challenges.   

Recommendations are provided that are designed with 
these challenges in mind.

The objective is to automate the processes involved with 
each stage of the journey.

Response Capacity 11
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The first challenge is to develop an advertising campaign that 
will attract the attention of the target audiences.
 
This tier 1 activity needs to create enough curiosity 
(messaging) for the responder to take another look  
– i.e to visit the campaign website.

Market. Attract.

Stage 1
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The purpose of the primary call to action (the website) is to 
motivate. There needs to provide sufficient information on all 
aspects of what a new life in the region means. This includes 
motivational and directional information on:

• Jobs and Careers

• Housing

• Education 

• Lifestyle 

• Health 

The objective is to encourage visitors to the site to take that 
next step of the journey. 

- to register their interest in moving to the region

-  to provide a profile that will assist in identifying skills, 
propensity to move, lifestyle preferences and household 
structures

- to actively search and apply for job vacancies. 

Consider. Register.

Stage 2
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Attracting skilled labour to regional areas is a 
competitive industry with all regions aiming 
to build their skilled workforce capability. 
Attracting the right skills at the right time in 
line with the evolving skill gaps that employers 
are faced with, including the post COVID-19 
disruption, is the challenge.

If Stages One and Two succeed in attracting 
registrations of interest the next stage is to 
convert.

The greater the communication the greater 
the chances of conversion.

Moving location is a major decision. Many 
people will need to be nurtured to continue 
the journey toward their new life.

Local employers, local government and 
associated services will all need to play 
their part in a holistic way. Linkages need 
to be created between the potential new 
resident and the local employment, property, 
education, lifestyle and community networks. 

Communication channels need to be created.

Communicate. Convert.

Stage 3

The recommendation is to include a CRM 
(Customer Relationship Management) 
platform that will work to capture, record, 
monitor, manage and report on every 
enquiry that emanates from any source 
within the region. The platform should 
also work to build a skills bank that can be 
used to match employers needs. 

The sources of enquiries may be the 
campaign website, the councils’ websites, 
the Grampians tourism website or the 
Visitor Information Centres.

The CRM system should also be able 
to track the relocator journey through 
to the new residency stage. This will 
allow the retention strategies to also be 
implemented within the one platform.

Very few regional councils in Australia 
have CRM systems dedicated to the 
attraction of new residents and/or skilled 
workers. 

The Grampians councils have an opportunity 
to create a competitive advantage. 
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There will be a need to identify the return on 
investment.

The Grampians system should be able  
to report on:

• Marketing /Advertising performance

• Number of respondents to the campaign

• Number of registered enquiries

• The locations within the region 
respondents expressed interest in

• Sources of registered enquiries

• Stages of the relocation pipeline 

• Types of skilled workers willing to move

•  Levels of engagement with local 
employers and associated services

• Eventual value of contribution to the local 
economy

Report.

Stage 4

Investigation into how a sustainable 
business model can be developed will 
occur as the proposed ecosystem evolves. 
A model that can be sustained without the 
reliance on the initial RDV seed funding 
would be ideal, as well as a model that 
will attract the interest and support of 
industry.

The following chart illustrates the different 
components that work together to deliver 
the attraction, conversion and retention 
solutions. 
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The likely success of this project will depend on the level 
of engagement with and support of different stakeholders 
who will need to come together to deliver a holistic 
program.
 
These include:

• Regional Development Victoria (RDV)

• The Councils/Shires

• Employers

• Education sector (schools, training providers)

• Property agents and developers

• Community organisations  

• Marketing partners

• Technology partners.

In regard to attracting financial support from partners, the 
COVID-19 crisis changed the business environment, which 
in turn curtailed potential fundraising from industry.

However, adopting a long term approach to the task 
ahead, employers have expressed their enthusiasm for 
the regionalised approach to marketing and will be the 
direct beneficiaries of the campaign if their skill gaps can 
be reduced. They will be the key to potentially creating an 
ongoing, self sustaining model for this project. Similarly, 
property agents and developers have an obvious interest 
in attracting new residents. 

How these industry partners can be recruited to 
contribute to the model will emerge with the final 
response platforms and the proposed promotional/media 
plan.    

Partners 12
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The selection of channels to push the Live, Work the 
Grampians Way messaging is based on the following 
rationale.

Digital

This media provides the opportunity to reach the target 
audiences for relatively low cost,delivering potentially 
significant returns on investment (when considering 
the economic value of a relocator). Messages can be 
customised to match the ‘pull’ attractors of the Grampians 
region. Response rates are measurable. Campaigns can 
remain fluid with adjustments made through continual 
monitoring and evaluation. Precise targeting can be 
achieved with direct reference to the Melbourne Heat 
Maps included in this strategy.

Specific media to be adopted include:

• Search

• Display

• Social (Facebook, Instagram)

• LinkedIn

• Youtube

• EDMs (email follow ups to registered enquiries)

Jobs Boards

There are definite skills shortages in the Grampians region.

The recommendation is to work with employers to pick 
their vacancies that are most difficult to fill and include 
these specific jobs within the promotional plan. They 
would be promoted into external markets using not only 
the stated digital channels such as Facebook and Linkedin, 
but also sponsored on selected Jobs boards such as 
Adzuna, Jora or Indeed. This strategy may attract financial 
contributions from selected employers.

Promotional Plan 13
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Radio

A definite ‘push’ factor that triggers frustration and angst 
among Melbourne residents is traffic. The long commute 
times are not expected to improve in the immediate 
future. 

The recommendation is to reach these commuters at 
their time of peak ‘angst’ – morning and evening drive 
times. Radio is recommended for this purpose. 
 
Direct

Selected suburbs of Melbourne may be targeted for a 
direct distribution of some form of printed collateral. 
This option will depend on the budget available. The 
production and distribution costs need to be weighed 
against the comparison of digital reach and longevity. 
However, if the industry can be engaged to support a 
specific Live the Grampians Way publication through 
cooperative advertising, then this channel offers appeal.

PR

The COVID-19 crisis has presented both challenges and 
opportunities. 

If the Grampians solution is offering jobs and a new 
lifestyle to the Melbourne masses then there is a story 
there. 

A specific PR campaign aimed at attracting the attention 
of the Melbourne and national media should be included 
in the launch stage of the campaign. 

If the timing is right then the Grampians have the 
opportunity to be first in the market. 

The local media should also be included in the mix for 
the purpose of harnessing the friends and relatives 
influence as well as attracting the support  
of employers.

Outdoor

The highway billboards located at the entries to the 
region’s towns offer great opportunities to promote 
the Live, Work the Grampians Way messages to a 
massive audience. The Western Highway between 
Ballarat and Stawell hosts more than 6,000 vehicles 
per day (2 million + per annum). 

This medium is recommended for each Council/
Shire to consider within their own communications 
strategies and resources. 

The use of outdoor billboards in Melbourne is desired 
but outside the scope of the available budget. 
 
Web Networks

The Visit Grampians website attracts over 420,000 
unique visitors a year. 

Adding a banner promoting the Live Work message 
will add a valuable channel to the marketing mix – 
linking to the Live campaign website.

Similarly, each of the Councils’ own websites should 
include the same banner. While the majority of visits 
to these sites would be local residents, the potential 
for locals to extend the reach will add valuable 
leverage to the campaign. 
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Events

The region hosts many major events that attract 
thousands from outside the region (assuming the 
world returns to some form of normality following the 
pandemic).

These need to be leveraged to help sell the appeal of 
staying to live and work in the region. The post-event 
mood will generally always be positive, hence creating 
a receptive environment for the communication 
strategy. Collateral for this use to be included in the 
production budget.

Consideration also should be given to the inclusion of 
a dedicated marque at the larger events, such as the 
Grape Escape.

Accommodation Houses

The most effective means of reaching the 1 million 
overnight visitors to the region is where they stay.  

Distributing a form of printed collateral to the 5,000 
rooms (estimate) in the region is recommended. 

Again, the relaxing environment and the tendency 
to seek out reading material while on holiday creates 
another ideal touch point of communication for the 
relocation campaign.

Alumni

Research reveals that the chances of a metropolitan 
resident moving to a regional area increases if they 
have had some form of connection to that area – i.e 
born, educated or have friends/relatives there.

The major secondary schools in the Grampians region 
have extensive alumni databases. Approaches to 
these schools should be made requesting that the 
Live the Grampians Way campaign be included in their 
communication activities.

Creators

One of the markets to target are the entrepreneurs who will identify business 
opportunities and move location to pursue their vision.

The pandemic may also cause some proprietors to consider resetting their 
businesses to a regional area.

The campaign’s digital platform needs to include pathways to business 
opportunities in the region, as well as direct linkages to the economic 
development units of each Council.
  
Locals who are operating successful businesses should be profiled on the  
Live the Grampians Way website.

This segment will be included in the proposed digital advertising campaign.
 
 
Migrants

This segment must be considered in the context of building the population and  
workforce in the Grampians region.

The proposed marketing campaign will attract interest from both overseas 
workers, seeking sponsored visa’s to Australia, as well as from secondary 
migrants, living in Melbourne, who will be seeking employment opportunities.

The proposed CRM platform will identify both segments.

However, the predicted reduction in immigration levels will now restrict the 
potential numbers of new residents from international sources.  

Hence this project will predominantly be occupied with the secondary migrant 
populations of the capital cities.

The support networks available in each local community need to be engaged 
for the purpose of assisting the concierge component of the conversion process 
and relocator journey. These networks to be identified and included within the 
framework of the digital response platform. 
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The alignment with the region’s tourism branding has 
been rationalised in Section 11 of this report. 

Creating an advertising concept that allows modular 
solutions to the marketing of the different “push/
pull’ factors (identified in Stage one of this project)   
underpinned the creative development. 

Creative 14
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The second phase was to pursue the strategy of 
leading with “jobs”, which, in turn, is aligned with the 
need to address the skills gaps in the region.

The third challenge was to link the jobs message 
with the positive associations with and high 
awareness of the Grampians National Park. The Park 
is the emotional hook that suggests “adventure, 
freedom and space”  - feelings that epitomise 
regional living.

The proposed concept also creates the opportunity 
to customise sub-sets of the advertising campaign 
that will allow partnerships to be developed with 
industry in the region.

The following illustrates the creative concept in mind 
– a concept that can be worked up to final market 
ready applications through the production stage.    

The proposed campaign will be predominantly 
digital, hence the concepts are presented as digital 
display banners.
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Employment messaging
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The concept allows localised backgrounds.
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Housing and lifestyle messaging

Special Note:
The examples shown are concepts only. Images & copy may change.
The concepts will be worked up in the production stage of the proposed campaign.
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Timing 15
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15.2 Term

The marketing campaign should run for a minimum  
of 12 months. 

The project’s objectives of building the region’s 
population and attracting skilled workers cannot be 
achieved within the period of a few months.  

• Attracting interest in the region is one challenge. 

• Persuading respondents to register their interest 
in moving is another. 

• Nurturing them through to final relocation is 
another.

The need to invest in the digital infrastructure to 
facilitate the meeting of those challenges has been 
explained. This recommendation is based on the 
expectation that the platform would cater for an 
ongoing push toward attracting skilled workers to the 
region.   

Digital media creates the opportunity to launch and 
retain the Live the Grampians Way messaging in the 
market 24/7 for close to a year.

This campaign period will provide the data that can 
be measured for results, with the CRM being able 
to report on the number of registered interests, the 
stages of the relocation pipeline and the number of 
actual conversions. Over this course it is expected 
that industry will also have been engaged to the 
level where a sustaining business model will evolve, 
without the dependence on the original seeding 
funds.   

The budget has been developed with this 
recommendation in mind.  

15.1 Launch 

The COVID-19 pandemic creates the uncertainty of when 
the best time to launch the Live the Grampians Way will 
be. 

The pros and cons have been included in the Risk 
Assessment section (6) of this report. 

Section 9 also includes the Covid-19 context for 
consideration.

Our recommendation is:

Be first to the market. 

Launch sooner rather than later.

The subsequent building of the response infrastructure, 
advertising production and media placements will 
proceed in alignment with this recommendation.  
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The management of the new residents’ experience and 
satisfaction with their new life needs to be considered in 
the context of this strategy.

How well they assimilate in their new community will 
impact on the likelihood of them staying. 

The development of the digital framework should include 
connections to local support networks. These may include 
community welcome groups.

Councils should also consider the staging of New Resident 
Welcome functions.

The Southern Grampians Shire stages annual events 
designed to engage and retain their new residents in their 
community. 

Other initiatives such as Welcome Packs and vouchers 
(offering tangible value) to local businesses should also be 
considered. These types of promotions are common with 
many regional councils throughout Australia and examples 
may be provided if adopted.

The establishment of online surveys aimed at new 
residents will also facilitate the connections to support 
networks, deepen their sense of belonging to the 
community and measure their level of satisfaction with 
their new lives. The identification of new residents may be 
achieved through property transfer records and local real 
estate agents.  
  

Retention 16
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Budget 17
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The second method of budget allocation is to allow 
sufficient funds to ensure the campaign could remain 
alive for 12 months. The lower cost of digital channels 
creates that opportunity.

The remaining balance is to be allocated to other 
components of the recommended marketing mix, with 
an initial three- month burst of media advertising and 
public relations being designed.

The production and management budgets are associated 
with the assets required for the different media and the 
term of the campaign.

Summary:

Budget    $212,865 (ex GST)

Allocation:
      
Response Capacity  $55,000  
Balance    $157,865
 
-  available for production, promotion and management 
  
   
The Media Plan allocates the above balance according  
to channels selected. 

The approach toward the allocation of the budget 
available has been:

1. What is needed to build the response capacity of the 
four LGAs to manage every enquiry from potential 
new residents? 

2. What are the best channels to use to reach the  
target audiences? 

3.  How do we ensure we can continually market the  
Live the Grampians Way message for 12 months?  

 
Stage One is to investigate the options available to design 
and build a digital platform that would work to systemise 
and automate as much of the inbound and outbound 
channels as possible. 

This would include the campaign website (primary call to 
action); a CRM to manage all enquiries, connections to 
job vacancies, housing, education and lifestyle networks; 
and a reporting platform that would provide the ongoing 
analysis and market intelligence to be able to measure the 
return on investment.

Based upon existing knowledge and experience with 
relocation campaigns, the recommendation is to allow a 
budget of $55,000 for this ‘all in one’ digital framework. 
The Action Plan stage will need to discover if this budget 
is realistic or may only provide part of the desired 
solutions.

The balance of the budget is then available for the 
promotional plan.
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Media Plan 18
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Live the Grampians Way

Media Plan
ex GST

Market Mix Media Network May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Totals ($k)
Melbourne/Reg Vic/Adelaide Advertising Digital Search 1 1 1 1 1 1 1 1 1 1 1 11

Digital Display 1 1 1 1 1 1 1 1 1 1 1 11
Digital Social - FB/Instagram 1.5 1.5 1.5 1.5 1.5 1.5 1.5 1.5 1.5 1.5 1.5 16.5
Digital Youtube 0.5 0.5 0.5 1.5
Digital Remarketing inc in display 0
Digital Jobs Board/s 0.5 0.5 0.5 0.5 0.5 0.5 0.5 0.5 0.5 4.5
Digital EDM 0.5 0.5
Digital Podcast 1.5 1.5

$4.2 k per month 46.5
Melbourne Advertising Radio t.b.c 20 20
Melbourne PR All 10 10
Melbourne Advertising Direct Selected suburbs to be confirmed 0
Tourists Advertising Digital Web Banners- partners GT 0
Tourists Advertising Direct Accommodation houses GT 0
Tourists PR/Direct Events 2 2
Opportunity/Contigency 10

42.0

88.5 Total
Production & Management
Production - Digital advertisements, direct mail piece, web banners, radio ads, collateral 21 3 3 3 30
Media Negotiations, Bookings
Digital Campaign set up - geo targets, bidding strategies, accts 1.5 1.5
Campaign Management, Reporting 1.5 1.5 1.5 1.5 1.5 1.5 1.5 1.5 1.5 1.5 1.5 16.5

48 Sub Total

136.5 TOTAL
Summary $ '000
Digital 47 158 Budget

Radio 20
PR 10 Available for direct mail piece 21

158 Budget
21 available for direct mail piece

Summary $ ‘000

Digital 47

Radio 20

PR 10

Events 2

Direct 21

Opportunity/Contigency 10

Sub Total 109.50

Production 
includes 5k for photography

30

Management 
Aug - June 2021

18

Total 157.50
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1. The five broad target markets to aim to attract new 
residents and skilled workers from are: 

• Metropolitan Residents

• Regional Victoria Residents (selected locations)

• Tourists 

• Migrants 

• Creators (business owners) 

2.  Extend the existing tourism branding - The Grampians 
Way - to the Live, Work and Invest messaging.   

3.  Invest in the design and construction of an integrated 
response platform that captures and responds to 
every enquiry, connects jobs, property, education, 
lifestyle needs and facilitates a concierge service that 
moves an enquiry through to the final conversion 
stage.  

4.  Develop partnerships with industry, in particular 
employers, real estate agents and property 
developers, that will create opportunities to build a 
self sustaining business model for ongoing marketing 
of the region.    

5. Launch an advertising campaign into the nominated 
target markets as soon as possible to ensure Live the 
Grampians Way is ‘first to market’ in the post Corona 
world.  

6. Allocate funds to a digital media plan that allows the 
campaign to remain in market for twelve months.  

7. Pursue the core elements of the ‘Live and Work the 
Grampians Way’ concepts as presented, with the 
objective of refining and working up to the final 
market ready stage when the campaign moves to the 
production/implementation stage. 

8.  Endorse the media plan presented with due 
references to the channels and budgets allocated.  
The mediums recommended are digital, radio, PR, 
direct and events.

Summary of  
Recommendations

19
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Action Plan 20
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Action Lead 
Organisation

Timeframe

Strategy 1 - Invest in the design and construction of an integrated response platform that captures and 
responds to every enquiry, connects jobs, property, education, lifestyle needs and facilitates a concierge 
service that moves enquiries through to the final conversion stage.

Invite submission/s from suitably qualified individuals or agencies to design and build a Grampians Region 
campaign website

Grampians 
Tourism

5th June 2020

Invite submission/s from suitably qualified individuals or agencies to provide a CRM solution for the proposed 
campaign.

Grampians 
Tourism

5th June 2020

Strategy 2 - Launch an advertising campaign into the nominated target markets as soon as possible to 
ensure ‘Live the Grampians Way’ is ‘first to market’ in the post Corona world. 

Invite submission/s from suitably qualified individuals or agencies to produce and manage the adopted Media 
Plan.

Grampians 
Tourism

5th June 2020

Strategy 3 - Develop partnerships with industry, in particular employers, real estate agents and property 
developers, that will create opportunities to build a self sustaining business model for ongoing marketing of 
the region.

Compile databases of businesses from each of the four Councils for eventual communication of the campaign 
and participation options. 

LGA’s 30th June 2020

Adoption of the recommendations will merge into the delivery of tangible, practical programs that will provide 
measurable outcomes designed to achieve the stated objectives of this project - the attraction of new residents 
and the building of the workforce in the Grampians region.
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Appendix:
  
Melbourne Heat Maps 
 

Advancing the research methodology further, an analysis 

of every Melbourne suburb has been completed for the 

purpose of strategic marketing. 

Adopting both the Pepper Relocator Profiles and the 

Behavioural Segments, the top 10 suburbs (based upon the 

highest percentages of their respective populations) were 

identified on the  demographics that may respond to the 

eventual “Push/Pull” messaging.

Suburbs were also identified where the greater percentages 

of  certain skilled / professional workers reside.
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Darebin
North

Yarra

Port Phillip

Stonnington - East

Stonnington
West

Darebin
South

Brunswick
Coburg

Melbourne City
Maribyrnong

Essendon

Melbourne City
Yarra
Stonnington - West
Port Phillip
Maribyrnong
Brunswick - Coburg
Essendon
Darebin - South
Darebin - North
Stonnington - East

65.9
54.5
54.3
54.1
44.4
43.1
41.3
40.3
37.2
34

Suburb Percentage

Renters
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Melbourne City
Brimbank
Dandenong
Tullamarine - Broadmeadows
Darebin - North
Maribyrnong
Wyndham
Monash
Moreland - North

Whitehorse - West

10.9
10.6
9.6
9.4
8.5
8.3
8.3
8
7.7
7.6

Suburb Percentage

Unemployed

Dandenong

Brimbank

Tullamarine
Broadmeadows

Darebin
North

Maribyrnong

Wyndham

Monash

Moreland
North

Whitehorse
West

Melbourne City
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Casey - South
Wyndham
Tullamarine - Broadmeadows
Manningham - East
Nillumbik - Kinglake
Casey - North
Whittlesea - Wallan
Boroondara
Bayside
Glen Eira

57.1
56.6
56.3
53.8
53.5
52.9
52.4
51.3
51.3
49.9

Suburb Percentage

Families

Tullamarine
Broadmeadows

Wyndham

Casey
South

Manningham
East

Nillumbik
Kinglake

Casey
North

Whittlesea
Wallan

Boroondara

Bayside

Glen Eira
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Yarra
Darebin - North
Manningham - East
Darebin - South
Banyule
Port Phillip
Melton - Bacchus Marsh
Dandenong
Sunbury
Tullamarine - Broadmeadows

79
90
93
95
96
97
100
100
102
102

Suburb Burglary 
Rates 1/ X 
homes

Burglary

Tullamarine
Broadmeadows

Dandenong

Manningham
East

Banyule

Yarra

Port Phillip

Melton
Bacchus Marsh

Sunbury

Darebin
South

Darebin
North
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Whittlesea - Wallan

Wyndham

Casey - South

Knox

Yarra Ranges

Dandenong

Brimbank

Melton - Bacchus Marsh

Monash

Tullamarine - Broadmeadows

66783

63774

55485

54990

51454

51184

50218

47500

46595

43328

Suburb Car Drivers

Commute

Brimbank

Tullamarine
Broadmeadows

Wyndham

Monash

Dandenong

Casey
South

Whittlesea
Wallan

Melton
Bacchus Marsh

Knox

Yarra Ranges
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Yarra

Stonnington - West

Darebin - South

Melbourne City

Boroondara

Stonnington - East

Port Phillip

Brunswick - Coburg

Glen Eira

Bayside

42.8

40.4

39.4

39.4

39.4

38.9

37.8

36.5

34.4

33.7

Suburb Percentage

Professionals

Boroondara

Bayside

Glen Eira

Yarra

Port Phillip

Stonnington - East

Stonnington
West

Darebin
South

Brunswick
Coburg

Melbourne City
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Yarra Ranges

Cardinia

Macedon Ranges

Casey - South

Sunbury

Casey - North

Whittlesea - Wallan

Dandenong

Knox

Tullamarine - Broadmeadows

18.6

18.2

16.7

16.6

16.5

16

15.7

15.3

15.2

15.1

Suburb Percentage

Trades

Tullamarine
Broadmeadows

Dandenong

Casey - South

Casey - North

Whittlesea
Wallan

Sunbury

Knox

Yarra Ranges

Cardinia

Macedon Ranges
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Sunbury

Tullamarine - Broadmeadows

Yarra Ranges

Casey - South

Whittlesea - Wallan

Wyndham

Melbourne City

Melton - Bacchus Marsh

Darebin - North

Macedon Ranges

12.2

12

11.4

11.4

11.3

11.2

11.2

11.1

11.1

11

Suburb Percentage

Community Workers

Tullamarine
Broadmeadows

Darebin
North

Wyndham

Casey - South

Whittlesea
Wallan

Melton
 Bacchus Marsh

Sunbury

Yarra Ranges

Melbourne City

Macedon Ranges
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Brimbank

Tullamarine - Broadmeadows

Dandenong

Wyndham

Casey - South

Melton - Bacchus Marsh

Whittlesea - Wallan

Cardinia

Casey - North

Sunbury

12.1

11.5

11

10.7

10.7

10.6

9

8.2

7.9

7.6

Suburb Percentage

Machinery Operators

Brimbank

Tullamarine
Broadmeadows

Wyndham

Dandenong

Casey
South

Casey
North

Whittlesea
Wallan

Melton
Bacchus Marsh

Sunbury

Cardinia
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Monash

Moreland
Banyule

Yarra Ranges
Darebin

Port Phillip

Melbourne City

Casey

Boroondara
Whitehorse

Rank LGA Overnight Travellers ('000) Relocators Behavioural and Skilled Segments (Top 10 Suburbs)

1 Boroondara 955 Families, Professionals,

2 Melbourne 899 Renters, Unemployed, Professionals, Community Workers,

3 Casey 765 Families, Commuters, Trades, Community Workers, Machinery Operators

4 Whitehorse 733 Unemployed,

5 Yarra Ranges 710 Renters, Commuters, Trades, Community Workers

6 Moreland 687 Unemployed,

7 Port Phillip 649 Renters, Burglary, Professionals,

8 Banyule 597 Burglary

9 Monash 584 Commuters

10 Darebin 547
Source: National Visitor Survey, YE Jun 18, Tourism Research Australia Sources: ABS 2018 & RACV 2019

The following table and map represents an overlay 

of the ‘relocator hot suburbs’ (where the greatest 

percentage of behavioural and skilled segments 

reside) with the suburbs (Top 10) that account for 

the highest number of overnight travellers to the 

Grampians region from Melbourne. 

It may be concluded that these urban dwellers 

are familiar with the region and have an affiliation 

with its appeal (having chosen it as a holiday 

destination).

Grampians Visitors
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This  report translates and analyses findings of research to enable an informed strategy to be developed for the purpose of 
attracting new residents to the Grampians region. 
  
It is intended to assist with discussion on industry needs in respect to the local workforce, challenges in  attracting suitable 
candidates, the appeal of the region as a place to work and live and finally the local capacity to respond to enquiries from 
potential new residents.
    
No responsibility is accepted by Pepper Brand Managers for the accuracy of the information provided by survey participants 
or for the quality of advice or decisions made by others based on the information presented in this report. 

It is important to note that the surveys contained in the report were completed in February 2020.
 
The subsequent analysis, findings and conclusions were authored in the first half of March. Hence the report was compiled 
before the escalation of the Coronavirus crisis in Australia. 

A note has been added to the final conclusions regarding this later development.

The pandemic and its subsequent impact on global economies creates the need to analyse the findings and assess the 
associated risks and opportunities as a separate study. This will be completed in Stage 2 of the New Resident and Skills 
Attraction Strategy.

Regional Development Victoria (RDV), a division of the Department of Jobs, Precincts and Regions (DJPR) is responsible for 
the development of economic and community development policy in non-metropolitan areas of Victoria, and for the delivery 
of the Victorian Government's regional development agenda.   

This report has been funded by RDV. 

The purpose of the study is to assist in the development of a strategy aimed at attracting new residents and skills to 
the Grampians region identified by the four partnering municipalities of Ararat Rural City, Horsham Rural City, Northern 
Grampians Shire and Southern Grampians Shire Council.

Disclaimer

Special Note

Acknowledgement

The report is free of restrictions on circulation to other local councils across Victoria. 

If the publication is required in an alternative format please contact:
  
Pepper Brand Managers 
Phone (03) 5309 0800  
info@pepperbrandmanagers.com 

Accessibility
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INTRODUCTION
C H A P T E R  1
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Regional Development Victoria (RDV), Grampians Tourism, Ararat Rural City, Horsham Rural City, Northern Grampians Shire 
and Southern Grampians Shire Councils are partnering together to address a key economic and social challenge facing the 
region: the poor retention and lack of growth in new residents and the workforce. 

Across the 5 Local Government Areas (LGAs) of Ararat, Horsham, Pyrenees, Northern Grampians and Southern Grampians, 
the population has grown by only 1.56% between the 10 years from 2006 to 2016 (ABS Census Data). By comparison, the 
population in Victoria has grown by 20.16% in the same decade. 

This lack of population growth equates to a loss of approx. $828m of gross regional product per annum for the region 
(Grampians Marketing Project Brief). 

In addition to the lack of population growth, the region is currently experiencing a labour shortage which is expected to 
intensify with the development of the Bulgana Green Power Hub, Ararat Prison expansion, Western Highway duplication 
works, Mineral Sands extraction and other key projects in the region. 

Opportunities Pyrenees Ararat Northern Grampians (OPAN) estimates that there will be up to 1000 new jobs in that area 
within the next 5 years, with similar growth expected across the remainder of the region. The total labour force employed and 
unemployed looking for work, in the 5 LGAs declined by -1.63% from 2006 to 2016, whereas the total labour force in Victoria 
grew by 21.83% (ABS Census Data). The region has an unemployment rate below both the National (5.2%) and State (4.8%) 
levels with an average of 3.7% for the March quarter 2019. 

Without	action,	the	
Grampians	region	will	face	
significant economic and 
social challenges	in	the	years	
to	come.

Background
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THE PROJECT
C H A P T E R  2



8

The task of attracting new residents and building the workforce in the Grampians region is intrinsically linked to both 
the current and likely future level of job vacancies. 

The objective of the first component of this research project was to gain deeper insights into the 
industries of the four participating municipalities to determine:
• Where are the jobs? 
• How many jobs are there? 
• Who is offering them?  
• Which jobs are the most difficult to fill from the local population? 
• What are employers doing to attract suitable candidates? 
• What are the barriers to recruiting workers from outside the region? 
• Where do migrants fit within the framework of possible solutions?

An additional objective of the research was to gauge the level of enthusiasm amongst employers toward the 
development of a regionalised, cooperative marketing campaign aimed at attracting new residents to their respective 
towns and cities.

The project also included locating and interviewing people who had moved to the region within the last 5 years.  
 
The research team aimed to learn:
• Why did they move to their respective town/city? 
• Where did they move from? 
• What is their demographic? 
• What do they enjoy most about their new location/life? 
• What do they miss or not enjoy?

A third component of the research project was to also determine the capacity of the local stakeholders to manage 
responses to an eventual marketing campaign. Responders included the local councils, real estate agents and 
employers. There needs to be a strong partnership between local councils and industry to ensure any investment in a 
relocation marketing campaign is maximised.

The findings of this primary research project, combined with the relevant learnings from other related research 
projects, will be used to form the planning platform for the development of the Grampians New Resident and 
Workforce Attraction Strategy & Action Plan.     

Pepper Brand Managers was commissioned to conduct the quantitative and qualitative fieldwork which took place in 
the Grampians region in February 2020.

This document details those findings.

2.1 Objectives

The Project
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A sample of employers from different industry sectors across the region were selected to survey. They were selected 
on the assumption they were major employers in their respective municipalities, and would be expected to be able to 
offer job vacancies over the period of a likely marketing campaign.

Members of the research team then visited each employer and interviewed the relevant executive - the owner, human 
resources manager or other nominated representative. 

The team also located people who had moved to the region. They were interviewed.

Representatives of industry groups, real estate agents and local councils were visited and provided relevant 
information on other related research, the status of property markets and localised experiences with skills shortages. 

Two relevant business forums in the Grampians region were also attended by the lead research consultant.

Each of the four partnering shires/councils completed a questionnaire to determine the resources available to respond 
to a new resident attraction campaign. 

Another team of researchers at Pepper completed a number of desktop studies into job vacancies and the level of 
property stock in the region.

Considering the likelihood of launching a marketing campaign into the Melbourne market, an analysis of suburban 
demographics was also undertaken for the purpose of matching the ”push” factors that trigger consideration of a 
move out of a capital city.

2.2 Research method

The Project
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2.3 Sample Characteristics

The Project

1. EMPLOYERS 

A total of 25 businesses participated in the surveys. 

Their profiles are reflected in the following charts. 

Table 1
Locations of employers surveyed

Town Count 
Horsham 9
Hamilton 6
Ararat 4
Stawell 4
Halls Gap 2

25

No of Staff Count %

1 - 30 6 24%
31- 60 4 16%
61-100 2 8%
100 - 200 6 24%
200-500 5 20%
500 + 2 8%

25 100%

Table 2 
Number of Staff
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Table 3
Industry sectors 

Industry Count %

Healthcare and Community Services 7 28%

Agriculture, Forestry 7 28%

Government 3 12%

Manufacturing 2 8%

Tourism/Hospitality 2 8%

Mining 1 4%

Education 1 4%

Processing 1 4%

Employment 1 4%

25 100%

Note:
The small sample size of 25 employers impacts data integrity. 

Other relevant studies and reports have been referenced for the purpose of more detailed insights into skills 
and industry statistics. 

These extracts are included in Chapter 7.
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Marital Status Count %
Married with children under 15 5 38%

Single 4 31%

Married/Couple - no children under 15 4 31%

2. RELOCATORS 

Thirteen people who had moved to the Grampians region within the last 5 years participated in interviews. 

Five were living in Horsham, 3 in Stawell, 2 in Ararat, 2 in Hamilton and 1 lived in Glenorchy.

Employers provided brief insights into another 4 of their employees who had moved from outside the region. 
These were referred to when examining where they had relocated from. 

The marital status of the 13 interviewees is indicated in the following table. This is referenced for the purpose 
of analysis of relocator profiling.

TABLE 4
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KEY FINDINGS
C H A P T E R  3
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•  Every employer interviewed (100%) mentioned at least 
one skill or role that they found difficult to fill from the local 
population.  

•  The majority of employers (68%) believe that the shortage 
and quality of rental properties is the biggest single issue 
facing their respective communities when discussing the 
challenge of attracting new residents and building the local 
workforce. 

•  The issues of local facilities such as quality restaurants/
cafes, trading hours and things for younger people to do 
was mentioned by 32% of the respondents as a barrier to 
attracting new workers from outside the region.     

•  The majority of respondents (77%) estimated that a 
maximum of 20% of their existing workforce had migrated 
from outside the local region.

•  Recruitment agencies are used intermittently, generally for 
executive/ senior management type positions. 

•  The majority of employers (63%) do not have any migrant 
workers on their payroll. The responses to the option of 
employing migrants can be categorised into 3 reasonings:

‒ No - too complex and expensive  
   (to recruit direct from overseas)

‒ Yes - partly dependent on them

‒ No - but may consider in the future 

There	was	an	overwhelming positive response from 80% of 
the employers	interviewed	when	reference	was	made	to	the	proposed	
development	and	implementation	of	a	marketing	strategy	aimed	at	attracting	
workers	from	outside	the	Grampians	region.

3.1 Employers

Key Findings
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•  38% of the identified relocators had moved from 
Melbourne. 14% relocated from other areas of Regional 
Victoria with the remainder from interstate or overseas. 

•  A lifestyle change was identified by 23% of relocators as 
their primary influence, with 15.5% noting family/partner 
reasons with the remaining 15.5% attracted by affordable 
housing. 

•  The majority (64%) found their new employment via online 
job boards such as Seek or LinkedIn. 

•  Seven (54%) of the respondents had a family connection to 
the Grampians region. The other six (46%) had no previous 
connection to their new home.  

•  Five (37%) mentioned lifestyle benefits as what they enjoyed 
most about their new home.

•  Location (proximity to National Park, beach, wineries),  less 
traffic,reduced commute times, community involvement, 
local people, weather, housing affordability and low crime 
rates were also mentioned at least once by the respondents 
as advantages of living in the Grampians region. 

•  When it came to the question of what they miss or what 
they do not like about their new location, the most common 
response (29%) related to local trading hours and/or range 
of shops.  

•  Other disadvantages mentioned were isolation/distance 
to Melbourne, distance from family/friends, locals apathy 
toward tourists/outsiders, choice of eateries, quality of 
housing and employment opportunities, drug problems, 
size of town and lack of facilities.

Nearly half (46%) moved		
because	of	a	job	opportunity.	

3.2 Relocators

3.2 Relocators

Key Findings
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•  Real estate agents in Ararat and Stawell confirmed the 
employers’ opinions that the lack of rental properties is the 
biggest barrier to attracting new residents to their respective 
towns.  

•  Horsham and Hamilton agents also accepted the same 
line of thinking, but with different reasonings. The Horsham 
real estate principal believed the issue is more related to 
how busy local tradesmen are in that City. The Hamilton 
respondent indicated that rental stock has improved in 2020 
compared to 2019. 

•  The Hamilton Visitor Information Centre is well resourced 
in regard to promoting the “live here” message with large 
signage and information packs specifically produced for 
potential new residents.

There	is	no	formal	response	
‘system’	in	place	for	any	of	the	
councils	in	relation	to	capturing,	
responding,	following	up,	recording	
and	reporting	upon	new	resident	
enquiries.	

3.3 Responders

Key Findings
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Drawing on the findings from both the primary surveys 
completed as well as the extracts from the secondary 
reports the following is concluded: 

•  The employer surveys revealed an enthusiastic, positive 
attitude of industry toward the idea of developing 
a regionalised approach to the marketing of jobs, 
organisations and the communities to external markets.   

•  The successful implementation of a marketing exercise will 
require a strong, on-going partnership between industry 
and councils. 

•  There is an ample and varied supply of job vacancies in the 
Grampians region. 

•  The marketing strategy should aim to attract the skills 
identified as shortfalls within the region, which will work to 
achieve both population and economic growth objectives. 

•  There is a sufficient bank of lifestyle attractions that can be 
promoted to sell the ‘Grampians Life’ package.  

•  It is accepted that the availability of rental properties is a 
major issue in at least two of the partnering LGA’s.  

•  However, the approach to the eventual  
marketing campaign needs to be on a basis of:  
 ‘Let’s test the market - gauge the immediate response 
levels, track and record the types of enquiries received as 
well as the level of industry participation’. If the supply of 
housing is impacting the rate of conversion, then strategies 
and direction of messaging may need to be re-evaluated.    

3.4 Conclusions

Key Findings

•  There is a need to develop a more systemised and 
sophisticated approach to capturing, responding, tracking 
and reporting on enquiries from potential new residents 
within the councils’ organisational frameworks and 
resources.  

•  There will also be a need to build linkages to industry to 
ensure the currency of job vacancies and the identification 
of skills in demand at the time of marketing. 

•  A short term marketing burst will not provide the ‘silver 
bullet’ solution to the workforce and population growth 
needs. 

•  Evidence shows that the time from initial thought of 
consideration of moving away from a capital city to a 
regional area to actual relocation can take anywhere 
between 3 months to 3 years. (Evocities data) 

•  The challenge for the Grampians project is to keep the 
‘Look This Way’ message in front of the target audiences 
for a minimum of 12 months. This need will need to be 
addressed within the next stage of the New Resident & 
Workforce Attraction project.

•  Since the late development of the Corona crisis, the 
appropriate timing of a campaign aimed at attracting 
people to live and work in the Grampians region is 
unknown at this stage. The greatest social and economic 
upheaval since World War 2 creates its own set of 
challenges and possible opportunities for this particular 
project.

•  The next stage  is being planned on the expectation 
that when the recovery stage is reached the Grampians 
Councils will be well prepared to market their Live Work 
and Invest appeal to a broad range of markets.
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EMPLOYER SURVEYS
C H A P T E R  4
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Employers were asked approximately how many job vacancies did they have on an annual basis.

EMPLOYER AVE PA
WHCC - Wimmera Health Care Group 150
East Grampians Health 100
AME 100
Hopkins Correctional Centre 75
Stawell Hospital 60
Frew Group 50
WUC - Wimmera Uniting Care 50
Horsham Rural City Council 30
Stawell Gold Mine 30
Grampians Wimmera Mallee Water 20
Eventide Homes 20
APP - Australian Pulse Proteins 20
O’Connors 20
Australian Wildflower Investment Co. 12
G& C Forestry 10
Kookaburra Restaurant 5
Lister Medical Clinic 5
PF Olsen 3
Cervus Farm Machinery 3
Elders 2
AF Gason 2
Flame Bros 2
Monivae College 2
Gen Health 2

4.1 Job Vacancies

Employer Surveys

Note:
Each respondent indicated 
that job vacancies will 
fluctuate depending on 
industry variables including 
seasons, contracts, 
projects and natural 
attritions.
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Note:
It is accepted that Seek listings represent a minor percentage of job vacancies available at any one time.

Industry Horsham Ararat Stawell Grampians Halls Gap Hamilton Total

Agriculture 3 0 1 2 0 2 8

Retail 4 2 1 0 1 4 12

Admin 3 1 0 0 0 0 4

Marketing/Sales 7 0 2 0 0 1 10

Hospitality 2 1 2 1 1 1 8

Education 12 0 5 0 1 3 21

Health 9 3 5 10 0 7 34

Trade 15 7 0 0 0 2 24

Government 5 1 1 0 0 0 7

Other 2 1 0 0 0 0 3

Totals 62 16 17 13 3 20 131

For the purpose of learning how many job vacancies may be on offer in the region, when promoting into 
external markets, the online job board - SEEK was referred to.

Table 6 - Job listings on Seek.com.au - as at Monday 24th February 2020
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4.2 Recruitment Methods
Employer Surveys

Respondents were asked - “What recruitment methods do you use to attract candidates?”

Respondents could nominate more than one method, which the majority did.

Recruitment Channel Count %

Seek 15 60%

Local Newspaper 15 60%

Recruitment Agency 13 52%

Word of Mouth 12 48%

Indeed 6 24%

Social Media 6 24%

Industry website 5 20%

CareerOne 2 8%

Careers Expo’s/Days 2 8%

Metro Newspapers 2 13%
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Recruitment agencies were used intermittently, generally when the need to recruit senior executive roles arose. 

Two employers selected channels aimed specifically at metropolitan markets (metro newspapers) to advertise their job 
vacancies. They were Monivae College (Hamilton) - when attempting to recruit Teachers - and the Wimmera Health Care 
Group (Horsham) - seeking health professionals. 

The social media channels were used as generic posts within the respective employers’ Facebook page.

Whilst online job boards such as Seek, Indeed and CareerOne will be viewed by metropolitan residents the user option of 
filtering by location creates a situation where Grampians located jobs may not be viewed by this audience.    

The challenge of attracting suitable candidates was mentioned by several respondents.

We	have	stopped	using	
Seek	-	we	are	bombarded	with	
overseas	applicants	or	Centrelink	
recipients	ticking		
the	box	

We	stay	clear	of	any	
agency	that	is	lined	with	Job	Active	
-	they	continue	to	send	wrong	
candidates	repeatedly	
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“How much do you spend, on average, on a job vacancy?” 

Of the employers surveyed, 36% spend a maximum of $600 on each job advertisement.

4.2.1 Cost of Employment Advertising
Employer Surveys
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•  The majority of respondents (77%) estimated that a maximum of 20% (ranging between 0% to 20%) of their 
existing workforce had migrated from outside the local region.     

•  One business that indicated 45% of their staff were recruited from outside the region was the Hamilton 
based Gen Health. This business is dependent on attracting Physiotherapists and Podiatrists.  

•  The Hopkins Correctional Centre (Ararat) estimated that 60% of their workforce were from outside the 
region. 210 of their staff/contractors commute from Ballarat.   

•  The Australian Wildflower Investment Co revealed that they could not continue without migrants, who 
comprise over 90% of their 63 staff. 

4.3 Workforce composition
Employer Surveys

Employers were asked to estimate how many of their current workforce were recruited from outside the region?
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•  Only six (25%) of the employers surveyed offer any form of relocation assistance to suitable candidates from outside the region.

•  Most of these were in the form of housing benefits, due to the shortage of rental properties in their respective towns.  
Three employers had bought houses to ensure their key staff had suitable housing. 

•  The companies who are employing migrants are directly linked to relocation assistance packages associated with the  
cost of sponsored Visas.

• Ten (40%) of the employers have their own online jobs boards (job vacancies posted on their website).

4.4 Relocation Assistance

4.5 Proprietary Job Boards

4.6 Challenges

Employer Surveys

Respondents were asked - “What are the biggest challenges to you being able to attract more job 
candidates from outside the region?”. They could mention more than one.

•  The overwhelming majority of employers (68%)  believe that the shortage and quality of housing stock available 
to rent is the biggest issue in the challenge of attracting new residents and workers to their respective towns.  

•  The 8 respondents (32%) who did not mention housing as an issue were from Hamilton and Horsham.
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It	is	terrible	-	
the	poor	quality	and	the	
lack	of	(rentals)	
(Stawell)

It	is	the	biggest	
single issue in Ararat

There	is	nothing 
for singles -	very	few	
flats	or	apartments	
(Ararat)

Critical	-	
cannot	find	a	rental	
property	for	my	Chef	
(Halls	Gap)

We	had	to	buy	a	motel	
to	put	staff	into	
(Stawell)

The	restrictions	on	planning	
zones	in	Halls	Gap	does	not	help	the	
crisis	in	permanent	rental	stock	
(Halls	Gap)

It	is	a	massive 
problem	
(Stawell)
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Rental properties as at 25th February 2020

Rental availability Houses/Units

In an effort to quantify the identified issue of the lack of rental properties available in the Grampians region, the property 
industry website - realestate.com.au - was referenced.
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Of	a	massive	recruiting	
push	over	a	period	of	18	months	we	
managed	to	retain	only	58%	of	new	
staff	-	mainly	due	to	local	facilities	
-	shops	are	not	open	on	weekends,	
no	decent	coffee	or	restaurants.	
(Ararat)

Lack	of	medical	facilities	
is	a	massive	problem	for	us	-	if	we	
have	a	staff	member	with	mental	
health	issues	-	even	considering	
suicide	-	there	is	nowhere	to	send	
them	
(Stawell)		

The	Ararat	Council	should	
have	a	30	second	video	promoting	
the	best	of	Ararat	
(as	a	place	to	live)		

Young	medical	students	
on	training	programs	do	not	come	
back	
(Horsham)

We	lost	a	Mining	Engineer	
-	he	explained	to	us	that	Stawell	
doesn’t	have	facilities	such	as	
quality	restaurants	and	he	could	not	
catch	a	train	to	Melbourne.	
(Stawell)

The	Horsham	Council	
should	have	a	Welcome	Pack	with	
tangible	vouchers	for	new	residents	
(Horsham)

The	three	mentions	of	Public	Transport	(as	barriers	to	recruitment)	were	in	the	context	of	train	connections	to	Melbourne	
(Ararat,	Stawell	and	Horsham).	

We	lost	a	young	Doctor	
because	there	were	no	‘all	day	
breakfasts	in	Horsham!

Local Facilities

The issues of local facilities such as quality restaurants/cafes, 
trading hours and things for younger people to do - mentioned 
by 8 respondents (32%) - was evenly spread across the four 
locations of Ararat, Stawell, Horsham and Hamilton.

Public Transport
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What types of jobs are the most difficult to fill? 

100% of those surveyed mentioned at least one type of position or role that they found difficult to recruit from the local pool. 

They were then grouped for the purpose of broader classification.

Responses were naturally dependent on their industry sector. 

Hence the data needs to be balanced against the numbers of employers surveyed from each sector.

4.7 Skills Shortages
Employer Surveys

Trades
Electricians
Welders
Fitters & Turners
Spray Painters
Diesel Mechanics

Healthcare
Doctors
Nurses
Midwifes
Dentists
Physiotherapists
Podiatrists

Table 12 
Trades Skills and Healthcare Professionals.

Specific skills mentioned within the Trades and Healthcare categories are reflected in the following table.
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The	shortage	of	
tradespeople,	in	particular	
electricians,	is	a	major	issue	
(Horsham)	

A	lot	of	people	here	
are	Centrelink	dependent	
-	hard	to	get	staff	because	
they	are	worried	about	
losing	their	benefits

We	cannot	find	the	
right	employees”	-	“most	
common	issue	mentioned	
by	employers	here	in	
Horsham

The	Australian	
Government	needs	to	create	
something	to	incentivise	Doctors	
to	live	in	regional	areas	
(Horsham)

We	have	to	train	our	own	-	
we	have	6	apprenticeships		
(Ararat)

Cannot	attract	front	of	
house	staff	-	hospitality/tourism	
industry	should	create	a	job	
sharing	model

Biggest	problem	is	
drawing	Health	professionals	
out	of	Melbourne	-	metro		
can	pay	higher	due	to		
bigger	books	
(client	bookings)	
(Hamilton)

Skills Shortages 
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Respondents were asked “do you employ any migrants (new to Australia)?”

The majority of employers - 63% - do not have any migrants on their payroll.

4.8 Migrants
Employer Surveys
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The responses to the question can be categorised into three broad reasonings.
1. No - too complex and expensive (to recruit direct from overseas)
2. Yes - partly dependent on them
3. No - but may consider in the future

A sample of the NEGATIVE comments include:

Issue	is	having	good	
english	-	which	is	important	
for	our	elderly	clients	
(Healthcare)

Visa’s	are	a	minefield	-	
the	red	tape	involved	is	insane	
(Healthcare)

The	skills	on	Nursing	standards	
restricts	us	using	this	resource

The	cost	of	
sponsoring	makes	it	
prohibitive	-	would	never	
employ	an	unknown/untried	
person	
(Healthcare)

The	regulation	that	we	must	
advertise	for	3	months	just	adds	to	the	
time	to	recruit	migrants
(Hospitality)

Find	it	hard	-	will	
cost	about	$28,000	to	
sponsor	and	then	train	
them	-	and	they	prefer	
the	capital	city	-	we	
have	found	they	are	not	
suitable	to	our	needs	
(Mining)
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We	are	using		
417	visa’s	-	mainly		
from	Vietnam	
(Processing)

90%	of	our	staff	are	
migrants	-	we	are	dependent		
on	them	
(Agriculture)

We	have	63	Phillipino’s	
-	they	are	desperate	to	bring	out	
their	families	-	which	would	give	
us	another	60	workers	-	but	the	
migration	laws	are	preventing	us		
from	doing	so	
(Manufacturing)	

We	used	a	migration	
agency	in	Melbourne	-		
very	happy	with	the	outcome	-	
employed	a	chef	from	Kenya	
(hospitality)

We	find	the	new	
Australians	appreciate	what	we	
have	here,	as	opposed	to	born	
and	bred	Aussies	
(Manufacturing)

A sample of the POSITIVE comments include:
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Use	different	mediums	
to	advertise	the	job	to	showcase	
the	job,	organisation	and	region	
they	are	moving	to	
(Wimmera	workforce	forum)

There was an overwhelming positive response from 80% of the employers interviewed when reference was made to 
the proposed development and implementation of a marketing strategy aimed at attracting workers from outside the 
Grampians region.

The Wimmera Uniting Care group, who have 29 current job vacancies, welcomed the idea with unbridled enthusiasm. 
They have struggled to fill so many positions, especially clinical staff, for many years. One clinical position took 2 years to 
find the appropriately qualified person. 

The Wimmera Health Care Group were also very positive toward the concept and believe it is  necessary to help alleviate 
the issues with the local workforce. 

Referring to the outcomes of industry forums held in Horsham in 2019 and a recent one in February 2020, (Ararat in 
Transition), the concept of developing a regionalised approach to marketing jobs and lifestyle appeal to external markets 
has been a popular proposition.

4.9 Attitudes
Employer Surveys
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Three separate studies and associated strategies produced from industry consultations in the Grampians region have 
also all mentioned the need for a regionalised marketing approach to solving the declining population issue.

Countering this enthusiasm has been several personal opinions that suggest marketing will not make a difference.

The purpose of gaining an insight into industry attitudes toward a marketing campaign was to gauge the expected 
level of support when it comes to offering up job vacancies and possible financial contributions toward the 
implementation of promotional activities. 

Marketing	will	be	a	waste	of	time	-	as	they	will	
have	nowhere	to	live	if	they	respond

A	workforce	issues	workshop	was	
held	-	they	did	suggest	marketing	will	solve	
it	-	but	it	will	not		
(again	referencing	property	as	the	barrier).
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RELOCATOR SURVEYS
C H A P T E R  5
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“Where did you move from”?

The 13 direct respondents’ answers, combined with another 8 references to second hand details supplied by employers (of their 
knowledge of staff who had moved) reveal that 38% had moved from Melbourne, 14% from other areas of Regional Victoria, with 
the remainder from interstate or overseas.

5.1 Previous locations
Relocator Surveys
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Nearly half (46%) of the respondents moved because of a job opportunity.

Two respondents with young children specifically mentioned the desire to raise their young children in a regional area, which 
prompted a move away from Melbourne.

Three	years	ago	(with	
kids	aged	8,	5	&	2)	we	had	to	
reevaluate	what	was	important	to	
us	as	a	family

We	had	four	young	
children	and	wanted	to	settle	
in	a	regional	area

“Why did you move?” 

5.2 Triggers
Relocator Surveys
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Information Sources

How did you find your job or related information? 

The majority of respondents (64%) found their new employment via online job boards such as Seek (6)  or LinkedIn (2).

One respondent met a local, and then saw the job vacancy in the local newspaper after moving there (Ararat).

5.3 Information Sources
Relocator Surveys
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I	looked	regionally	for	
work	because	Melbourne	was	too	
competitive	

We	wanted	a	hobby	
farm	-	found	one	on	realestate.
com.au	-	visited	to	check	it	
out	-	then	saw	a	job	in	the	local	
newspaper	(Hamilton)	-	moved	
from	Sydney		 

The	biggest	fear	was	not	
being	able	to	find	a	job,	but	I	saw	
this	job	in	the	local	newspaper	
and	I	got	it

We	travelled	here	as	
tourists	to	check	it	out

My	partner	moved	up	with	
me	and	had	no	trouble	finding	a	job	
as	well

We	drove	into	the	town	
(Hamilton)	and	were	so	impressed	
with	its	beauty	-	so	lush		
and	green
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INSERT CHART 18

My	husband	was	
originally	from	Stawell	-	he	
wanted	to	move	back

My	partner	lived	here

My	parents	
opened	up	a	business	
here	-	I	moved	from	
Sydney	to	be	closer	to		
them

Previous connection to the area

Respondents were asked if they had any connection to the regional area they relocated to. 

The response was relatively even from the relocators, with 7 respondents (54%) saying they had no connection to the 
region while 6 respondents (46%) saying they did have family connections to the region’.

5.4 Connections
Relocator Surveys
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Respondents were asked what they liked most about living in the region. 

They had the option to mention more than one.

5.5 Advantages
Relocator Surveys
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Lifestyle
The most mentions (37%) related to a better work environment/ life balance or lifestyle

My	daughter	asked	‘Why	is	
Dad	having	breakfast	with	us?		
(Previous	corporate	life		
spent	time	away)

I	love	the	carefree	
lifestyle	-	the	ease	of	life	in	
general

I	love	that	it	is	not	crowded	
or	polluted,	open	spaces	and	
beautiful	sunsets

Love	the	space	-	the	fresh	air,	
the	landscape

Liked	the	feel	of	my	potential	
new	workplace		
(Stawell	Hospital)

I	don’t	like	crowded,	
polluted	cities,	with	concrete,	
people	and	rubbish	everywhere

The	kids	love	it	here	-	we’ve	
now	got	a	life!

It	only	takes	me	10	
minutes	to	get	anywhere	in	
the	town

I	enjoy	my	work	-	it	is	
fulfilling	

I	like	bushwalking	
and	camping	-	and	I	had	
a	desire	to	buy	my	own	
house

Relocator Surveys
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Location
The location appeal generally referred to proximity to things to do.

Traffic
Respondents who had moved from Melbourne or Sydney spoke very favourable of the lack of traffic and commute times.

I	love	that	we	are		
close	to	the	Grampians,		
and	it	is	only	a	short	trip	to	an	escape	
to	the	bush	and	re-charge	and	it’s	not	
far	from	the	beach

Love	the	lack	of	commute	
-	the	proximity	of	work	to	home	-	I	
can	come	home	for	lunch!

Do	not	miss	the	
traffic	-	do	not	miss	the	
big	city!

Have	loved	getting	
away	from	the	traffic	-	no	traffic	
lights!	-	and	enjoy	the	slower	
pace.

We	can	travel	to	Ballarat	or	
Horsham	for	the	bigger	shopping	
centres	(Stawell)

Within	a	1	hour	radius	
there	is	so	much	to	see	and	
do	-	the	beach,	the	national	
park,	the	wineries	(Hamilton)	

It’s	got	everything	here	
-	the	National	Park	is	on	our	
doorstep	-	,	drive	45	minutes	and	
you	are	at	the	beach	-	compare	
that	to		
Sydney!
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Other

I	enjoy	the	weather	(after	humidity	of	
Qld),	I	would	like	it	to	be	bigger	but	most	things	
are	here	and	the	people	are	nice

I	was	originally	
from	Adelaide	-	but	that	is	
getting	too	hot	and	dry

Initial	impression	of	
Ararat	was	positive	-	noticed	no	
empty	shops

I	got	involved	in	the	local	
footy	club	(sport);	it	was	a	great	
way	to	meet	people

I	have	really	enjoyed	the	
community	connections	such	as	
the	sporting	clubs	and	community	
groups	here

I	am	gay,	my	mother	had	reservations	of	me	moving	to	a	small	town	
(more	so	than	I	did)	due	to	discrimination;	I	have	expereinced	discrimination	
here	but	generally	the	community	feels	supportive;	can’t	really	speak	to	
whether	the	discrimination	faced	is	more	than	in	Melbourne	but	I	believe	it	
would	be	the	same

Community
The references to community connections revealed an insight into how the local community can assist in helping new  
residents settle in their
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Respondents were asked what they missed about their previous location or what they did not like about their new town/city.

They could mention more than one.

5.6 Disadvantages
Relocator Surveys

The most common response related to local trading hours and/or range of shops.

We	miss	having	
somewhere	to	eat	after	8pm,	
and	no	weekend	trading

Tourists	get	so	upset	
-	no	breakfast	venues,	no	
decent	coffee,	shops	not	open	
on	weekend

The	lack	of	
health	facilities

Lack	of	food	options/restaurants	
-	harder	to	meet	young	people

The	town	was	much	smaller	than	
we	we	expected	-	on	a	Sunday,	the	place	
felt	like	a	ghost	town

A big negative was the closing time of fast-food venues and other eateries.
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If	you	are	not	into	Aussies	Rules	
or	Netball,	it	is	hard	to	meet	new	friends

Some	locals	do	not	like	outsiders	moving	here

The	locals	have	a	real	apathy,		
they	do	not	believe	their	market	is	tourists

Other answers included isolation from family and friends from previous 
hometowns and a lack of networks/community groups suiting their interests. 

References to local attitudes can be related back to trading hours.  
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RESPONDERS SURVEYS
C H A P T E R  6
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Stakeholders who directly engage with potential new residents were interviewed or completed a  
questionnaire (LGA’s) for the purpose of gauging the level of capacity to respond to any future marketing 
campaign respondents.

There	is	plenty	of	land	available	here	but	local	builders	
are	too	busy.	Investors	can	get	a	5+%	gross	return	

We	had	a	Melbourne	resident	who	would	not	sell	his	house	in	
Mornington	due	to	the	risk	of	exiting	the	Melbourne	property	market	-	
you	are	not	likely	to	attract	Melbournites	who	are	buying	their	home

Four Real Estate agencies were visited in Ararat, Stawell, Hamilton and Horsham.  

The two in Ararat and Stawell confirmed the issue of the lack of rental stock. 

6.1 Real Estate Agents

Responders Surveys

Last	year	(2019)	was	very	tight	with	rentals,	
but	it	has	improved	this	year

In Hamilton the local property agent explained:

The Horsham agent principal contributed the opinion: 
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The Chairman of “Business Horsham” was interviewed.  He believed the biggest issue of attracting new 
residents and workers to the region was the lack of rental properties.

The senior executives of the Wimmera Development Association were also visited and interviewed. They 
offered the summation that the major issues facing their region were: 
 
• Housing

• Workforce

• Professionalism

• Opportunities 

• Migration 

They also indicated they were in the process of setting up a HR network to assist in linking jobs -  
in the context of finding jobs for partners (when attempting to recruit couples and families).

6.2 Industry Representatives

Responders Surveys
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There is no formal response ‘system’ in place for any of the councils in the sense of capturing, responding, following up, 
recording and reporting upon these types of enquiries.

A questionnaire was provided to each of the four partnering Councils to discover the depth and 
sophistication of their respective capacities to respond to new resident enquiries.

Response Systems

3 of the 4 Councils used Excel spreadsheets to record details of new resident enquiries.

Southern Grampians uses the Local Government proprietary platform, Civica, to record enquiries.

6.3 Local Councils

Responders Surveys

Welcome Channels

Only one Council (Southern Grampians) stages ‘New Resident Welcome Functions’ - which are on an annual basis.

The same Shire is the only one that produces and distributes ‘Welcome Packs’ - which are used for both 
initial enquiries and new residents. The Visitor Information Centre at Hamilton acts as the central point for the 
dissemination of these packs to potential new residents.
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SECONDARY  
RESEARCH

C H A P T E R  7
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Over the course of the fieldwork conducted by the research team for this project, several other studies, 
reports and projects were discovered that had direct correlation to the Grampians New Resident and 
Workforce Attraction strategy. 

Relevant extracts and reference to related experiences are included to add to the integrity of the final analysis 
and conclusions.

7.1 Introduction

Secondary Research

In 2012, the seven regional New South Wales councils of 
Albury, Armidale, Bathurst, Dubbo, Orange, Tamworth and 
Wagga Wagga, identified as the Evocities, commissioned 
independent research to quantify the city-wide economic 
value and community benefits of attracting new residents.  

The Evocities marketing campaign was launched in 
September 2010.

In 2012, the ‘Right Research’ company in partnership with 
Senate shj, conducted a survey of those households who 
had relocated to an Evocity in order to quantify the economic 
and community benefits. One hundred and eleven people 
participated in the survey.

The key findings of this survey were:

•  The Evocities campaign had generated up to $48 million in 
additional annual direct spending in the participating 
regional cities 

•  The new households had a median annual income of 
$90,000 to $100,00 - which was above the adjusted 
median income of the Evocities 

•  41% were professionals and around 25% owned a business 

•  The Evocities project was attracting slightly more households 
without children (55%) than with children. However, given the 
typical respondent was aged between 31 - 35 yrs, there was 
some expectation that there would be increased demand for 
children’s services in the medium term 

•  More than half (52%) had purchased a home in their new city 

•  Participants were overwhelmingly positive about their 
decision to relocate to a regional city across all the 
key measures - employment, housing, education and 
community 

JULY 2012

An Evocities white paper

The Right Research

The raTionaLe for regionaL 
residenT aTTracTion programs

7.2 Evocities
The Rationale for Regional  
Resident Attraction Programs

Secondary Research
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•  The author of this report has been actively engaged with 
the development and implementation of new resident and 
investment attraction campaigns since 2005.  

•  Over this 15 year period, the Pepper team has conducted 
several primary research projects in Melbourne, Sydney 
and Adelaide to measure the awareness, perceptions and 
attitudes of metropolitan residents toward the consideration 
of relocation to regional areas of Victoria and New South 
Wales.  

•  Since 2010 to the current day, Pepper has been developing 
marketing plans on an annual basis for the seven Evocities 
of NSW, as well as creating, producing, implementing, 
managing, analysing and reporting on the marketing 
activities implemented for the alliance.  

7.3 Pepper
The Evocities Experience

Secondary Research

•  Over this 10 year period, over 5,000 enquiries from 
predominantly metropolitan residents have been submitted 
via the Evocities web based response channels. Pepper 
has been monitoring and analysing these responses on a 
daily basis.  

•  Since 2012, the database of people who had enquired via 
the Evocities web based platforms and who eventually 
moved to one of the regional cities has grown to several 
thousand.

•  This experience and knowledge is drawn upon for the 
purpose of this Grampians research project. 

The learnings include:

1. ‘COOPERATIVE COMPETITIVENESS’ WORKS.

•  All of the seven regional cities receive a relatively 
even spread of nominated interests in their cities from 
metropolitan residents.  

•  The councils who are proactive in following up initial 
expressions of interest produce the highest rates of 
conversion (to eventual relocation).

•  The metro dwellers tend to have a limited knowledge 
of the regions and place greatest emphasis on career 
opportunities available, as opposed to comparing each 
city’s features. 
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2. JOBS ARE THE KEY.
 
•  Finding suitable employment (whether it is employed or self 
employed) is the primary condition of relocation. (ie delete - 
if a marketing message etc)

•  Whilst the appeal of living in a regional area may be lifestyle 
benefits and affordable housing, the target audiences  will 
need a job to make the final move.   

•  The overwhelming content of the 5,000 enquiries lodged in 
the Evocities system refers to employment. 

3. CONSIDERATION TO RELOCATION TAKES TIME. 

The Evocities CRM includes the functionality of recording 
the date of the first enquiry from a potential new resident 
and then actively tracking their subsequent stages of 
consideration through to the final point in time when the 
“opportunity” is converted to “new resident’.

It can take up to 3 years from the time of initial consideration 
through to the final stage of actually taking up new residence.

Several factors influence the time taken, including:

•  The likelihood that the individual or family will firstly visit their 
potential new home as a “tourist” to check out the facilities 
and overall appeal of the town/city/region.  

•  The time it takes to find suitable employment. 

•  Family considerations such as timing of school years.

It is prudent to expect a minimum of 12 months from the 
launch of any proposed marketing campaign to see the 
true value of introducing the Grampians region to external 
audiences as a viable destination for starting a new life.  

Moving out of a capital city to a location in regional Victoria is 
a major decision.

If	I	can	find	a	
job	I	will	move

I	want	to	escape	the	rat	
race	here	-	just	need	a	job			

I	got	an	email	from	
the	Council	showing	me	a	job	
opportunity	-	we	moved

My	family	will	definitely	be	
moving	and	the	only	thing	that	has	
stopped	us	til	now	is	employment	

Can	you	please	supply	
me	with	any	information	on	
employment	and	housing



56

4. BUILDING THE RESPONSE CAPACITY IS CRITICAL

Considering the economic value of a new resident to a regional community the logic must follow that any enquiry 
submitted needs to be managed with an appropriate level of priority within a council’s organisational structure.

The 7 Evocities, with State Government assistance, invested in the design and construction of a web based response 
system that contains all of the information points that a potential new resident is seeking from a location such as 
housing, jobs, education, facilities and lifestyle attractors. Enquiries may be lodged, with automated responses that 
attach further detailed information on their nominated city of interest.

Importantly each Council has a staff member who is responsible for following up and managing those enquiries after the 
initial automated response. These operational staff members are supported by the Pepper team in the maintenance and 
management of the web based infrastructure.

Monthly reports are produced by each Council for their internal purposes, whilst Pepper also produces an 
overarching monthly report for the alliance’s purposes.
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7.4 Report of Community  
Attitudes to Victoria’s Regions

Secondary Research

In 2017, Regional Development Victoria (RDV) commissioned a study on 
community attitudes to Victoria’s regions. The purpose was to analyse the lived 
experience of people in Victoria’s regions.

The methodology of the survey included a telephone questionnaire with people 
18+ years living in Regional Victoria. There were 788 responses. Another 10 
focus groups were facilitated in 5 towns, one of which was Ararat.

This report is referred to for the purpose of identifying those people who had 
moved to their current area from another area.

Where people lived before moving to Regional Victoria. 
 
The majority of newcomers to Regional Victoria moved 
from within regional Victoria (57%) or Melbourne (27%). 

“Whilst 50% of the population of Regional Victoria indicated that they had moved into the area from elsewhere in regional 
Victoria, there was a clear ‘escape to the country’ trend in evidence as more than one-in-four of those who had moved to 
the area reported they had left metro Melbourne for the ‘peace and quiet’ of country Victoria.  

As such, Regional Victoria had an appealing ‘proposition’ to many in a large city such as Melbourne, though an influx of 
people can place strain on some resources and infrastructure.”

Reason for moving to current area:

Relevant Extracts
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Stage 2: Action Plan

Image source: Grampians Tourism, 2019.

BALLARAT & GRAMPIANS
VISITOR ECONOMY 
WORKFORCE DEVELOPMENT STRATEGY

7.5 Ballarat & Grampians Visitor Economy 
Workforce Development Strategy

Secondary Research

The Ballarat & Grampians Visitor Economy Workforce Development Strategy identifies skills shortages
and training gaps that are specific to the Ballarat and Grampians Regions, particularly to the tourism
industry. The report presents a range of strategies to address the identified issues.

In the Grampians region, tourism employment is expected to more than double, with the greatest growth
being experienced in the hospitality and retail sectors (Labour Market Information Portal 2018-2023).
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This report identifies overarching issues affecting the tourism industry in the Ballarat and Grampians regions.  
 
These issues include:

• Poor industry perception

• Limited workforce

• Loss of skilled workforce in regional areas

• Predominance of small business and unskilled business managers

Relevant Extracts

The solutions to these key issues stem around 
several themes identified in the report.  
These themes include:

Industry Attractiveness and Promotion

•  To engage more workers it is important to promote the 
benefits of the industry and the region, to make it more 
attractive to new workers 

•  The wide range of career paths in tourism need to be 
promoted to gain awareness of the new pathways available.

•  This solution can be pursued in secondary schools by 
engaging students and teachers with the tourism industry. 

•  Volunteer programs implemented for students enables 
them to build soft skills, and combats seasonality issues 
with job gaps being filled in peak periods. 

Industry Professionalism, Collaboration and  Support

•  This is built through business collaboration and business 
support networks in the industry, creating accountability, 
increases peer-support and reduces isolation. 

•  Strong relationships between managers and employees in 
the workplace, improved communication and collaboration 
of staff to improve working conditions and standards of 
operation can all assist in building staff professionalism.  

   

Skilled and Unskilled Resident Attraction

•  Attracting both skilled and unskilled workers is imperative 
to filling existing job vacancies and building the tourism and 
hospitality industries. 

•  Ongoing service provision and maintenance of liveability is 
crucial to attracting and retaining a strong population base 
in these regions. 

•  Attracting skilled migrants incur barriers. Improving and 
simplifying visa processes is crucial to attracting migrants to 
settle in regional areas.

The types of skills and employment gaps that are 
present in the Grampians Region include:

• “Restaurant management and skilled front of house staff;

• Chef positions;

• Casual and part-time hospitality staff;

• Full-time hospitality staff; and

• Executive staff (high level staff are often external to region).”
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A survey of employers in the Wimmera region identified the challenges, successes and experiences that they 
are faced with through recruitment, retention and the training needs of staff.

Relevant Extracts

The top roles being recruited for include: 

• Social workers and mental health support (48%)

• Managers (48%), and

• Nursing and aged care (45%)

Roles that have been difficult to fill include:

• Managers/leaders/supervisors

• Nurses/allied health

• Human Service roles (e.g. disability, case workers).

7.6 Wimmera Workforce Issues  
- Employer Surveys 2018

Secondary Research

Some of the challenges in recruiting faced included requiring incentives to tempt staff towards the region and having fixed 
funding, making it hard to attract staff from beyond the region. 

Student placements face challenges such as lack of accommodation and social support, which has resulted in low 
percentages of students becoming employees at the host organisations. 

Challenges regarding staff relocating to the region include finding it hard to find roles for their partners, the services, 
facilities and schools in the region and the continuous decline of the population.

The employers surveyed identified several areas for improvement and change to assist in recruiting staff to 
regional areas:

•  Regional marketing - the story being sold needs to be positive and relating to the job and the region, allowing people to be 
matched to the appropriate community. 

• Use different mediums to advertise the job to showcase the job, organisation and region they are moving to. 

• More degree opportunities for locals - greater delivery of TAFE and higher education.

•  Partnering across the region to assist in finding work for partners. Employers can collaborate to recruit and fill roles, 
leveraging each other’s opportunities. 

Whilst the survey found that locals recruited to the roles stay longer, 93% of employers said locals are not suitably qualified, 
and 52% said the local pool of prospects is too small.
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Relevant extracts

Internet Vacancy Index, Wimmera and Western Victoria, 
September 2015 - September 2019
Source: Commonwealth Government Labour Market 
Information Portal, September 2019 release. 

It was also found that young people who leave regions to 
study often don’t return, but those who study in the regions 
are more likely to stay.

Out of the employed graduates from select regional 
universities, almost 70% were working in regional areas 
between 2013-16. 

Horsham Rural City is where training is largely delivered out 
in these regional areas through targeted courses. The three 
main providers of these courses are Federation University, 
Longerenong and Skillsinvest and offer diplomas, advanced 
diplomas and certificates in areas including: 

• Social sciences

• Nursing

• Early childhood education

• Agronomy 

• Business 

• Agriculture

• Accounting 

• Trades

7.7 Wimmera Southern Mallee Regional 
Engagement 2020-21  
- Workforce attraction, retention and training

Secondary Research

The Wimmera Southern Mallee Regional Engagement 
2020-21 report identifies that future job growth in that area 
will predominantly be in the education and service industries. 
Statistics show that job vacancies are growing throughout 
the Wimmera and Western Victoria area.
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This report by the Regional Australia Institute addressed the key issues relating to future settlement patterns as Australia’s 
population faces extreme forecasted growth of up to 19 million additional people by 2056 (Australian Bureau of Statistics).

Relevant extracts.

It is recommended that this growth is diverted to connected regional areas to disperse the population 
throughout the country rather than following current geographic patterns of settlement which would result in 
Sydney and Melbourner approaching megacity status. 

In this report several scenarios are explored regarding the dispersion of growth to regional areas. If the 
population were to move to more regional areas and not just to Melbourne, regional city residents would 
experience higher real average incomes (increasing to around 4.6%) and average house prices, sustaining the 
regional city advantage in house price to income ratios (Regional Australia Institute).

Three different government policies are proposed in the report to influence settlement pattern 
towards regional areas: 

• Planning policies that govern land use and the built environment 

• Infrastructure investments which enable places to be created and connected; and 

• Migration policies that match new migrants to the different range of opportunities in Australia’s cities and regions. 

These policies along with economic development policies can improve the liveability of regional areas, increase 
levels of education and workforce capability, and facilitate local job growth and industry expansion (Regional 
Australia Institute).

7.8 Regional Population Growth -
Are We Ready?  
- Regional Australia Institute

Secondary Research
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During the course of this research project, the Northern Grampians Shire announced it had selected 
“Passive Place” as its preferred developer to develop an eight-hectare site on Sloane Street, Stawell. 

This development has the potential to allow between 60 to 260 residential dwellings to be constructed. 
Several major employers including the Stawell Gold Mine, the Nectar Farm and the Frew Group have 
expressed interest in the development for the purpose of housing staff.   

This has direct relevance to the New Resident & Workforce Attraction Strategy.

The following is an extract from the Passive Place presentation pack.

7.9 Passive Place - Stawell housing 
development

Secondary Research
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TARGET MARKETS
C H A P T E R  8
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Pepper has completed or participated in at least seven primary research projects associated with the 
identification of the segments of metropolitan populations who are most likely to consider a move to regional 
areas of Australia. 

These surveys were conducted in Melbourne, Sydney and Adelaide in 2006, 2009 and 2012.

Between 2010 and 2020, the Evocities (seven regional cities of New South Wales) relocation campaign has 
also tracked, recorded and analysed the profiles of people who have actually responded to the marketing 
messages pushed into the capital cities of Sydney, Brisbane and Melbourne. 

Over this period, over 5,000 enquiries were submitted via the Evocities web based response platforms, 
predominantly by metropolitan residents, expressing their interest in relocation.   

People who actually moved have also been surveyed on a regular basis to further analyse their motivation for 
relocating, their experiences and their level of satisfaction with their new life in regional New South Wales.

This direct, practical experience forms part of this Grampians research project.

Combining the findings of the Evocities experience with other related research reports then again with an 
analysis of the Grampians relocator surveys, the conclusions indicate there are five broad markets which the 
appeal of living and working in the Grampians region should be aimed at.

1  Metropolitan Residents

2  Regional Victoria Residents (selected locations)

3  Tourists

4  Migrants

5  Creators

8.1 Introduction

Target Markets
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The single largest geographical market in Victoria - Melbourne - is an obvious target for aiming relocation 
messaging toward.

The 2017 RDV study revealed that 27% of the 788 people surveyed had moved to Regional Victoria from 
Melbourne.  This proves that Melbourne residents will consider a move if certain conditions are met.

Additionally, because of the location of the Grampians, Adelaide should also be considered.   

Pepper proposes there are 3 primary demographic segments that are most likely to consider a move out of 
Melbourne or Adelaide to regional Victoria.

Metropolitan Residents

Target 1
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THE FAMILITES
Aged between 35- 44, the Familites mindset is generally held by young parents with younger 
children. This segment prioritises economic considerations in terms of the benefits sought from 
a location, with employment prospects and education facilities being of utmost importance. 

The ability to attract this segment is dependent on a region’s ability to provide an improved 
lifestyle that is free of the perils of the ‘big city’ (e.g. traffic, crime, pollution). They believe that the 
country is a better place to raise their children.

To them it is “all about the kids”. 

The likelihood of moving out of Melbourne increases significantly if they have a connection to 
the Grampians region - i.e they were born or educated there or have family/relatives living there. 

The Familites are the most attractive segment to target, in respect to long term residency and 
broader economic value.

THE BLOOMERS 
This segment consists of middle aged residents, (45-54 years) who place a high importance 
on environment and leisure benefits. They are likely to be “empty nesters”. They may be single 
or couples.

Despite current family and employment considerations, a healthy percentage of this segment 
is likely to seriously consider moving to regional Victoria.
The major appeal of regional areas to this segment relate to the perceived lifestyle and natural 
surroundings.

This segment is very attractive for regions that can provide appealing natural surroundings, 
such as the Grampians.

FREE-WHEELERS 
This segment represents those who are aged 25-34 years who are in the early stages of their 
careers. This segment places greatest emphasis on employment prospects, education and 
safety. 

Generally, this segment is open to the prospect of relocating to a regional area if it means 
career advancement or if the move will add to their whole of life experience, creating long term 
value to their curriculum vitae. 

The majority of this segment have also only ever experienced a city way of life, with only a 
relatively small proportion having previously lived in country Victoria.

This segment is most likely to move if the job is right and the destination is family friendly. They 
may be single or a couple. 

But regional destinations also need to attract them before they become entrenched in the city.
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Apart from the two capital cities, there will also be other 
areas of regional Victoria that will offer appeal as worthy 
markets to push the Grampians lifestyle communications to.

The 2017 RDV / Horizon study reveals that the majority of 
newcomers to regional Victoria moved from within regional 
Victoria (57%) or Melbourne (27%).

The larger cities of Ballarat, Bendigo and Geelong will have 
specific groups of people who will be attracted to job / career 
opportunities relative to their stages in life. 

Larger manufacturing businesses that have closed in these 
cities caused skilled workers to search for new employment. 
Some of these skills are in demand in the Grampians region.

Others will consider job opportunities that will mean an 
advancement in their chosen career.

Regional Victoria Residents

Target 2

The Grampians received over 1.1 million domestic 
overnight visitors year ended September 2018. 

26% of these were visiting friends and relatives.

This represents a massive market to motivate toward 
consideration of relocating to the region. 

The eventual marketing plan needs to include strategies 
aimed to reach and communicate with this market. 

The National Visitor Survey, YE Sep 18, shows that Ballarat 
(281,000) Geelong and the Bellarine (177,000) and Bendigo 
(64,000) residents are major sources of visitor nights in the 
Grampians. This supports the Regional Victoria locations 
identified in the Target Markets.

Tourists

Target 3
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This segment represents a complicated set of variables and conditions that demands a study 
in its own right.

However, this segment must be considered in the context of building the population and  
workforce in the Grampians region.

For some employers who need a bulk number of new employees to construct, manufacture, 
pack or process, such as the Australian Wildflower Investment Co, AME, Frew Group and 
the proposed Nectar Farms venture, their most likely chance to succeed with this recruiting 
challenge is via sponsored migration channels.

For other employers the sponsored migrants solution represents a “minefield” of red tape, 
lengthy lead in times and expensive outlays in the “unknown”.

Secondary migration is a viable alternative. Migrants who are currently living in Melbourne and 
are actively seeking employment may be attracted to the Grampians region if they become 
aware of opportunities.

The local OPAN project is analysing the migrant options in greater detail. The proposed 
solutions will need to be considered within the context of the New Resident and Workforce 
Attraction Strategy.

Migrants

Target 4

It is noted that 32% of employers believe the range and quality of restaurants, cafes and the 
trading hours of retailers and eateries is an impediment to attracting both new residents and 
tourists to the region. These ‘dislikes’ also attracted a number of mentions from the relocators.

Adopting a long term view toward improving this status of local facilities, the likely change will 
only occur when entrepreneurs enter the market and ‘disrupt’ the trading environment by 
extending trading hours and creating new products and services. 

As consumers gravitate toward the new operators, other like minded entrepreneurs will follow 
this ‘lead’ and a new industry will evolve. 

Identifying the gaps in the local business sectors and then targeting potential ‘creators’ to take 
up these opportunities can be included in a New Resident and Skills Attraction campaign.

The Creators

Target 5
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THE FAMILITES

Five (38%) matched this profile. 
 
Aged between 35 and 45, with children under the age of 10.

Three of the five had moved from Melbourne or Sydney. One from Geelong and the other from Scotland. 

Consider their ‘triggers’ for moving to the region.

As an added layer to the integrity of the above mentioned target markets, consider the profiles of the 13 people who 
had moved to the region within the last 5 years.

We	wanted	to	give	the	kids	
a	different	perspective	-	and	an	
insight	into	another	culture	

We	were	looking	for	
stability	for	our	kids

We	checked	out	the	
sporting	facilities	because	they	
were	important	to	our	kids

Our	kids	were	aged	8,	5	&	
2	-	we	had	to	reevaluate	what	was	
important	to	them	as	a	family

8.2 Grampians Relocators

Target Markets
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THE BLOOMERS 
Four (30%) matched this profile.
Two were couples, aged between 45 & 54. No children or with grown up children.
The other two were single - aged between 41 & 45, with one being attracted to the region because she met a local (now a couple).

Triggers:

The	kids	had	grown	up.	We	wanted	to	leave	
the	Gold	Coast.	Loved	the	beauty	of	Hamilton			
-	decided	to	buy	a	business	and	stay

I	like	country	living,	the	short	drive	
or	walk	to	work,	the	country	surrounds,	the	
nature.	I	like	bushwalking	and	camping	 
-	moved	to	Horsham	from	Perth.

We	wanted	a	hobby	farm	
-	wanted	to	escape	Sydney.	Found	
the	ideal	place	down	here 
(Southern	Grampians	region)

FREE WHEELERS 
Two (15%) fitted this segment.
Aged between 25 and 34 years

Triggers

The	job	opportunity	-	I	was	looking	for	a	graduate	position,	
and	only	had	3	interviews	-	1	in	Sydney,	2	in	Melbourne	-	both	were	
paying	less	than	my	retail	job	at	Officeworks	
-	moved	from	Melbourne.

Other
One of the remaining relocators was aged between 35 & 40, single with no children, who moved to be closer to his parents.
The other was single, aged above 50 - she was attracted by the price of housing in the region.

My	area	of	study	is	very	niche	-	it	was	so	hard	to	find	
work	within	it.	Looked	regionally	because	Melbourne	was	too	
competitive  
-	moved	from	Bendigo	but	lived	in	Melbourne	prior.

Another couple were aged over 55, but were similar in attitude and family status. 
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Pepper’s experience proposes that marketing strategies aimed at attracting new residents out of a capital city such as 
Melbourne should be developed around the “triggers” that work to “push” city dwellers out to a regional area.

These triggers will influence different demographics, depending on their stages of life. 

They are factors that will prompt Melbournites to consider a new life at some stage.

They include the cost of housing (too high), employment (career advancement or unemployment), family (don’t want to 
raise young children in the urban crush - or want to move closer to family members), traffic (long commute times), crime 
(safety) or general lifestyle (escape the hustle and bustle). These behavioural variables may work in isolation or combine to 
eventually cause action.     

The challenge will be to persuade a percentage of Melbournites to at least “look this way” (Grampians region) when the 
time comes to consider moving away from capital city living.

When the ‘push’ factors reach that point, the appeal of the Grampians lifestyle needs to be placed before them to ‘pull’ 
them into the region.

This behavioural targeting strategy is reflected in the following chart.

8.3 Behavioural Segments

Target Markets
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PullPush
Capital City triggers

Employment

Housing

Lifestyle
Lifestyle

Family

Housing

Employment

Family

Reassurance

• Unemployment - seeking a
   job, graduates
  
• Career Advancement

• Affordability - desire to own

• Commuting - had enough
• Crime - had enough
• Cost of living
• Capital city living (pace) - 
  had enough

• 10 minutes to get to work
• Lower cost of living
• Slow down a little
• Sports/Culture/Shopping
• Community belonging/support

• A great place to raise a family
• Great schoos/education
• Safe, open space, outdoor life
• Closer to your family/relative

• Affordable - you can own

• Job vacancies
• Great careers

• Families with young children -
  seeking a better place
• Family/Relatives live in the
   regional area

• Good health facilities

Grampians appeal

Look this way
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Advancing the research methodology further, an analysis of every Melbourne suburb has been completed 
for the purpose of strategic marketing. 

Adopting both the Pepper Relocator Profiles and the Behavioural Segments, the top 10 suburbs (based 
upon the highest percentages of their respective populations) were identified on the  demographics that 
may respond to the eventual “Push/Pull” messaging.

Suburbs were also identified where the greater percentages of  certain skilled / professional workers reside.

8.4 Melbourne Heat Maps

Target Markets
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Darebin
North

Yarra

Port Phillip

Stonnington - East

Stonnington
West

Darebin
South

Brunswick
Coburg

Melbourne City
Maribyrnong

Essendon

Melbourne City
Yarra
Stonnington - West
Port Phillip
Maribyrnong
Brunswick - Coburg
Essendon
Darebin - South
Darebin - North
Stonnington - East

65.9
54.5
54.3
54.1
44.4
43.1
41.3
40.3
37.2
34

Suburb Percentage

Renters
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Dandenong

Brimbank

Tullamarine
Broadmeadows

Darebin
North

Maribyrnong

Wyndham

Monash

Moreland
North

Whitehorse
West

Melbourne City

Melbourne City
Brimbank
Dandenong
Tullamarine - Broadmeadows
Darebin - North
Maribyrnong
Wyndham
Monash
Moreland - North
Whitehorse - West

10.9
10.6
9.6
9.4
8.5
8.3
8.3
8
7.7
7.6

Suburb Percentage

Unemployed
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Tullamarine
Broadmeadows

Wyndham

Casey
South

Manningham
East

Nillumbik
Kinglake

Casey
North

Whittlesea
Wallan

Boroondara

Bayside

Glen Eira

Casey - South
Wyndham
Tullamarine - Broadmeadows
Manningham - East
Nillumbik - Kinglake
Casey - North
Whittlesea - Wallan
Boroondara
Bayside
Glen Eira

57.1
56.6
56.3
53.8
53.5
52.9
52.4
51.3
51.3
49.9

Suburb Percentage

Families
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Tullamarine
Broadmeadows

Dandenong

Manningham
East

Banyule

Yarra

Port Phillip

Melton
Bacchus Marsh

Sunbury

Darebin
South

Darebin
North

Yarra
Darebin - North
Manningham - East
Darebin - South
Banyule
Port Phillip
Melton - Bacchus Marsh
Dandenong
Sunbury
Tullamarine - Broadmeadows

79
90
93
95
96
97
100
100
102
102

Suburb Burglary Rates 1/ X homes

Burglary
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Brimbank

Tullamarine
Broadmeadows

Wyndham

Monash

Dandenong

Casey
South

Whittlesea
Wallan

Melton
Bacchus Marsh

Knox

Yarra Ranges

Whittlesea - Wallan
Wyndham
Casey - South
Knox
Yarra Ranges
Dandenong
Brimbank
Melton - Bacchus Marsh
Monash
Tullamarine - Broadmeadows

66783
63774
55485
54990
51454
51184
50218
47500
46595
43328

Suburb Car Driver

Commute
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Boroondara

Bayside

Glen Eira

Yarra

Port Phillip

Stonnington - East

Stonnington
West

Darebin
South

Brunswick
Coburg

Melbourne City

Yarra
Stonnington - West
Darebin - South
Melbourne City
Boroondara
Stonnington - East
Port Phillip
Brunswick - Coburg
Glen Eira
Bayside

42.8
40.4
39.4
39.4
39.4
38.9
37.8
36.5
34.4
33.7

Suburb Percentage

Professionals
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Tullamarine
Broadmeadows

Dandenong

Casey - South

Casey - North

Whittlesea
Wallan

Sunbury

Knox

Yarra Ranges

Cardinia

Macedon Ranges

Yarra Ranges
Cardinia
Macedon Ranges
Casey - South
Sunbury
Casey - North
Whittlesea - Wallan
Dandenong
Knox
Tullamarine - Broadmeadows

18.6
18.2
16.7
16.6
16.5
16
15.7
15.3
15.2
15.1

Suburb Percentage

Trades
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Tullamarine
Broadmeadows

Darebin
North

Wyndham

Casey - South

Whittlesea
Wallan

Melton
 Bacchus Marsh

Sunbury

Yarra Ranges

Melbourne City

Macedon Ranges

Sunbury
Tullamarine - Broadmeadows
Yarra Ranges
Casey - South
Whittlesea - Wallan
Wyndham
Melbourne City
Melton - Bacchus Marsh
Darebin - North
Macedon Ranges

Suburb Percentage
12.2
12
11.4
11.4
11.3
11.2
11.2
11.1
11.1
11

Community Workers
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Brimbank

Tullamarine
Broadmeadows

Wyndham

Dandenong

Casey
South

Casey
North

Whittlesea
Wallan

Melton
Bacchus Marsh

Sunbury

Cardinia

Brimbank
Tullamarine - Broadmeadows
Dandenong
Wyndham
Casey - South
Melton - Bacchus Marsh
Whittlesea - Wallan
Cardinia
Casey - North
Sunbury

12.1
11.5
11
10.7
10.7
10.6
9
8.2
7.9
7.6

Suburb Percentage

Machinery Operators
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Monash

Moreland
Banyule

Yarra Ranges
Darebin

Port Phillip

Melbourne City

Casey

Boroondara
Whitehorse

Rank LGA Overnight Travellers ('000) Relocators Behavioural and Skilled Segments (Top 10 Suburbs)

1 Boroondara 955 Families, Professionals,

2 Melbourne 899 Renters, Unemployed, Professionals, Community Workers,

3 Casey 765 Families, Commuters, Trades, Community Workers, Machinery Operators

4 Whitehorse 733 Unemployed,

5 Yarra Ranges 710 Renters, Commuters, Trades, Community Workers

6 Moreland 687 Unemployed,

7 Port Phillip 649 Renters, Burglary, Professionals,

8 Banyule 597 Burglary

9 Monash 584 Commuters

10 Darebin 547
Source: National Visitor Survey, YE Jun 18, Tourism Research Australia Sources: ABS 2018 & RACV 2019

Grampians Visitors.

The following table and map represents an overlay of the ‘relocator hot suburbs’ (where the greatest 
percentage of behavioural and skilled segments reside) with the suburbs (Top 10) that account for the 
highest number of overnight travellers to the Grampians region from Melbourne. 

It may be concluded that these urban dwellers are familiar with the region and have an affiliation with its 
appeal (having chosen it as a holiday destination). 
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CONCLUSIONS
C H A P T E R  9



86

There is an obvious need to solve the population and workforce issues facing the Grampians region.  

Potential solutions will vary in type, timing and levels of investment.

This research report was completed specifically for the marketing option. 

The employer surveys revealed an enthusiastic, positive attitude of industry toward the idea of developing a 
regionalised approach to the marketing of jobs, organisations and the communities to external markets.  

The successful implementation of a marketing exercise will require a strong, on-going partnership between 
industry and councils.

There is an ample and varied supply of job vacancies in the Grampians region.

Every employer surveyed indicated they experience difficulty in recruiting from their local populations. 

The marketing strategy should aim to attract the skills identified as shortfalls within the region, which will work to 
achieve both population and economic growth objectives.

As evidenced by the positive testimonies of the families who have moved to the region, there is a sufficient bank of 
lifestyle attractions that can be promoted to sell the ‘Grampians Life’ package. 

9.1 The Need

9.2 The Offer

Conclusions

It is accepted that the availability of rental properties is a major issue in at least two of the partnering LGA’s. 

The ‘Passive Place’ project that is occurring in Stawell appears to offer some scope to promote a 
development that can be used to house new residents.

However, the approach to the eventual marketing campaign needs to be on a basis of:

‘Let’s test the market - gauge the immediate response levels, track and record the types of enquiries 
received as well as the level of industry participation’.

If the supply of housing is impacting the rate of conversion, then strategies and direction of messaging may 
need to be re-evaluated.

The arrival of the Corona pandemic has created an entirely different scenario in so many areas. This late 
development necessitates a separate study on how the findings of this report will be analysed for the 
development of the New Resident and Skills Attraction Strategy & Action Plan.

9.3 The Challenges
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There is an obvious need to develop a more systemised and sophisticated approach to capturing, 
responding, tracking and reporting on enquiries from potential new residents within the councils’ 
organisational frameworks and resources. 

There will also be a need to build linkages to industry if the proposed marketing campaign manages to 
attract skills that are in demand.

9.4 Response Capacity

A short term marketing burst will not provide the ‘silver bullet’ solution to the workforce and population growth needs.

Tourism campaigns can generate immediate consumer responses and may even cause impulsive decisions (i.e 
weekend breaks).

New resident and skills attraction campaigns work at the opposite end of the time spectrum. 

Evidence shows that the time from initial thought of consideration of moving away from a capital city to a regional area 
to actual relocation can take anywhere between 3 months to 3 years. 

The challenge for the Grampians project is to retain the ‘Look This Way” message in front of the target audiences for 
a minimum of 12 months. This need will need to be addressed within the next stage of the New Resident & Workforce 
Attraction project.

Since the late development of the Corona crisis, the appropriate timing of a campaign aimed at attracting people to live 
and work in the Grampians region is unknown at this stage. The greatest social and economic upheaval since World 
War 2 creates its own set of challenges and possible opportunities for this particular project. 

The next stage  is being planned on the expectation that when the recovery stage is reached the Grampians Councils 
will be well prepared to market their Live Work and Invest appeal to a broad range of markets.

9.5 Timing

Conclusions
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9.3. Providing Sustainable Infrastructure
Nil
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9.4. Improve Organisational Effectiveness
9.4.1. Annual Audit and Risk Committee Activity Report

Author/Position: Malcolm Lewis, Acting Manager Financial Services

Purpose
To present to Council the Audit and Risk Committee Activity Report for the 2019-20 financial year. 

Summary

The key focus areas of the activity report are:

- A report on the Committee’s activities for the past financial year.
- An annual Performance Review for the past financial year.
- An annual Audit Plan for the ensuing financial year.

 
Recommendation
That Council receives and notes the Audit and Risk Committee Activity Report for the 2019-20 
financial year.

RESOLUTION  
  
That Council receives and notes the Audit and Risk Committee Activity Report for the 2019-20 
financial year.
 

  
Moved:           Cr Karen Hyslop
Seconded:     Cr Kevin Erwin                                            Carried
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Background/Rationale

The Audit and Risk Committee (ARC) Guidelines prescribe that an Annual Committee Activity Report is to be 
presented to Council at the September Council meeting. The activity report is to include:

1. A report on the Committee’s activities for the past financial year.
2. An annual Performance Review for the past financial year.
3. An annual Audit Plan for the ensuing financial year.

Activity Report

1. Report on the Committee’s activities 

The report on the ARC activities is currently being prepared by the ARC Chairperson and will be 
included in the Annual Committee Activity Report when completed.

2. Annual Performance Review

a. Survey of ARC members regarding the Committee’s effectiveness during 2019/20.

b. List of reports presented to the Committee during the last financial year.
The Audit Committee (now Audit & Risk Committee) reviewed the following Council activities 
and reports over the course of the last financial year:

- Financial Reserves Policy - policy to manage Council’s future commitments for specific 
purpose expenditure.

- Procurement Policy - this policy is to be approved by Council on an annual basis.
- MAV OHS Improvement Program - Council is a member of the MAV Workcare program 

that includes OHS initiatives to better manage staff workplace safety.
- Financial Report for the FY19 and its findings.
- Progress report on the Lifesaving Victoria’s Audit.
- Quarterly Financial Reports - financial performance to budget on a year to date basis.
- Report into the appraisal of waste related risks.
- VAGO Local Road Maintenance Efficiency Audit.
- Report on Council Libraries.
- Council’s response to the finding into the Yarriambiack Council Compliance Report.
- Internal management review into credit card compliance and usage.
- Implementation of the Financial Support and Hardship Policy.
- Review of the Victorian Ombudsman’s investigation into Ballarat City Council.
- Internal management review into major supplier expenditure and compliance with the 

Procurement Policy.
- Local Government Act 2020 - update on progress completed.

3. Annual Audit Plan for the ensuing financial year

Management is currently completing the risk register that includes a comprehensive schedule of 
strategic and operational (by department) risks with associated action plans in order to mitigate the 
potential impact of residual risks. It is expected that this soon to be completed risk register will 
position Council to develop a more relevant and informed audit plan for the ensuing financial year.
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Legislation, Council Plan, Strategy and Policy Implications
The activity report is prepared pursuant to Section 54 of the Local Government Act 2020 where the Audit and 
Risk Committee is required to undertake an annual assessment of its performance against the audit charter.

Options
Option 1
Council receives and notes the 2019-20 Annual Audit and Risk Committee Activity Report. [recommended]

Option 2
That Council does not receive the 2019-20 Annual Audit and Risk Committee Activity Report. [not 
recommended]

Implications
The subject matter has not raised any sustainability issues (economic, social, environmental or climate 
change) or heritage/cultural, amenity, human rights/privacy, risk management, budgetary and asset 
management implications.

Community Engagement
Nil

Innovation and Continuous Improvement
Review of prior year activities provides a basis to review current practices in order to demonstrate 
innovation and continuous improvement.

Collaboration
Nil 

Officer’s Declaration of Interest
All officers providing advice to Council must disclose any interests, including the type of interest.

Malcolm Lewis, Acting Manager Financial Services
In providing this advice as the author, I have no disclosable interests in this report.

Attachments
1. 9.4.1.1. NGSC Audit Committee Report August 2020 [9.4.1.1 - 2 pages]
 

https://docs.google.com/document/d/15hJirPjjxh1_9YgI9CUFlN1_nOLrIs9ojxVxlZYIGto/edit


 

 
Northern Grampians Shire Council 

 

AUDIT COMMITTEE CHAIRMAN’S REPORT 
For the year ended 30th June 2020 

 
1. Attendance and Meetings 
 

Up until the point that Covid 19 interrupted the normal operations of the 

business world in late March 2020, the Audit Committee had managed three 

meetings in Stawell with a full contingent of members after Lynn Jenz came on 

board as a third external member in the latter part of the 2019 Financial year. 

 

Subsequently we have had to move to the cloud and virtual meeting space for 

the latter part of the 2020 Financial year to hold the June meeting.  Whilst 

somewhat stilted, the meeting process was workable and as this situation 

continues we become better at working and communicating remotely. 

 

We have held four meetings in total in September, December, March and June. 

2. Activity   
 
  The VAGO appointed external auditors RSD Chartered Accountants from 

Bendigo continued their engagement and completed the full year Audit Report 

and Final Management letter, reviewed in draft at our first meeting in September 

with a further presentation after finalisation and sign off at our December 

meeting.  We reviewed their proposed Audit Strategy for the 2020 engagement 

at our June meeting. 

 

   We have seen the continuation of the presentation of quarterly Finance Reports 

and review thereof.  We keenly await the reporting from the new CAMMS 

integrated system for management of risk across the organisation which is 

expected later this year. We have received minutes of Risk Committee and 

been provided details and received a variety of presentations and reports on 

Risk matters identified both internally and externally as in prior years. 

 

Draft policies were tabled for review and comment prior to adoption by council 

including Financial Reserves Policy, and Financial Support and Hardship Policy 

as well as the redrafted Audit and Risk Committee Charter. 

 

Thank you to the Governance, Compliance and Finance team and to my fellow 

members of the committee for their contribution. 
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Peter Knights FCPA  

Chair  

Northern Grampians Shire Council Audit Committee 

September 1st 2020  
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9.4.2. Procurement Policy

Author/Position: Malcolm Lewis, Acting Financial Services

Purpose
To present the Procurement Policy 2020 for Council’s review and approval. 

Summary
The Procurement Policy 2020 provides a framework for the selection of suppliers and contractors in order to 
achieve value for money, comply with all relevant legislation as well as to meet expected standards of 
probity and transparency.
 
Recommendation
That Council receives and adopts the Procurement Policy 2020.

RESOLUTION  
  
That Council receives and adopts the Procurement Policy 2020.
 

  
Moved:           Cr Jason Hosemans
Seconded:     Cr Merrilee Reid                                            Carried
 



Northern Grampians Shire Council 
20200907 Council Meeting

179 of 227

Background/Rationale
The Procurement Policy 2020 is designed to select suppliers and contractors based on value for money. The 
key principles of the Procurement Policy are to:

- achieve value for money for the supply of goods, works and services
- comply with all relevant legislation
- meet expected standards of probity and transparency

The 2020 policy includes additional guidance regarding the selection and appointment of contractors to a 
panel arrangement:

- Selection of a supplier to a contractor panel is to be the subject of an open tender process.
- Officers may directly select a panel contractor provided the services/works is within a recommended 

dollar limit.
- Council officers are required to seek competitive quotations from panel contractors where the 

services/works exceed the recommended dollar limit. 

Following selection of a preferred supplier, the approval to complete the services/works (invoice payment), 
by panel contractors, is subject to normal limits for Council’s financial delegates.

The policy inclusions are an interim arrangement in order to provide better clarity and control regarding the 
selection and appointment of panel contractors. The inclusions are written within the framework of the Local 
Government Act 1989 and will be the subject of further review pending the implementation of the new Local 
Government Act 2020. 

The 2020 policy also includes reference to a schedule of approved suppliers. Approved suppliers comprise a 
pre-qualified register for those contractors who have submitted their insurances, qualifications, and OH&S 
documentation. Approved suppliers are to be selected, for the completion of services/works by standard 
competitive quotation or a tender process, subject to the value of the service or work.

Legislation, Council Plan, Strategy and Policy Implications
Section 186A of the Local Government Act 1989 prescribes that Council is to, on an annual basis, prepare 
and approve a procurement policy.

Options
Option 1
Council receives and adopts the Procurement Policy 2020 without amendments. [recommended]

Option 2
Council receives and adopts the Procurement Policy 2020 with amendments. [not recommended]

Implications
The subject matter has not raised any sustainability issues (economic, social, environmental or climate 
change) or heritage/cultural, amenity, human rights/privacy, risk management, budgetary and asset 
management implications.

Community Engagement
Nil

Innovation and Continuous Improvement
Annual review of the methods to procure works and services provides a basis to review current practices in 
order to demonstrate innovation and continuous improvement.

https://docs.google.com/document/d/15hJirPjjxh1_9YgI9CUFlN1_nOLrIs9ojxVxlZYIGto/edit
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Collaboration
Nil 

Officer’s Declaration of Interest
All officers providing advice to Council must disclose any interests, including the type of interest.

Malcolm Lewis, Acting Manager Financial Services
In providing this advice as the author, I have no disclosable interests in this report.

Attachments
1. Procurement Policy 2020 [9.4.2.1 - 13 pages]
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PROCUREMENT   POLICY   2020  
 
Council   Policy  
 

Responsible   director:  
 
Director   Corporate   Services  

Responsible   officer:   Manager   Financial   Services  
Functional   area:   Financial   Services  
Date   adopted   by   Council:   September   2020  
Review   date:   July   2021  
 
 

 
Purpose  
The   purpose   of   this   document   is   to   set   out   the   key   policies   and   principles   forming   the   framework   for  
procurement   at   the   Northern   Grampians   Shire   Council,   to   ensure   that   all   purchases:  
 

● demonstrate   and   achieve   value   for   money   
● are   undertaken   in   a   consistent   and   robust   manner  
● are   consistent   with   Council   objectives  
● comply   with   all   relevant   legislation;   and  
● meet   expected   standards   of   probity   and   transparency.   

 
This   policy   document   is   supported   by   a   more   detailed   set   of   Procurement   Guidelines   which   are   designed   to  
assist   with   the   implementation   of   this   policy.   These   documents,   along   with   the   relevant   sections   of   the    Local  
Government   Act   1989    (the   Act),   provide   direction   for   how   all   Council   procurement   should   be   performed.   
 
Background  
Section   186A   of   the   Act   requires   Council   to   prepare   and   approve   a   procurement   policy   which   must   include  
the   principles,   processes   and   procedures   that   will   apply   to   all   purchases   of   goods,   services   and   works   by   the  
Council.  
 
The   Northern   Grampians   Shire   Council   spends   a   significant   amount   of   its   annual   budget   on   purchasing  
goods   and   services   and   assets.   These   purchases   have   an   enormous   impact   on   the   delivery   of   programs,  
services   and   projects   therefore   it   is   crucial   that   the   process   is   well   conducted.  
 
Policy  
Basic   Principles  

There   are   some   basic   principles   that   should   be   applied   to   all   purchases,   irrespective   of   the   value   or  
complexity   of   the   purchase:  
 

● value   for   money  
● open   and   fair   competition  
● accountability  
● risk   management  
● probity   and   transparency  
● ethical   behaviour  
● other   considerations  

 
Value   for   Money  
Value   for   money   does   not   necessarily   mean   accepting   the   lowest   price,   (section   186(4)   of   the   Act   provides  
that   there   is   no   obligation   to   accept   the   lowest   tender)   but   obtaining   the   best   quality   and   value   for   the   price,  
for   quality   goods/services   that   meet   Northern   Grampians   Shire   Council’s   criteria   and   cost   constraints.  
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Open   and   Fair   Competition  
All  prospective  suppliers/vendors  must  be  treated  fairly  in  an  open  and  transparent  manner  without  bias  (or                                
perception  of  bias),  with  the  same  access  to  information  regarding  the  proposed  purchase,  in  order  to  enable                                  
submission   of   quotes/tenders   to   be   made   on   the   same   basis.  
 
Accountability  
Clear  and  robust  processes  consistent  across  the  entire  organisation  must  be  followed,  in  order  that  the  lines                                  
of   responsibility   and   accountability   are   clear,   and   to   ensure   that   appropriate   audit   controls   are   in   place.  
 
Risk   Management  
All  purchases  carry  some  level  of  risk.  It  is  important  that  this  risk  is  identified,  assessed  and  dealt  with                                      
appropriately.  
 
Probity   and   Transparency  
Probity  in  purchasing  relates  to  fairness,  impartiality  and  integrity,  and  is  often  used  in  a  general  sense  to                                    
mean  good  process.  All  Council  dealings  must  be  conducted  in  a  fair  and  open  manner,  observing  the  highest                                    
standards   of   honesty,   and   demonstrating   the   highest   levels   of   integrity   consistent   with   the   public   interest.  
 
Council’s  purchasing  processes  must  be  undertaken  in  a  manner  which  meets  all  expected  standards  of                              
probity  and  transparency,  including  consistent  application  of  procedures,  appropriate  record  keeping,                      
compliance  with  policies  and  legislation,  consideration  for  suppliers,  and  clear  and  transparent  decision                          
making.  
 
Ethical   Behaviour  
Ethical  behaviour  encompasses  the  concepts  of  honesty,  integrity,  probity,  diligence,  fairness,  trust,  respect                          
and  consistency.  Council’s  purchasing  processes  must  be  undertaken  in  a  manner  which  meets  all  expected                              
standards  of  ethical  behaviour  and  includes  avoiding  conflicts  of  interest  and  avoiding  improper  use  of  an                                
individual’s  position.  At  all  times,  Councillors  and  Council  staff  must  act  in  accordance  with  relevant  policies,                                
codes   of   conduct   and   guidelines   regarding   gifts   and   hospitality   and   conflicts   of   interest.  
 
Specific  processes  regarding  application  of  these  basic  principles  are  included  within  the  Procurement                          
Guidelines.  If  any  officer  is  unclear  regarding  their  responsibilities  in  regards  to  procurement  they  should                              
seek   advice   from   the   Manager   Financial   Services.  
 
Other   Considerations  
There  are  also  a  number  of  organisational  and  legislative  directives  that  help  set  the  framework  for                                
purchasing  decisions  made  by  Council  including  the  Council  Plan  and  the Local  Government  Act  1989  (see  –                                  
Legislation/Standards).  
 
In  addition  to  the  requirements  of  the  Act,  purchasing  decisions  must  also  give  consideration  to  other                                
principles,   Council   policies,   guidelines   and   philosophies.   These   include:   
 

● sustainable   procurement  
● social   procurement  
● environmental   purchasing  
● local   purchasing   philosophy  
● innovation   and   collaboration  
● category   management  
● purchase   orders  
● information   security  
● officer’s   financial   delegations;   and  
● thresholds  
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Sustainable   Procurement  
Council  will  consider  benefits  and  value  for  money  based  on  whole  of  life  costs,  as  well  as  social  and                                      
environmental  impacts  of  its  procurement  processes,  in  order  to  achieve  the  best  outcomes  for  the                              
community   having   regard   to   the   long-term   and   cumulative   effects   of   its   decisions.  
 
Social   Procurement  
Council  supports  procurement  that  not  only  delivers  appropriate  value  for  money  goods  and  services  and                              
works,   but   also   generates   positive   social   outcomes.   
 
Where  strategic  opportunities  arise,  Council’s  Economic  Development  Team  will  work  with  locals  to                          
encourage   economic   development.  
 
The  Economic  Development  Team  and  Contract  Officer  will  work  with  local  suppliers  to  explain  Council’s                              
requirements  with  regards  to  providing  goods  and  services  and  works  to  Council  and  the  tendering                              
processes   in   line   with   this   policy,   and   encourage   them   to   tender   for   business.   
 
Environmental   Purchasing  
Council  prefers  to  purchase  recycled  and  environmentally  sound  products  whenever  they  perform                        
satisfactorily   and   represent   value   for   money.   
 
Local   Purchasing   Philosophy  
Council  is  committed  to  supporting  the  local  business  community  and  encouraging  its  involvement  in                            
purchasing  processes.  Buying  locally  is  preferred  where  local  suppliers  are  competitive  and  achieve  value                            
for   money.  
 
Innovation   and   Collaboration  
Council  will  use  innovative  procurement  solutions  to  promote  sustainability  and  achieve  best  value  and  will                              
collaborate  with  other  local  government  entities  whenever  possible  in  order  to  achieve  the  best  outcomes                              
for   the   community.  
 
Category   Management  
Council  will  use  a  category  management  approach  to  identify  the  most  appropriate  and  effective  sourcing                              
and   supply   arrangements   in   order   to   achieve   the   best   outcomes   for   the   community.  
 
Purchase   Orders  
Notwithstanding  the  processes  used  to  select  suppliers,  purchase  orders  are  to  be  raised  and  forwarded  to                                
suppliers  to  commit  Council  expenditure  in  advance  of  the  goods  or  services  being  received,  or  works  being                                  
commenced,   in   accordance   with   the   Council’s   Purchasing   Guidelines.  
 
Officer’s   Financial   Delegations  
Section  98  of  the  Act  defines  the  process  for  Council  to  delegate  its  powers,  duties  and  functions  to  a                                      
member  of  its  staff.  Northern  Grampians  Shire  Council  has  by  an  Instrument  of  Delegation  delegated                              
powers  and  responsibilities  to  the  Chief  Executive  Officer.  In  turn,  the  Chief  Executive  Officer  has  delegated                                
powers,   responsibilities   and   financial   purchasing   limits   to   Officers   as   appropriate   to   perform   their   duties.  
 
Officers  must  be  aware  of  their  role  and  financial  responsibilities  and  must  ensure  that  all  purchases  they                                  
make  are  within  their  delegated  authority.  In  the  case  of  a  purchase  exceeding  their  authority  the  intended                                  
purchase  should  be  referred  to  an  appropriate  officer  with  suitable  delegated  levels.  Under  no                            
circumstances  is  a  single  purchase  to  be  dissected  into  smaller  dollar  values  in  order  to  circumvent  the                                  
prescribed   financial   delegations.  
 
It  should  be  noted  that  no  employee  can  raise  a  purchase  order  or  authorise  reimbursement  for  their  own                                    
training/conferences  and  associated  costs  (such  as  accommodation  and  meals)  and  this  should  at  all  times                              
be   referred   to   their   line   manager   for   approval   and   authorisation.  
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Panel   of   Contractors  
A  panel  of  contractors  is  a  contractor/company  that  has  been  appointed  following  an  open  tender  process.  A                                  
panel  of  contractors  cannot  be  appointed  in  any  other  manner.  Unless  specified  during  a  tender  process,  no                                  
minimum   quantity   of   work   or   turnover   is   guaranteed   to   any   contractor   on   the   panel.  
 
Benefits   of   appointing   a   panel   of   contractors   include:  
•   Savings   in   time   and   money;  
•   Provide   higher   level   of   quality;  
•   Faster   turnaround   times;   and  
•   Increased   confidentiality.  
 
A   panel   of   contractors   should   be   appointed   for   one   (1)   year   with   a   further   option   to   extend   for   two   (2)   x   one  
(1)   years   to   a   maximum   of   three   (3)   years,   subject   to   contract   requirements.   
 
Council’s  panel  of  contractors  should  always  be  utilised  whenever  possible.  A  full  list  is  available  from  the                                  
OnBudget  section  within  InSites.  When  utilising  any  contractor  within  the  panel  “best  value  for  money”                              
should   always   be   the   first   consideration.  
 
If   a   contractor   on   the   panel   has   provided   a   schedule   of   rates   for   services   during   the   tender   process,   direct  
appointment   may   be   made   up   to   a   maximum   of:  
 

● $80,000   for   any   single   venture   (plant   &   equipment   hire).   
● $50,000   for   any   single   venture   (excluding   plant   &   equipment   hire)  

 
For  works  exceeding  the  above  mentioned  maximum  limits,  three  quotes  must  be  obtained  to  ensure  value                                
for  money.  Any  project,  single  purchase  or  a  combination  of  approved  contractors  are  not  to  be  utilised  to                                    
bypass  the  requirements  to  tender  where  the  total  project  cost  may  exceed  the  legislated  limits  for                                
tendering.  If  a  schedule  of  rates  was  not  provided,  then  a  preferred  supplier  is  to  be  selected  by  standard                                      
competitive  quotation  or  tender  process,  subject  to  the  value  of  the  service  or  works  (refer  Thresholds                                
section   below).  
 
Approval  to  complete  the  works  or  services,  by  panel  contractors,  is  subject  to  normal  limits  for  Council’s                                  
financial  delegates.  Preferred  panel  contractors,  selected  by  the  competitive  quotation  process,  may  be                          
approved   by   either   the   Director   (subject   to   financial   delegation   limits)   or   the   CEO.   
 
Provided  the  preferred  contractor  is  pre-approved  by  Council  (member  of  the  panel  of  contractors),  the  CEO                                
may  approve  the  supplier  appointment  notwithstanding  that  the  services  /  works  may  exceed  normal                            
delegation   limits.   CEO   approval   of   amounts   above   delegation   limits   only   applies   where:  
 

● The   preferred   contractor   is   pre-approved   by   Council   as   as   member   of   the   contractors   panel;   and  
● The  services  /  works  to  be  performed  were  identified  in  the  tender  specifications  that  gave  rise  to  the                                    

panel   of   contractors;   and  
● The   services   /   works   are   to   be   performed   within   the   contract   term   pre-approved   by   Council.  

 
Where  the  preferred  contractor  is  pre-approved  by  Council  to  carry  out  services  /  works  within  the  contract                                  
term,  then  it  is  deemed  that  the  CEO  is  not  exercising  a  financial  delegation,  by  approving  the  preferred                                    
supplier,   but   rather   exercising   the   resolution   of   Council.  
 
Where  the  above  conditions  are  not  met,  and  the  value  of  the  works  or  service  exceeds  the  CEO  delegation,                                      
then   the   matter   is   to   be   the   subject   of   a   public   tender   prior   to   selection   and   approval   of   a   preferred   supplier.  
 
Procurement   Vehicle  
The  acquisition  of  goods  and  services  for  which  the  estimated  expenditure  exceeds  $150,000  and  carrying                              
out   of   works   for   which   the   estimated   expenditure   exceeds   $200,000   must   be   undertaken   by   public   tender.  
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Contractor   Register   (Approved   Suppliers)  
Council  has  established  a  pre-qualified  contractors  register  for  those  contractors  who  have  submitted  their                            
insurances,  qualifications,  and  OH&S  documentation.  These  contractors/suppliers  have  not  been  through  a                        
public  tender  so  have  not  submitted  a  schedule  of  rates.  As  a  schedule  of  rates  was  not  provided,  then  a                                        
preferred  contractor/supplier  is  to  be  selected  by  standard  competitive  quotation  or  tender  process,  subject                            
to   the   value   of   the   service   or   works   (refer   Thresholds   section   below).  
 
New  contractors/suppliers  can  be  added  to  the  Contractors  Register  at  any  stage  throughout  the  year  via  the                                  
process   on   Promapp:    Register   a   new   contractor.  
 
Thresholds  
There  are  a  number  of  methods  by  which  goods  and  services  can  be  purchased,  however  not  all  methods  are                                      
appropriate  to  all  circumstances.  The  critical  factors  in  determining  the  most  appropriate  method  to                            
purchase  goods  or  services  are  the  value  of  the  purchase,  the  extent  of  risk  associated  with  the  purchase  and                                      
any   other   complexities   involved   in   the   purchase   decision.   
 
Other  factors  such  as  market  size/potential  suppliers  and  time  constraints  may  affect  the  decisions  made  in                                
regards   to   the   procurement   process.  
 
The  current  legislated  value  of  contracts  for  which  a  formal  public  tender  is  to  be  conducted  by  Council  is                                      
$150,000  GST  inclusive  for  contracts  for  goods  and  services  and  $200,000  GST  inclusive  for  contracts  for  the                                  
carrying   out   of   works.  
 
It  should  be  noted  that  the  thresholds  as  detailed  below  for  a  formal  public  tender  will  come  into  effect                                      
when  one  of  the  following  occurs:  1)  the  cumulative  supplier  spend  per  financial  year  exceeds  or  is  expected                                    
to   exceed   the   threshold   or   2)   the   expected   spend   per   project   exceeds   the   threshold.  
 
In  order  to  ensure  that  unforeseen  variations  will  not  cause  Council  to  be  non-compliant  with  the                                
requirements  of  the  Act,  the  following  table  sets  out  Council’s  policy  regarding  procurement  processes  to  be                                
followed   based   on   the   value   of   the   purchase.  
 

Value  of  Purchase      

(exc   GST)  

       Method   of   Purchasing   /   Selection   of   Supplier  

Under   $5,000   ● Officers   are   able   to   determine   the   most   appropriate   process   as   identified   in  
Council’s   Procurement   Guidelines.  

$5,000   -   $25,000   ● Minimum   2   written   quotations   (exemptions   provided   for   in   the   Procurement  
Guidelines).  

$25,001   -   $100,000   ● Minimum   3   written   quotations   (exemptions   provided   for   in   the   Procurement  
Guidelines).  

$100,001   -   $125,000  

relating   to   contracts  
for   the   purchase   of  
goods   and   services  

● Formal   quotation   required   -   Contracts   Officer   to   be   contacted  
● Minimum   3   written   quotations   (exemptions   provided   in   the   Procurement  

Guidelines).  
● May   be   publicly   advertised.  
● Formal   contract   agreement   should   be   implemented   if   the   purchase   involves  

high   risk   for   Council.  
● Use   of   agency   contracts   (e.g.   Procurement   Australia)   may   be   considered.  
● Public   Tender   may   be   used   depending   on   risk,   complexity   or   where   project  

estimates   are   close   to   $125,000   for   contracts   for   the   purchase   of   goods   and  
services.  

$125,001   and   over  

relating   to   contracts  
for   the   purchase   of  
goods   and   services  

● Public   Tender   is   required.  
● Option   to   Tender,   or   conduct   Expression   of   Interest   (EOI)   followed   by   a  

Tender,   as   defined   in    Local   Government   Act   1989    s.186.  
● Use   of   agency   tenders,   (e.g.   MAV   Procurement)   subject   to   Ministerial  

approval,   may   be   considered.  
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Contracts   that   are   exempt   from   tendering   are:  
1. contracts   entered   into   because   of   an   emergency  
2. contracts   entered   into   with   Council   acting   as   the   agent   for   a   group   of  

Councils,   and   the   Council   has   otherwise   complied   with   the   Act  
3. contracts   entered   into   in   accordance   with   arrangements   approved   by   the  

Minister;   and  
4. contract   types   that   have   been   exempted   from   this   section   by   regulations.  

$100,001   -   $170,000  

relating   to   contracts  
for   the   carrying   out  
of   works  

● Formal   quotation   required.   Contracts   Officer   to   be   contacted.   
● Minimum   3   written   quotations   (exemptions   provided   for   in   the   Procurement  

Guidelines).  
● May   be   publicly   advertised.  
● Formal   contract   agreement   should   be   implemented   if   the   purchase   involves  

high   risk   for   Council.  
● Use   of   agency   contracts   (e.g.   MAV   Procurement)   may   be   considered.  
● Public   Tender   may   be   used   depending   on   risk,   complexity   or   where   project  

estimates   are   close   to   $170,000   for   contracts   for   the   carrying   out   of   works.  
$170,001   and   over  

relating   to   contracts  
for   the   carrying   out  
of   works  

● Public   Tender   is   required.   
● Option   to   Tender,   or   conduct   Expression   of   Interest   (EOI)   followed   by   a  

Tender,   as   defined   in    Local   Government   Act   1989    s.186.  
● Use   of   agency   tenders,   (e.g.   Procurement   Australia)   subject   to   Ministerial  

approval,   may   be   considered.  
 
Contracts   that   are   exempt   from   tendering   are:  

1. contracts   entered   into   because   of   an   emergency  
2. contracts   entered   into   with   Council   acting   as   the   agent   for   a   group   of  

Councils,   and   the   Council   has   otherwise   complied   with   the   Act  
3. contracts   entered   into   in   accordance   with   arrangements   approved   by   the  

Minister;   and  
4. contract   types   that   have   been   exempted   from   this   section   by   regulations.  

 
Specific  details  regarding  application  of  these  procurement  processes  are  included  within  Council’s                        
Procurement  Guidelines.  If  any  officer  is  unclear  regarding  their  responsibilities  in  regards  to  procurement                            
they   should   seek   advice   from   the   Manager   Financial   Services.  
 
Compliance  
Compliance   with   this   policy,   including   associated   guidelines,   is   mandatory.   
 
Officers  must  bring  any  instances  of  non-compliance  to  the  attention  of  their  direct  Manager  or  Director.  The                                  
Manager  or  Director  must  then  notify  the  Manager  Financial  Services  of  the  non-compliance  and  any                              
remedial   action   taken.   
 
Non-compliance  with  this  policy  is  taken  seriously  and  will  be  dealt  with  in  accordance  with Council’s                                
Disciplinary   Procedure.  
 
Council   Plan   Objective/Strategy  
Council   Plan   2017-2021;   Objective   -   to   improve   organisational   effectiveness.  
Strategies   for   effectiveness   -   streamline   processes   by   reviewing   internal   processes   to   reduce   red   tape   and  
increase   efficiency.  
 
Legislation   &   Standards  
Local   Government   Act   1989   –   s.186A   Procurement   Policy  
Section   186A   of   the   Act   requires   Councils   to   prepare   and   approve   a   procurement   policy   which   must   include  
the   principles,   processes   and   procedures   that   will   apply   to   all   purchases   of   goods,   services   and   works   by   the  
Council.  
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Local   Government   Act   1989   –   s.186   Competitive   Process  
Section  186  of  the  Act  requires  Councils  to  undertake  a  competitive  process  to  test  the  market  by  giving                                    
public   notice   before   entering   into   a   contract   when   the   value   of   the   contract   is   equal   to   or   greater   than:  
 
● $150,000   GST   inclusive   for   contracts   for   goods   and   services,   and   
● $200,000   GST   inclusive   for   contracts   for   the   carrying   out   of   works.  
 
These  thresholds  are  reviewed  from  time  to  time  and  any  amendments  fixed  by  an  Order  in  Council.  (Refer                                    
Appendix   1   -   Order   in   Council   dated   5   August,   2008)   
 
While  there  are  some  exceptions  to  this,  the  general  principle  is  that,  as  a  minimum,  purchases  of  these                                    
amounts   should   be   opened   up   to   appropriate   levels   of   competition.   
 
Council   interpretation    of   s.   186   Competitive   Process  
There  is  no  specific  length  of  time  applicable  to  a  contract  for  the  purpose  of  applying  thresholds  under                                    
section  186  of  the  Act.  Where  significant  amounts  are  spent  in  aggregate  either  on  one  supplier  or  for  one                                      
service  over  time,  Council  will  determine  whether  section  186  of  the  Act  applies  based  on  the  optimum                                  
period  for  the  contract,  on  the  basis  of  value  for  money,  the  efficiency  and  effectiveness  of  the  procurement                                    
and   the   assessed   value.  
 
Local   Government   Act   1989   –   s.   208   Best   Value   Principles  
Section  208  of  the  Act  sets  out  the  Best  Value  Principles  through  which  Councils  are  required  to  determine                                    
the  most  effective  means  of  providing  a  service  to  the  community.  The  Act  also  sets  out  a  number  of  factors                                        
which   may   be   taken   into   account   when   applying   the   principles,   for   example:  
 

● The   need   to   review   services   against   the   best   on   offer   in   both   the   public   and   private   sectors  
● An   assessment   of   value   for   money   in   service   delivery  
● Community   expectations   and   values  
● The   balance   of   affordability   and   accessibility   of   services   to   the   community  
● Opportunities   for   local   employment   growth   or   retention  
● The   value   of   potential   partnerships   with   other   governments   (Local,   State,   and   Commonwealth)  
● Potential   environmental   advantages   for   the   municipal   district.  

 
These  principles  apply  to  the  delivery  of  services  as  a  whole  and  should  be  applied  by  officers  when  making                                      
purchasing   decisions   on   behalf   of   Council.  
 
Responsibilities  
The  Director  Corporate  Services  is  responsible  for  the  good  governance  of  Council’s  procurement  practices.                            
The  Manager  Financial  Services  is  responsible  for  the  development  and  management  of  this  policy.  The                              
Contracts  Officer  is  responsible  for  assisting  delegated  purchasing  officers  and  facilitating  compliant  tender                          
and   contract   processes   and   procedures.  
 
Monitoring   of   the   Procurement   Policy   will   be   through:  
 

● day  to  day  enforcement  of  the  processes  as  defined  in  the  Procurement  Guidelines  by  the  officer/s                                
responsible   for   processing   the   final   payments   for   purchases   made   on   behalf   of   Council  

● periodic  scrutiny  of  the  processes  as  defined  in  the  Procurement  Guidelines  by  the  officer/s                            
responsible   for   authorising   the   final   payments   for   purchases   made   on   behalf   of   Council;   and  

● Internal   Audits.  
 
Stakeholders  
Mayor,  Councillors,  Chief  Executive  Officer,  Director  Corporate  Services,  Manager  Financial  Services,                      
Contracts  Officer,  all  delegated  purchasing  officers  and  all  other  Council  staff,  temporary  employees,                          
contractors   and   consultants   while   engaged   by   Council.  
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Review  
This   policy   will   be   reviewed   annually,   in   line   with   the    Local   Government   Act   1989 ,   section   186A.   If   the   policy  
is   deemed   to   require   only   minor   changes   then   the   review   process   is   to   inform   Councillors   through   the  
Councillor   Bulletin.   Significant   alterations   to   the   policy   will   require   the   Council   to   adopt   the   changes.  
 
Communication   &   implementation  
Northern   Grampians   Shire   Council’s   EDRMS   infoXpert  
Procurement   Guidelines  
Council   induction   and   in-house   training   presentations  
 
References  
Victorian   Local   Government   Best   Practice   Procurement   Guidelines   2013  
MAV   Model   Procurement   Policy   (August   2011)  
Local   Government   Victoria   Conflict   of   Interest   Guidelines  
Procurement   Guidelines  
Staff   Code   of   Conduct  
Councillor   Code   of   Conduct  
Public   Interest   Disclosures  
Fraud   Policy   and   Fraud   Awareness   Training  
Council   Purchasing   Delegations  
Standard   Tender   and   Contract   documents  
Disciplinary   Procedure   
 
Privacy   and   Data   Protection   compliance  
All   Council   policies   must   consider   the    Privacy   and   Data   Protection   Act   2014    and   the    Victorian   Protective   Data  
Security   (VPDSS)   Framework    which   adopts   a   risk-based   approach   to   protective   data   security.    This   policy  
includes   relevant,   identified   security   risks   and   governance   arrangements   in   place   to   protect   security   across  
the   domains   of   information,   personnel,   ICT   and   physical.  
 
Charter   of   Human   Rights   compliance  
It   is   considered   that   this   policy   does   not   impact   on   any   human   rights   identified   in   the    Charter   of   Human  
Rights   &   Responsibilities   Act   2006.  
 
Definitions  
In   this   Policy,   the   following   words   and   phrases   have   the   meanings   set   out   below:  
 
Procurement/Purchasing   –   to   buy   or   acquire   products,   goods   or   services   using   Council’s   operational   or  
capital   works   budgeted   funds   in   order   to   deliver   outcomes   consistent   with   Council’s   objectives.   
 
Category   –   an   area   of   spending   determined   by   market   boundaries   separating   different   products,   services   or  
industries.  
  
Category   Management   –   recognising   suppliers   within   certain   markets   that   are   likely   to   have   similarities  
which   enable   a   tailored   approach   to   procurement.  
 
Conflict   of   Interest   -   an   interest,   pecuniary   or   otherwise,   that   could   conflict   with   the   proper   performance   of  
duties,   or   conflict   or   incompatibility   between   personal   interests   and   the   impartial   fulfilment   of   public   or  
professional   duties.  
  
Expression   of   Interest   –   Public   request   for   organisations   to   register   their   interest   in   the   supply   of   goods   or  
services   but   without   providing   details   of   pricing,   conducted   in   accordance   with   section   186(2)   of   the   Act.  
Sustainable   Procurement   –   a   process   whereby   Council   meets   its   needs   for   goods   and   services   and   works   in   a  
way   that   achieves   value   for   money   on   a   whole   of   life   basis   in   terms   of   generating   benefits   not   only   to  
Council,   but   also   to   society   and   the   economy,   whilst   minimising   damage   to   the   environment.  
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Tender   /   Request   for   Tender   –   Public   request   for   organisations   to   submit   a   bid   for   the   supply   of   goods   or  
services,   including   pricing   and   other   relevant   information   which   demonstrates   their   ability   to   meet   the  
specification   and   address   the   relevant   selection   criteria.  
 
Procurement   Australia   (Maps   Group)   /   MAV   Procurement   –   External   contracting   organisations   that   act   on  
behalf   of   all   Victorian   Local   Governments   and   establish   various   supply   and   service   contracts   at   tendered  
rates.  
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Review   history  
Date    Review   details   Action  
7   November,   2013  
 
 
 
 
 
 
 

Aligned   to   new   format   and   updated   to  
include   information   based   on   the  
Victorian   Local   Government   Best  
Practice   Guidelines   2013   and   MAV  
Model   Procurement   Policy   (Updated).  
 

Presented   to   Audit   Committee   
12   November,   2013  
 
Presented   to   Council   Briefing   18  
November,   2013  
 
Presented   to   Council   Meeting  
2   December,   2013  

18   November   2014  
 
 
 
 
 
 
 

Increase   the   threshold   levels   that   have  
remained   constant   for   many   years   to  
recognise   inflationary   increases   in  
costs.  
 

Presented   to   Audit   Committee   
25   November,   2014  
 
Presented   to   Council   Briefing   23  
November,   2014  
 
Presented   to   Council   Meeting  
1   December,   2014  

4   November   2015  
 
 

Altered   the   review   process   of   the   policy  
to   incorporate   this   statement,   “If   the  
policy   is   deemed   to   require   only   minor  
changes   then   the   review   process   is   to  
inform   Councillors   through   the  
Councillor   Bulletin.   Significant  
alterations   to   the   policy   will   require   the  
Council   to   adopt   the   changes.”  
 

Submitted   to   the   Councillor   Bulletin   on   4  
November,   2015  
 

29   June   2017   Aligned   to   new   format   and   forwarded  
to   civic   support   to   include   in   next  
Councillor   Bulletin  

Submitted   to   the   Councillor   Bulletin   on   29  
June,   2017  

22   August   2018   New   threshold   limits:  
 
Threshold   limit   for   going   to   public  
tender   separated   into   2   different   dollar  
values   being:  

1. $125,001   and   above   relating   to  
contracts   for   the   purchase   of  
goods   and   services  

2. $170,001   and   above   relating   to  
contracts   for   the   carrying   out   of  
works  

 
Amended   all   NGSC   thresholds   from  
GST   inclusive   to   GST   exclusive.  
 
Included   an   additional   section   under  
thresholds   in   relation   to   information   on  
compliance   with   the   policy.  
 
New   wording   around   purchase   order  
splitting   added.  
 

Presented   to   Audit   Committee   5  
September   2018  
 
Presented   to   Council   Meeting   1   October  
2018  

29   July   2019   Thresholds:  
Paragraph   3   added   for   formal   public  
tender   to   include   cumulative   spend   per  
supplier   and   spend   per   project.  

Presented   to   Audit   Committee   
9   September   2019  
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Officers   Financial   Delegations:  
Paragraph   3   added   whereby   no  
employee   should   be  
purchasing/reimbursing   their   own  
training/conferences   and   associated  
costs.   

7   October   2019   Presented   to   Council   Meeting   7  
October   2019  

 

31   August   2020   Panel   of   Contractors   &   Contractors  
Register   now   included  

 

7   September   2020   Presented   to   Council   Meeting   
7   September   2020  
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Appendix   1  
 
1908  G   32 7   August   2008 Victorian   Government   Gazette  
___________________________________________________________________________  
 

 
  ORDERS   IN   COUNCIL  
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9.4.3. S5 Delegation Update

Author/Position: Mary Scully, Manager Governance & Civic Support

Purpose
To amend the current S5 Delegation of powers and duties from Council to the Chief Executive Officer in 
response to changes in the Local Government Act 2020.

Summary
On 1 June, an amendment was made to the Instrument of Delegation to the Chief Executive Officer in 
response to the Local Government Act 2020 (the Act) to include the authority to call a council meeting that 
was not a part of the existing schedule of meetings. As this is now included in council’s Governance Rules 
there is no longer the need for it to be delegated by Council to the Chief Executive Officer and has been 
removed.

A minor amendment has also been included following the recent update from Maddocks in the wording of 
the maximum monetary limitations for entering into a contract or making any expenditure by the Chief 
Executive Officer. The limits comply with the Act and Council’s Procurement Policy 
 
Recommendation
That in the exercise of the powers conferred by s 11(1)(b) of the Local Government Act 2020, 
Northern Grampians Shire Council resolves that:

1. There be delegated to the person holding the position, or acting in or performing the duties, 
of Chief Executive Officer the powers, duties and functions set out in the attached Instrument 
of Delegation to the Chief Executive Officer, subject to the conditions and limitations 
specified in that Instrument.

2. The Instrument comes into force immediately.
3. On the coming into force of the Instrument all previous delegations to the Chief Executive 

Officer are revoked.
4. The duties and functions set out in the Instrument must be performed, and the powers set out 

in the instrument must be executed, in accordance with any guidelines or policies of Council 
that it may from time to time adopt.

RESOLUTION  
  
That in the exercise of the powers conferred by s 11(1)(b) of the Local Government Act 2020, 
Northern Grampians Shire Council resolves that:

1. There be delegated to the person holding the position, or acting in or performing the duties, 
of Chief Executive Officer the powers, duties and functions set out in the attached Instrument 
of Delegation to the Chief Executive Officer, subject to the conditions and limitations 
specified in that Instrument.

2. The Instrument comes into force immediately.
3. On the coming into force of the Instrument all previous delegations to the Chief Executive 

Officer are revoked.
4. The duties and functions set out in the Instrument must be performed, and the powers set out 

in the instrument must be executed, in accordance with any guidelines or policies of Council 
that it may from time to time adopt.

 
  
Moved:           Cr Karen Hyslop
Seconded:     Cr Kevin Erwin                                            Carried
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Background/Rationale
Council subscribes to the Maddocks Delegations and Authorisations service which allows for regular updates 
to keep abreast of changes in legislation and to ensure the effective allocation and control of decision 
making powers.

With the transitioning of the Local Government Act 1989 to the Local Government Act 2020 there was no 
provision to govern who could convene a meeting that was not a part of the existing schedule of meetings 
(formerly referred to as Special Council meetings). On 1 June, Council amended the Instrument of Delegation 
to the Chief Executive Officer to provide for the CEO to call an unscheduled meeting as an interim measure 
until the Governance Rules were adopted.

With Council recently adopting its Governance Rules it is no longer required for the Chief Executive Officer to 
be delegated this power. The new Governance Rules state that an unscheduled meeting can now be called by 
a Council resolution and the Mayor or at least three Councillors providing written notice to the Chief 
Executive Officer.

Maddocks Lawyers have also provided a minor update to our S5 Delegation which provides more specific 
monetary limitations for entering into contracts and making expenditure by the Chief Executive Officer.

Legislation, Council Plan, Strategy and Policy Implications
Local Government Act 1989
Local Government Act 2020
Governance Rules
 
Options
Option 1
That Council delegates to the Chief Executive Officer the powers, duties and functions set out in the attached 
S5 Instrument of Delegation. [recommended]

Option 2
That Council makes no change to the current S5 Instrument of Delegation. [not recommended]

Implications
The subject matter has not raised any sustainability issues (economic, social, environmental or climate 
change) or heritage/cultural, amenity, human rights/privacy, risk management, budgetary and asset 
management implications.

Community Engagement
Nil

Innovation and Continuous Improvement
Nil

Collaboration
Nil

Officer’s Declaration of Interest
All officers providing advice to Council must disclose any interests, including the type of interest.

Mary Scully, Manager Governance & Civic Support
In providing this advice as the author, I have no disclosable interests in this report.

Attachments
1. S 5 Instrument of delegation Council to CEO July 2020 Update [9.4.3.1 - 4 pages]

https://docs.google.com/document/d/15hJirPjjxh1_9YgI9CUFlN1_nOLrIs9ojxVxlZYIGto/edit
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Instrument of Delegation 
 
 
In exercise of the power conferred by section 11(1) of the Local Government Act 2020 (the Act) and                                   
all other powers enabling it, the Northern Grampians Shire Council (Council) delegates to the                           
member of Council staff holding, acting in or performing the position of Chief Executive Officer, the                               
powers, duties and functions set out in the Schedule to this Instrument of Delegation, 
 
AND declares that 

1. this Instrument of Delegation is authorised by a Resolution of Council passed on 7                           
September 2020; 

2. the delegation 

2.1 comes into force immediately the Instrument of Delegation is signed; 

2.2 is subject to any conditions and limitations set out in the Schedule;  

2.3 must be exercised in accordance with any guidelines or policies which Council from time to                             
time adopts; and 

2.4 remains in force until Council resolves to vary or revoke it. 
 
 
Dated:  7 September 2020 
 
 
 
 
............................................................... Mayor/Councillor 
 
 
 
 
............................................................... Senior Officer 
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SCHEDULE 
 
The power to 

1. determine any issue; 

2. take any action; or 

3. do any act or thing 

arising out of or connected with any duty imposed, or function or power conferred on Council by or                                   
under any Act. 

Conditions and Limitations 

The delegate must not determine the issue, take the action or do the act or thing: 

1. if the issue, action, act or thing is an issue, action, act or thing which involves: 

1.1 awarding a contract or making an expenditure exceeding the value of $150,000 for goods and                             
services and $200,000 for works (as per Appendix 1 in Council’s Procurement Policy); 

1.1 entering into a contract exceeding the value of $150,000 (excl GST); 

1.2 making any expenditure that exceeds $150,000 (excl GST) (unless it is expenditure made under                           
a contract already entered into or is expenditure which Council is, by or under legislation,                             
required to make in which case it must not exceed $200,000); 

1.3 appointing an Acting Chief Executive Officer for a period exceeding 28 days; 

1.4 electing a Mayor or Deputy Mayor; 

1.5 granting of a reasonable request for leave under section 35 of the Act; 

1.6 making any decision in relation to the employment, dismissal or removal of the Chief                           
Executive Officer; 

1.7 approving or amending the Council Plan; 

1.8 adopting or amending any policy that Council is required to adopt under the Act; 

1.9 adopting or amending the Governance Rules; 

1.10 appointing the chair or the members to a delegated committee; 

1.11 making, amending or revoking a local law; 

1.12 approving the budget or revised budget; 

1.13 borrowing money; 

1.14  calling a special meeting of the council without the written notice of a request from the Mayor                                 
or three Councillors that a meeting is called; 

1.14 subject to section 181H(1)(b) of the Local Government Act 1989, declaring general rates,                           
municipal charges, service rates and charges and specified rates and charges; 
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2. if the issue, action, act or thing is an issue, act or thing which is required by law to be done by                                           
Council resolution;  

3. if the issue, action, act or thing is an issue, action or thing which Council has previously                                 
designated as an issue, action, act or thing which must be the subject of a Resolution of                                 
Council; 

4. if the determining of the issue, taking of the action or doing of the act or thing would or would                                       
be likely to involve a decision which is inconsistent with a 

4.1 policy; or 

4.2 strategy 

adopted by Council;  

5. if the determining of the issue, the taking of the action or the doing of the act or thing cannot                                       
be the subject of a lawful delegation, whether on account of section 11(2)(a)-(n) (inclusive) of                             
the Act or otherwise; or 

6. the determining of the issue, the taking of the action or the doing of the act or thing is already                                       
the subject of an exclusive delegation to another member of Council staff. 

The Chief Executive Officer is empowered to delegate his or her powers, duties or functions to other 
Council officers and in the event the Chief Executive Officer is unable to perform the duties or 
functions that the delegation is cascading to other members of the Council’s Executive Management 
Team. 

S5. Instrument of Delegation to Chief Executive Officer  July 2020 Update 
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9.4.4. Grants Funding Policy

Author/Position: Chantal Thomas, Head of Engagement

Purpose
To present the proposed Grants Funding Policy for Council’s consideration to adopt for management of 
Council’s funds for events, business and community projects.

The proposed Grants Funding Policy replaces existing funding policies; community grants, business 
assistance scheme, stronger associations, sponsorships and contributions and major events programs.

Summary
The objective of the Grants Funding Policy is to provide funding to work collaboratively with businesses, 
communities, individuals and local organisations to undertake projects and initiatives which boost economic 
growth, enhance wellbeing and civic participation.

Recommendation
That Council receives and adopts the Grants Funding Policy.

RESOLUTION  
  
That Council receives and adopts the Grants Funding Policy.
 

  
Moved:           Cr Tony Driscoll
Seconded:     Cr Kevin Erwin                                            Carried
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Background/Rationale
The proposed new grants policy encompasses principles of: 

● Equity
● Responsiveness
● Impact
● Inclusiveness
● Capacity building 
● Collaboration
● Positive customer experience 

In order to achieve this, the policy proposes to support businesses, community groups, individuals, sole 
traders and collaborative partnerships to:

● strengthen Northern Grampians Shire communities through supporting a diverse range of activities, 
services and programs that are responsive to community needs.

● create a thriving and active community that is safe, healthy, inclusive and enhances civic 
participation. 

● build the capacity of local groups, clubs, associations and businesses to strengthen partnerships 
within the Shire to support growth, collaboration and sustainability.

● consider funding projects and initiatives that support fire, flood, pandemic and localised emergency 
recovery efforts.

Considerations for adopting the proposed policy:
● Scope of the proposed grants policy is for requests of up to $10,000.
● Major events and new events - required to present a business case to the Council for consideration.
● Business Support - scaled investment excluded from the scope of business support. Businesses that 

seek to expand, or establish operations in the Northern Grampians Shire are requested to develop a 
business case for the Council (i.e. negotiated rates, waiving fees and charges, considerations for 
enhanced infrastructure).

Legislation, Council Plan, Strategy and Policy Implications
Council Plan 2017-2021 - Enhance Lifestyles and Community and Boost Economic Growth
 
Options
Option 1
That Council agrees to adopt the Grants Funding Policy. [recommended]

Option 2
That Council does not adopt the Grants Funding Policy. [not recommended]

Implications
The subject matter has not raised any sustainability issues (economic, social, environmental or climate 
change) or heritage/cultural, amenity, human rights/privacy, risk management, budgetary and asset 
management implications.

Community Engagement
A review of the existing grants programs highlighted various approaches to administering, assessing, 
awarding and reporting outcomes of individual grant giving.
Following engagement from the St Arnaud Visioning process (2019), Growing Great Western (2019) and 
operational outcomes through Business Engagement, Community Development and administration of 
events and grants programs these inconsistencies were highlighted. As part of a continual quality 
improvement process the priority outcomes for a revised policy are to improve:

● Customer experience
● Ensure equity of Council’s grant expenditure across the municipality

https://docs.google.com/document/d/15hJirPjjxh1_9YgI9CUFlN1_nOLrIs9ojxVxlZYIGto/edit
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Innovation and Continuous Improvement
The proposed review is based on preferred grant management practice in the industry. Proposed alignment 
of Council’s grants program complement the direction of the current Council plan and local community 
priorities. The revised grant policy includes opportunity for community, organisations, businesses and event 
organisers parameters for accessing the Councils grant programs. 

Collaboration
The grants policy review consulted with models of practice from:
OurCommunity
SmartyGrants 
Melbourne City Council 
LaTrobe City Council
Buloke Shire Council 

Officer’s Declaration of Interest
All officers providing advice to Council must disclose any interests, including the type of interest.

Chantal Thomas, Head of Engagement
In providing this advice as the author, I have no disclosable interests in this report.

Attachments
1. Grants Funding Policy 2020 [9.4.4.1 - 5 pages]
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Grants Funding Policy 
 

 

 
Grants 
Funding Policy  
 
Council Policy 

 

 
Responsible director:  Director Communities 
Responsible officer:  Manager Active Communities 
Functional area:  Communities 
Date adopted by Council:   September 2020 
Review date:  September 2022 
 
 

 
Purpose 
This policy outlines the Northern Grampians Shire Council’s commitments and responsibilities in providing 
grants to the community and is supported by funding guidelines for the consistent management of grant 
programs across the Council based on the following objectives:  
 

● Responsiveness - meeting identified community needs in a relevant and timely manner 
● Equity - ensuring opportunities and resources are distributed in a fair and equitable manner 
● Inclusiveness - providing opportunities for the community to meaningfully participate in planning and 

decision making 
● Capacity building - supporting and strengthening the community to identify needs and develop local 

solutions 
● Collaboration - establishing partnerships to work together to achieve positive outcomes and partner 

with the Council to deliver strategic outcomes 
 
Background 
Council’s Grants Funding Program provides communities, businesses and local groups with the opportunity                         
to work collaboratively with the Council to undertake projects that address community needs, enhance                           
wellbeing and proactively support the business community. 

The policy provides a consistent framework for the Council to allocate funds as per the organisation’s grant                                 
programs that are within the financial means of the Council. To ensure the responsible management of                               
public funds, and effectively support the community, the Council will apply appropriate, transparent and                           
ethical management of all grants programs.  

 
Policy 
Council will allocate funds through the annual budget process to the grant funding program to: 

● Strengthen Northern Grampians Shire communities through supporting a diverse range of activities, 
services and programs that are responsive to community needs 

● Create a thriving and active community that is safe, healthy, inclusive and enhances civic participation  
● Build the capacity of local groups, clubs, associations and businesses to strengthen partnerships 

within the Shire to support growth, collaboration and sustainability 
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● Consider funding projects and initiatives that support fire, flood, pandemic and localised emergency 
recovery efforts 

 
Grants programs are developed in line these Council objectives. Council will not award funding for requests 
that are the responsibility of other funding sources, government agencies or available from other programs - 
for example Department of Education, Department of Health and Human Services, Small Business Victoria, 
Agriculture Victoria, Sustainability Victoria. 
 
Any requests to Council for financial support will be directed to an appropriate grant program and must 
meet requirements as detailed in the relevant guidelines to be considered for grant funding. 
 
Grant programs 

Council makes funding available through the following programs: 
● Community Grants Community Grants Guidelines 
● Stronger Partnerships Stronger Partnerships Guidelines 
● Business Support Business Support Guidelines 
● Event Grants Events Funding Guidelines 
● Minor Grants Minor Grants Guidelines 
● Sponsorships and Contributions policy Sponsorships and Contributions Guidelines 

 
Applicants are welcome to apply to one of the above programs per financial year.  
 
Grant programs are administered inline with individual program funding guidelines to ensure opportunities 
and resources are distributed in a fair and equitable manner. 
 
Guidelines specific to each program include: 

● Objectives of the program 
● Eligibility and assessment criteria 
● Application process 
● Evaluation and award process 
● Acquittal and reporting process 
● Timelines 
● Funding conditions 

 
Council grants will be administered online to ensure a consistent, efficient and positive customer experience. 
Applicants will be supported in the use of online technology with officer assistance, grants information 
toolkit and grant information sessions. 
 
Communication 

To ensure local capacity to apply for grants, the Northern Grampians Shire Council will promote the 
availability of grants and the process for application through Council publications, website and social media. 
In addition, two information sessions will be offered on Council grants per year (one each in St Arnaud and 
Stawell). This may also be promoted using online and interactive technology to inform the public of the 
Council grant programs. 
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https://docs.google.com/document/d/1XM3ZJQXu3MdQV4wazGcL1adClENWnQesrN9jnPM5Nvg/edit
https://docs.google.com/document/d/1SIiek8U_IaHhDjVIon33vTxz-lTvfMN9CM-br4n-WTs/edit
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https://docs.google.com/document/d/1SyCY4yByS-5941pdOEcTrKKtsAetdmJbRdppCBWAwaM/edit
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Council Plan Objective/Strategy 
Council Plan 2017-2021 
Municipal Health & Wellbeing Plan 2017-2021 
Industry Sector Plans 2016 
Open Space, Sport & Recreation Strategy 2013-2022 
Community Plans 
Arts and Culture Policy and Strategy 
Waste Management Strategy 
  
Legislation & Standards 
Local Government Act 2020 
Victorian Commission for Gambling and Liquor Regulation Act 2011  
Victoria Food Act 1984  
Code of Practice for running safer music festivals and events (2013)  
Building Act 1993  
Building Amendment (Places of Public Entertainment) Regulations 2013 
Victorian Occupational Health and Safety Act 2004  
Information Privacy & Data Protection Act 2014 
Records Management Policy 
Conflict of Interest Procedure 
 
Responsibilities 

● The Director Communities is responsible for overseeing the grant funding policy, guidelines and 
assessment processes.  

● The Community Placemaking and Business Support team is responsible for the operational delivery 
of the grants funding programs. 
  

Stakeholders 
This policy will give stakeholders such as community organisations, groups, businesses and local 
partnerships the necessary information when considering application to Council’s community grants 
streams.  
 
This policy will provide the operational framework for the Community Placemaking and Business Support 
teams delivering funding programs. 
 
Review 
Following the adoption of the annual Council budget, grant program guidelines, supporting documents and 
procedures are updated to ensure best practice in grants management and continual improvement. 
This policy will be reviewed every two years.  
 
Communication and implementation 
This policy will be communicated via Council’s media and communication channels. The policy will be 
available on the EDRMS for all staff to view. Process associated with the policy will be available on ProMapp. 
 
References 
Northern Grampians Shire Council Grants Funding Guidelines  

- Community Grants 
- Stronger Partnerships 
- Business Support 
- Event Grants 
- Minor Grants 
- Sponsorships and Contributions  

 
Privacy and Data Protection compliance 

 

 

4 



 

Grants Funding Policy 
 

 

All Council policies must consider the Privacy and Data Protection Act 2014 and the Victorian Protective Data 
Security (VPDSS) Framework which adopts a risk-based approach to protective data security.  Personal 
information security is an identified risk and will be subject to internal governance privacy and information 
security arrangements.  
 
Gender Equality Act 2020 
Councils must consider where relevant gender equality principles, workplace gender equality of rights, 
opportunities, responsibilities and outcomes and the promotion of gender equality in the policies, programs 
and services it delivers. 
 
Charter of Human Rights compliance 
It is considered that this policy does not impact on any human rights identified in the Charter of Human 
Rights & Responsibilities Act 2006. 
 
Definitions 
Contact Officer - Council officer contact for grant applicants. 
‘Grantee’ - the recipient of Council grant funding. 

 
Review history 

Date   Review details  Action 
28 August 2020  Reviewed all existing Council funding 

policies and agreed to redesign the 
policy program. 

All Council funding programs are 
redesigned under a universal Grant 
Funding policy. 
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10. Notices of Motion or Rescission
Nil

11. Reports from Councillors/Committees
11.1.1 20200804 Walkers Lake Advisory Group Meeting Minutes

Councillor Erwin provided a brief verbal report on the most recent meeting of the Walkers Lake Advisory 
Group. Cr Erwin is Chair of the group and Council's representative.

Cr Driscoll provided a brief verbal report on the Gilmac hay processor business in St Arnaud which he said is 
a good news story for the community.  Cr Reid endorsed Cr Driscoll's remarks.

Cr Emerson provided a brief verbal update on the sporting development at North Park which is on time and 
on budget and said Council is getting close to making a final decision on the Lord Nelson Park development. 
He said over the last month he and the Chief Executive Officer have attended a number of COVID meetings 
and thanked the participants volunteering their time for their efforts and representation during this difficult 
time.

RESOLUTION

That the reports be received.

Moved:           Cr Karen Hyslop
Seconded:      Cr Merrilee Reid                                            Carried



Northern Grampians Shire Council 
 

Walkers Lake Advisory Group 
Meeting held at Midday on Tuesday 4 August 2020 

at Walkers Lake  
 

Minutes 
 

1. Present - Cr Tony Driscoll, Cr Kevin Erwin, Cr Murray Emerson (Mayor), Trevor Baldock,                           
Austin Freeman, Steve Jesse, Rob Loats, Prue McAllister, Wayne Robbins, Tony Dark. 
 

 
2.       Apologies – Colin Coates, Chad Frost, Tony Hand 

 
 

3.       Disclosures of Interest & Declarations of Conflict of Interest. Nil 
 
4. Confirmation of Minutes from the previous meeting. 20 November 2019 Accepted.  

  moved Prue McAllister, seconded Trevor Baldock 
 

5.   Matters Arising from the Minutes.  
 
Covered in general business. 

 
6.        General Business 
 

1. Cultural Heritage report 
 
Refer to the report attached to agenda and minutes. 
The report details the input from a qualified cultural heritage advisor, Aboriginal Victoria and 
Dja Dja Wurrung in relation  to the proposed activities and projects for the reserve. 

● As per Tony Dark’s email 5 September 2019, Due diligence assessment completed by 
a qualified Cultural Heritage Advisor.  

● The assessment was required to provide professional advice in relation to possible 
future projects including track management, second toilet block, campfire structures 
etc to assist the approval process and guidance on suitability of sites. A preliminary 
report has been submitted but a full report is pending.  

● Aboriginal Victoria have suggested entering into an Aboriginal Cultural Heritage Land 
Management Agreement (ACHLMA) with Dja Dja Wurrung (DDWCAC) as an 
appropriate and prudent way of managing the Aboriginal Cultural Heritage (ACH) 
around Walkers Lake.  

● Tony Dark met Dja Dja Wurrung representative John Marshallsay on site at Walkers 
Lake 24 June 2020 to tour the lake and discuss the best way forward. Gaining a full 
insite of the requirements of Council in terms of the compliance with artifact 
locations and implications of our activities is still in the process of being understood 
therefore next steps will be to seek consent for projects through DELWP as the first 
stage. 

 
Current activities at the lake for recreational purposes etc are not impacted and the group 
discussed that if we did nothing that would trigger a Cultural Heritage Management Plan 
then we need to limit what we do. From the outset, the group and council have always 
maintained the stance that we minimise the footprint and not impact on the site in terms of 
infrastructure therefore the group members agreed that we look to reduce our risk by 
minimising our projects and manage through DELWP and Dja DJa Wurrung.  
 

 



 

2. Voting for Decisions  
 
Due to the time between meetings and the communication of minutes and other updates via 
email we need to set a clear understanding of decisions for activities, actions and follow up. 
 

● The current process is to schedule a meeting, create minutes which are then 
distributed back to the group and any actions followed up. 

 
Cr Emerson provided input in saying that it was important for members to get to meetings 
to vote on matters to make sure everyone has a say because that is the democratic way.  
With not all members available to attend we need to seek feedback on the best fit for the 
group and the following points were discussed: 
 

● Attendance or non attendance at meetings - Outcome agreed that confirmation 
from members to be sent  via email to Tony Dark or phone call/text as a minimum. 

● Attendees at meetings vote on actions or recommendations and the expectation for 
confirmation of actions by non attendees. The group discussed the fact that the 
meetings be scheduled outside of harvest and key commitments of members so 
early October and March are the best times. If we set a schedule then this will give 
members the best chance to attend therefore gaining full participation at meetings 
and achieving the best outcome for voting and recommendations for the reserve. 

● Zoom meetings are an option as all members present said they could manage this. 
● All meeting requirements could be done on a case by case basis for venue, date and 

time. 
● If matters required input from the members then that needed to be clear in the 

minutes and/or email advice so that everyone had an understanding of important 
matters. 

 
Action: Tony Dark to set a schedule for meetings in early October and  

March. 
 

3. Projects  
 
 
Second Toilet 
 
In terms of minutes circulated from the group meeting in November 2019, the location was 
to be beside the existing toilet. The group discussed this decision which was based on advice 
that the location of the existing toilet and sugar gum area (old school site) are the most 
suitable in terms of accessibility and meeting approval/consent from authorities. If other 
locations are a priority, then we would be looking to include this project in an agreement 
with Dja Dja Wurrung. 
 
Since this date and in recent feedback from some group members suggests this needs to be 
revisited based on the fact that members suggest that they have not seen a lineup at the 
existing toilet even in peak times so there is reservation about the need for a second toilet at 
this stage.  
 
The group discussed  the temporary toilets we often use in busy periods which have worked 
quite well; it was just the organising of the toilet to be picked up, emptied and returned. 
Trevor often camps and brings his own portable toilet which works for his group and we 
have seen campers bring their own camp toilet with a tent. The group discussed the need to 
stop bush toileting practices and has agreed that we need to hold off on the second 
permanent toilet and monitor. 

 
Action: No action other than reminding the group prior to peak periods 

about requirements for portable toilets. 
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Constructed Campfire Structures 
 
The group discussed the use of fire sites in existence around the lake. Existing fire sites 
mapped against artifact sites. Council’s original proposal was to install fireplaces in 
approved locations to cater for campers and assist fire management. The group discussed 
the wear and tear of sites and there were some differences in opinion to the fact that the 
number of fire sites had grown or not grown over recent years. The following motion was 
moved: 
 

Trial the use of 4 portable fireplaces as an interim measure and to monitor results 
through feedback from the group. 

Moved by Wayne Robbins    Seconded by Trevor Baldock    Carried  
 

Action: Design of the proposed portable fireplace to be arranged and circulated to 
the group for confirmation. 

 
 
Day Visitor Space 
 
The group discussed this idea that came from a suggestion from a GWM Water 
representative who have lakes with a designated area for day visitors to come without 
impacting on or being impacted by campers etc generally close to amenities, parking and 
accessible. 
 
There was support for and against day visitor space at Walkers Lake. All agreed that if there 
was a space it would not be near the boat ramp. Some suggested further along the western 
side suitable for swimmers etc and others thought it not necessary as visitors generally find 
a space away from campers or near campers to mingle.  
 
The majority consensus from the group was that a day visitor area is not required at Walkers 
Lake. 

 
Action: No further action. 

 
 
Landcare Project 

 
As per email 20 July 2020, Landcare proposed a plantout as per the map provided. 
Prue provided details explaining the project covering a small plantout in terms of the action 
in our management plan and a copy of proposed areas was sent via email. The 1000 plants 
will be a variety of small and tall options of local native species. There are 4 key areas for the 
plantout with the front fence line to provide a variety of tall and small, the left of the boat 
ramp in the area small plants will be located along the understory edge of the trees and 
then extended through the outlet area towards the first main camping area to the north, the 
third will be on the eastern side on lunette camp area that has been impacted by vehicle 
access and the fourth will be the inlet area biodiversity values of this space and councils plan 
to restrict access to this area due to the cultural heritage values.  
Wayne advised he was disappointed that he found out a couple of days prior to the email 
and that the advisory group should have known well before any plans of this type of project. 
Wayne asked who had approved this and Tony Dark advised that there was discussion at the 
March 2019 meeting and from that he attended a meeting of the Landcare group to discuss 
their proposal for the lake. The group applied for a grant through the CMA and a letter of 
support was provided by council through its officer Tony Dark for the grant which included 
activities on a privately owned neighbouring piece of land.  
The group was asked for feedback on the project and there was mixed support. There was 
clear objection to having a fence, explained as a single wire with signage or markers, which 
could cause a risk to visitors.  

Page 3 



 

The consensus from the group was to not support the project in its proposed option. Tony 
Dark made a suggestion of alternatives in the north west of the reserve where past plantouts 
had appeared to have taken place however this was not supported.   
Prue was very disappointed and that this decision would go against the management plan 
objectives and the biodiversity for the site and also that the grant was a part of a larger 
project and that Council would need to explain this to the CMA. Prue also said that this 
would question the support from landcare to be represented on the advisory group.  
Prue expressed that she has not felt supported and believes that there needs to be more 
representation from female representatives in the group. 
 
Plans for pests such as rabbits eg rabbit busters program was discussed and Steve Jesse 
believed that the 1080 program may be an option. Wayne Robbins was going to talk to his 
rabbit expert and get back to Tony Dark. 
 

Action: Follow up for the rabbit management required through Steve Jesse 
and Wayne Robbins 

 
Signage  
 
(Refer report attached) Examples of signage at regional lakes provided for review to 
understand what we want to see at Walkers Lake. Points for discussion: 

● Content required such as Recreation activities, history of the site, cultural heritage 
values and rules 

The group supports Tony Dark look at formatting the content on a sign similar to the 
Wooroonook example to include Recreation, Cultural and Biodiversity plus rules. 

 
Action: Tony Dark to follow up the sign 

  
 

4. Toilet Cleaning - Reminder to all members to monitor toilets for cleanliness when they visit. 
Advise Tony Dark for toilet paper supplies, tank requires emptying etc - Key access code is 
3478.  

 
5. Advisory Group - Resignation letter received from Michell Clark and all agreed to send a 

letter to Michelle thanking her for her service.  
Moved Wayne Robbins  Seconded Austin Freeman    Carried 

 
 

Action: Vacancy will be available so advertising for a new member to be put 
in place. 

 
 
 
Other Items 
 

 
8. Next Meeting –  Early October TBC 
 
9. Meeting Closed -   2pm 
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Report for meeting 4 August 2020 
 
 
Cultural Heritage Due Diligence Assessment  

 
● As per Tony Dark’s email 5 September 2019, Due diligence assessment completed by 

Nicholas Clark of Clarkeology, a qualified Cultural Heritage Advisor as listed on the 
Public List of heritage Advisors.  

● The assessment was required to provide professional advice in relation to future 
projects including track management, second toilet block, campfire structures etc to 
assist the approval process and guidance on suitability of sites. A preliminary report 
has been submitted but a full report is pending.  

 
Aboriginal Victoria (AV) 
 

● In reference to Tony Dark’s email 24 February 2020 stating “Following our 
communications with Dja Dja Wurrung and Aboriginal Victoria we have received 
advice in relation to activities and projects proposed for the lake such as fireplaces, 
toilet, track resheeting, signage etc. We are preparing a response and will advise you 
the next steps in due course however at this stage no projects will be proceeding 
until we clarify all parties position in relation to permits and consents to proceed.” 

● AV are of the view that the Due Diligence report prepared by our heritage advisor 
may leave us exposed to the potential of harm to Aboriginal cultural heritage (ACH). 
Such reports do not provide any authorisation and expose council to risks if the 
activity progresses in areas where Aboriginal cultural heritage has been identified. 
As we are aware Aboriginal Cultural Heritage (ACH) has been identified the whole 
way around Walkers Lake. 

● AV have suggested entering into an Aboriginal Cultural Heritage Land Management 
Agreement (ACHLMA) with Dja Dja Wurrung (DDWCAC) as an appropriate and 
prudent way of managing the ACH around Walker Lake. Having said that, further 
discussion is required on some points as a Cultural Heritage Management Plan 
(CHMP) may still be required. This view is also complicated in terms of the 
Aboriginal Heritage Act 2006 which provides protection for all Aboriginal places, 
objects and human remains in Victoria, regardless of their inclusion in the Victorian 
Aboriginal Heritage Register or land tenure. The Aboriginal Heritage Amendment Act 
2016 has made changes to the Aboriginal Heritage Act 2006. Council is currently 
managing the differing opinions in relation to the interpretation of the Act in 
relation to the activities we propose including camp fires, resheeting roads/tracks 
and toilet facilities etc associated with camping or using the reserve for activities 
that are deemed high or low impact. Advice at this time is that Landcare initiatives 
are generally viewed as low impact activities. 

● Prior to entering into an ACHLMA we need to determine if a CHMP is required so to 
proceed we require a legal opinion given the advice we have been provided and the 
differing interpretations of the ACT. Legal costs at this stage are between $10k and 
$20k for this determination of our projects (as low impact). We are seeking clarity 
about this path and likelihood of success in submission to AV to satisfy the ACT in 
relation to a low impact outcome. 

● To understand the cost to complete a CHMP we have a quote of $50,000 plus 
contingencies for future advice or assessments.  

● An independant Site Inspection Report 2016 by Dja Dja Wurrung identified over 100 
artifacts recorded and the map below shows the sites and the location of existing 
fire sites: 



 

 
 
 
 

● Under section 27 of the Aboriginal Heritage Act 2006, it is an offence to knowingly, 
negligently or recklessly harm ACH. The table below lists the maximum penalties. 
 
 
 
 

Section  Description  Penalty (2019-20) 

27(1) and 27(2)  A person is guilty of an offence if the person by an act 
of omission harms Aboriginal cultural heritage and at 
the time of the act or omission was likely to harm 
Aboriginal cultural heritage 

Person - 
$297,396 
Corporate Body - 
$1,652,200 

27(3) and 27 (4)  A person is guilty of an offence if the person by an act 
or omission harms Aboriginal cultural heritage and at 
the time of the act or omission the person was reckless 
as to whether the act or omission was likely to harm 
Aboriginal cultural heritage 

Person - 
$198,264 
Corporate Body - 
$991,320 



 

27(5) and 27(6)  A person is guilty of an offence if the person by an act 
or omission harms Aboriginal cultural heritage and at 
the time of the act or omission the person was 
negligent as to whether the act or omission was likely 
to harm Aboriginal cultural heritage 

Person - 
$99,132 
Corporate Body - 
$495,660 

 
 

● Tony Dark met Dja Dja Wurrung representative John Marshallsay on site at Walkers 
Lake 24 June 2020 to tour the lake and discuss the best way forward. Gaining a full 
insite of the requirements of Council in terms of the compliance with artifact 
locations and implications of our activities is still in the process of being understood 
therefore next steps will be to seek consent for projects (as discussed with the 
Walkers Lake Advisory Group eg toilet, track resheeting, fireplaces etc) through 
DELWP as the first stage. 

● Current activities at the lake for recreational purposes etc are not impacted. 
 
 
 
 

Signage 
 
Review of what we need to see at the reserve and some examples of other lakes 
below and we need to consider Recreation, Cultural and Biodiversity Values and 
Rules: 
 

 
 
 
 
 



 

 

 
 



 

 
 



 

 

 

 

 



 

Historical Photos of Walkers Lake 

(Courtesy of St Arnaud Historical Society, Donald Historical Society and Wayne Robbins) 
 

 



 

Avon Plains School 1900 

 
 
School 1938 
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12. Urgent Business
Cr Reid asked that the matter of a letter of thanks for artist Kyle Torney be considered as Urgent Business.
Cr Reid asked that the matter of a letter of congratulations for Mr Peter Voice and the Chalk Circle be 
considered as Urgent Business.

RESOLUTION

That the items as listed be considered as Urgent Business.

Moved:           Cr Kevin Erwin
Seconded:     Cr Rob Haswell                                            Carried

12.1  LETTER OF THANKS

RESOLUTION

That a letter of thanks be sent to artist Kyle Torney for his endeavours for the St Arnaud community. 

Moved:           Cr Merrilee Reid
Seconded:     Cr Tony Driscoll                                           Carried

12.2  LETTER OF CONGRATULATIONS

RESOLUTION

That a letter of congratulations be sent to Mr Peter Voice and members of Chalk Circle for the 
successful Stawell International Lock-Down Street Art Festival.

Moved:           Cr Karen Hyslop
Seconded:     Cr Jason Hosemans                                    Carried

13. Public Question Time
Mr Barry Batters, 894 St Arnaud-Wycheproof Road Sutherland 3477

Mr Batters said he was speaking on behalf of Mr Bernie Casey who was unable to attend.

For the past three years Bernie Casey has been asking the shire if it would be possible to take green waste 
free of charge at our transfer station like the neighbouring shires. As it is pruning time now
would it be possible for the shire to accommodate its residents by offering this much-needed service free of 
charge as soon as possible for clean green waste only?

The Mayor responded and said councillors had for many years discussed green waste and we are certainly 
working towards providing a green waste service to our communities.

Mr Fithall provided the following information:

Council does not currently take green waste free of charge from its transfer stations. Green waste is required 
to be processed and discarded, meeting all the Environmental Protection requirements. Currently, the cost 
of these works is worn by the Transfer Station gate fees and subsidised by rates. Any change in the gate fees 
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will impact on the amount subsidised. The waste sector is currently at the beginning of a major reform at a 
local, state and national level. To meet these requirements Council is reviewing its Waste Strategy. Through 
the strategies, community engagement and other feedback, green waste has been highlighted as an area 
needing Council attention. Due to this green waste, how it is treated and charged is a significant 
consideration of that strategy and action plan. The Waste Strategy is to go to Council for adoption at its next 
opportunity.

Cr Emerson added that from a discussion this morning with councillors it would seem that Council is keen to 
certainly look at what we can do in regard to green waste and hard waste. He said whether or not it can be 
free of charge, we are not in a position right now but he is sure we have prompted the CEO and Mr Fithall 
and others to have a fairly urgent look at our waste policies and arrangements.

Mr Batters sought clarification that if rubbish was put in with green waste this would not meet the guidelines 
and they would have to pay. Cr Emerson confirmed Council would be insisting on clean green waste.



Northern Grampians Shire Council 
20200907 Council Meeting

226 of 227

14. Closure of Meeting Pursuant to Section 66(2)(a) of the Local Government Act 2020
A Council may resolve that the meeting be closed to members of the public if it considers it 
necessary because a circumstance specified below applies: 

The circumstances are-
(a) the meeting is to consider confidential information; or
(b) security reasons; or
(c) it is necessary to do so to enable the meeting to proceed in an orderly manner.

If the circumstances specified in subsection (b) or (c) apply, the meeting can only be closed to the 
public if the Council has made arrangements to enable the proceedings of the meeting to be viewed 
by members of the public as the meeting is being held.

14.1. C1 2020/21 - Provision of Civil Engineering & Project Management Consultancy Services
14.2. C3 North Park Early Works - Electrical Services
14.3. C4 Grampians Road, Stoney Creek - Supply, Fabricate & Install Pedestrian Bridge

RESOLUTION

That items 14.1, 14.2 and 14.3 be considered in Closed Council as they deal with confidential 
information as detailed in section 3(1) of the Local Government Act 2020.

Moved:          Cr Kevin Erwin
Seconded:    Cr Karen Hyslop                                      Carried

RESOLUTION

That the meeting be closed to consider the items listed pursuant to section 66 of the Local 
Government Act 2020.

Moved:          Cr Kevin Erwin
Seconded:    Cr Karen Hyslop                                      Carried

OPEN COUNCIL

The Chief Executive Officer reported on the item discussed in Closed Council.

14.1 That Council awards Contract No. C1 2020/21 - Provision of Civil Engineering and Project 
Management Consultancy Services and appoints the nominated tenderers to the panel of preferred 
service providers.

14.2 That Council awards Contract No. C3 2020/21 - North Park Early Works - Electrical Services and 
appoints Coutts Electrical and Data trading as Laser Electrical Horsham.

14.3 That Council awards Contract No. C4 2020/21 - Grampians Road, Stoney Creek - Supply, fabricate 
& install pedestrian bridge and appoints Warrandale Industries Pty Ltd. 
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15. Close
There being no further business the Mayor declared the meeting closed at 1.29pm.
 
 
Confirmed

CR MURRAY EMERSON
MAYOR

Date: 7 December 2020
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