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Introduction 

Vision  

South West Arts encourages and develops all art-forms in the South West region of News South Wales.   

 

Mission  

South West Arts seeks to consolidate its role as the peak body for arts and cultural development in the South West region of New South Wales. 

We do this by:  
ü Being a leader in local and regional community cultural development 
ü Being proactive in broadening, deepening and diversifying audience development and participation. 
ü Being an organisation that develops and sustains strategic partnerships 
ü Being an iconic community cultural development organisation  
ü Having effective corporate governance 

Within this, South West Arts Role is to: 
ü Facilitate 
ü Resource 
ü Advocate 
ü Lead 
ü Support 
ü Encourage 
ü Provide Expertise 
ü Identify Needs 
ü Challenge 

 

Context 
Regional arts development in NSW is decentralised through a network of regional organisations known as the Regional Arts Boards (Boards). 
Each Board services an area of the state made up of a group of local government areas. The local councils in each area, together with the 
State Government, contribute financially to each Board.   
 
There are 13 Regional Arts Development Boards in NSW, each providing strategic direction for sustainable arts and cultural development in 
their respective regions.  The Boards include representatives from local government, tourism, education, arts councils and other community 
arts organisations and community members. Each employs a Regional Arts Development Officer (RADO) and, in most instances, other staff 
who coordinate a cultural development program across the contributing local government areas in their region. 
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The establishment and development of the Regional Arts Boards is co-ordinated by Regional Arts NSW (RANSW), which is the peak body for 
regional arts activity for the state of NSW.  Based in Sydney it provides a range of services for the network of independent Regional Arts 
Boards in the key areas of advocacy, capacity building, communications, and support.  It represents the Regional Arts Network at a state level.  
The Chair and CEO represent NSW on the Board of the national body, Regional Arts Australia.  
 
RANSW is a non-profit organisation that receives funding to deliver its programs from the NSW Government through Arts NSW and the 
Australian Government through the Regional Arts Fund and the Australia Council.  
 
The NSW regional arts board program is unique to this state, with each board employing a regional arts development officer and ancillary staff 
to deliver arts and cultural development programs and projects tailored to meet the needs of each individual region.  This strategic approach 
came out of a report undertaken for the then NSW Ministry for the Arts by Justin McDonnell in 1996 where he noted óthe rapidly growing coastal 
strip, the number of medium sized inland cities and the far flung rural hinterland present, in turn, a challenge in diversity for which no single 
response will ever be adequate nor sufficiently comprehensiveô. Twelve years later the program has now matured and the 13 boards and their 
staff are now stable and well managed organisations capable of building strong partnerships and relationships with a range of arts and non-arts 
funding bodies at local, state and national levels. They address the óchallenge of diversityô through the regional focus of their organisations. 
 
The relationship between the regional arts boards and RANSW is a cooperative and collegiate one, which is reflected in RANSWôs Strategic 
Plan.  

 
Delivery against the State Plan 
Regional Arts NSW and the Network of Regional Arts Boards assist in the delivery of the NSW State plan in the following Priority areas: 
 

1. Priority E8: participation in arts and cultural activities 
2. Priority P6: stronger rural and regional communities, increased business investment 
3. Priority R4: building harmonious communities, increased participation and integration in community activities 
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Executive Summary 

Objective Links- Arts NSW and South West Arts  

The business plan of South West Arts is guided by the following principles in line with those of the Arts NSW Program Priorities 

¶ to provide development and other services to regional communities 

¶ to strengthen the capacity of communities, artists, and arts organisations by increasing their access to professional arts industry 
expertise, support and advice 

¶ to enhance excellence and innovation within the context of  a diverse range of arts and cultural development practice 

¶ to enhance excellence and innovation within the context of a diverse range of arts and cultural development practice 

¶ to enhance opportunities for communities to develop and manage their own cultural activities and infrastructure. 
 

Artistic Rationale 

The definition of ócultural activityô in the South West region is often widely interpreted and varied. It could be best described as ógrass rootsô as a 
result of minimal physical cultural infrastructure (no professional performing arts centre, art gallery or dedicated cultural education provider in 
the region), and a fragile volunteer base.  
 
This climate makes it very difficult to deliver high end, ready made cultural programs or training, as the communities and stakeholders are often 
in flux, due in part to the poor agricultural economic environment. 
 
The region does however benefit from the existence of a youth theatre company, a professionally staffed museum, and a high profile rural 
culture festival-all of which feature as key partners.  
 
The 2010-12 South West Arts Business Plan aims to address these key issues, working at the ógrass rootsô through a variety of direct and 
indirect programs. Through the physical project activity, we aim in the long term to strengthen the capacity of the human and static cultural 
infrastructure base. 
 
The 2010-12 South West Arts Business Plan seeks to consolidate priorities and achievements of the past three years whilst also critically 
examining the issues on ongoing sustainability- seeking alternate funding sources and realistically assessing the organisationôs ability to 
service an enormous geographical region with a skeleton staff. 
 
The board and staff of South West Arts have welcomed this opportunity to óstand backô and strategically address the needs of the region over 
the short to mid term. It also allows the organisation to adopt absolute clarity of purpose, both internally and externally to its stakeholders. 
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Financial Outcomes 

South West Arts seeks an increase in the core grant request from $85,000 to $100,000 per annum. The increase of $15,000 will provide 
sufficient support for the growing roles of cultural development, communications and promotions.  It will accommodate the changing nature and 
increasing workload of the RADO position by providing South West Arts with additional staffing hours dedicated to project implementation and 
promotions. 

Program Delivery & Sustainability 

The program delivery for 2010- 2012 has emphasised the need for a strategic project focus and ensuring the ongoing sustainability of 
operations. Of great concern to the Board and key stakeholders of the organisation is the management of the program over a vast geographical 
area with little other cultural infrastructure to support this. The ability to maintain and attract staff to deliver the program is an ongoing issue and 
one that must be addressed in a strategic manner. 

 

With this in mind, this plan incorporates one major strategic initiative per annum and a rolling project focus, or target group segmentation over 
the three year period. The plan also incorporates an organisational audit, or operational review to be undertaken during the specified timeframe. 
It is envisaged that the outcomes of this review will inform program delivery, the geographical focus of the organisation and future organisational 
staffing arrangements. 

 

South West Arts has a number of key stakeholders, the organisation maintains many partnerships across the region and externally. Without the 
support of these partners, the delivery of such a program would be impossible. South West Arts is also mindful of the role of volunteers in 
regional communities and thanks the volunteers of the SW for their contribution to the cultural life of the region ï past, present and future.  

 

Summary of South West Arts Goals 2010-12 

During June 2009 the staff, board and members of South West Arts identified the following goals that are designed to meet the needs of South 
West Arts stakeholders whilst strengthening internal sustainability in order to deliver high quality, well-focused service in the long term.   

 
Key Result Areas  

1. Artistic  Goal: Be a leader in local and regional community cultural development 
We achieve this by: 
1. Offering a range of innovative and vibrant skills development opportunities within the region 
2. Participating in and developing strategic regional projects 
3. Working with schools to offer óarts in educationô themed programs under the new national curriculum strategy 
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4. Developing and maintaining partnerships with key state and national institutions to support the importing and 
exporting from the region of cultural product of excellence 

 
2. Audience & Access   Goal: Be proactive in broadening, deepening and diversifying audience development and participation. 

We achieve this by: 
1. Supporting community capacity building   
2. Building networks to ensure broad access to cultural activities 
3. Encouraging diverse project participation  
4. Broadening audiences and maintaining current audiences 

 
3. Partnerships  Goal: Be an organisation that develops and sustains strategic partnerships 

  We achieve this by: 
1. Maintaining our ongoing collaboration with member local government bodies 
2. Maintaining a diversity of networks within the region 
3. Developing new joint ventures to enhance target market program delivery 
4. Working together with funding bodies and state cultural agencies to deliver common priorities  

 
4. Profile   Goal: Be an iconic community cultural development organisation  

We achieve this by: 
1. Maintaining & increasing communication between South West Arts and itôs diverse client base 
2. Ensuring arts and cultural activities are easily accessible by maintaining a range of publicity and 

promotional strategies and increasing the organsiationôs profile within the region 
3. Developing new, innovative means to communicate with specific target audiences 
4. Raising the organisationôs profile outside the region 

 
 

5. Operations  Goal: Have effective corporate governance 
We achieve this by: 
1. Ensuring the organisationôs future through excellent financial management processes 
2. Ensuring a team approach for staff & Board with sound procedures and feedback mechanisms 
3. Delivering required reporting in a timely, rigorous and transparent manner 
4. Ensuring a Sustainable Operational Framework 
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History  

 Initiated in 1983 through joint efforts of several local government bodies, the Arts Council of NSW and interested members of the community, 
South West Arts has enhanced the cultural life of communities in the South West for over twenty five years.  The organisation commenced with 
the establishment of the RADO position (part-time). During this period, South West Arts has consistently received strong local government 
support, with local government contributions to the program increasing annually.   

In response to the low level of cultural institutions in the region, South West Arts has been the catalyst to developing two significant programs, of 
which both are now fully independent organizations in their own right.   In 1989 South West Arts ran a three month pilot program in youth 
theatre. This led to the eventual establishment of Outback Theatre Program (a mobile youth and community theatre resource servicing western 
NSW); a program that has now become fully self managed and operates with its own Board of Management and core professional staff. South 
West Arts also played a role in establishing a regional instrumental tuition program, South West Music which is based in Deniliquin and employs 
10 part time tutors in a variety of string and wood instruments.   

In 1997, South West Arts became fully devolved from the Arts Council of NSW, and is now regionally self-managed by a nine member peer 
elected board.  Members of South West Arts believe that involvement in the Arts strengthens and unites communities by creating a better 
environment and quality of life. There are also economic advantages as arts create employment and encourage tourism by promoting and 
developing the identity of the region.   South West Arts values the importance of cultural history to our region, and works to facilitate and deliver 
relevant cultural opportunities for our communities in the nine local government areas that stretch over a vast expanse of 73,034 square 
kilometres.              
 

Left: South West Arts 
Region Map 
 
Right: Regional Arts 
Board Representation 
across NSW- SWA is 
represented as region 12  
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Situational Analysis 
 

Geography 

The South West is a true óoutbackô region, remote and isolated- covering an area of approximately 73,034km2. Geographically the region is 
spread out, with pockets of villages throughout each local government area. Deniliquin is the largest, with a population of 8000 people. The 
average size town for the region is approx 2000 people. 
 
Nine Local Government regions form the membership of the South West Arts Regional Arts Development program. With a total population of 
39,022 people spread across the many rural and isolated communities, there is a high need for community cultural development.  
 
Most towns within the region are at least one hour drive to the nearest town, and even further from a regional centre (outside the region) such 
as Wagga Wagga, Albury or Griffith, where cultural activity can be accessed readily. North to south travel in the region is approx 400kmôs, 
whilst the east to West extreme is approx 300kmôs. 
 

Infrastructure 

The South West Region has little in the way of dedicated cultural infrastructure.  Visual arts spaces amount to one council run gallery space, 
and two community run galleries. Performing arts infrastructure is even sparser, with the largest venue being a 220 seat flat floor shire hall. 
Most often performing arts is accommodated in golf clubs, school gymnasiums and shire owned halls. An adequate register of these venues 
and associated equipment does not exist.  

 

Demographics 

Whilst the South West region of New South Wales is large and geographically diverse, broadly speaking the demographics of age, gender, 
income, industry and unemployment are reasonably similar. The nine Local Government areas that involved in the Regional Arts program of  
South West Arts fall across two Regional Development Australia Regions. 
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Local 
Government 
Area 

Size 
of 
Area  

1996 
Census 
Population 

2006 
Census 
Population 

% of 
population 
that is 
indigenous 

% of 
people 
born 
overseas 

% increase 
in 
population 
since 1996 

Median 
age 

% of 
people 
who 
volunteer 

Unemployment 
rate 

Balranald 21,419 
sq km 

2881 2440 6.7% 6.2% -15.3% 38 8.49% 4.7% 

Berrigan 2,049 
sq km 

8121 7994 1.3% 6.4% -1.6% 45 28.76% 4.2% 

Carrathool 18,976 
sq km 

3134 2819 5.9% 6.6% -11% 38 31.9% 2% 

Conargo 3,737 
sq km 

1918 1674 1.8% 3.5% -12.7% 38 6.69% 1.5% 

Deniliquin 130 sq 
km 

8095 7430 2.8% 5.8% -8.2% 41 22.48% 5.1% 

Hay 11,438 
sq km 

3764 3384 4.2% 4.7% -11% 39 29.3% 2.8% 

Murray 4,328 
sq km 

5254 6417 2.9% 5.5% 22.1% 44 17.36% 4.8% 

Murrumbidgee 3,408 
sq km 

2464 2503 9% 5.3% 2% 36 24.9% 2.7% 

Wakool 7,549 
sq km 

4852 4361 2.2% 5% -10.1% 43 16.22% 3.5% 

SWA Regional 
Averages 

73,034 
sq km 

40,483 39,022 4.08% 5.44% -8.79% 40yrs 20.67% 3.47% 

Data drawn from ABS- 2006 Census Data 

 
Whilst varying slightly, many local government areas have experienced a slow decline or either a steady level of population, mainly driven by 
the under 40 population. It is also acknowledged that anecdotal evidence throughout the region indicates an accelerating rate of decline since 
the 2006 census was undertaken. The medium age throughout South West region is 40, with several shires experiencing a significantly ageing 
population such as Berrigan, due to óriver-changeô retirees. 
 
Much of the regionôs working activity is focused on agricultural and rural industries, including rice other cereal growing in the south east, and 
grazing in the north. Agriculture provides 30%- 60% (2006 Census Data) of the areas employment, however the drought, combined with the 
economic downturn is now beginning to take significant toll upon the economic and social fabric of the region. Whilst unemployment rates may 
appear reasonably small compared to the national average, current statistics relating to employment in Agriculture, Forestry & Fishing for the 
Murray & Murrumbidgee Regions*, indicate that the primary employing industry for the region (30.5%) has reduced from employment of 23,000 
in the region in August 2006 to 12,000 in May 2008.* 
 

* Labour Force. Employed Persons by Region, Sex, Occupation Major Group- from August 2006. 
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Key Deliverables and Milestones ï 2010, 2011 and 2012. 
 

Artistic 
Goal:  Be a leader in local and regional community cultural development 

We achieve this by: 
ü Participating in and developing strategic regional projects with a range of innovative and vibrant skills development 

opportunities 
ü Working with schools to offer óarts in educationô themed programs under the new national curriculum strategy 
ü Developing and maintaining partnerships with key state and national institutions to support the importing and 

exporting from the region of cultural product of excellence 
 
Key activities (identify 
touring separately if 
applicable) 

 Key deliverables/milestones    Key artists and personnel involved in 
the activity 

 Date / 
Timeframe  

 Target Audience 

Arts & Disability Inter-
Reach Cultural 
Development Strategy 

 Funding Obtained 
Partnerships confirmed 
Program Finalised  
Artists Confirmed 
Program Delivery (July- November 2010) 

 EO/ RADO, SWA Project Officer 
Artists- Debbie Wills & Wendy McDonald  

 2010  People with Disabilities 
Service Providers & 
Respite Carers 

 
 
 
 
 

        

 
Arts in Education Program 
 

 In development- project outline finalised, 
partnerships confirmed, funding 
confirmed, artists confirmed 

 EO/ RADO, SWA Project Officer  2010  Youth, Teachers, Primary 
Aged children, regional 
artists 

 
 
 
 
 

        

 
Arts in Education Program 
 

  
Deliver Artistic Skills Development and 
professional development program 
focussed on artistic skills and the new 
national curriculum strategy 

 EO/ RADO, SWA Project Officer  2011  Youth, Teachers, Primary 
Aged children, regional 
artists 

         

 
Celebrating Cultural 
Diversity 

  
In development- project outline finalised, 
partnerships confirmed, funding 
confirmed, artists confirmed 

 EO/ RADO, SWA Project Officer  2011  Indigenous, Youth, CALD 

         

 
Celebrating Cultural 
Diversity 
 

 Deliver Artistic Skills Development 
Program leading to development of mini 
visual arts exhibition 

 EO/ RADO, SWA Project Officer  2011  Indigenous, Youth, CALD 
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Key activities (identify 
touring separately if 
applicable) 

 Key deliverables/milestones    Key artists and personnel involved in 
the activity 

 Date / 
Timeframe  

 Target Audience 

Artistic Skills Development 
Workshop Tours 

 1 x artistic skills development workshop 
per shire per year (direct or indirect 
delivery) 

 EO/RADO, Project Officer- Development 
Contract Staff- Delivery  

 Annually  Creative Community 
Skills Development 

         

 
Celebrating Cultural 
Diversity 

  
Touring Suitcase Exhibition- within region 
and inter-regional 

 EO/ RADO, SWA Project Officer  2011  Indigenous, Youth, CALD 

         

Visual Arts Touring- 
Exporting Cultural Product- 
Terrain Exhibition 

 Undertake launch and short tour of 
óTerrainô Exhibition 

 EO/ RADO, Project Officer, Maroondah 
Gallery, Shear Outback 

 2010  Cultural audiences 
external to region 
SW regional communities 

         
Performing Arts Touring  Touring partnership with Sydney based 

cultural institution. Tour to travel to at 
least 5 shires within the region. 

 EO/RADO, Project Officer  2011  SW Regional 
communities 

         

Touring Film Festivals  Touring partnership with In the Bin or 
equivalent. Tour to travel to at least 5 
shires within the region. 

 EO/RADO, Project Officer  2012  SW Regional 
communities 



 

13 
 

Audience & Access 
Goal: Be proactive in broadening, deepening and diversifying audience development and participation. 

We achieve this by: 
ü Supporting community capacity building   
ü Building networks to ensure broad access to cultural activities 
ü Encouraging diverse project participation  
ü Broadening audiences and maintaining current audiences 

 
Key activities (identify 
touring separately if 
applicable) 

 Key deliverables/milestones    Key artists and personnel 
involved in the activity 

 Date / Timeframe   Target Audience 

Provision of advisory 
services 

 Prompt response to community enquiries 
regarding CCD issues. 
Regular visits to each shire by core staff 
minimum once per quarter 

 EO/ RADO, Project Officer  Ongoing  General community 
Local Government 

         

Cultural Natter Project  Establish Artists Blog on SWA website  Project Officer, Communications 
Officer 

 2011  Regional Artists 
Support Service 

         

School/ Artist Connection 
Program 

 Minimum 5 artists and corresponding workshop 
program offered to schools within the region 

 Project Officer  Ongoing  Artists 
Schools 

         

Innovative Project 
Promotions 

 Trial us of ó twitter ó as project promo device  Communications Officer  2011  Youth 

         

Maintaining Databases  Ensuring database contacts are maintained and 
kept up to date- updates undertaken minimum 
of monthly 

 All core staff  Ongoing  Communities 

         

Volunteer Training & 
Development 

 Volunteer Training Undertaken Annually- 
offering opportunities to volunteers in all shires 

 EO/RADO, Project Officer  Annually  Volunteers 

         

ARTSTART Festival   Deliver ARTSTART Festival Programming & 
Management- successful program with timely 
acquittal 

 EO/RADO, Project Officer  2011  Youth 
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Partnerships 

Goal: Be an organisation that develops and sustains strategic partnerships 
  We achieve this by: 

ü Maintaining our ongoing collaboration with member local government bodies 
ü Maintaining a diversity of networks within the region 
ü Developing new joint ventures to enhance target market program delivery 
ü Working together with funding bodies and state cultural agencies to deliver common priorities  

 
Key activities (identify 
touring separately if 
applicable) 

 Key deliverables/milestones    Key artists and personnel involved in 
the activity 

 Date / 
Timeframe  

 Target Audience 

         

Cultural Planning  Development of Cultural Policy 
Statements, integration of cultural policy 
into Social & Community Plans, 
Development of associated budget lines 

 EO/ RADO, SWA Project Officer & 
Contract Staff for project delivery 

 2010-2012  Local Government 

         

Ute Muster Collaboration  Assist Ute Muster with inclusion of 
cultural product in festival programming 

 EO/RADO, Project Officer- Advisory 
Contract Staff- Project Delivery 

 Annually  Non traditional arts 
audiences 
Major Event Partnership 

         

Long Paddock Cultural 
Tourism Initiative 

 Provision of advice on development of 
ARTback- Sculptures of the Long 
Paddock  Stage 2 

 EO/RADO, Project Officer- Advisory 
Contract Staff- Project Delivery (if required) 

 2010  Non traditional arts 
audiences 
Cultural Tourism 
Partnership 

         

Working together with 
funding bodies and state 
cultural agencies to deliver 
common priorities 

 Ensuring staff and board are aware of 
external policy priorities. Maintaining 
open dialogue with external agencies 

 RADO/EO & Project Officer  Ongoing  Funding Bodies & State 
Cultural Agencies 
Board & Staff 
Local Government 

         
Strategically targeting 
project partners to enhance 
target market program 
delivery 

 Partnerships with indigenous, disability, 
CALD and youth agencies established 
and maintained 

 RADO/EO & Project Officer  Ongoing  Service Agencies & 
community groups 

         
Use of museums and 
libraries as multi-purpose 
exhibition/ arts venues 

 Exhibitions/ performances in 
galleries/museums/libraries throughout 
the region 

 RADO/EO & Project Officer  Ongoing  Local Government and 
Regional Communities 
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Profile Goal: Be an iconic community cultural development organisation  
We achieve this by: 

ü Maintaining & increasing communication between South West Arts and itôs diverse client base 
ü Ensuring arts and cultural activities are easily accessible by maintaining a range of publicity and promotional 

strategies and increasing the organisationôs profile within the region 
ü Developing new, innovative means to communicate with specific target audiences 
ü Raising the organisationôs profile outside the region 

 
Key activities (identify 
touring separately if 
applicable) 

 Key deliverables/milestones    Key artists and personnel involved in 
the activity 

 Date / 
Timeframe  

 Target Audience 

Ensuring arts and cultural 
activities are easily 
accessible by maintaining a 
range of publicity and 
promotional strategies and 
increasing the organisationôs 
profile within the region 

 12 Media Releases Per Year 
10 Editions Of SWA E-Bulletin Per Year 
2 Hard Copy Newsletters To Database p/a 
1 Hard Copy Funding Supplement p/a 
Minimum 1 visit per shire per quarter 
No. of website hits 
Feedback received 

 Promotions Officer  Ongoing  Community Groups 
Local Government  
Regional Artists 
Volunteers 
Schools 
Key Partners 

         
Raising the organisationôs 
profile outside the region 
 

 1 Arts Hub Forum Article p/a 
Attendance at meetings and conferences- 
minimum 3 p/a 
2 targeted media releases to state & 
national media p/a 
2 e-bulletins per annum to state partners  

 Promotions Officer  Ongoing  State and national 
cultural institutions  

         
 

Maintaining & increasing 
communication between 
South West Arts and itôs 
diverse client base 
 

 Website  a)text update 
b) Digital fact sheets 
c) Online cultural Directory 
d) Online Gallery & Performances 
f) Online board meetings 
g) Online project showcase 
h) Online annual report 
i) Online newsletters & funding database 
k) Media release archive 

 Promotions Officer  Ongoing 
 

 Volunteers, 
Community 
Groups, Local 
Government, 
regional 
communities 

         

Shire Newsletters  1 Cultural Activity Highlight On Shire News 
p/a 

 Promotions Officer  Ongoing  Local Govt., 
Members 

         
Collection and collation 
of service usage 
statistics 

 Ongoing collection of audience participation 
data by all staff members regarding project 
participation, community  use of advisory 
services and LGA enquiries. 

 All staff  Ongoing  Board, Staff & 
Members 
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Operations 
Goal: Have effective corporate governance 

We achieve this by: 
ü Ensuring the organisationôs future through excellent financial management processes 
ü Ensuring a team approach for staff & Board with sound procedures and feedback mechanisms 
ü Delivering required reporting in a timely, rigorous and transparent manner 
ü Ensuring a Sustainable Operational Framework 

 
 
Key activities (identify 
touring separately if 
applicable) 

 Key deliverables/milestones    Key artists and personnel involved in 
the activity 

 Date / 
Timeframe  

 Target Audience 

Ensuring the organisationôs 
future through diligent  
financial management 
processes 
 

 Triennial funding from Arts NSW 
Annual audit completed 
Finance meetings to occur quarterly  
Organisation operating to budget 
Annual reporting (minimum) to local 
government 
No. of sponsorship opportunities secured 
Funding obtained from non traditional 
sources 

 EO/RADO & Board  Ongoing  Board, Staff, Local 
Government, Funding 
Bodies and all key 
stakeholders 

         
Continue to explore a range 
of funding sources for 
project work and core 
funding including 
sponsorship 

 No. of sponsorship opportunities secured 
Funding obtained from non traditional 
sources 

 EO/RADO, Board & Project Officer  Ongoing  Business 
Funding Bodies 

  
Ensuring a team approach 
for staff & Board with sound 
procedures and feedback 
mechanisms 

 

 Regular updating of manuals and policies  
 
Connection between staff and board via 
regular attendance by staff at Board 
meetings 
 
Investigation of opportunities for board 
and staff to work on joint projects. 

 Board, EO & Staff  Ongoing  Board & Staff 

 
 
 

 ¶        



 

17 
 

 
         
         

Key activities (identify 
touring separately if 
applicable) 

 Key deliverables/milestones    Key artists and personnel involved in 
the activity 

 Date / 
Timeframe  

 Target Audience 

Delivering required reporting 
in a timely, rigorous and 
transparent manner 
 

 a) Delivery Annual Report 
b) Conduct annual audit 
c) Complete required  legislative 

reporting 
d) Completion of funding acquittals 

 Board &  EO   Ongoing  Funding Bodies, Local 
Government, Board, all 
key stakeholders 

         

Conduct pilot investigating 
options for better 
management of service 
delivery with regard to 
geographical size of the 
region & sustainability 
  

 Undertake Organisational Audit & Deliver 
Report 

 Board &  EO   2010- 2011  Funding Bodies, Local 
Government, Board, all 
key stakeholders 
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Key Result Areas & Indicators 
 

KRAôs are used to demonstrate how well South West Arts is progressing towards achieving it Goals.   
 

Key Result Area  Actions  Key Result Indicators  Target 

1. Artistic: Be a leader in local and 

regional community cultural 
development 
 

 Participating in and developing strategic regional projects 
with a range of innovative and vibrant skills development 
opportunities 
 

 Access to cultural opportunities 
No. of partnerships 
 
I major strategic project p/a 
 
Geographic spread 

  
2 key partnerships 
p/a 
I major strategic 
project p/a 
Workshop 
participation 
across at least 5 
shires 

       

1. Artistic: Be a leader in local and 

regional community cultural 
development 
 

 Working with schools to offer óarts in educationô themed 
programs under the new national curriculum strategy 
 

 Schools Artist Connection program 
 
 
Major strategic project 2011 

 Minimum 5 artists 
offering workshop 
program. 
Involvement of 
minimum 20 
schools 

       

1. Artistic: Be a leader in local and 

regional community cultural 
development 
 

 Developing and maintaining partnerships with key state 
and national institutions to support the importing and 
exporting from the region of cultural product of excellence 
 

 Partnerships developed and maintained  1 x tour cultural 
product p/a 
involving at least 
five shires 
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Key Result Area  Actions  Key Result Indicators  Target 

2. Audience & Access: Be proactive 

in broadening, deepening and 
diversifying audience development 
and participation 
 

 Supporting community capacity building 
 

 Volunteer Training- Attendance & Geographic spread 
 
 
 
 
Artist Support Services- Artist Blogs launched 
Artist interaction with service 
 

 90 volunteers 
annually with 
representation 
from all shires 
2011.  
Blogs lodged 
weekly 

       

2. Audience & Access: Be proactive 

in broadening, deepening and 
diversifying audience development 
and participation 
 

 Building networks to ensure broad access to cultural 
activities 

 Database maintenance 
 
 
 
 
Community Visits Program 
 

 Database updated 
regularly 
Increase of 10% 
in database over 3 
yrs 
1 x community 
visit per shire per 
quarter 

       

2. Audience & Access: Be proactive 

in broadening, deepening and 
diversifying audience development 
and participation 
 

 Encouraging diverse project participation  Rolling target market focus over three year period via 
major strategic projects 
 
Innovative project promotions 
 

 1 annually 
 
 
Trial twitter 2011- 
2 projects 

       
2. Audience & Access: Be proactive 

in broadening, deepening and 
diversifying audience development 
and participation 
 

 Broadening audiences and maintaining current audiences  School/Artist Connection Program- No of artists 
involved 
Schools uptake p/a 
 
ARTSTART Festival 
 
Attendance at Cultural Activities 

  5  
 
9 
 
Offered biennially 
 
1500 region p/a 

       

3. Partnerships: Be an organisation 

that develops and sustains strategic 
partnerships 
 

 Maintaining our ongoing collaboration with member local 
government bodies 
 

 Cultural Planning- policy statements, integration into 
existing planning and cultural budgets 
 
Maintaining membership rates in SWA 

 2 LGAôs p/a 
 
 
Ongoing financial 
support from 
participating 
LGAôs 
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Key Result Area  Actions  Key Result Indicators  Target 

3. Partnerships: Be an organisation 

that develops and sustains strategic 
partnerships 
 

 Maintaining a diversity of networks within the region 
 

 Cultural Tourism Projects- Partnership with Long 
Paddock 
Ute Muster Collaboration 
 
Use of libraries & museums as cultural venues 

 1 x 2010 
 
 
Annual partnership 
4 p/a 

       

3. Partnerships: Be an organisation 

that develops and sustains strategic 
partnerships 

 Developing new joint ventures to enhance target market 
program delivery 
 

 Rolling target market focus over three year period via 
major strategic projects 
 

 Involvement of key 
service providers for 
target groups 

       

3. Partnerships: Be an organisation 

that develops and sustains strategic 
partnerships 
 

 Working together with funding bodies and state cultural 
agencies to deliver common priorities  
 

 Ongoing communications- RADO attendance at 
meetings and conferences 
 
Maintenance of funding- Arts NSW 
Major Project Funding 

 2 p/a 
 
 
Triennial funding  
One p/a 

       
4. Profile: Be an iconic community 

cultural development organisation 
 

 Ensuring arts and cultural activities are easily accessible by 
maintaining a range of publicity and promotional strategies 
and increasing the organsiationôs profile within the region 
 

  Website  inc. text update, Digital fact sheets, Online 
cultural Directory, Online Gallery & Performances, 
Online board meetings, Online project showcase, 
Online annual report, Online newsletters & funding 
info, Media release archive 

 Website updated 
monthly 

       

4. Profile: Be an iconic community 

cultural development organisation 
 

 Ensuring arts and cultural activities are easily accessible by 
maintaining a range of publicity and promotional strategies 
and increasing the organsiationôs profile within the region 
 

 Media Releases Per Year 
Editions Of SWA E-Bulletin Per Year 
Hard Copy Newsletters To Database p/a 
Minimum visit per shire per quarter 
No. of website hits 
Feedback received 

 12 
10 
2 
1 
Increase by 10% 
 

       

4. Profile: Be an iconic community 

cultural development organisation 
 

 Developing new, innovative means to communicate with 
specific target audiences 
 

 Trial twitter  
 
Collect and collate service usage (target market) data 
relating to audience participation including use of 
advisory services 

 Trial 2011- 2 
projects 
Report tabled 
annually to the 
Board 

       
4. Profile: Be an iconic community 

cultural development organisation 
 

 Raising the organisationôs profile outside the region 
 

 Arts Hub Forum Articles p/a 
Attendance at meetings and conferences p/a 
targeted media releases to state & national media p/a 
E-bulletins per annum to state partners 

 1 
3 
2 
2 
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Key Result Area  Actions  Key Result Indicators  Target 

5. Operations: Have effective 

corporate governance 

 Ensuring the organisationôs future through  diligent  
financial management processes 
 

 Triennial funding from Arts NSW 
Audit completed 
Finance meetings  
Organisation operating to budget 
Reporting  to local government 
No. of sponsorship opportunities secured 

Funding obtained from non traditional sources 

 2010 & 2013 
Annually 
Quarterly 
Checked monthly 
Annually (min.) 
1 p/a 
1 p/a 

       

5. Operations: Have effective 

corporate governance 
 Ensuring a team approach for staff & Board with sound 

procedures and feedback mechanisms 
 

 Regular updating of manuals and policies including: 
a) Board Manual 
b) Staff Manual 
c) Policy Manual 
Personnel Management including: 
a) Maintaining Updated Staff Contracts 
b) Maintaining Regular Performance reviews 
c) Maintaining Regular Professional Development 
d) Maintaining Dispute Resolution Policy 
 
Staff attending board meetings 
 
Joint staff/board projects 

 Existing policy 
reviewed annually 
Contractual 
arrangements 
undertaken 
annually in 
conjunction with 
performance 
reviews 
 
Min 2 per annum 
 
Min 2 per annum 

    ¶    

5. Operations: Have effective 

corporate governance 
 Delivering required reporting in a timely, rigorous and 

transparent manner 
 

 e) Delivery Annual Report 
f) Conduct annual audit 
g) Complete required  legislative reporting 
h) Completion of funding acquittals 

 Reports & 
acquittals 
submitted on time 
and as required 

       

5. Operations: Have effective 

corporate governance 
 Ensuring a Sustainable Operational Framework  Conduct pilot investigating options for better 

management of service delivery with regard to 
geographical size of the region & sustainability 
Undertake Organisational Audit & Deliver Report 

 Audit Complete 
Report submitted 
to Board, RA 
NSW & Arts NSW  
for review 

       



 

22 
 

Marketing Plan 

As outlined in Goal Four, marketing and the presentation of what South West Arts offer is one of our main priorities. 
 

Marketing Goal 
Be an iconic community cultural development organisation  

We achieve this by: 
ü Maintaining & increasing communication between South West Arts and itôs diverse client base 
ü Ensuring arts and cultural activities are easily accessible by maintaining a range of publicity and promotional 

strategies 
ü Developing new, innovative means to communicate with specific target audiences 
ü Raising the organisationôs profile outside the region 

 
 

South West Art’s Product 
South West Arts offers: 

- Educational resources on community development and arts management 

- Information for community groups regarding insurance, risk management, presenting, incorporating etc. 

- Workshops, artistic skills and community group development skills 

- Performances 

- Film 

- Exhibitions 
 
South West Region Demographics 
In reflection of the demographics as stated previously in the business plan we have gained a higher understanding of our markets in the South 
West. These address the several broad points that stand out in the South West Region, such as the low medium income, the main industries, 
the age mediums, unemployment levels, internet usage and indigenous populations. The median age in the region is 40 years, education levels 
are reasonably low and median income level falls into the low- middle bracket. 
 
Target Markets 
Many of the programs that South West Arts facilitate address the community holistically- on a Mass Marketing Level.  
In some cases, the programs are specified to target markets, but in particular addressing the age, gender, indigenous and income 
demographics. 
 
At the business planning workshop held in early June 2009, target markets were identified as follows: 
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Audience Stakeholders 

ü Community 
ü Even age distribution- under 5 yrs/ 

primary/ youth/ 30-55/60 yrs/ golden 
oldies! 

ü Noted that 18-50ôs leaving 
communities 

ü Statistics show a slump in 18-28 yrs in 
communities 

ü Families 
ü Low to medium disposable income 
ü óImmigrantsô to the region 
ü Low ethnic diversity/ unharnessed 
ü indigenous 

ü Local government 
ü Artists and performers 
ü Schools, TAFE & Uniôs 
ü Cultural organisations (local) 
ü RA NSW 
ü State Cultural Institutions 
ü Funding Bodies 
ü Regional Development Australia, 

DSRD 
ü Residents 
ü Libraries 
ü Tourism Facilities 
ü Media 

 

 
 
The main body of this document includes strategies to collect target market data over the next three years- with particular reference to 
audiences within the region. South West Arts has a diverse range of target markets and whilst additional data is collected the mass marketing 
promotions continue to apply with direct marketing aimed at specific target markets. 
 
Particular target markets for the next three years include: 
 

Target Group Methodology for Accessing Market 

Stakeholders Regular direct communications including newsletters, email, face to face visists. 

Youth ARTSTART Programming, Twitter, via schools 

Aboriginal Communities Development of partrnerships with relevant community groups. Personal contact with communities. 

People with Disabilities Development of partrnerships with relevant community groups. 

Regional Artists Artists Blog, School Artist Connection program. SWA Website.  Regular direct communications including 
newsletters and  email. 

Schools Regular direct communications including newsletters, email, face to face visits. 

Local Government Regular direct communications including newsletters, email, face to face visits. 
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Audience Development and Marketing Considerations 

Technology 
One of the major elements that South West Arts have to consider when carrying out their marketing strategies is minimal access to internet, in 
particular fast internet such as Broadband. Our Resources have to be accessible to people with or without the internet, whilst South West Arts 
will have a large range of resources on offer digitally, we will also have a lot of hard copy information that communities can access. 

 
Geography 
The South West Region covers a large area of 73,034 sq km. This area has a total of nine shires. South West Arts has to consider the isolation 
and distance between the townships. Most communities have to travel an hour to the nearest regional township. The communities within the 
region are relatively small, and are a fair distance from any major regional centre.    

 
Population & Median Income Levels 
The total population of the nine Local Government areas that are covered by the Regional Arts Development program is 39,022 people. 
Individual shire population varies from 1,000 to 8,200 people. 
 
The average household  income received across the region is lower than the state average.  South West Arts programming needs to ensure 
high access for the regionôs rural communities via affordable product. 

 

Promotions 

Website: The use of the internet is essential in providing information and access to South West Arts.  A fully functioning site has been 
developed that will enables perspective clients to explore services offered, the annual program, archival materials and governance for the 
organisation. 
 
Advertising: Advertising occurs predominantly in relation to specific project activities. 
 
Public Relations: With a core service brief for the organisation, public relations is an easy óbox to tickô, programs are regularly free or low cost 
and the organisation is often seen to be working for the benefit of the community or the region without expecting anything back. The advisory 
and advocacy service offered by South West Arts should particularly be seen as key public relations activities. 
 
Promotions:  
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A high quality brochure was developed in 2009 for distribution through key community outlets including libraries, shire offices etc. In conducting 
market research and establishing further a core loyalty market, the development of óloyalty offersô could be investigated further (eg. Bring a 
friend to a performance and enter for ½ price etc) 
 
Branding: All documents and information placed into the public hands have a consistent look and feel that highlights the quality service, 
access and artistic development/ diversity of South West Arts. The branding should leave the impression of creativity, reliability and 
professionalism.  
 
South West Arts has made great inroads to effective branding of the organisation over the past three years, with a consistent look and feel 
across a range of promotional media including brochures, website, signage, letterhead, newsletter etc. 
 
Direct Marketing: Direct marketing has formed a key component of the organisationôs marketing strategies for the past three years and it is 
anticipated that this will be continued into the future. The organisation communicates with target markets via regular e-bulletins, emails, hard 
copy newsletters and direct mail. 

 

Marketing Tools and Resources 

South West Arts creates different marketing material that will cover and address the different demographics in the region. 
South West Arts offer, promote, and market through- 
 
a) South West Arts Membership databases- distribution of materials 
b) The Website  

- Digital fact sheets 

- Online Cultural Directory 

- Online Gallery 

- Online Performances 

- Online board meetings 

- Online project showcase 

- Online annual report 

- Online newsletters 

- Online funding database 

- Media release Archive 

- Events database 
 

c) Regular media releases to all of the regions newspapers 
d) Newsletters 
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e) Arts Hub Articles 
f) Shire newsletters 
g) South West Arts E- News & Events  
 
 

Key Marketing Strategies 

Key Marketing strategies can be seen in the main body of the 2010-2012 Business Plan and accompanying budget information. 
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Management 

 

Organisational Structure 

Board and Staff Roles Flow Chart 
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Governance & Policy 

South West Arts acknowledges its responsibilities within the Incorporations Act for Incorporated associations.  
 
South West Arts developed a comprehensive board and staff manual that included a wide variety of information for board members. For further 
information on governance issues to Goal 5 within the main document. Individual policy statements can also be found on the organisationôs 
website- www.southwestarts.com.au. 

 

Succession Planning 

South West Arts acknowledges its responsibilities to undertake succession planning for the organisation. To date, the organisation has 
completed significant work on developing board induction materials to underwrite the volunteer succession planning process (available on the 
website- www.southwestarts.com.au) , however the Board also recognise the need to more thoroughly plan for changes in staffing and 
exploring alternative means to more fully support staff within the workplace. For this reason, the organisation seeks to undertake an 
organisational audit to underpin possible future re-structuring for the organisation- see Goal 5 in the main body of the document for further 
information.  
 

Risk Management 

South West Arts currently holds public liability, and a range of other insurances through Regional Arts NSW. All others risks are addressed on 
an informal basis through general management. The Board and staff of South West Arts recognise the importance of thorough risk 
management and as such will be developing a formal policy and management strategy during the first year of the triennium.  

http://www.southwestarts.com.au/
http://www.southwestarts.com.au/
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Financial Information 

Budgets 
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Appendix 

1. Staffing Structure ~ August 09 onwards 

2. Roles and Responsibilities Board/Members/Staff/Stakeholders 
3. Projects Overview 

 
 
 
 
 
 
 
 
 
 
 
 


