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Cr Tanya Milligan

Cr Peter Friend

Cr Jim McDonald

Cr Kathy McLean
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E I ]

Officers Present

1 Jason Bradshaw, Acting Chief Executive
Officer

1 Dan McPherson, Executive Manager
Organisational Development & Engagement

1 Myles Fairbairn, Executive Manager
Infrastructure Works & Services

1 Tony Brett, Acting Executive Manager
Corporate & Community Services

1 Jamie Simmonds, Executive Policy Advisor
Mayor/CEO

1 Jason Cubit, Executive Liaison Officer
Mayor/ CEO & Coordinator

1 Rick Machin, Communications & Marketing
Coordinator

1 Susan Boland, Council Business Support
Officer

1 David Mazzaferri, Manager Disaster
Management and Community Engagement (part
of meeting)

1 Trent Nibbs, Sports, Recreation & Community
Grants Officer (part of meeting)

1 Madonna Brennan, Business Improvement
Officer (part of meeting)

Media Present
91 Derek Barry, Gatton Star

Apology

Cr Derek Pingel

lan Flint, Chief Executive Officer

David Lewis, Executive Manager Corporate &

Community Services

1 Mark Piorkowski, Executive Manager Planning
& Development Services
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1.0 MEETING OPENED

The meeting commenced at 10.06am

The Mayor, Cr Jones as Chairperson opened the meeting and welcomed all present. Rev lain Russell from

the Tenthill Baptist Churchl ed t he meeting in prayer following a minu
deceased.

Cr McLean was not present at the commencement of the meeting.

Cr Milligan was not present at the commencement of the meeting due to her undertaking Council business on
the Mayords behalf at the Southern Queensland Correcti

2.0 LEAVE OF ABSENCE

2.1 Leave of Absence

Date: 02 October 2014

Author: Jason Bradshaw, Acting Chief Executive Officer
Responsible Officer: Jason Bradshaw, Acting Chief Executive Officer
File No: Formal Papers

RESOLUTION:

THAT Leave of Absence be granted to Cr Pingel.

Moved By: Cr Holstein Seconded By: Cr McDonald
Resolution Number: 3674

CARRIED
4/0

THAT a letter of congratulations be forwarded to Brendan Pingel, Pingel Racing Team
and Scotbar Motorsport recognising his outstanding achievement in racing at Bathurst
an iconic Australian motor racing event.

Moved By: Cr Holstein Seconded By: Cr McDonald
Resolution Number: 3675

CARRIED
4/0
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3.0 CONDOLENCES/GET WELL WISHES

3.1 Condolences/Get Well Wishes

Date: 29 September 2014

Author: Susan Boland, Council Business Support Officer
Responsible Officer: Jason Bradshaw, Acting Chief Executive Officer
File No: Formal Papers

RESOLUTION:

THAT letters of condolence be forwarded to the families of the recently deceased
persons in the Lockyer Valley Region.

Moved By: Cr Holstein Seconded By: Cr Friend
Resolution Number: 3676

CARRIED
4/0

4.0 DECLARATION OF ANY M ATERIAL PERSONAL INT ERESTS/CONFLICTS OF
INTEREST BY COUNCILL ORS AND SENIOR COUNCIL OFFICERS

4.1 Declaration of Material Personal Interest on any Item of Business

Pursuant to Section 172 of the Local Government Act 2009,a councillor who has a material
personal interest in an issue to be considered at a meeting of the local government, or any of
its committees must i

(a) inform the meeting of the councillords mater:i

(b) leave the meeting room (including any area set aside for the public), and stay out of
the meeting room while the matter is being discussed and voted on.

4.2 Declaration o f Conflict of Interest on any Item of Business

Pursuant to Section 173 of the Local Government Act 2009,a councillor who has a real or

perceived conflict of interest in a matter to be considered at a meeting of the local government,

or any of its committees must i nform the meeting about the
matter and if the councillor participates in the meeting in relation to the matter, how the

councillor intends to deal with the real or perceived conflict of interest.

Cr Jones advised later in the meeting o f a potenti al conflict of i nt
Exemptions from Obtaining Competitive Offers for
the Local Government Act 2009) due to him having dealings with the companies who have tendered.
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ARIIAMAL COSMEN

5.0 DEPUTATIONS/PRESENTATIONS

5.1 Destination Q Conference

Date: 07 October 2014

Author: Cr Janice Holstein

Responsible Officer: Jason Bradshaw, Acting Chief Executive Officer
File No: Formal Papers
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Ve
Destination '

report by Cr Janice Holstein

Building Local Partnerships

Cr Libby Coker Surf Coast Shire Victoria One Voice Many Benefits *Regional Leadership
* Background on G21- Geelong Region Alliance

* Geelong Region Plan / 2014 Regional Priorities

* Why is G21 successful? Why is our region successful?

* Success stories

* Take home messages

G21 Geelong Regional Alliance
G21 is the formal alliance of government, business and community organisations working together
to improve people’s lives in the Geelong region.

* A forum to discuss regional issues across interest groups and municipalities resulting in better
coordinated research, consultation and planning.

* Support the delivery of projects that benefit the region and cross municipal borders.

* As the Regional Strategic Planning Committee, is a platform for the region to speak with one
voice to all levels of government.

Take Home Messages
Take off your “what's in it for me “ hat
A united message underpinned by a narrative Data is your friend.

Greg Vann Buckley Vann

Tourism - the challenge for planning

1. Expect the unexpected - all shapes / sizes, locations

2. Diversity in tourism form, type, size, location & impacts

3. Dynamic & entrepreneurial, so need to embed tourism across a broad range of zones
within your Planning Scheme. Tell the tourism story by making it easy for a variety of tourism
opportunities.

Successful Partnerships to Attract Investment Cr Bob Manning Cairns Regional Council
Tourism Competitiveness

World Economic Forum - Tourism & Travel Competitiveness Report Variables that facilitate or drive
tourism competitiveness:

1. Tourism regulatory framework - elements reliant on Government policy and investment

2. Tourism business environment and infrastructure

3. Tourism human, cultural and natural resources

Attachment 1 5.1 Page 9
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The Tourism Economy

Global Tourism:

* More than 1 billion travellers in 2012

* Projected global growth of 3.3% p.a.

* Projected growth from Asia Pacific (inc China) -> 7.5% p.a.

Why come to Australia?

* Desirable, safe destination
* Politically stable

* Proximity to Asia

* Nature based

Queensland - Leading the way?

We have.....

* Natural tourism assets

* Competent, diverse and experienced industry

* Comprehensive and ambitious strategies

* Contemporary destination plans

But....

* Limited investment in tourism compared to other industries

* Limited investment in R & D compared to competitor destinations.

What has worked in the past?

Historically the success of Tropical North Queensland as a destination of choice has been:

1. Successful partnerships with airlines.

2. Private sector investment in infrastructure (in many cases this was not backed by a sound
business proposition).

3. Our location.

4. Tourism identities with a vision and an industry which worked collaboratively towards that vision.
Clearly we cannot rely on the past for future success, but......
Partnerships are the key!

Current Funding Model Not optimal.......

Minister Jann Stuckey MP

Destination Success is the 20 year plan for tourism in Queensland.
Qld govt have extended their partnership program with RTO’s.

Qld govt have $12 mil deal with Qantas.

Partnership with Flight Centre

International marketing campaigns

Secured new major sporting events

Support of regional events continues with 75 events supported.
Raising Eco tourism in Qld to lead Australia.

Eco and drive tourism will remain priorities.

Minister John-Paul Langbroek Minister for Education, Training & Employment Since
DestinationQ commenced in 2012 the Qld Govt has spent significant funds on training in high
schools in Certificate | and Certificate Il in hospitality.

Attorney-General and Minister for Justice, Jarrod Bleijie MP Workers Compensation has had
a dramatic improvement with tough reforms. Since changes have been put in place industry rate
has dropped in many areas.

Many reforms in the Liquor Act.

Attachment 1 51 Page 10
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Minister for Transport and Main Roads Scott Emerson MP Delivering $770 mil spend on the
Bruce Highway.
Said to tell people to call 131940 when there a road works signs etc when no one is there working.

Minister for National Parks, Recreation, Sport and Racing, Steven Dickson MP Expression of
Interest had 47 people apply for National Parks use Any ideas, talk to his staff.
Qld govt has made a commitment to Eco tourism and protecting the natural environment.

Minister for Science, Information Technology, Innovation and Arts, lan Walker MP
Cultural Tourism support Tripling the number of performances in regional and rural Qld.
Cultural tourists stay longer and spend more

4 million visitors to Southbank each year.

Minister for Local Government, Community Recovery and Resilience, David Crisafulli MP
Government has given more autonomy to local government to make decisions for their communi-
ties. Empowered local governments to take control of their communities future.

Just because a region has suffered doesn't mean there cannot be local experiences.

Premier Campbell Newman MP
Believes we have come a long way in two years since the first DestinationQ forum.

He believes distance is actually an advantage given we are on the doorstep of Asia which is the
fastest growing region in the world at the moment.

It is becoming easier to visit Queensiand as more airlines are now coming into Queensliand.
Our National Parks are open for business but will be done in a way that is sustainable.

We are growing fantastic events in this state.
Made funding available to Regional Tourism
Organisation.

Long term plan for Tourism - Destination
Success.

Committed to building infrastructure to get
people around the state.

Queensland is a great state with great
opportunity.

Premier is very confident about the future of
Queensland.

Shane O’Reilly, Chairperson Queensland Tourism Industry Council Report to Industry

This is the first State of the Industry Report developed in partnership with QTIC, the RTOs and our

universities. The report brings together data about our overall industry performance, reports from

destinations across the state, and progress against the Destination Success Action Plan.

By focusing on the right markets, focusing on what customers really value and leveraging the

power of working together, we are making good progress against the action plan.

Growing tourism requires strong collaborative

partnerships between government and industry.

Building upon our existing relationships, and finding new ways to work with and support each other

is a critical task. Highlights include:

* The Tourism Cabinet Committee (TCC) continued its strong focus on strategic tourism priorities,
meeting six times, including two joint meetings with themBoard of QTIC.

» Supporting local government in their decision making through the provision of guides such as the

Next Generation Tourism Planning Guideline and the Queensland Camping Options Guideline.

Overarching theme is: “Grow your product, Grow our industry”
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Creating the Future BMW Insight - Volker Richter

He spoke on how the BMW Group grew their business. Much of this was through innovation and
profitability through cost-conscience.

Top 3 markets in 2013 were China, USA and Germany.

Duane Knapp, Chairman and Founder of Brand Strategy Inc.

Good to Great to One of a Kind

Genuine Destination Brand Defined

The internalized sum of all IMPRESSIONS received by guests and influences resulting in a
DESTINCTIVE position in their MIND'S EYE based on perceived emotional and functional
BENEFITS Brand concept of value Perceived Value = Benefits > Time, Feelings, Money.

+ Key Paradigm Shifts

1. It's all about the “Experience”
2. Everyone is a guest

3. Brand Science Disipline

1. Experience
» A genuine Promise creates an ‘experience that's attractive for everyone, A Promise must evoke a
positive emotional connection. it is all about HOW PEOPLE FEEL!

2. Guest

» Greeting - Everyone communicates: “We're glad you're here!”

» Understanding - Listen, learn and understand your guests. “We always listen for the way our
guests feel.”

« Efficiency - Fast and easy is always the answer, “We respect your time, we know it is valuable.

» Special Treatment - Everyone wants to feel special, “We have the power to provide a pleasant

surprise for our guests.”

* Thankfulness - Thank each and every guest. “We want you to be a friend and we appreciate your

good will and the value of your relaticnship.”

3. Destination BrandScience

» Understand your destination's perceived value proposition - the destination essence/experiences
associated with your destination and current market perceptions of your offer.

» Know your destination Promise - a unique destination Promise that defines how your guests feel
about their experience.

« Your destination Promise is your brand - the types of messages that will communicate the
desired destination Promise and create the appropriate perceptions.

« Everyone lives the destination Promise - bring the
destination Promise/brand to life and ensure it
endures, think like a brand - live the brand.

» Extend the influence of your destination Promise - Deliver on Your Promise
building and enhancing the destination
Promise/brand equity through strategic alliances.

Deliver on your Promise
“People will forget what you said, people will forget

what you did, but they will never forget how you
make them feel.”
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Russell Howcroft Senior Executive Network 10 Brand Health - Differentiation > Relevance >
Esteem > Knowledge

Growing your product & our destinations - industry panel Reflections from day one and question
and answer panel session

Duane Knapp, Chairman and Founder of Brand Strategy Inc. Session 2
Good to Great to One of a kind

Do you want your brand to be a place that people could visit?

Or Do you want your brand to be an experience that people prefer and desire?

Critical Success Factors

* BrandScience Process

* Stakeholder Partnership

* Leadership Consensus

* Passion for “Hero” Experiences

Destination BrandScience

1. Understand your destination's perceived value proposition - the destination essence/
experiences associated with your destination and current market perceptions of your offer.

2. Know your destination promise - a unique destination Promise that defines how your guests
feel about their experience.

3. Your destination Promise is your brand - the types of messages that will communicate the
desired destination Promise and create the appropriate perceptions.

4. Everyone lives the destination Promise - bring the destination Promise/brand to life and ensure
it endures - think like a brand....live the brand.

5. Extend the influence of your destination Promise - building and enhancing the destination
Promise/brand equity through strategic alliances.

Mike McCartney, President and CEO Hawaii Tourism Authority - Stories of Hawai'i

Brand Integrity
Live it together
Be it together
Share it together
Together = Better

DestinationQ Master Class - China by Jason Harm

The Destination Q Master Class on China was an intense day with a mix of in-depth information and high
quality presenter's.

Information was provided on the size of the potential Chinese market to Australia of $7.4 to 9 billion dollars
by 2020, their total spend from China in 2013 was $4.8 billion.

In 2013 there were 709.000 Chinese visitor arrivals of which 29.8 nights were spent in Australia.

Australia ranks 10th among destinations for Chinese travellers.

Some key points on Chinese behaviour that has been identified that there is steady growth of average
income, slowing rate of price increase, Chinese style shopping carnivals.

The modern urbanisation and growth of 2nd tier cities and booming of china’s middle class provide tremen-
dous opportunity for Australian tourism.

Some Facts about the Chinese are attached in the slides above

Some of the key learnings from the conference was about the Chinese sector referred to as millennium
travellers who are aged between 18 and 35 years. They like to spend on luxury items, Quality organic vegies
and expensive cuts of meat are high on their lists and love to take selfies and sending to friends back home
of their own experiences.

Most of the Chinese travel around the festival times like Chinese new year and a couple of other dates
throughout the year.
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