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BACKGROUND CONTENTS

Since opening in 1981, Geelong Arts Centre has made significant artistic and 
cultural contributions to Geelong and the surrounding regions. These days, the  
Arts Centre hosts an average of 200,000+ attendances per year, as well as more 
than 15,000 performers, across a diverse program of events and performances. 

Geelong’s position as Victoria’s second largest city and the Central Business District 
for the G21 region is firmly established, and its importance to the state is recognised 
by significant public and private investment. The G21 region has a population 
of around 324,067 (ABS ERP 2017) people and covers 8972km2. It includes five 
municipalities: Colac Otway, Golden Plains, Greater Geelong, Queenscliffe and  
Surf Coast, and is one of the fastest growing regions in Australia. Attendance  
data shows that one in two people in the City of Greater Geelong and one in  
three people in the region attend the centre's managed facilities annually.

To meet the cultural needs of a growing population and help secure Geelong’s 
position as a global city, the Victorian State Government, through Creative Victoria 
has committed funding for three stages of capital development. Stage One has been 
completed, Stage Two — The Ryrie Street Redevelopment ($38.5m) will be completed 
in late-2019 and Stage Three — The Little Malop Street Redevelopment ($128m) is 
planned for completion in [2023]. This investment will result in a world-class arts 
facility becoming the cultural heart of Geelong and the region. 

Maximising the impact of this cultural asset requires an evolution of the 
organisations capabilities, services and strategic direction.

This document outlines the new vision and strategy for Geelong Arts Centre  
and the key initiatives that will see it become the creative heart of the G21 region.
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Section 02

Geelong’s position as Victoria’s 
second largest city and the 
Central Business District for the 
G21 region is firmly established, 
and its importance to the state 
is recognised by significant 
public and private investment.

BACKGROUND
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EXECUTIVE SUMMARY 
AND CONTEXT

Section 02 4

‘  Geelong Performing Arts 
Centre services a large and 
growing population, attracts 
the best Australian and 
International performances  
and provides a stage for the 
local community to shine.’
—  Minister for Creative 

Industries Martin Foley 

With a proud manufacturing history, Geelong is being repositioned and will become a 
future centre of knowledge and culture. In October 2017, the UNESCO Creative Cities 
Network (UCCN) designated Geelong as a City of Design. Geelong is Australia’s first (and 
only) City of Design and joins an international network of 180 cities committed to the power 
of creativity and innovation in building sustainable cities. It’s about collaboration, culture, 
planning, people and prosperity working together for a clever and creative future for all. 

In addition to this, the City of Greater Geelong (COGG), engaged with more than 16,000 
local residents, who overwhelmingly stated that the city’s future needs to be forged  
as a ‘Clever and Creative City.’ A 30-year vision has been created and by 2047, Greater 
Geelong will be internationally recognised as a clever and creative city-region that is 
forward-looking, enterprising and adaptive, and cares for its people and environment.

Geelong Arts Centre is one of nine state owned cultural agencies including Arts  
Centre Melbourne, Museums Victoria, National Gallery of Victoria, State Library of 
Victoria, Australian Centre for Moving Image, Melbourne Recital Centre, Docklands 
Studios Melbourne and Film Victoria, and is the only agency in the group outside  
of Metropolitan Melbourne.

Geelong Arts Centre supports the vision of Creative Victoria and the Department of 
Job's Precincts and Regions (DJPR formerly DEDJTR) strategic plan for a ‘productive, 
competitive and sustainable Victorian economy that contributes to a prosperous and 
inclusive society’. As part of the Creative Industries and DJPR portfolio, Geelong Arts 
Centre will contribute to the delivery of the department’s ten-year outcomes and  
four-year priorities including inclusion and attraction for visitors and investment, 
positioning Victoria as a premier creative and visitor economy, providing quality 
cultural, recreational tourism. 
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EXECUTIVE SUMMARY 
AND CONTEXT [CONT.]
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Redevelopment and Performance Venues

The next three financial years (2019/2020–2022/23) and beyond, will be a period of 
significant opportunity and challenge for Geelong Arts Centre, as it is transforming 
completely with more than $165m investment committed towards its redevelopment.

—  When completed in late-2019, the $38.5m Stage Two ‘Ryrie St Redevelopment’  
will provide opportunities to encourage visitor attendance, capitalise on new spaces 
and facilities to generate vitality, diversify revenue streams, and offer engaging 
experiences beyond the confines of the theatre (pre- and post-performance).

 
—  Stage Three, the $128m ‘Little Malop Street Redevelopment’, is due to commence 

construction in 2020/21. The redevelopment will expand Geelong Arts Centre’s 
capacity, flexibility and versatility of offerings, including three new theatres 
(redevelopment of The Church, a 500-seat performance space and a 250-seat 
performance space), an exhibition space, new administrative facilities, and 
function and hospitality spaces.

—  The Little Malop Street Redevelopment does present significant challenges in  
the form of disruption to theatre spaces during construction. This will also present 
opportunities for Geelong Arts Centre to partner with external stakeholders and 
organisations who are willing to collaborate and provide support (through the 
provision of alternative venue uses) to ensure the arts centre maintains a strong 
connection with its audiences and communities.

—  The Geelong Arts Centre recognises the significance of its long term partnership  
with Deakin University and the management of the 1,400 seat Costa Hall, under  
a management agreement. This partnership provides the community with access  
to major touring opportunities including Melbourne Symphony Orchestra, The Waifs 
and many international acts. During the Little Malop Street Redevelopment, it is critical 
that Geelong Arts Centre is able to program into Costa Hall, as well as value this 
management agreement as a critical component to its ‘venue mix’ into the future. 

We welcome and note the commitment to develop a 1,000+ capacity Convention and 
Exhibition Centre on the Geelong Waterfront as significant to Geelong Arts Centres long 
term planning. This facility has commitment from both State and Federal Governments 
and while it will not be completed during the duration of this next strategic plan,  
it is worth noting as both an opportunity and a risk for our organisation. 

This plan has been established at an incredibly dynamic time for Geelong Arts Centre,  
with major capital redevelopment continuing until 2023 and the opening of the Ryrie 
Street Redevelopment in late 2019. The management team will need to use the 2019-20 
financial year to develop strategies and measures for baseline data in the Ryrie Street 
Redevelopment, while exploring every avenue for alternative venues to present programs 
throughout 2021, 2022 and 2023.

While acknowledging the potential challenges of redevelopment, Geelong Arts Centre 
also recognises new regional priorities as an opportunity and will use this next three-year 
plan to focus on strategic objectives that will position the organisation as central to arts 
and cultural life in the region.

This plan will be a 'living' document that will be reviewed and updated annually  
by Geelong Art Centre's Trust and management team.
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 TO DELIVER OUR 
     NEW VISION 
THREE LONG-TERM 
STRATEGIC OBJECTIVES 
 HAVE BEEN DEVELOPED
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LONG TERM OBJECTIVES
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To deliver our new vision, three long-term objectives have been developed:

CREATIVITY 
 Produce, support, grow, commission, collaborate on and export creative achievements, 
and become a creative leader for the city and the region, with impact nationally.

VITALITY 
 Drive dynamism throughout our precinct, Geelong and the wider G21 region with, the 
goal to grow attendance, increase our presence in the community and activate spaces 
beyond the arts centre’s walls. Valuing diversity is essential to our future, as is exhibiting 
an understanding of our community’s individual and unique differences. Our programs, 
outreach and community and stakeholder engagement must explore the dimensions of 
race, ethnicity, gender, sexual orientation, socio-economic status, age, physical abilities, 
religious beliefs, political beliefs and other ideologies.

FLOURISHING 
With a focus on commercial sustainability, we will evolve into an organisation that  
is flourishing. We will do this through a mix of business initiatives, including a greater 
focus on our people and environment, and by ensuring we pursue a considered 
approach to grow responsibly. 

To deliver our new vision, three long-term objectives have been developed:

CREATIVITY 
 Produce, support, grow, commission, collaborate on and export creative achievements, 
and become a creative leader for the city and the region, with impact nationally.

VITALITY 
 Drive dynamism throughout our precinct, Geelong and the wider G21 region with, the 
goal to grow attendance, increase our presence in the community and activate spaces 
beyond the arts centre’s walls. Valuing diversity is essential to our future, as is exhibiting 
an understanding of our community’s individual and unique differences. Our programs, 
outreach and community and stakeholder engagement must explore the dimensions of 
race, ethnicity, gender, sexual orientation, socio-economic status, age, physical abilities, 
religious beliefs, political beliefs and other ideologies.

FLOURISHING 
With a focus on commercial sustainability, we will evolve into an organisation that  
is flourishing. We will do this through a mix of business initiatives, including a greater 
focus on our people and environment, and by ensuring we pursue a considered 
approach to grow responsibly.
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To deliver against the vision, Geelong Arts Centre has outlined a strategy  
for the period of 2019–22 — with six key focus areas.

1  Grow Creative Capability 
Drive a local, national and international agenda by supporting Victoria’s creative 
industries, and actively incubating and developing local creatives through our 
new ‘Creative Engine’ sub-brand. Our facilities will harbour a creative hub and co-
working space that will foster collaboration and nurture creative talent. The Ryrie 
Street Redevelopment (set to open in late-2019) as well as the Little Malop Street 
Redevelopment are vital drivers of this focus area. Throughout the upgrades, efforts 
to broaden Geelong Arts Centre’s external focus and engage communities offsite  
will be essential. These efforts will actively support the local arts and cultural  
sector, and identify and nurture creative talent.

2  Audience-Centred  
Central to all that we do is our ‘user’ — our audience. We will identify their needs and 
requirements in order to create and curate diverse, exciting and inclusive experiences, 
programs and activities. Actively designing the artistic program to reflect the variety 
of backgrounds and perspectives that make up the Geelong community ensures 
we maintain our current audience, while also encouraging non-traditional audience 
attendance. Broadening audience demographics with performances that enhance 
overall audience appeal, programming culturally relevant productions, cultural 
experiences and performances, and actively seeking out the best emerging acts  
will stimulate audience and community engagement.

3  Experience-Focused 
Delivering an exceptional customer experience, one that is imbued throughout the 
precinct and extends Geelong Arts Centre’s reach, is a priority. Achieving this will 
involve improving accessibility, forging collaborations with cultural precinct partners, 
creating reasons to visit outside of the theatre with a suite of complementary experience 
offerings, teaming up with partners and brands that promote the vibrancy of the region, 
and developing hospitality outcomes. The nature of the redevelopments will require us to 
provide alternative interim experiences that will keep customers interested and generate 
excitement in the lead-up to the Little Malop Street Redevelopment completion.

 

 

4  People and Environment 
Strive to be an employer of choice by understanding our workforce’s needs. Maintain 
staff satisfaction and retention levels to industry standard. Develop key principles to 
ensure Geelong Arts Centre is adopting environmental practices and working towards 
sustainability targets. We will also focus on being a safe and secure workplace and 
facility with a commitment to OH&S practices and safety of staff and patrons. 

5  Diversify Revenue Streams 
Maximise the arts centre’s utilisation and grow non-theatre revenues through 
food and beverage and philanthropic and corporate donations. Actively pursue 
entrepreneurial opportunities and streamline financial systems and processes  
to ensure sustainable levels of return on investment in areas such as commercial 
hires and strategic programming.

6  Systems and Capabilities Enhancements  
Invest in new and upgraded systems to better understand our audiences and their 
needs, and provide management with the ability to streamline processes and make 
evidence-based decisions. Strengthen our offering through improved production and 
presentation equipment, as well as improved building systems and facilities. We will 
aim to achieve operational efficiencies across our back-office systems and processes.

The Trust, management and staff have developed a new long-term vision and, 
collectively, are dedicated to the delivery of this vision and strategic plan.  
We see this vision and strategy as a comprehensive platform for the  
development and success of our new facilities, as we continue to grow.

KEY FOCUS AREAS
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  THE GEELONG REGION 
  IS UNDERGOING 
UNPRECEDENTED CHANGE 
AND A NEW TEN-YEAR 
VISION FOR GEELONG  
   ARTS CENTRE HAS  
   BEEN DEVELOPED.

9

Copyright Ferne Millen

The Geelong Arts Centre Strategic Plan 2019–22



Section 03

Copyright Ferne Millen

‘  The Creative Heart of Geelong: 
an artery between creative 
industries and community 
to global thinking and 
extraordinary experiences.’

GEELONG ARTS CENTRE  
HAS DEFINED ITS 10-YEAR 
VISION AS: 
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Section 03

THREE LONG-TERM OBJECTIVES HAVE 
BEEN DEVELOPED TO SUPPORT OUR VISION

CREATIVITY VITALITY

FLOURISHING

VISION
The Creative Heart of Geelong: 

an artery between creative 
industries and community 

to global thinking and 
extraordinary 
experiences.

The objectives of Creativity, Vitality and 
Flourishing will drive Geelong Arts Centre’s 
focus areas over the next three years.

CREATIVITY  The arts centre will:
  —   Initiate and collaborate on creative experiences

  —   Commission and mentor creatives who produce high-quality 
experiences, and act as a leader to drive the growth of  
creative enterprise

  —   Assist to export work developed through Geelong Arts Centre 
national and internationally 

  —   Be a launch pad and actively support the growth of creative 
entrepreneurs, taking pride in the unique, high-quality  
art we cultivate

VITALITY The arts centre will:
  —   Grow attendance across program types and increase its  

physical presence in the community as a regional facility

  —   Grow its audience beyond the Geelong region with a focus on activation

  —   Be a key driver of vitality in the precinct and region

  —   Expand outreach programs to be more inclusive of diverse communities

FLOURISHING The arts centre will:
  —   Run profitable commercial operations as part of its business mix

  —   Leverage the redevelopment to generate new revenue streams 

  —   Implement a development strategy based on future fundraising 
needs and opportunities. This includes, but is not limited to, 
philanthropy, grants, sponsorship and partnerships

  —   Be an employer of choice

  —   Sustainably support the environment

 

Source: Stakeholder Consultations (Trust, MCT, Key Stakeholders), 2019. 
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GEELONG ARTS CENTRE HAS  
DEFINED ITS ROLE TO BE:
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Geelong arts centre  
is a major cultural asset.  
It entertains, informs,  
inspires and challenges  
a broad audience with  
a distinctive and diverse 
artistic footprint.

Role of the arts centre

Purpose

Values

Vision

Geelong is Victoria’s second city. With world-class cultural 
facilities, Geelong Arts Centre’s role will expand beyond part-
curation and part-venue for hire, to become a national artistic 
leader and a key part of the revitalisation of Geelong.

Geelong Arts Centre has a focus on art and community. We are 
driven by inspiring growth in activity, innovation, outstanding 
spaces and creatives. We aim to foster creative growth in a 
region renowned for its artistic energy and engagement.

—  Inclusion and diversity

—  Curiosity and exploration

—  Traditional elements of who we are (Our History) 

—  Greatness, inspiration and excellence

—  World-class cultural facilities
 
—  Our people and duty as an employer of choice

—  Being a unique contemporary voice for the region

—  Professionalism and rigour

‘ The Creative Heart of Geelong: an artery  
between creative industries and community to  
global thinking and extraordinary experiences.’
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     KEY
●  CREATIVE OBJECTIVES
●  CREATIVE FOCUSES
●  VITALITY OBJECTIVES
●  VITALITY FOCUSES
●  FLOURISHING OBJECTIVES
●  FLOURISHING FOCUSES

Source: Stakeholder Consultations (Trust, MCT, Key Stakeholders), 2019. 

PLAN ON A PAGE — VISION, 
STRATEGIC OBJECTIVES AND FOCUS AREAS
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CREATIVITY VITALITY

FLOURISHING

VISION
The Creative Heart of Geelong:  

an artery between creative 
industries and community  

to global thinking and 
extraordinary  
experiences.
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TO DELIVER THE STRATEGIC OBJECTIVES, FOUR FOCUS 
AREAS AND TWO KEY ENABLERS HAVE BEEN IDENTIFIED:

14

Focus Areas & Enablers Description

1 Grow Creative Capability Drive a local, national and international agenda by supporting Victoria’s creative industries, and actively incubating and developing local creatives through our new ‘Creative Engine’ 
sub-brand. Our facilities will harbour a creative hub and co-working space that will foster collaboration and nurture creative talent. The Ryrie Street Redevelopment (set to open 
in late-2019) as well as the Little Malop Street Redevelopment are vital drivers of this focus area. Throughout the upgrades, efforts to broaden Geelong Arts Centre’s external 
focus and engage communities offsite will be essential. These efforts will actively support the local arts and cultural sector, and identify and nurture creative talent.

2 Audience-Centred Central to all that we do is our ‘user’ — our audience. We will identify their needs and requirements in order to create and curate diverse, exciting and inclusive experiences, 
programs and activities. Actively designing the artistic program to reflect the variety of backgrounds and perspectives that make up the Geelong community ensures we 
maintain our current audience, while also encouraging non-traditional audience attendance. Broadening audience demographics with performances that enhance overall 
audience appeal, programming culturally relevant productions, cultural experiences and performances, and actively seeking out the best emerging acts will stimulate 
audience and community engagement.

3 Experience-Focused Delivering an exceptional customer experience, one that is imbued throughout the precinct and extends Geelong Arts Centre’s reach, is a priority. Achieving this will involve 
improving accessibility, forging collaborations with cultural precinct partners, creating reasons to visit outside of the theatre with a suite of complementary experience offerings, 
teaming up with partners and brands that promote the vibrancy of the region, and developing hospitality outcomes. The nature of the redevelopments will require us to provide 
alternative interim experiences that will keep customers interested and generate excitement in the lead-up to the Little Malop Street Redevelopment completion.

4 People and Environment Strive to be an employer of choice by understanding our workforce’s needs. Maintain staff satisfaction and retention levels to industry standard. Develop key principles  
to ensure Geelong Arts Centre is adopting environmental practices and working towards sustainability targets. We will also focus on being a safe and secure workplace  
and facility, with a commitment to OH&S practices and safety of staff and patrons.

5 Diversify Revenue Streams Maximise the arts centre’s utilisation and grow non-theatre revenues through food and beverage and philanthropic and corporate donations. Actively pursue entrepreneurial 
opportunities and streamline financial systems and processes to ensure sustainable levels of return on investment in areas such as commercial hires and strategic programming.

6 Systems and Capabilities  
Enhancements

Invest in new and upgraded systems to better understand our audiences and their needs, and provide management with the ability to streamline processes and make 
evidence-based decisions. Strengthen our offering through improved production and presentation equipment, as well as improved building systems and facilities.  
We will aim to achieve operational efficiencies across our back-office systems and processes. 

The Geelong Arts Centre Strategic Plan 2019–22



Section 04 15

‘ The Creative Heart of Geelong: an artery between creative industries  
and community to global thinking and extraordinary experiences.’

5 Diversify Revenue Streams

K   Adopt a strategic approach to attracting private and corporate 
support to accompany the State Government contribution

L   Maximise venue utilisation for commercial venue hire operations 
across existing and new clients

6  Systems and Capabilities Enhancements

M   Upgrade existing systems and processes across our business  
to better meet audience, hirer and business needs

TO DELIVER THE STRATEGIC OBJECTIVES,  
SIX FOCUS AREAS WERE IDENTIFIED,  
ALONG WITH 13 STRATEGIC INITIATIVES.

Source: SPP Analysis

V
IS

IO
N

OBJECTIVE
CREATIVITY 
VITALITY 
FLOURISHING

3 Experience-Focused

F   Collaborate with other  
arts and culture providers  
to enrich the overall  
audience experience

G   Create vibrancy across 
the audience journey and 
develop activation initiatives 
in non-theatre spaces

H   Focus on external market 
communications to drive the 
arts centre’s awareness and 
build brand reputation as a 
leader of the creative industries

4 People and Environment

I   Drive employee engagement 
through understanding  
our workforce needs, 
enhancing communications 
and the provision of an 
ongoing upskilling program

J    Adopt environmentally 
sustainable practices across  
our operations and future 
development of our facilities

1 Grow Creative Capability
 
A   Incubate, develop and  

export local creatives,  
through providing creative  
and business growth  
support across their  
creative’s journey

B   Develop the arts centre  
into a ‘leading creative hub’  
through the use of our  
physical spaces

2  Audience-Centred

C   Develop a deeper 
understanding of our  
core audiences and better  
articulate their needs to  
inform programming

D   Build ongoing programming 
pathways for artistically  
original acts of great quality

E   Appeal to diverse audiences  
through programming  
unique, dynamic and  
relevant performances  
and experiences

The Geelong Arts Centre Strategic Plan 2019–22
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DETAILED DESCRIPTION OF 
THE 13 STRATEGIC INITIATIVES

17

Focus Area Strategic Initiatives Description of Initiatives

1  Grow Creative  
Capability

A Incubate, develop and export local creatives, through 
providing creative and business growth support  
across their creative journey

The arts centre will actively identify and develop local artists and creatives by providing them with adequate and well-focused 
support and space. We will ensure our creatives are consistently offered opportunity for quality skills development and creative 
growth. We will devise an exciting program of events that not only add vibrancy and activation to the new Creative Engine  
sub-brand, but also speak directly to and support our creatives’ bold aspirations and ambitions. We will support art-making  
by providing platforms for networking, collaboration, skills development and creative development. 

B Develop the arts centre into a leading creative hub  
through the use of our physical spaces

Develop a creative hub through the provision of co-working spaces and facilities, to house established creatives.  
We will offer additional support where identified to strongly establish the arts centre’s role as a leader of creative  
industries in the precinct.

2 Audience-Centred C Develop a deeper understanding of our core audiences  
and better articulate their needs to inform programming

Embed an audience-centred culture, where we understand our audiences’ needs and draw from them to inform 
programming, marketing and communications. We will be informed by data and collectively review and establish 
programming strategy in response to our changing community.

D Build ongoing programming pathways for  
Creative Engine participants 

We will seek out emerging and original acts. We will identify new connections, and deepen existing ones,   
with theatre companies, producers, promoters, artists, creatives and communities.  

E Appeal to diverse audiences through  
programming unique, dynamic and relevant  
performances and experiences

In a changing and contemporary environment, we will broaden our offering to deliver an extensive program of performances, 
activities, experiences and events programmed in response to diverse audiences. We can do this while maintaining our core 
audiences, using a motivation segmentation model, and encourage these diverse audiences and our core to connect and 
engage with us. The programming plan will include content for audiences to connect in more varied ways. It will also drive 
larger numbers of visitors from more broad-reaching local communities to the arts centre.

3 Experience-Focused F Collaborate with other experience providers  
to enrich the overall audience experience

Enhance the audience experience throughout the precinct that extends Geelong Arts Centre’s reach. This will involve 
improving accessibility, collaborating with cultural precinct partners on projects, creating reasons to visit outside  
of the theatre with a suite of complementary experience offerings, teaming up with partners and brands that promote  
the vibrancyof the region, and developing hospitality outcomes.

The Geelong Arts Centre Strategic Plan 2019–22



Section 05 18

Focus Area Strategic Initiatives Description of Initiatives

3 Experience-Focused  
Cont.

G Create vibrancy across the audience journey and  
develop activation initiatives in non-theatre spaces

Develop activation initiatives during and around performances, and leverage non-theatre spaces and partnerships to
enhance the community and audience experience in order to position the arts centre as the creative heart of Geelong.

H Focus on external market communications to drive  
the arts centre’s awareness and build brand reputation  
as a leader of the creative industries

Develop external communication strategies at the intersection of the arts centre and its audience, to foster strong  
bonds with old and new customers, promote engagement and market our experiences.

4 People and Environment I Drive employee engagement through understanding  
our workforce needs, enhancing communications  
and the provision of an ongoing upskilling program

Be recognised as an employer of choice by understanding our workforce needs and supporting career development  
throughreviews, work plans and training programs, eg. upskilling staff in the human-centred business model we will  
adopt. We will also focus on OH&S standards, reduction of incident reports and improved staff satisfaction.

J Adopt environmentally sustainable practices across  
our operations and future development of our facilities

Review our environmental footprint and develop key sustainability principles. Actively consider and implement  
sustainable green elements into Stage Two and Three developments.

Improve existing systems with a key outcome being reduction in energy, waste and water. 

5 Diversify Revenue 
Streams

K Adopt a strategic approach to attracting private  
and corporate support to accompany the State  
Government contribution

Implement a Development Strategy based on future fundraising needs and opportunities.  
This includes, but is not limited to, philanthropy, grants, sponsorship and partnerships.

L Maximise venue utilisation for commercial venue  
hire operations across existing and new clients

Actively target commercial venue hires that align with our strategic direction and achieve higher levels of ROI in this area. 
Program strategic and commercially successful works as part of our overall programming mix.

6 Systems and  
Capabilities 
Enhancements

M Upgrade existing systems and processes across  
our business to better meet audience, hirer and  
business needs

Improve use of systems and processes to enhance the customer experience, upgrade production equipment to better  
meet hirer needs and achieve efficiencies in our back-office systems and processes, as well as improved building  
systems and facilities.
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DETAILED DESCRIPTION OF 
THE 13 STRATEGIC INITIATIVES [CONT.]



Section 06

KEY  
PERFORMANCE  
 INDICATORS

Copyright Ferne Millen

The Geelong Arts Centre Strategic Plan 2019–22



Section 06

FOCUS AREA 1:
GROW CREATIVE CAPABILITY

20

Strategic Focus Area 1  Success in three years means …

“WE MUST EXCEL AT …

Driving a local, national and international agenda by supporting  
Victoria’s creative industries, and actively incubating and developing  
local creatives through our new ‘Creative Engine’ sub-brand. 

Leveraging our facilities to harbour a creative hub and co-working  
space that will foster collaboration and nurture creative talent.

The Ryrie Street Redevelopment (set to open in late-2019) as well  
as the Little Malop Street Redevelopment are vital drivers of this focus 
area. Throughout the upgrades, efforts to broaden Geelong Arts Centre’s 
external focus and engage communities offsite will be essential.  
These efforts will actively support the local arts and cultural sector,  
and identify and nurture creative talent.

—   We have successfully launched the ‘Creative Engine’ sub-brand and increased  
our brand awareness.

—   The number of creatives who interact with creative initiatives and the number  
of grants offered (both financial and in-kind) have grown.

—   We are highly regarded by the creative industry and are attracting a high calibre  
of creatives and partners.

—   There is increasing demand for in-kind desk space for creative entrepreneurs  
(50% of desks utilised by creative sector).

—   We have supported the number of creative productions exported outside of Geelong.

CREATIVITY

The Geelong Arts Centre Strategic Plan 2019–22
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FOCUS AREA 1:
GROW CREATIVE CAPABILITY
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Priority Strategic Initiatives and Summary KPI / Milestones

ID Description Owner Actions FY19-20 FY20-21 FY21-22

Lead Support Government Organisational

A Incubate, develop and export local 
creatives by providing creative and 
business growth support across 
their creative’s journey:

—  The arts centre will actively 
identify and develop local artists 
and creatives by providing them 
with adequate and well-focused 
support and space

—   We will ensure our creatives are 
consistently offered opportunity 
for quality skills development 
and creative growth                                                                                   

—   We will devise an exciting 
program of events that not only 
add vibrancy and activation to 
the new Creative Engine sub-
brand, but also speak directly 
to and support our creatives’ 
bold aspirations and ambitions

—  We will support art-making 
by providing platforms for 
networking, collaboration, 
skills development and  
creative development

This will benefit both:
—  Local emerging creatives with 

entrepreneurial aspirations

—  Established talent seeking 
mentorship and looking  
to extend their programs,  
within and beyond the 
domestic market

Exec Producer Dir Marketing Volunteer 
Hours

Creative Engine will be a core component 
of delivering this initiative to early-stage 
creatives.

High-level key actions: 
A  Journey map the creative’s journey from 

ideation stage to established local artist. 
Identify needs and pain-points across 
the journey

B  Against needs analysis, identify the arts 
centre’s value proposition and business 
model to deliver (inputs/outputs) and 
establish an implementation plan

C  Pilot programs through selected groups  
of early-stage, established and community 
artists. Gather feedback

D  Establish a network of mentors as a key 
input to the program. Identify mentors with 
a proven reputation, diversity of practice 
to targeted sectors of the community, and 
keen interest in developing new talent

E  Roll out initiatives to market, supported  
by marketing and communications 
following opening of the Ryrie Street 
Redevelopment

F  Host bootcamps, workshops and  
‘kick-starter’ sessions where like  
minded practitioners can produce 
collaborative works

G   Monitor and iterate program  
to ensure relevance

Develop a business plan that shows 
viability and investment required for 
Creative Engine EP/DCS

Develop brand strategy  
for Creative Engine DMD

Develop Creative Engine  
Strategy and Vision document. 
Seek industry consult for 
comments and revision EP

Minimum 8 desks paid for  
tenancy and 6 for activation 
projects in year one

Set financial targets based  
on programming budget EP/DCS

Implement 1 journey map  
to influence FY programming  
and planning

Program 4 ‘taster’ events July — 
November 2019 to build interest 
and capacity for Creative Engine 
initiatives EP

Develop marketing and comms 
plan DMD

Release to market “ways to get 
involved” program in-line with new 
branding and new website DMD

Curate and schedule: 2 artist 
bootcamps, 6 workshops and  
4 partner programs. Total of  
12 initiatives. Expected  
attendance: 200 BR

Develop local partnership 
plan, including local council, 
universities and TAFE DMD

Implement 1 brand strategy for 
Creative Engine DMD

Secure 2 additional sponsors  
for Creative Engine DMD

Execute 1 brand lead campaign  
for Creative Engine DMD

Execute 1 giving campaign  
for Creative Engine DMD

Secure 1 major artistic partner for 
theatre season and initiatives DMD

Review programming and 
initiatives to inform FY20-21 
actions BR

Seek creative consultation to 
review plans 2020 - 2023 EP

Develop and engage local  
creative advisory groups EP

Seek and apply for funding to 
support programming initiatives, 
or specialised projects DMD/EP                                                              

Curate and schedule: 2 artist 
bootcamps, 10 workshops and  
4 partnership programs.  
Total of 16 initiatives.  
Expected attendances: 300 BR

Secure 1 additional sponsors  
for Creative Engine DMD

Execute 1 brand lead campaign  
for Creative Engine DMD

Execute 1 giving campaign  
for Creative Engine DMD

Maintain 3 partners/sponsors 
secured in 19–20 and 20–21 DMD

Review year-on-year growth  
in FY19-20 to determine KPIs  
for FY20-21 and 21-22 KB DMD 
 
Review programming and 
initiatives to inform FY21-22 
actions BR

Seek and apply for funding to 
support programming initiatives, 
or specialised projects DMD/EP                                                    

Curate and schedule:  
3 artists bootcamps,  
12 workshops and 6 partnership 
programs. Total of 21 initiatives. 
Expected attendance: 500

CREATIVITY
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FOCUS AREA 1:
GROW CREATIVE CAPABILITY

22

Priority Strategic Initiatives and Summary KPI / Milestones

ID Description Owner Actions FY19-20 FY20-21 FY21-22

Lead Support Government Organisational

B Develop the arts centre into a 
leading creative hub through the 
use of our physical spaces

Develop a ‘creative hub’ through 
the provision of co-working spaces 
and facilities to house established 
creatives, and by offering additional 
support where needed

Strongly establish the arts 
centre’s role as a leader of creative 
industries in the precinct through 
words and actions

Exec Producer Support  
from Directors 
Corporate 
Services, 
Marketing and 
Operations

Volunteer 
Hours

High level key actions:
A  Conduct market research to identify 

creative and co-working space 
competitors, as well as additional 
opportunities for the arts centre EP 

B  Conduct research on artists and 
companies to identify critical success 
factors. Profile based on location, type  
of resident attracted, services offered, 
price of offer, etc.

C  Finalise operational framework and 
associated systems and procedures  
to operate Stage Two

D  Identify business model, commercials, 
proportion of artists in residence vs. visiting 

E  Identify core centre capabilities vs. where 
other capabilities need to be brought in

F  Develop lease agreements for new 
spaces and model for Creative Engine 
co-working space

F  Attract initial list of tenants

G  Promote space available for visiting 
domestic and international artists

Develop EOI for in-kind desk space 
DMD/EP 

Develop framework for hiring 
discounts (commercial, local  
and community) DMD/EP

Increased brand awareness  
of sub-brand DMD

 Develop brand strategy  
for Creative Engine DMD

Identify audience and motivation 
segment for Creative Engine DMD

Secure 1 Key sponsor for Creative 
Engine and develop individual 
giving strategy finding DMD

Develop marketing plan DMD

Devise communications plan 
(National) to build a profile for  
the work in Creative Engine 
Average 50% occupancy on  
Desk Space (Nov – June’20) DMD

Track rehearsal studio usage; 
creatives (#) and attendees (#) 
number of hirers (#) number of 
attendees to hired usage (#)  

Establish Baseline Data  
in 2019-2020.

Develop spaces at the arts centre 
or partner locations

Execute 2 marketing campaigns  
to attract artists /residents

Average 70% occupancy on  
desk space.

Increase rehearsal studio  
usage from previous year; 
creatives (#) and attendees  
(#) number of hirers (#) number  
of attendees to hired usage (#)

Set targets based on Baseline Data 
in 2019-2020, to be reviewed in line 
with Budget Adoption.

Secure 1–2 additional 
sponsors

Execute 1 brand lead 
campaign for Creative Engine

Execute 2 marketing 
campaigns to attract  
artists / residents  
Average 80% occupancy on 
Desk Space (Nov – June’20)                                                  

Increase rehearsal studio 
usage from previous year; 
creatives (#) and attendees (#) 
number of hirers (#) number of 
attendees to hired usage (#)

Set targets based on  
Baseline Data in 2019-2020, 
to be reviewed in line with 
Budget Adoption.

CREATIVITY
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Strategic Focus Area 2  Success in three years means …

“WE MUST EXCEL AT …

Delivering diverse, exciting and inclusive experiences, programs and 
activities. Actively curating the artistic program and other activities  
to reflect the variety of backgrounds and perspectives that make up  
the Geelong community. Encouraging non-traditional audience 
attendance and cultural experiences.

Broadening audience demographics with performances that enhance 
overall audience appeal, programming culturally relevant productions 
and performances, and actively seeking out the best emerging acts  
to stimulate audience and community engagement.

—    By investing in audience research and analysis, we have transformed our understanding  
of our core audiences, their key motivations, needs and frustrations. Additionally,  
we have a deeper understanding of the drivers to attract new audiences

—   Increased our audience number across our core and non-core program offering

—   Changed the geographic mix of our audiences by increasing visitation from outside  
of the G21 region

—   Operating a diverse programming strategy to appeal to our core and new audiences,  
hirers and partners

—   We have a strong network of producers ranging from independent theatre companies  
to commercial promoters (domestic and international)

—   Be seen to be a destination in our own right and not just for specific performances

FOCUS AREA 2:
AUDIENCE-CENTRED

CREATIVITY
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FOCUS AREA 2:
AUDIENCE-CENTRED

Priority Strategic Initiatives and Summary KPI / Milestones

ID Description Owner Actions FY19-20 FY20-21 FY21-22

Lead Support Government Organisational

C Develop a deeper understanding 
of our core audiences and 
better reflect their needs in our 
programming 

Embed an audience-centred 
culture where we understand 
our audiences’ needs to inform 
programming, marketing and 
communications
 
An audience development strategy 
is the main deliverable in this area

Dir Marketing Support from 
Directors 
Operations, 
Corporate 
Services and 
Programming

Growth in 
attendance 
numbers 
across our 
programming 
portfolio

High level key actions:
A  Commissioned work to develop a market 

fact-base which:

 —   identifies and sizes current and 
addressable audience markets/groups

 —   describes in detail audience 
perceptions to the arts centre  
(on- and off-site experiences)

 —   is reflected in a motivational 
segmentation model  
(level deeper from the Audience  
Atlas Segmentation model)

 —   develops a framework for ongoing 
audience insights management

B  Business Analyst position (current): 
conduct ongoing analysis and insights 
extraction of new and existing audiences

C  Conduct benchmarking against internal 
arts centre data to identify our audiences 
and assign to cultural segments

D  Expand cultural segments to extract  
key demographic and ethnic groups

E  Continue hirer surveys

Complete 1 Audience 
Development strategy DMD

 Commence 1 analysis of existing 
and target customer group needs, 
frustration and opportunities DMD

Develop targeted marketing material 
through most effective channel DMD

 Deliver ICT Strategy as enabler — 
Systems and Processes DCS

Minimum Margin F&B — 7% DCS

Audience attendance of 200,000 
DCS

Performers on stage — 20,000 
DCS

Attendance to Geelong Arts Centre 
Presents show of 25,000 DCS

Attendance of 10,000 to new 
studio spaces for half year DCS

F&B attendances to reach 
150,000 (75%) DCS

 Continue to build on our 
knowledge of customers with  
2 audience surveys DMD                                                                       

Finalise nce development plan 
DMD

Conduct 1 brand health study

Use systems and CRM to deliver 
marketing campaigns that achieve 
KPIs set in single ticket marketing 
of shows and programs DMD         

Minimum F&B margin 7% DCS

Audience attendance of 250,000 
DCS

Performers on stage — 15,000 
DCS

Attendance to Geelong Arts 
Centre Presents Show — 20,000 
DCS

Attendance of 20,000 to new 
studio spaces for half year DCS

F&B attendances to reach 
150,000 (75%) DCS

Implement audience 
development plan DMD

Minimum Margin F&B — 7% 
DCS

Audience Attendance — 
150,000 DCS

Performers on stage — 15,000 
DCS

Attendance to Geelong  
Arts Centre Presents Show — 
20,000 DCS

New Studios — 20,000 DCS

Food and Beverage attendees 
— 75% of Attendees to shows 
DCS

CREATIVITY

Section 06 The Geelong Arts Centre Strategic Plan 2019–22



25

FOCUS AREA 2:
AUDIENCE-CENTRED

Priority Strategic Initiatives and Summary KPI / Milestones

ID Description Owner Actions FY19-20 FY20-21 FY21-22

Lead Support Government Organisational

D Appeal to diverse audiences (all 
users of our offering) by programming 
unique, dynamic and relevant 
performances and experiences

Broaden the range of offerings to 
appeal to large and diverse audience 
segments beyond the current core 
audience. Leverage motivation 
segment work to inform key 
motivational segment audiences and 
create dialogue and relationships 
with diverse communities

D1  Target potential growth  
areas through offerings  
unique to Geelong

Exec Producer Director 
Marketing

Growth in 
attendance 
numbers 
across our 
programming 
portfolio

High level key actions:
A  Identify high-growth areas throughout 

the Geelong region, Melbourne, 
Melbourne corridor and others

B  Design a program and market it to large 
and diverse demographic profiles across 
these areas

C  Record uptake (advertising engagement 
and conversion to visitors) and pivot 
where required

D  Develop programming strategy that 
responds to changing and broadening 
audience. Include programming responses 
to new audiences and alternative 
experiences

E  Review programming investment across 
all streams, and refocus budgets to new 
programming

Change geographic mix of 
attendees, aiming to attract  
more from non-G21 region

Establish and report on baseline 
in Centre Wide Marking Plan DMD

Implement 3–4 new programming 
streams that connect to audiences 
in different ways

Develop alternative programming 
methods to coincide with Stage 
Three venue disruption EP/DO

Develop audience focused  
centre-wide marketing plan DMD

Continue alternative programming 
models to work around Stage  
Three venue disruption EP/DO

Implement audience focused 
centre-wide marketing plan DMD

Continue alternative 
programming models to  
work around Stage Three 
venue disruption EP/DO

CREATIVITY
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FOCUS AREA 2:
AUDIENCE-CENTRED

Priority Strategic Initiatives and Summary KPI / Milestones

ID Description Owner Actions FY19-20 FY20-21 FY21-22

Lead Support Government Organisational

D D2   Program culturally relevant 
productions to cater to 
Geelong’s changing cultural 
profile and reflect civic pride 
and diversity

Exec Producer Director 
Marketing

High level key actions:
A  Mine Audience Atlas Victoria and the 

arts centre’s segment data to identify 
key ethnic/diverse groups which have  
a higher propensity to visit  
art/cultural centres

B  Identify major calendar of events  
for segments which can guide the type  
and timing of events we look to deliver

C  Build opportunities for cultural groups 
to perform at the arts centre during  
major cultural events

D  Ensure guiding programming principles 
are upheld

E  Develop partnerships with multicultural 
groups or organisations

Programming to respond to 
significant city-wide/civic 
events, and to be included into 
Programming Strategy EP

Deliver 3–4 programs/events to 
coincide with city celebrations EP

Deliver minimum 5 programs/
events that connect to diverse 
audiences EP

Deliver 1–2 larger-scale events in 
partnership with local groups EP

Deliver 3–4 programs/events to 
coincide with city celebrations EP

Deliver minimum 5 programs/
events that connect to diverse 
audiences EP

Deliver 1–2 larger-scale events  
in partnership with local groups EP

Deliver 3–4 programs/
events to coincide with city 
celebrations EP

Deliver minimum 5 programs/
events that connect to diverse 
audiences EP

Deliver 1–2 larger-scale  
events in partnership with 
local groups EP

CREATIVITY
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FOCUS AREA 2:
AUDIENCE-CENTRED

Priority Strategic Initiatives and Summary KPI / Milestones

ID Description Owner Actions FY19-20 FY20-21 FY21-22

Lead Support Government Organisational

D D3   Develop a themed calendar 
of shows with a breadth of 
performance types

Exec Producer Director 
Marketing

Growth in 
attendance 
numbers

High level key actions:
A  Set targets for a wide range of 

performance types

B  Structure calendar to avoid a 
concentration of similar performance 
types at a particular time of the year

C  Structure calendar to not conflict with, 
but rather to complement other events 
occurring within the precinct

D  Program the arts centre’s performances 
and events around major events around the 
region to ensure we increase centre visits

Lead on Precinct working group 
for joint programming and 
coordination EP

New Programming Strategy to 
contain multiple programming 
streams with different target 
audiences and programming 
initiatives EP

Focus on audience growth for the 
following key programming streams:

—  Our Season

—  Musical Mornings

—  Family Magic

—  Creative Learning

15% target growth in attendance EP

 Positive audience/ hirer feedback 
to programming calendar, establish 
this by inclusion in annual surveys 
and establish baseline data DMD

Launch “Our Season” program in 
November 2019 for 2020 – Launch 
Creative Learning Program EP

Increase audience attendance: 
Our Season 5%; Musical Mornings 
5%; Family Magic 10%; Creative 
Learning 5% EP

Develop single ticket marketing 
plans to support the above 
programs EP

Deliver alternative program in new 
spaces and places (targets to be 
developed depending on venue 
availability for redevelopment) EP

Implement single ticket marketing 
plans to support the above program 
DMD

Deliver alternative program in 
new spaces and places (targets 
to be developed depending 
on venue availability for 
redevelopment) EP

CREATIVITY
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FOCUS AREA 2:
AUDIENCE-CENTRED

Priority Strategic Initiatives and Summary KPI / Milestones

ID Description Owner Actions FY19-20 FY20-21 FY21-22

Lead Support Government Organisational

D D4  Maintain audiences 
throughout the 
redevelopment 

Exec Producer Director 
Marketing and 
CEO

Growth in 
attendance 
numbers

High level key actions:
A  Identify key partners and suitable 

locations around the Geelong precinct 
to host events and performances 
throughout the redevelopment

B  Devise experience that will resonate 
with existing demographics. Increase 
frequency of attendance to non-theatre 
season events from existing audience

C  Strive to provide similar programming 
that leverages alternative venues

D  Introduce new and exciting programming 
to generate hype and avoid perception  
of staleness

Devise customer feedback 
mechanism and review current 
survey methods DMD

Scope programming models and 
alternate venue (onsite, and off) 
through Stage Three works EP

Set programming Strategy for 
organisation EP

Strive for minimum 80% customer 
satisfaction DMD

Maintain subscriber numbers at 
minimum of 500 DMD/EP

Program minimum 1-2 performance 
and projects in alternate spaces EP

Develop plan for minimum 2 unique 
programming streams, designed 
for delivery in new (Stage Two) and 
alternate (off-site) spaces. EP

Research and develop business 
case for membership model, with 
intention to launch in 2020-21 
depending on research outcomes 
and viability

Deliver programs in alternative 
spaces EP

Strive for minimum 80% customer 
satisfaction DMD

Maintain subscriber numbers  
at minimum of 500 EP/DMD

Deliver 2–3 unique programming 
streams specifically placed in  
new (Stage Two) and alternate  
(off-site) spaces. EP

Review business case and launch 
membership model in response. 
DMD/EP

Deliver programs in alternative 
spaces Strive for minimum 80% 
customer satisfaction DMD

Maintain subscriber numbers 
at minimum of 500 DMD/EP

Increase in memberships from 
new program launched in 2021 
DMD/EP

CREATIVITY
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FOCUS AREA 2:
AUDIENCE-CENTRED

Priority Strategic Initiatives and Summary KPI / Milestones

ID Description Owner Actions FY19-20 FY20-21 FY21-22

Lead Support Government Organisational

D D5  Adopt inward and outward 
facing approaches to 
programming that support 
Geelong’s individuality 
in larger national and 
international contexts

Exec Producer Director 
Marketing

Growth in 
attendance 
number from 
outside of the 
G21 region

High level key actions:
A  Scope strategic and purposeful 

long-term partnerships with known 
programming brands to strengthen 
reputation, grow audiences and share 
risk on new styles of projects

B  Identify important and unique elements 
of Geelong’s programming identity 
and ensure they are retained (to some 
extent) in upcoming programming

C  Develop signature programming and 
events, offering unique experiences  
with a Geelong flavour

D  Program productions of interest to  
non-local visitors to the region

E  Install long-term display of art to enhance 
audience connection to the arts centre

Positive customer feedback  
to programming

Develop 1–2 signature programming 
events to attract visitor audience to  
the arts centre

Engage external company/artist 
exchange programs 4–5

Attract 1 company in  
residence relationship

Develop 1 company in  
residence project

Deliver 1 the arts centre  
Signature Event

Engage external company/artist 
exchange programs 4–5

Attract 1 long term company  
in residence relationship

Develop 1 company in  
residence project

Deliver 2 arts centre  
signature events 

Engage external company/
artist exchange programs 4–5

Attract 1 long term company 
in residence relationship

Develop 1 company in 
residence project

Continue The arts centre 
Signature Events (2)

CREATIVITY
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FOCUS AREA 2:
AUDIENCE-CENTRED

Priority Strategic Initiatives and Summary KPI / Milestones

ID Description Owner Actions FY19-20 FY20-21 FY21-22

Lead Support Government Organisational

E Build ongoing programming 
pathways for artistically original 
acts of great quality

As a beacon of professional 
practice, the arts centre will seek 
out emerging/original acts and build 
pathways (to and from Geelong) of 
potential shows through identifying 
and deepening connections with 
theatre companies, producers, 
promotors, artists, creatives and 
communities.

Establish connections with 
theatre companies, producers and 
promoters to develop a pipeline of 
potential shows in new programming 
streams (e.g.: dance, music, cabaret, 
jazz, physical theatre)

Exec Producer Director 
Marketing

High level key actions:
A  Identify feasible theatre companies, 

producers and promoters

B  Form mutual agreements/partnerships

C  Promote the arts centre (both online and 
in-person) at these partners’ sites to 
encourage uptake by quality emerging acts

Develop partnership process to track  
the breadth of creative partnerships

Established networks with 
producers and established 
Producer's database EP

Secured minimum of 1–2 shows that 
are stand alone performances with 
a positive commercial outcome – 
Minimum $5-$10k profit EP 

Increase conversion rate/number 
of potential partners to actual 
partners DMD

Establish precinct partners 
database and increase 
membership DMD

The arts centre will co-produce 1 
work which will have an extended 
life after season EP

Provide marketplace professional 
development opportunity for 5 local 
creatives EP

Programming lead staff to attend 
2–3 Arts Marketplaces EP

Secure 1 Partnership MOU’s  
with Established Performing  
Arts Companies EP

The arts centre will co-produce  
1 work which will have an extended 
life after season EP

Provide marketplace professional 
development opportunity for 5 local 
creatives EP

Programming lead staff to attend 
2–3 Arts Marketplaces EP

Secure 1 Partnership MOU’s  
with Established Performing  
Arts Companies EP

The arts centre will co-produce 
1 work which will have an 
extended life after season EP
 
Provide marketplace 
professional development 
opportunity for 5 local 
creatives EP

Programming lead staff to 
attend 2–3 Arts Marketplaces 
EP

Secure 1 Partnership MOU’s 
with Established Performing 
Arts Companies EP

CREATIVITY
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FOCUS AREA 3: 
EXPERIENCE-FOCUSED
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Strategic Focus Area 3  Success in three years means …

“WE MUST EXCEL AT …

Delivering an exceptional customer experience that is embedded throughout 
the precinct and extends the arts centre’s reach. This will involve working 
with public transport operators to improve accessibility, collaborating with 
cultural precinct partners on projects, creating reasons to visit outside 
of the theatre with a suite of complementary pre- and post-performance 
offerings, teaming up with partners and brands that promote the vibrancy 
of the region, and developing hospitality outcomes. Communicating the 
nature of the redevelopments to customers and providing alternative interim 
experiences that will keep customers interested and generate hype in 
the lead-up to the Stage Three completion is also important.

—    We are highly regarded by our audiences/community and they are confident  
with the experience they will have across our theatre and non-theatre events

 
—    We have invested in an evidence-based user journey map that includes inputs  

from real users and focuses on key touchpoints

—    We have optimised our spaces inside and outside the theatre to enhance the customer 
experience pre-, during and post-performance and other events

—    We have successfully articulated our value proposition to existing and potential collaborators

VITALITY
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EXPERIENCE-FOCUSED
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Priority Strategic Initiatives and Summary KPI / Milestones

ID Description Owner Actions FY19-20 FY20-21 FY21-22

Lead Support Government Organisational

F Collaborate with other experience 
providers to enrich the overall 
audience experience

Enhance the audience experience 
through collaborating with 
precinct partners, major local 
and global events and food and 
beverage providers, and supporting 
accessibility to/from the events by 
working with transport operators 
(in the short-term through ‘special 
events’).

Director 
Operations 

Mgr Visitor 
Experience/ 
Exec Producer

High level key actions:
A  Develop a collaboration strategy  

and implementation plan

B  Work with precinct partners to 
collaborate on developing precinct-wide 
offers – one-off and ongoing events

C  Identify, target and approach key domestic 
and international industry event partners to 
bring to the Geelong region, ie. Meow Wolf

D  Develop mutually beneficial agreements 
and identify other partners and sponsors 
as required

E  Deploy strategies to retain partners 
year-on-year, rather than as once-off 
collaborations

Finalised collaboration strategy 
including the identification and 
execution of quick win initiatives 
DO

 Execute on one major initiative  
from the collaboration strategy 
across the precinct DO

Execute on one major initiative 
from the collaboration strategy 
across the precinct DO

VITALITY
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Priority Strategic Initiatives and Summary KPI / Milestones

ID Description Owner Actions FY19-20 FY20-21 FY21-22

Lead Support Government Organisational

G Create vibrancy across the 
audience journey and develop 
activation initiatives in non-theatre 
spaces

Develop activation initiatives 
during and around performances, 
and leverage non-theatre spaces/
partnerships to enhance the 
community/audience experience 
and position the arts centre as the 
‘creative heart — connecting our 
diverse communities’.

G1  Develop activation 
initiatives during and around 
performances – so it’s not just 
a show but an event, ie. before 
show (live music in foyer, 
finger food, social spaces); 
during show (foyer fit-out, 
televise what’s inside the 
theatre).

Exec Producer Director 
Marketing

High level key actions:
A  Identify and prioritise activation initiatives

B  Activate venue spaces to attract and 
welcome visitors in varied ways, sometimes 
beyond ticketed theatre experiences

C  Encourage regular patterns of 
attendance beyond a ‘performance’ 
mode of programming

D  Document level of audience engagement 
with different methods of space activation 
through post-performance discussions 
and surveys

E  Program initiatives in alternate spaces

F  Appoint a food and beverage consultant 
to help the arts centre develop an 
appropriate business model and facilities 
for Stage Three and to assist in the 
process of securing suitable operators  
if appropriate.

Increased food and beverage 
sales and utilisation and establish 
mechanism to accurately count 
attendance at the Centre DO

Success of pre and post show 
entertainment offerings (such as 
themed event and collaborations) 
through audience feedback and 
attendance numbers EP

Increase number of free events 
for the public to minimum 3-5 per 
year EP

Develop user journey mapping DMD

Develop and execute against a 
number of quick win initiatives and 
gather audience/hirer feedback – 
as part of roll out of Programming 
Strategy EP

Seek Council approval for use of 
public spaces (if required) Program 
foyer activation alongside main 
Season programming EP

Food and Bev consultant 
appointed DO

Execute 1 activation and brand-lead 
marketing campaign DMD

Continue activations for Season 
performances through Stage 
Three Redevelopment EP

Initial planning for a centre-
specific Food and Beverage 
Strategy (to be elevated to 
its own initiative in Diversity 
Revenue Streams in the 
2023–2026 Strategic Plan) DO

FOCUS AREA 3: 
EXPERIENCE-FOCUSED

VITALITY
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FOCUS AREA 3: 
EXPERIENCE-FOCUSED

Priority Strategic Initiatives and Summary KPI / Milestones

ID Description Owner Actions FY19-20 FY20-21 FY21-22

Lead Support Government Organisational

G G2  Open our grounds to invite 
the public to visit, emerging 
arts to perform, and 
independent commercial 
operators for the provision 
of hospitality offerings  
e.g. buskers, food vans, etc.

Exec Producer Director 
Operations

High-level key actions:
A  Identify space to be made available  

for the community

B  Create free-to-public events to  
attract people and performances  
to the grounds. Supported with 
marketing communications

Activation of spaces to community 
groups through EOI for those who 
align with our Strategic directions 
EP

Build 3 partnerships and  
deliver combined events EP

Program 4–6 the arts centre 
themed events in foyer or 
alternative spaces EP

Activation of spaces to community 
groups through EOI for those who 
align with our Strategic directions 
EP

Build 3 partnerships and  
deliver combined events EP

Program 4–6 the arts centre 
themed events in foyer or 
alternative spaces EP
 

Activation of spaces to 
community groups through 
EOI for those who align with 
our Strategic directions EP

Build 3 partnerships and  
deliver combined events EP

Program 4–6 the arts centre 
themed events in foyer or 
alternative spaces EP

H Focus on external market 
communications to drive the arts 
centre’s awareness and build 
brand reputation as a leader  
of the creative industries

Director 
Marketing

High-level key actions:
A  Develop external communication 

strategies at the intersection of the arts 
centre and its audience to foster strong 
bonds with old and new customers, 
promote engagement and market  
our experiences

Increased brand awareness through 
incentivised community surveys to 
establish baseline DMD

Growth in attendee numbers across 
our core and non-core offering and 
audience groups including students 
DMD

Develop brand marketing plan DMD

Implement 2 brand marketing 
campaigns DMD

Implement 2 brand marketing 
campaigns DMD

VITALITY
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FOCUS AREA 4:
PEOPLE AND ENVIRONMENT
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Strategic Focus Area 4  Success in three years means …

“WE MUST EXCEL AT …

Being an employer of choice, through understanding our workforce needs 
and providing flexible terms where possible. 

Developing key principles to ensure the arts centre is adopting 
environmental practices and working towards sustainability targets.

—  Each of our staff has annual performance review and a career progression workplan in place

—  We have a program of training our staff in place

—  We have increased our staff satisfaction and reduced our staffing turnover  
(including having made provisions for staff during redevelopment down-time)

—  We are actively seeking and implementing feedback from our staff on an ongoing basis

—  Developed a sustainability strategy and have introduced a green team to champion 
environmentally sustainable practices into the organisation and new facilities

  » We are a safe worskplace 
  » We embrace diversity in our workplace 
  » We support flexible working arrangements 

FLOURISHING
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FOCUS AREA 4:
PEOPLE AND ENVIRONMENT
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Priority Strategic Initiatives and Summary KPI / Milestones

ID Description Owner Actions FY19-20 FY20-21 FY21-22

Lead Support Government Organisational

I Drive employee engagement 
through understanding our 
workforce needs, enhancing 
communications and the provision 
of an ongoing upskilling program
 
Be recognised as an employer 
of choice by understanding our 
workforce needs, supporting career 
development through reviews, 
workplans and training programs 
(upskilling in the business model 
the arts centre will adopt ie. human 
centered thinking)
 
I1  Retain staff and increase  

staff satisfaction

Director 
Corporate 
Services

HR High level key actions:
A  Increase staff retention rate  

for key positions

B  Increase staff satisfaction rates

C  Increase support for flexible  
work arrangements 

 
D  Conduct timely staff survey and ask staff 

feedback to improve staff satisfaction 
 
E  Define and develop flexible working policy 

Staff annual reviews and 
professional development plans 
in place for all staff, including 
succession planning DO/DCS

Identify training areas where  
staff require development DO

Maintain or increase staff 
satisfaction rates year-on-year ALL

Define and develop flexible  
working policy DCS

Reduced down-time (ICT Support) 
to improve productivity

Implement training and development 
plan through HR DCS

Maintain or increase staff 
satisfaction rates year-on-year

Implement flexible working policy 
DCS

Maintain or increase staff 
satisfaction rates year-on-year 
ALL/ELT

Improve and maintain flexible 
working strategy ALL/ELT

I2  Identify alternative working 
arrangement during 
redevelopment and develop 
flexible working arrangements 
going forward

Director 
Corporate 
Services

HR High level key actions:
A  Maximise external programming 

opportunities to provide employment

B  Utilise existing team across other areas 
and redefine work during closure

C  Re-train and maximise closure to refine 
training and development opportunities.

C  Negotiate leave contracts with incentives 
to return when required

D  Devote resources to training up staff 
during this period to ready them for new 
facilities and operation

Offsite availability of systems and 
network with minimum disruption 
DSC

Minimum number of training 
sessions in response to all staff  
HR Review process DCS

Improved staff participation —  
track success by staff feedback 
ALL/ELT

Assessment of workforce 
requirements during 
redevelopment DCS

Develop and communicate 
alternative options for 
relocating staff during facilities 
redevelopment DCS/DMD

Increase or retain staff satisfaction 
levels through surveys ALL/ELT

To be developed in line with annual 
budget process for next two years

Section 06
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FOCUS AREA 4:
PEOPLE AND ENVIRONMENT
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Priority Strategic Initiatives and Summary KPI / Milestones

ID Description Owner Actions FY19-20 FY20-21 FY21-22

Lead Support Government Organisational

J Adopt environmentally sustainable 
practices across our operations and 
future development of our facilities

Review our environmental footprint 
and develop key sustainability 
principles. Actively consider and 
implement ways to sustainably 
integrate green elements into  
Stage Two and Three developments

Director 
Operations

Redevelopment 
Manager
Director
Corp. services

High level key actions:
A  Scan for current opportunities to improve 

practices

B  Report on how practices can be 
more environmentally sustainable 
in accordance with established a 
Sustainability principles

C  Develop baseline success targets

D  Incorporate green design where possible 
in Stage Three design

E  Setup ‘green team’ to champion 
sustainability efforts

F  Develop environmental plan for  
the arts centre

Sustainability strategy developed, 
including identifying quick wins 
and key inputs required for facilities 
development — including  
Stage Two DO

Provide sustainability inputs in 
Stage Three facilities development 
and design DO

Sustainability consultant as part 
of project team for Stage Three 
redevelopment DO

Environmental plan developed DO

‘Green team’ assignment DO

Environmental plan implemented 
and environmental performance 
measured DO

Delivery and improvement on 
sustainability practices DO

Review environmental 
perfomance to make 
improvements or 
enhancements DO

Section 06
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FOCUS AREA 5:
DIVERSIFY REVENUE STREAMS

Strategic Focus Area 5  Success in three years means …

“WE MUST EXCEL AT …

Maximising venue utilisation and growing non-theatre revenues through 
food and beverage, philanthropic and corporate donations.

Actively pursuing entrepreneurial opportunities and streamlining financial 
systems and processes to ensure sustainable levels of return on investment 
in areas such as commercial hires and strategic programming.

—   We will secure high-profile corporate sponsors with naming rights on all four theatre venues 
and other spaces

—   The mix of private and corporate support vs. operating income has increased

—   Finalised a B2B commercial venue hire strategy ready for implementation post-2023

—   Refined commercial fees and charges scheme for optimal ROI

—   Conducted an annual auditing of memberships (with HR) and hirer/professional memberships

   Note:  In FY19-20 we will commence planning on a centre-wide Food and Beverage Strategy. 
This is currently captured in Initiative 7 for the purposes of the 2019-22 Strategic Plan.

VITALITY

Section 06 The Geelong Arts Centre Strategic Plan 2019–22

DMD Director Marketing and Development

EP Executive Producer

DO Director Operations

DCS Director Corporate Services

CEO Chief Executive Officer



39

FOCUS AREA 5:
DIVERSIFY REVENUE STREAMS

Priority Strategic Initiatives and Summary KPI / Milestones

ID Description Owner Actions FY19-20 FY20-21 FY21-22

Lead Support Government Organisational

K Adopt a strategic approach to 
attracting private and corporate 
support to accompany the State 
Government contribution

Adopt a strategic approach to 
identifying and approaching 
potential donors and philanthropic 
organisations and businesses

Director 
Marketing

Support 
Directors 
Corporate 
Services and 
Operations

High level key actions:
A  Develop funding targets and approach 

over the next two years

B  Develop list of target supporters, including 
regulator donors, Giving Circle, wider-
reaching partnerships at national and 
state levels

C  Develop a framework approach

D  Develop the arts centre proposition and 
best approach model

E  Development implementation plan

F  Monitor and track performance

Increase mix of philanthropic/ 
donor investment in the arts centre 
in line with implementation of 
Development and Sponsorship 
plan DMD

Grow value of existing donor group 
DMD

Attract and retain new donors DMD

Attract state and national donors 
DMD

Finalise philanthropic strategy  
and donor growth DMD

Commence implementation  
of strategy DMD

Execute 2 giving campaigns DMD

Maintain implementation of 
development strategy DMD

Execute 2 giving campaigns 
DMD

VITALITY
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FOCUS AREA 5:
DIVERSIFY REVENUE STREAMS

Priority Strategic Initiatives and Summary KPI / Milestones

ID Description Owner Actions FY19-20 FY20-21 FY21-22

Lead Support Government Organisational

L Maximise venue utilisation and 
financial margin for commercial 
venue hire operations across 
existing and new venue hire clients
 
Actively target commercial venue 
hires that align with our strategic 
direction and achieve higher levels 
of ROI in this area
 
Program strategic and commercially 
successful works as part of our 
overall programming mix
 
Develop/strengthen relationships 
that will actively bring new 
business such as commercial 
hires, conferences and events to 
the arts centre

Director 
Corporate 
Services

Support from 
ELT and CEO

High Level Key actions:
A  Establish fact-base of current B2B business 

by identifying the number and type of hirers, 
frequency and occupancy, and opportunities 
to establish deeper relationships/offer new 
programs with hirers

 
B  Identify revenue uplift of deepening 

relationships with existing hirers and  
the value of attracting new hirers

C  Develop a clear view of current venue 
utilisation and identify key dates/times 
which utilisation isn’t being maximised

D  Identify target list of potential new users 
for the space and target hirers, ie. which 
audiences/ potential customers (schools, 
other businesses) with what programs

E  Develop a commercial model for  
off-peak hirers

F  Develop marketing communications 
strategy to target hirers g) Include 
commercialisation actions in the 
Programming Strategy Doc

G  Review role of Presenter Services Team  
in Sales and Marketing for events

 
H  Strengthen our capability and capacity 

to deliver AV services to corporate clients 
and commercial hirers via improved 
equipment and staff training together with 
an ongoing program of asset replacement 
and upgrade

Increase ROI from previous  
years for commercial hires DCS/DO

Identify and implement opportunities 
to optimise fees and charges for 
commercial venue hires DCS

Update marketing services guide 
for commercial hires DMD

Continue attracting commercial 
venue hires DO

Conduct an annual review of 
our memberships and identify 
opportunities to strengthen 
relationships DCS/DMD

Develop Sales and Marketing 
strategy for conferencing and 
events as part of centre-wide 
marketing plan DMD

Program 1–2 popular projects with 
minimum $5-$10k net profit EP

Implement 1–2 joint projects in 
conjunction with commercial hirers 
EP/DO (through Presenter Services)

Increase meetings and small 
conferences with food and 
beverage offer DO (through 
Presenter Services)

Asset replacement strategy 
developed by the Infrastructure 
Improvement Working Group  
DO/DCS

Staff training needs identified 
via Performance Development 
process DCS

Continue attracting commercial 
venue hires DO

Conduct an annual review of 
our memberships and identify 
opportunities to strengthen 
relationships DCS/DMD 

Program/Deliver 1–2 popular 
projects with minimum $5-$10k  
net profit EP 

Program/Deliver 1–2 joint projects in 
conjunction with commercial hirers 
EP/DO (Through Presenter Services)

Asset replacement strategy 
implemented and reviewed  
annually DO/DCS

Training delivered as per training 
and development plan DCS

Finalise commercial strategy 
to align with the finalization 
of Stage Three redevelopment 
including Program/Deliver 1–2 
popular projects with desired 
commercial returns EP/DCS
 
Program/Deliver 1–2 joint 
projects in conjunction with 
commercial hirers

VITALITY
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FOCUS AREA 6:
SYSTEMS AND CAPABILITIES ENABLEMENT
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Strategic Focus Area 6  Success in three years means …

“WE MUST EXCEL AT …

Investing in new and upgraded systems to understand our audiences 
and their needs, strengthen our hirer offering through better production 
equipment and achieve operational efficiencies across our back-office 
systems and processes.

—  We have successfully integrated the new CRM with enhanced data capture  
and reporting capabilities

—  Developed capabilities to measure venue visitation and spend across existing  
and new audiences (and another analytical processes)

—  Automated manual processes to increase the efficiency and effectiveness  
of our back office operations

—  We have upgraded our production equipment to provide a compelling proposition for hirers
  »   We have improved our OHS processes and reduced the number of safety incidents  

in the premises that we manage or occupy.
  »  We have reviewed the effectiveness of our supplier agreements 
  »  We have continued to participate in relevant security and safety forums 
  »  We have improved our environmental systems

CREATIVITY
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FOCUS AREA 6:
SYSTEMS AND CAPABILITIES ENABLEMENT
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Priority Strategic Initiatives and Summary KPI / Milestones

ID Description Owner Actions FY19-20 FY20-21 FY21-22

Lead Support Government Organisational

M Upgrade existing systems and 
processes across our business to 
better meet audience, hirer and 
business needs

Improve use of systems and 
processes to enhance the customer 
experience, upgrade production 
equipment to better meet hirer 
needs and achieve efficiencies 
in our back-office systems and 
processes

M1 Implement CRM system 

Dir Corporate 
Services

Dir Operations High level key actions:
A  Build on data analysis capabilities

B  Develop an approach to synthesise 
audience/customer information and  
draw key insights from the right data

C  Put together further customer experience 
initiatives based on findings

Successfully implemented the  
CRM system with minimal business 
disruption and to cost DMD/DCS

Review and upgrade of our venue 
operation process and systems to  
reduce the show settlement time 
DCS

Reviewed and revised IT roadmap 
and implementation timeline  
DCS (Through MGR ICT)

Asset management framework 
completed DCS/DO

Review of governance systems and 
processes complete DCS

Update Asset Management/Capital 
Replacement Plan DCS

 Enhanced data capture and 
analysis capabilities to inform 
business decision DCS

Minimum 2 additional business 
improvement projects completed 
DCS

Increased allocation of resources  
to delivery of asset lifecycle DCS

Update Asset Management/ 
Capital Replacement Plan DCS

Increased allocation of 
resources to delivery of asset 
lifecycle DCS

Update Asset Management/
Capital Replacement Plan DCS

M2  Drive business process 
improvements

Dir Corporate 
Services

Dir Operations High level key actions:
A  Upgrade processes from manual to 

automatic/digital

B  Review and update governance structure

C  As per the IT roadmap, develop the 
website, ticketing systems, digital asset 
management, marketing monitoring and 
reporting, server infrastructure and other 
systems to improve processes

D  Set efficiency targets/metrics

E  Review efficiency improvements based on 
targets and identify problem areas to focus on

FTE hours realised from efficiency 
improvements DCS

Staff satisfaction levels from 
improved processes DCS
 
Identify processes where 
opportunities exist to automate  
and can provide the highest  
impact to the organisation DCS

Automate key processes  
and review impact DCS

Upgrade of Finance system and BI 
Dashboard for effective and timely 
KPI reporting DCS

Deliver a fully integrated 
solution (Ticketing, Venue 
ops, AIMS, Rostering, HR 
system, Finance System, BI 
Dashboards) to the business 
to increase efficiencies and 
data analysis cababilities DCS

CREATIVITY
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KEY RISKS HAVE BEEN IDENTIFIED 
AND WILL BE MONITORED

44

The role of the PMO cannot be understated in managing the transformation process and mitigating the major risks  
Geelong Arts Centre will face in regards to HR, internal capabilities and changing market environment. 

The risk that … This is significant because Likelihood Impact Risk Mitigation Action

Stage Two and Three redevelopments will have 
construction delays and disruption to business 
as usual upon commencement of Stage Three

Stage Three redevelopment may result  
in all theatres / areas being unavailable  
for a period of 12 months HIGH HIGH

—  Strengthening partnerships with G21, City of  
Greater Geelong council, Committee for Geelong, 
Deakin University and other neighbouring organisations 
for mutual benefit and cross-promotion

—  Leverage spaces at Deakin University,  
the Library, Gallery, the green spaces

Ongoing funding and capital investment 
requirement

The transformation period requires additional 
operating and capital investment which 
creates an incremental deficit

HIGH HIGH

—  Determining alternative sources of commercial revenue 
opportunities/ sponsorship and philanthropic income

—  Developing philanthropic strategy to increase the 
sponsorship & funding support for programs

The arts centre’s staff utilisation falls  
and alternative resourcing arrangements  
are required

Over the redevelopment period certain 
services and operations may no longer  
be viable to deliver with the same number  
or configuration of staff

LOW HIGH

—  Offer secondments to other centres within the region – 
leverage partnerships

—  Use a less active period to train up staff and ready them 
for the significant shift in operations

—  Be transparent when negotiating contracts and work with 
staff to come to a solution

Alternative activities that do not rely on theatre 
space do not attract audiences to the intended 
degree

During the redevelopment phase many 
venues will be inaccessible, creating the  
need to connect with audiences beyond  
the walls of the theatre LOW MEDIUM

—  Conduct sufficient customer research prior to activity launches
—  Tailor marketing to suit the needs of a diverse audience 

base and generate buzz around new conditions
—  Make best use of other venues and the Geelong 

community/environment
—  Foster partnerships with cultural groups to expand 

audiences and leverage the resource base

The community loses interest and connection 
to Geelong Arts Centre

Major changes may stall the delivery of 
traditional activities (what the arts centre is 
known for) and the new vision/offering may 
differ from the interests of the people

LOW MEDIUM
—  Several (staged) programming initiatives
—  Stakeholder messaging in place to keep the hype  

and excitement of the new facilities reopeningSource: SPP Analysis
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Stage One, Two and Three redevelopments will meet critical artistic and creative aspirations, 
meet compliance gaps, increase capacity, reinvent the façade, extend F&B areas, and reimagine the foyer area.

TIMELINE OF THE ARTS CENTRE’S DEVELOPMENT 

GEELONG ARTS CENTRE HAS UNDERGONE SIGNIFICANT FACILITIES 
REDEVELOPMENT WHICH WILL DRIVE FURTHER REASONS TO VISIT  
AND SPEND

Source: Stakeholder consultation (March 2019), The arts centre Strategic Plan (October 2015), Budget Bid — The arts centre Stage Three Redevelopment, 2018

COMPLETED 2020 TO BE COMPLETED LATE 2019 DEVELOPMENT TO COMMENCE AS PER 2020-24 STRATEGY

STAGE ONE 
Upgrade of the Playhouse auditorium
 
— Refresh the interior
—  Upgrade lighting and technical components, 

including energy efficient solutions
—  Install wooden panelling to improve acoustics
—  Meet some significant compliance requirements 

STAGE TWO 
Ryrie St Redevelopment
 
—  Build a strong facade to contribute to the 

revitalisation of Ryrie St and the CBD
—  Convert The Church to a 150 seat cabaret/

music space
—  Increase heavily utilised dance studios and 

rehearsal spaces from 2 to 4
—  Build a floor for creative industries
—  Address access and safety issues including 

a new entrance and universal access to the 
Playhouse balcony

—  Secure the Barwon Health site for later 
development

STAGE THREE 
Little Malop Street Redevelopment
 
—  Convert the current 300 seat drama theatre 

to 500 seats, boosting community access, 
programming and hire opportunities

—  Construct a new 250 seat space, black box/
rough house theatre (80-100 seats) and 
associated back and front of house facilities

—   Construct new conference/hospitality areas
—  Build an outdoor plaza/performance/public 

celebration area linked to the Courtyard Theatre
—  Install and showcase public art/creative content
—  Build food and beverage offerings that  

are a destination
—  Build new administration, box office,  

front of house and public amenities
—  Build additional back of house facilities
—  Ensure access is compliant with legislation
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GEELONG ARTS CENTRE HAS A NUMBER OF CORE STRENGTHS  
AND CAPABILITIES AVAILABLE THAT IT CAN LEVERAGE TO  
DRIVE GROWTH ACROSS THE REGION

46

The arts centre has all the right elements available at its disposal to drive  
and capture the growth of the Geelong region and the arts.

STRENGTHS OPPORTUNITIES

1  New facilities
—  Greater facility size (capacity) post-redevelopment 
—  Large scale of operations

2  Our people
—  Capability of loyal and hardworking staff 
—  Local community support 
—   A diverse, wide audience base and viewer community  

(still room for improvement)

3  Location
—  Only state government supported agency in regional Australia 
—  Location in Geelong’s centre with proximity to Little Malop Street

4 Strong performance programming

1  Revising operating model 
—  Balancing community and for profit focus 
—   Renegotiating salaries to be more competitive with other large 

organisations in Geelong
 —  Setting targets to achieve higher utilisation 

2 Leveraging the arts centre’s points of difference
 —  Location and position as a cultural hub
 —  Engaged audience base
 —   Stage Two development assets, including programming,  

funding and performer/industry collaboration opportunities

3  Recalibrating offering 
 —  Including a corporate/conference offering
 —   Enhancing both core and satellite operations in central Geelong  

and beyond (extending to international appeal)

4  Supporting our people and community
 —  Enhancing lifelong learning via better education programs
 —  Facilitating more cultural leadership work 

Source: Stakeholder Consultations, 2019, The arts centre Strategic Plan, 2015, Geelong Performing Arts Centre Stage Three Redevelopment Budget Bid
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Source: GPAC Annual Report 2017-18

The arts centre has an opportunity to alter how we use our resources to garner stakeholder interest and 
support. We need to clever and creative in how we use our assets throughout the redevelopment.” — Trust

GEELONG ARTS CENTRE CAN BETTER LEVERAGE ITS CORE ASSETS  
(THEATRE CAPACITY) BY INCREASING OCCUPANCY LEVELS/DRIVING 
ATTENDANCE

THE PLAYHOUSE

CAPACITY 800 OCCUPANCY 73% TARGET 70%

 3% POINTS ABOVE TARGET

DRAMA THEATRE

CAPACITY 325 OCCUPANCY 47% TARGET 45%

 2% POINTS ABOVE TARGET

TOTAL CENTRE VENUE 2017-18 ATTENDANCE 98,401 TOTAL COSTA HALL 2017-18 ATTENDANCE 78,708

TOTAL 2017-18 ATTENDANCE 177,109

TOTAL 2017-18 BOX OFFICE SPEND $6,567,704

DEAKIN'S COSTA HALL

CAPACITY 1422 OCCUPANCY 43% TARGET 31%

 12% POINTS ABOVE TARGET
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Creative Industries  
Contribution to State Economy

(AU$ 2013-2018)

2013-14 2017-18
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Source: Calls For Creatives to Help Shape Victoria’s Arts Future, March 2019

Creative industries have contributed $28.4BN to the state economy,  
employ 260K Victorians and have a cultural tourism market worth $2BN

SINCE 2013, VICTORIA’S CREATIVE INDUSTRIES HAVE EXPERIENCED 
SIGNIFICANT GROWTH, AS HAS THEIR ECONOMIC IMPACT

Cultural Tourism 
Contribution to the State

(AU$ 2013-2018)

2013-14 2017-18

Employment to the State

(AU$ 2013-2018)

2013-14 2017-18

$22.7BN

$1.0BN

220K

$28.4BN $2.0BN 260K

+5.8% +18.9% +4.3%
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In 2016, DJPR released Victoria’s first Creative Industries Strategy, 
backed by $115m of new funding.

TIMELINE OF CREATIVE VICTORIA: CREATIVE STATE, VICTORIA’S FIRST CREATIVE INDUSTRIES STRATEGY

THE VICTORIAN GOVERNMENT HAS A CLEAR PLAN TO CONTINUE  
TO GROW THE CREATIVE INDUSTRIES AND THEIR CONTRIBUTION 
TO THE STATE

Source: DJPR Creative State,  
Vitoria’s First Creative Industries Strategy 2016-2020

THE 2016-2020 STRATEGY THE 2020-24 STRATEGY

—  Launched in April 2016, Creative 
State is the Victorian Government’s 
four year strategy to strengthen and 
grow the state's creative industries. 
The strategy was developed through 
the input of over 10,000 Victorians

—  The strategy was backed by $115 
million in new funding and contained 
40 targeted actions to grow the 
state’s $23 billion creative and 
cultural economy, provide career 
and entertainment opportunities, 
and position Victoria as a globally 
recognised creative state

The initiatives focused on driving  
growth in five key areas:
—  Backing Creative Talent
—  Strengthening the Creative 

Industries Ecosystem
—  Delivering Wider Economic and 

Social Impact
—  Increasing Participation and Access
—  Building International Engagement

—  In March, 2019, the Andrews  
Labor Government announced that  
it was continuing to support the 
Creative Industries with calls for  
input to continue to build Victoria’s  
reputation as the creative state

“ We want to be able 
to clearly see The 
arts centre’s role 
in supporting and 
stimulating creative 
industries in the region 
and its responsiveness  
to changing forces” 
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GEELONG IS CHANGING TO A 
GLOBALLY RECOGNISED MODERN 
CITY AND THE GEELONG ARTS 
CENTRE CAN CAPITALISE  
ON THIS GROWTH
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Ryrie Street Redevelopment. Renders provided by Hassell Studio
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GEELONG’S CHANGING DEMOGRAPHY

CITY OF GREATER GEELONG POPULATION
HISTORICAL AND FORECAST GROWTH, 2006 TO 2036

2006 2011 2016 2021 2026 2031 2036

MEDIUM HOUSEHOLD INCOME

—  Median household income in Greater Geelong increased by 18.6% between 2011 and 
2016, from $1049 to $1244

—  Over the same period, Australian median household income increased by 16.5%

—  The proportion of the population with a gross household income >$3000 increased 
from 6.9% in 2011 to 10.19% in 2016 

—  Geelong’s fast growing median income is expected to drive increased discretionary 
expenditure and demand for performing arts

 
MEDIUM HOUSEHOLD INCOME

—  Educational attainment is continuing to grow across the Greater Geelong area

—  The proportion of the population of Regional Geelong with a Bachelor’s  
degree or higher increased from 13.2% in 2011 to 19.5% in 2016

—  With a direct correlation between educational attainment and patronage  
of the arts, Geelong’s increasingly educated population is expected to drive 
demand for the arts centre’s services

197K
215K

233K

260K
282K

304K

326K
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Source: Australian Bureau of Statistics for City of Greater Geelong, Forecast.id.com.au for City of Greater Geelong

Geelong’s demand for entertainment, culture and creative arts is expected to grow substantially.

GEELONG'S GROWING POPULATION AND CHANGING  
DEMOGRAPHICS WILL DRIVE DEMAND FOR THE ARTS

Total growth (2016 to 2036) 93K people, 40%
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CASE STUDY: ALONG WITH OTHER MAJOR INFRASTRUTURE  
PROJECTS IN THE REGION, THE APPROVED GEELONG CONVENTION  
AND EXHIBITION CENTRE WILL PRESENT NEW OPPORTUNITIES.

Source: G21 website, Stakeholder consultations

THE PROPOSED GEELONG CONVENTION & EXHIBITION CENTRE

About
—  Located at Deakin's waterfront campus car park
—  Multipurpose format to accommodate small to medium size events
—  Seating for up to 1,000 people in a banquet setting
—  1,000 seat auditorium with smaller theatrettes
—  Pillarless exhibition/display area over 3,000 square metres
—  Ancillary facilities including parking, retail and associated facilities
—  Provision for a 4-star hotel of at least 200 rooms as part of the complex

Relevance to the arts centre
—  Potential to market to new audiences that visit Geelong
—  Opportunity to capitalise on Geelong’s growing reputation as a corporate event location 

and develop an alternative, unique corporate hire offering that leverages the arts centre’s 
assets (such as a stimulating environment for creative thinking)

—  Formal partnership and collaboration opportunities 

The Geelong City Deal:
Federal Government commitment: $30 million 
State Government commitment: $140 million

With major upgrades to Kardinia Park, infrastructure delivery as part of 'Geelong City Deals'  
funding and further expansion of Deakin University, these kinds of projects unlock additional  
demand from new visitors to the region and The arts centre’s offerings.

“ The convention centre will focus on attracting 
a business audience to conferences and 
conventions. The arts centre’s the offering should 
be delineated from this” — City of Greater Geelong

“ The arts centre should think about the added 
audiences in the region that come with conferences 
at the convention centre” — G21
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Geelong is repositioning itself from its manufacturing past to a knowledge  
and cultural based future as a UNESCO-acknowledged City of Design.

TIMELINE OF GEELONG’S EVOLUTION INTO A CREATIVE CITY

GEELONG IS CHANGING FROM A MANUFACTURING CITY  
TO A MODERN GLOBAL CITY

Source: Geelong 

PRE–2016 2013-2016+ JULY 2017 AUGUST 2017 OCTOBER 2017

Manufacturing Economy
Pre-2016, Geelong was largely 
seen as a manufacturing economy. 
However, closures of various 
manufacturers has marked the 
City’s transition to a knowledge and 
culture-based regional centre:
 
2013  Closure of Qantas’  

maintenance facility  
in Avalon

2014  Closure of the Alcoa  
aluminium mill 

2016  Closure of the Ford Factory 

This lead to a push from government 
and other stakeholders to diversify 
drivers of economic growth in Geelong 
through sectors such as research, 
tourism and Creative Industries

—  Encourages people to live and 
work in the city (growth), job 
creation, demand for retail 
services, creativity and vibrancy,  
and incentive to develop and invest

—  Supports major projects, such as  
the arts centre’s Stage Two 
redevelopments

—  Has identified precinct-wide 
opportunities such as integrating 
art into the public realm and 
facilitating street-based art  
and cultural events

—  The Little Malop Street design 
allows for the temporary closure 
of the street, focused around  
a central events space and  
other vibrant features

—  2047 vision for Geelong  
to be recognised as a clever  
and creative city

—  Focuses on community elements 
such as sustainability, prosperity, 
connectivity and creativity

—  Success to be driven by investment 
in community events, development 
and attraction of creative industries, 
re-use of heritage assets, etc. 

—  Australia’s only designated  
City of Design, Geelong joined  
an international network of  
cities committed to the power  
of creativity and innovation in  
building sustainable cities

—  Geelong has a position as a vibrant 
commercial design base with a 
unique urban form and substantial 
social/cultural assets 
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STATE AND FEDERAL GOVERNMENT FUNDING COMMITTMENT

$7.9M Business Case for the arts centre and the Geelong Library and Heritage Centre  
together with the old Courthouse Building refurbishment

$128M Geelong Arts Centre Stage Three Little Malop Street Redevelopment

$38.5M towards Geelong Arts Centre Stage Two Ryrie Street redevelopment

$3M towards Geelong Arts Centre Stage One Playhouse refurbishment

$25M towards the Geelong Library and Heritage Centre

$100K to develop a business plan for the Geelong Gallery Upgrade

The arts centre has been a large recipient of funds 
allocated from State and Federal government. 

As a member of the Geelong Cultural Precinct,  
the arts centre has committed to taking a 
leadership role.

TO DATE, THE STATE AND FEDERAL GOVERNMENT HAS COMMITTED 
$305M TO DELIVERING THE CULTURAL PRECINCT MASTERPLAN

Source:  G21: Geelong Cultural Precinct website, 2019. 
Note:      $15m of Federal Government funding has been committed; $10, towards the Geelong Library and Heritage Centre  

and $5m towards streetscape upgrades within the Arts and Cultural Precinct through the Geelong City Deal Source: Geelong Cultural Precinct Leadership Group Strategic Plan 08, Above member websites

GEELONG CULTURAL PRECINCT 

OTHER MEMBERS OF THE GEELONG ARTS COMMUNITY

GEELONG GALLERY DIVERSITAT GEELONG PERFORMING ARTS CENTRE

DEAKIN UNIVERSITY BACK TO BACK THEATRE COURTHOUSE YOUTH ARTS CENTRE

GEELONG HERITAGE CENTRE

OTHER MEMBERS OF THE GEELONG ARTS COMMUNITY INCLUDING LOCAL GALLERIES, 
PERFORMANCE SCHOOLS AND MANY LOCAL PERFORMING COMPANIES

CULTURAL PRECINCT LEADERSHIP OBJECTIVES

GOAL 1   Increase audiences  
 We aim to increase the number and diversity of visitors to the precinct and to  
stakeholder arts organisations

GOAL 2   Create a dynamic arts hub 
We will create a dynamic hub that actively promotes access to, and engagement with,  
the arts within the precinct and throughout the wider community

GOAL 3   Enhance the precinct’s public profile 
We will enhance the public profile of the precinct as a key regional destination and as a widely 
recognised model of co-operative planning

GOAL 4   Deliver compelling, coherent leadership 
We will operate as an outstanding Leadership Group and, in doing so, exemplify the principles of 
good corporate governance

“ The arts centre will measure its success  
by how strongly it engages in the arts  
and cultural precinct more broadly”  
— Staff
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DEVELOPING GEELONG’S ART AND CULTURAL PRECINCT IS KEY  
TO DELIVERING SIGNIFICANT ECONOMIC AND SOCIAL OUTCOMES

Source: Arts and Cultural Precinct Masterplan, July 2017

CENTRAL GEELONG MASTER PLAN

The Geelong Cultural Precinct will:
—  Inject over $30 million to Gross Regional Product annually and increase local output  

by more than $65 million annually (direct and indirect impacts)
—  Create around 390 local ongoing jobs after completion and support almost  

700 Victorian jobs during construction (direct and indirect jobs)
—  Enhance the livability of the G21 region, providing a cultural imperative for businesses  

and spurring potential residents to relocate to the region
—  Improve access to and participation in the arts. A redeveloped Geelong Gallery has the  

potential to attract up to 200,000 visitors annually
—  Create a unique and distinctive artistic facility that will attract both domestic and international tourists
—  Create a home for artists and creative industries to work and create Geelong’s cultural exports

REVITALISING CENTRAL GEELONG 2017

The Geelong Cultural Precinct will:
—  More people living and working in  

Central Geelong
—  Permanent job and construction job creation
—  New development opportunities
—  Demand for retail and services
—  Creativity and vibrancy across the city  

(day and night)
—  Private sector confidence to invest in  

Central Geelong

To do this, the Government is investing in 
a number of strategic projects which are 
grouped across:
—  Planning for Growth
—  A Stronger CBD
—  Inhabiting the City
—  Smart City – Cultural Precinct Collaboration
—  Getting Around
—  Green Spine

The implementation of the Cultural  
Precinct Master Plan is underway.

The Revitalizing Central Geelong Action plan sets out  
the Victorian Government’s 10 year agenda designed  
to drive change throughout Central Geelong
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WITHIN THE NEXT FIVE YEARS, 
THE ARTS CENTRE WILL STRIVE  
TO WORK HAND IN HAND WITH 
CREATIVE COMPANIES AND 
ENTREPRENEURS TO DO THINGS 
DIFFERENTLY IN GEELONG, AND 
CULTIVATE HUNDREDS OF LOCAL  
JOBS IN THE CREATIVE PRECINCT.  
— TRUST
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Copyright Ferne Millen
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The arts centre’s way of developing local artists.

GEELONG ARTS CENTRE WILL SUPPORT AND DEVELOP 
LOCAL ARTISTS FROM INCEPTION TO EXPORT

Source: SPP

INCEPTION PRESENTATIONACCELERATION EXPORTATION

Ideate Plan Integrate PerformDevelop Refine Tweak Release

—  Drive active thinking,  
spark brainstorming and  
guide initial direction

—  Lay down foundations  
and help set expectations

—  Produce and support works to 
presentation standard 

—  Provide facilities and professional 
production support

—  Premier new works from emerging 
and independents

—  Consistently provide feedback  
and training opportunities for 
aspiring artists

—  Creative development opportunities 
and access to resources

—  Offer insights and advice to refine 
professional product

—  Leverage networks, relationships 
and skills to showcase art across 
Victoria and beyond 

No artist’s journey is the same, requiring varying levels of support. The arts centre will incubate and accelerate local creatives to develop their craft and  
reach their full potential. Starting at the artist’s inception, the arts centre will offer crucial resources that enable artists to develop and present their work

Skills development and 
collaborative opportunities

Mentorship and rehearsal/work 
space provision

Producing and staging works Marketing and export of works

A final product 
that combines 
expert training, 
artist authenticity, 
in-depth feedback, 
facilities and 
capabilities. 
We support 
professional 
practice with  
a focus on local 
artists.

“ We see great importance in identifying community hirers who  
have aspirations to develop their skills and hosting workshops  
and development programs to support them”  
— MCT
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GEELONG ARTS CENTRE WILL SUPPORT LOCAL ARTISTS TO 
DEVELOP AND EXPORT THEIR PERFORMANCES OUTSIDE VICTORIA

GEELONG PERFORMING ARTS CENTRE LEVELS OF SUPPORT

Source: http://creative.vic.gov.au/Arts_in_Victoria/Features/Feature_Stories/Challenging_perceptions_Geelong%E2%80%99s_Back_to_Back_Theatre; Accessed September 2015 

Geelong is home to a growing arts community and the arts centre intends to foster artists and groups  
to create high quality local productions to add to the national and international touring circuit. 

THIS MODEL HAS WORKED IN THE PAST

—  The arts centre invested in the professional 
production of Extinction. Produced by the arts 
centre and toured professional within Victoria 
and interstate; 

—  Back to Back Theatre is an example of a 
successful local international export that  
is supported by the arts centre.

—  In 2018, the arts centre offered two $10,000 
Creative Engine grants to Geelong based artists 
to access space. Both of these grants  
will have works in development 

—  Joel Carnegie

Providing access to rehearsal space

Provide marketing support

Provide mentorship and guidance to develop high quality content

Assist to fund and secure funding through 
support

Provide expert advice and technical support on productions

Presentation of new work in development or professional 
premiere

Provide spaces to create, rehearse and perform

1 artist/performance group at any given time

1–2 artist/performance groups

1–2 artist/performance 
groups
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GEELONG ARTS CENTRE COLLABORATION MODEL

THE ARTS CENTRE’S COLLABORATION MODEL OBJECTIVES

The arts centre’s role  
in supporting creative 
industries is one of  
facilitation and 
enablement.

Individuals and businesses 
in the Creative Industries 
looking for professional 
opportunities.

 »

Provide office, desk and shared  
space for rent/ residency…

 »

  —  Intellectual property owned by  
those who created it

  —  Commercial business models

  —  Employment opportunities

  —  Create a community of practice

  —  Recognised creative hub nationally

  —  A contemporary voice for  
local creativity

…with access to quality service providers,  
and a network of mentors and peers…

…individuals and businesses in the 
Creative Industries looking for professional 
opportunities…

…and the creative community contribute  
to our programs and activity

61

GEELONG ARTS CENTRE HAS A MODEL TO COLLABORATE WITH 
CREATIVES AND ENTREPRENEURS TO ACHIEVE THEIR GOALS

Source: SPP analysis

The arts centre will provide space, access to other services and mentors, as well as a professional hub for 
creative practitioners based on their contribution to the strategic goals of the arts centre and community.
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CENTRAL TO ALL WE DO IS OUR AUDIENCES AND WE CONNECT 
WITH THEM THROUGH CREATIVITY IN MANY FORMS

The objectives of Creativity, Vitality and Flourishing will drive the arts 
centre’s focus areas over the next three years.

Source: arts.gov – “Performing Arts Attendance by State”. Australian Bureau of Statistics, City of Greater Geelong
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MAJOR STEPS TO IMPLEMENT

CREATE A DISTINCT IDENTITY —    We curate purposeful and exceptional experiences for broad  
audiences experiences and conversations that encourage sharing  
of ideas and new conversations

—    Our programming is an active conduit that supports our unique  
place in the world and connects us to global thinking

DEVELOP A UNIQUE OFFERING —   Our programming strives to have deep impact for everyone, creating  
enduring, meaningful connections between our diverse audiences

—   Our visiting companies and artists are ‘welcome at our dinner party’  
and we strive for meaningful exchange and lasting relationships.

INFORM AND ENGAGE AUDIENCES —   Create awareness through conversations and new ways  
of communicating with our patrons

—   Use social media to engage audience and build a greater  
sense of involvement and connection

—   Build forums around major productions that allow  
the audience to engage in a deeper way

Next Wave is the most comprehensive 
platform in Australia for a new generation 
of artists taking creative risks. Next Wave 
produces unparalleled learning programs and 
a biennial festival which reflect a commitment 
to social and cultural diversity, environmental 
sustainability and inclusion

EXAMPLE

“ We like to champion performances that are creative, new, interesting  
and confronting; The arts centre has an opportunity to take things internationally  
and be more daring and confronting in their shows”  
— Deakin University Vice Chancellor
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HIGH LEVEL ACTIONS

PROGRAMMING ACTIONS MARKETING ACTIONS

—  Continue to improve programming and education 
streams and understand the ways to connect

—  Develop programming streams that are relevant  
to various audiences

—  Meaningful connections through programming  
choices that resonate with our audiences

—  Expand our programming outside of our venues and  
find ways to work in the community in new spaces

—  Provide shows with high artistic value across  
different art forms

—  Send targeted messages to remind people of what  
other shows are available

—  Tailor message to help customers consider The arts 
centre as part of their leisure rituals (e.g. Tuesday night 
show with friends or Sunday morning show with family)

—  New programming streams will offer audiences  
new way to engage – Example – Fringe, Cabaret  
and intimate performances

—  Taking loyal subscribers on a journey to new art  
forms and increase attendance.

—  Finding new ways for our ‘occasional attendees’  
to relate to programming choices. 

—  Recognise the involvement of this group through  
special events, early bird offers, and other incentives

—  Inform them of other ways to participate such as 
through donations or volunteering

—  Introduce them to other similar productions in  
different artforms

—  Expand programming to include more familiar 
productions and popular artists, producers or 
performers 

—  Build Geelong exclusive productions such as Made in 
Geelong or Creative Engine Sub-brand

—  Create awareness about the wide range of  
the arts centre’s offerings

—  Use targeted advertising to effectively reach  
non-attendees

—  Convey the unique value proposition (seen  
only in Geelong, seen first in Geelong etc.)

63

Source: The arts centre stakeholder consultation , SPP Analysis

GEELONG ARTS CENTRE WILL ATTRACT AND RETAIN  
NEW AND EXISTING AUDIENCES TO ITS PERFORMANCES

Programming and marketing work in conjunction to increase,  
refine and improve the arts centre’s programming offer.

INCREASE FIRST  
TIME ATTENDEES
Target marketing efforts towards:
—  Life stage: Young adults, families 

with children, empty-nesters
—  Cultural groups
—  Intrastate/inter-state/international
—  Conference attendees and families

INCREASE REPEAT 
ATTENDEES

CREATE A DEEPER 
CONNECTION WITH  
OUR CORE AUDIENCESWhat 

programming  
and marketing 
actions are 
required 
to drive 
increased 
visitation  
and spend  
to the arts 
centre?
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Source: The arts centre stakeholder consultation , SPP Analysis

GEELONG ARTS CENTRE WILL DEVELOP RELEVANT PROGRAMMES TO 
INCREASE DIVERSITY IN OUR AUDIENCES AND ON OUR STAGES

We are diverse, and celebrate diversity in all forms and reflect  
this in our programming choices and the stories we tell. 

CREATE A DEEPER 
CONNECTION WITH  
OUR CORE AUDIENCES

CREATE A DEEPER 
CONNECTION WITH  
OUR CORE AUDIENCES

CREATE A DEEPER 
CONNECTION WITH  
OUR CORE AUDIENCES

CREATE A DEEPER 
CONNECTION WITH  
OUR CORE AUDIENCES

QUESTIONS THE ARTS CENTRE NEEDS TO ANSWER  
TO SUCCEED

—   What are the distinct communities?
—  What are their artistic traditions?
—  Do they currently engage with the arts centre?

As performers
—  Are there opportunities to perform and showcase  

their culture at the arts centre?
—  What can the arts centre do to support those 

opportunities? 

As attendees
—  Are the current productions compelling?
—  What would they like to see more of?
—  How can the arts centre become a familiar  

and accessible space to these segments?

—  Are our regular media channels accessed  
by these groups?

—  How can we effectively communicate  
what we offer to these communities?

—  What will enable collaboration, participation  
and a stronger connection?

GEELONG RESIDENTS BORN OUTSIDE OF AUSTRALIA

NUMBER OF RESIDENTS, 2016 CENSUS
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Source: Precinct players’ websites, Stakeholder consultations, past Geelong event calendar, 2019 

GEELONG ARTS CENTRE WILL COLLABORATE WITH PRECINCT  
PARTNERS TO ENHANCE LOCAL VITALITY

The arts centre can take the lead in creating a cohesive precinct plan to build vitality.

PRECINCT PLAYERS/POTENTIAL PARTNERS STAKEHOLDER SUPPORT FOR COLLABORATION 

“ There’s an opportunity 
to collaborate with 
councils and become 
the leading regional 
outreach arts facility” 
— Trust

“ We can be the 
creative partner  
to collaborate with  
in this creative hub” 
— Trust

“ With all the infrastructure we have 
we can use the different spaces more 
collaboratively” 
— Deakin University

“ Collaboration with  
the cultural precinct 
on project delivery  
is a must”  
— Trust

“ The Precinct has amazing potential 
for collaboration, where all major 
institutions host an event as a sum” 
— City of Greater Geelong

“ The Precinct needs 
greater collaboration 
to grow demand, 
rather than fight for it” 
— Creative Victoria

“ Lots of little towns and theatre groups have  
creativity that we can support. We need to move 
outside the building to collaborate on provision  
of arts and services” 
— Trust

GEELONG
PERFORMING 

ARTS 
CENTRE

BACK  
TO BACK 
THEATRE

DEAKIN 
UNIVERSITY

GEELONG
GALLERY

LITTLE 
MALOP 

HOSPITALITY 
PRECINCT

COURTHOUSE
YOUTH ARTS 

CENTRE

GEELONG
REGIONAL
LIBRARY
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“ WHEN PEOPLE IN GEELONG 
THINK OF CREATIVITY, 
THEY THINK OF OUR  
CENTRE AND HOW WE  
FOSTER TALENT” 
— STAFF
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“ THE ARTS CENTRE BRINGS 
A DIFFERENT PERSPECTIVE, 
DOING THE ‘HEAVY LIFTING’ 
WHEN IT COMES TO CREATIVE 
SPACES AND INDUSTRIES  
IN THE WESTERN SUBURBS” 
— CREATIVE VICTORIA
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GEELONG ARTS CENTRE IS ACTIVELY CONSIDERING PARTNERSHIPS 
WITH OTHER CREATIVE ORGANISATIONS LIKE MEOW WOLF TO 
ENHANCE LOCAL VITALITY

Source: Meow Wolf website, Stakeholder Consultations (The arts centre’s Trust), April 2019

The arts centre can both learn from and collaborate with Meow Wolf  
and other such partners to enhance its offering and build local vitality. 

ABOUT MEOW WOLF

Meow Wolf is an arts and entertainment group based in Santa Fe, New Mexico. Its 300 employees create 
immersive and interactive experiences that incorporate art installations, video and music production and 
extended reality content for all ages. The experiences promote otherness, weirdness, challenging norms,  
radical inclusion and the power of creativity to transport people into fantastic realms of story and exploration

RELEVANT FOR THE ARTS CENTRE

The arts centre can learn from Meow Wolf
—  Meow Wolf hints to the future of creative industries. it is a frontrunner that 

integrates various creative industries/forms to enthral diverse audiences 
—  Meow Wolf puts on scalable experiences that generate sustainable 

revenue streams as a non-profit, despite significant imitation 
—  Branding is dynamic, well-representing the unique experience and appealing 

to collaborators, increasing opportunity for social impact and profit

The arts centre can collaborate with Meow Wolf
—  The arts centre is currently liaising with Meow Wolf and aspires to  

co-host their first event outside the US in Geelong, with potential  
sites under exploration

—  The arts centre can help to incubate the team and be a creative  
partner to Meow Wolf

—  Such collaboration is likely to showcase the arts centre’s capabilities and 
drive audience and partner engagement in both the short and long-term
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OTHER POTENTIAL PARTNERS ALSO PROVIDE AN OPPORTUNITY  
FOR COLLABORATION TO ENHANCE LOCAL VITALITY 

69

Source: ACMI website, Airbnb website, teamLab website, Stakeholder consultations (The arts centre’s Trust), April 2019 

A lack of collaboration with other organisations will limit the arts centre’s capabilities  
and may instead increase susceptibility to competitive pressures from them.

EXAMPLES OF MULTIDISCIPLINARY COLLABORATIONS

ABOUT ACMI RELEVANT TO THE ARTS CENTRE

—  Australia’s national museum of film, TV, videogames, digital culture and art 
—  A creative hub for many moving image artists
—  Free, interactive Screen Worlds exhibition and an ever changing program  

of world-class exhibitions

—  The arts centre can collaborate with partners in nearby Melbourne  
(highly accessible and a diverse range)

—  Partnerships with specialists in particular artistic mediums can add new,  
high quality dimensions to the arts centre’s event repertoire, enthralling audiences 

ABOUT AIRBNB EXPERIENCES RELEVANT TO THE ARTS CENTRE

—  Global organisation that allows locals to host cultural and other experiences for tourists
—  Grew 25% faster than rentals business in the first year

—  There is a growing base of cultural experiences that the arts centre  
can tap into and build off as part of a tourist’s journey through Geelong

—  Avoiding collaboration with appealing experience providers may detract from visitations

ABOUT TEAMLAB RELEVANT TO THE ARTS CENTRE

—  An art collective, interdisciplinary group of collaborating ultra technologists  
including artists, programmers, engineers, CG animators and others

—  They show permanent works around the world that explore the relationship  
between humans and nature

—  Collaborating with collectives like teamLab could unlock artistic  
capabilities for the arts centre across new mediums

—  The arts centre can attain more global exposure and audience appeal through  
leveraging partners’ brands, reputations and audience bases overseas
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EVENTS LIKE PAKO FESTA AND WHITE NIGHT GEELONG  
ARE POTENTIAL OPPORTUNITIES FOR COLLABORATION

Source: Pako Festa website, Concrete Playground website

PAKO FESTA – DELIVERED BY DIVERSITAT

About
—  Victoria’s biggest free celebration of cultural diversity
—  Over 100,000 people attended Pako Festa 2019
—  Involves cultural food, folk dancing, workshops, exhibitions  

and entertainment on six world music stages

Opportunity for the arts centre
—   Assist in promoting culturally relevant performances
—   Market to diverse audiences
—   Be consistently present at the yearly event

Contributing to these events will provide a platform for emerging artists,  
inspire creativity and facilitate the delivery of diverse and relevant content. 
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EVENTS LIKE PAKO FESTA AND WHITE NIGHT GEELONG  
ARE POTENTIAL OPPORTUNITIES FOR COLLABORATION

Source: Pako Festa website, Concrete Playground website

WHITE NIGHT GEELONG

About
—  Reimagines Geelong through art, music, colour and light
—  Debuted in 2018, running from 7pm-2am on October 13th 
—  Predominantly free events and featured light shows centred 

at Gheringhap Street and adjacent blocks

Opportunity for the arts centre
—   Be part of a new and dynamic event that enthralls 

audience and transforms Geelong into a creative hub
—  Allow creatives to work with new technology and capabilities

Contributing to these events will provide a platform for emerging artists,  
inspire creativity and facilitate the delivery of diverse and relevant content. 
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The arts centre can provide a superior customer experience to create the impression  
of a complete ‘night out’.

72

GEELONG ARTS CENTRE RECOGNISES THAT THE IDEAL END-TO-END 
CUSTOMER EXPERIENCE INCLUDES MORE THAN THE SHOW ITSELF

Source: SPP Analysis, 2019

Discovery Ticket Purchase Travel & Parking Pre-event offerings Event Intermission Post Show

—  Easy discovery 
—  High awareness/ 

perception of brand 
and offerings

—  Opportunity to join 
the conversation on 
social media

—  Quick, simple, 
painless

—  Electronic ticketing
—  Smartphone 

purchases
—  Smart pricing
—  Recognition for 

season ticket holders 
(e.g. special offers, 
priority seat picks)

—  Public transport 
coordinated with 
events  
(buses/taxis/train)

—  V-Line tickets 
discounted for  
the arts centre’s  
ticket holders

—  Easy parking
—  Clear directions 

linking the arts 
centre and transport 
options

—   Quality bars and 
restaurants in and 
around the arts 
centre, aligned with 
the scheduled events

—  Strong pre-event 
ambience  
(e.g. music in  
foyer, live events)

—  Enhanced foyer 
seating and 
disability access

—  Ushers provide 
superior service

—  Electronic and paper 
tickets accepted

—  Comfortable seating
—  Excellent acoustics
—  Disability access

—  The arts centre’s 
bars deploy tactics 
to minimise queues

—  Bins for rubbish  
at exit

—  Quick order  
processing for  
food and drink

—  Foyer has ambience 
and seating  
to complement  
the experience

—  Exit doesn’t spill  
out onto a cold 
street, but towards 
post show activities

—  Quality restaurants 
and bars nearby or  
in the arts centre  
are open

—  Public transport 
links are available

—  Corridors to 
transport links  
are well lit at night

Critical 
experience 
aspects

Enhancements  
under consideration

—  Targeted 
campaigns

—  Increased 
marketing 
spend

—  Digital 
development

—  Redesign ticket 
and format

—  Pricing 
strategies

—  Partnering  
with parking  
lot providers

—  Partnering  
with V-Line

—  Street lighting 
(safety & 
ambience)

—  Foyer seating, 
—  Foyer music and 

lighting
—  Partner with 

F&B providers
—  F&B carry boxes

—  High quality F&B 
—  Foyer seating 
—  Foyer music  

and lighting
—  Systems to 

ensure quick 
ordering

—  Accept 
electronic 
tickets at the 
door

—  Partner with 
F&B provider

—  In-house bar
—  Street lighting 

(safety and 
ambience)

BEFORE EVENT DURING EVENT AFTER EVENT
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GEELONG ARTS CENTRE’S INFORMAL SPACES WILL ENRICH  
THE OVERALL EXPERIENCE ACROSS THE CUSTOMER JOURNEY  
(PRE-DURING-POST)
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Source: Updated following Stakeholder Consultation 2019, Google Images, for internal use only.

Foyer activities will complement ongoing events and achieve the objective  
of elevating the arts centre to a destination for a ‘night out’ experience. 

EXAMPLES OF MULTIDISCIPLINARY COLLABORATIONS

THEMES IDEAS DEGREE OF INVESTMENT PROJECT SCALE START TIME EXAMPLES

Arrive before the show and stay on after Key restaurant $$$ Large Later

Phantom of the Opera  

Foyer Decorations

Library seating,  
KI Hub collection

NDYLIGHT,  
Larissa Underpass

Public piano, London

Live music in the foyer $ Medium Now

Finger food (in convenient carry boxes) $ Medium Now

Seating and social spaces in the foyer $$ Small Now

Not just a show but an event Rooftop bar accessible to the public $$$ Large Later

Decorate the foyer to match the event $ Medium Now

Televise what’s on inside theatres $$ Small Now

Light shows before an event $$ Large Now

Come to the arts centre even  
when there is no event on

Outdoor space with projector/performance $$ Large Later

Provide buskers a space to play $ Small Now

Publically visible rehearsal spaces $$ Large Later
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A HIGH QUALITY FOOD AND BEVERAGE OFFERING WILL DRIVE 
ADDITIONAL TRAFFIC TO THE ARTS CENTRE AND PROVIDE ANOTHER 
SOURCE OF REVENUE

Source: The arts centre Stakeholder Consultations; The arts centre Stage Three Redevelopment Budget Bid, 2018

*An elevated external food and beverage offer (example above is from 
Stage 5 of Redevelopment Option C)

EXAMPLE FOOD & BEVERAGE OFFERINGS

A restaurant is a good example that 
can also serve as an attractive function 
space. The concept for the space must:
—  Not be solely reliant on the  

centre’s audience
—  Be marketed in conjunction with, and 

independently of, the arts centre
—  Be accessible to street traffic independent 

of the arts centre’s building access

STAGE THREE REDEVELOPMENT SCHEMATIC THE 18TH AMENDMENT BAR, GEELONG

An elevated food and beverage offering, such as a proposed rooftop bar, at the arts centre will  
improve the customer experience and increase vitality and attendance through higher foot traffic. 

PIANO BAR, GEELONG
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Source: Creative Victoria data on private support for key arts organisations (excludes The arts centre).

OPPORTUNITIES EXIST TO GROW SPONSORSHIP AND 
PHILANTHROPIC SUPPORT FOR THE ARTS CENTRE

Work is currently underway to support the arts centre to further  
refine its Sponsorship and Philanthropy strategy.

COMMENTS

—   Donations remained the largest source (37%) of private support and 
grew the most in absolute terms ($13.9m in 2011 to $$20m in 2016)

—  Philanthropic trust is the second most important source,  
providing 23% of private support in 2016

—  In-kind sponsorship grew the most in relative terms,  
from $5.8m in 2011 to $10.7m in 2016

COMMENTS

—  Extend opportunities unique to the redevelopment  
(e.g. naming rights, advertising space)

—  Highlight the arts centre’s leadership role in developing  
Geelong based artists when seeking donations

—  Leverage the arts centre’s plans to reach a wider variety  
of segments (such in as fundraising efforts)

—  Develop a Giving Circles initiative
—  Create opportunities to support Geelong exclusives
—  Develop philanthropic strategy: arts = wellbeing / social change

SOURCE OF PRIVATE SUPPORT INCOME FOR VICTORIA’S KEY ARTS ORGANISATIONS

($MIL, 2011 & 2016)
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13.9
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8.6

11.5
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9.3

12.5

10.7

+4.9%

CAGR = +7.8%

$37.6M

 Donations (inc. Funraising)  Cash sponsorship  In-kind sponsorship  Philanthropic trust

$54.7M

+6.1%
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HIRE TYPE POTENTIAL HIRER (EXAMPLES) CHANNELS / MEDIA

—    Private education & training institutes
—  Corporates
—  Local societies and committees
—  Dance and studio exercise schools
—  Resident company
—  Deakin University

—  In-person visits to identified key clients to 
understand requirements and introduce product

—  Further develop partners such as Business 
Events Geelong and Geelong Conference 
Centre to develop a demand channel for 
incoming events

—  Provide options for venues or content providers 
to utilise the arts centre as a “spill over” 
venue where events can be live streamed  
if primary venue is over capacity

—  Electronic Direct Mail with special offers, 
updates and other relevant information

—  Website with updated information  
and photographs of facilities, capacity  
and usage types

—    Corporates
— Industry conferences
— Local societies and committees
— Artists for their rehearsals
— Product launches
— Awards ceremonies

—    Partner with Geelong Conference Centre  
to provide additional space

—    Partner with Business Events Geelong  
to market to incoming events

76

Source: SPP Approach

GEELONG ARTS CENTRE HAS IDENTIFIED THREE  
HIRE CUSTOMER SEGMENTS TO BE TARGETED

The arts centre will need to maximise return from market 
segments where a commercial level of return is possible. 

PARTNERSHIPS FOR  
LARGE EVENTS

EXHIBITIONS, CONFERENCES 
AND OTHER LARGE EVENTS

SHORT-TERM VENUE HIRES IDENTIFY HIRERS WHO WILL 
NEED SPACE FOR A SHORT 
PERIOD ON AN AD-HOC BASIS

LONG-TERM VENUE HIRES FOCUS ON HIRERS WHO 
REQUIRE A REGULAR SPACE
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TO ENHANCE THE COMMERCIAL HIRE BUSINESS THE  
CENTRE MUST MASTER THE COMPLETE SALES PROCESS

Source: Adapted from “Relationship Framework” Brand Connectix, http://brandconnectix.com/relationship-framework/; SPP Approach

HIRE TYPE INDIVIDUAL STEPS IMPLICATIONS FOR THE ARTS CENTRE

How the arts centre attracts new customers 
—  Identify needs of venue-for-hire target customers  

(e.g. film, TV, corporate, production house, and etc.) 
— Develop space utilisation schedules and capacity needs
— Develop promotion campaigns

How the arts centre sells its services and products 
—  Establish a revised ‘Outbound Business Development’  

role for targeted outbound sales focused on venue-for-hire 
— Actively promote the arts centre as a venue-for-hire

How the arts centre retains its customers
—  Use a new CRM system
—  Establish connections with target customer groups
—  Deepen relationships and build loyalty

RETAIN
Provide value to the customer

Build the relationship

SELL
Differentiate against the 
competition

Capitalise on connection 
between customer and offering

ATTRACT
Define and communicate  
the brand

Match offering with  
customer needs

Retention

Deepening

Conversion

Awareness

Consideration

Preference

Sales

 DEMAND GENERATION
 SALES EXECUTION

To grow this part of the business, the arts centre should attract new customers with  
services that match the specific market needs. With a new outbound sales function,  
the arts centre will be better placed to drive leads and conversions.

Appendix Two The Geelong Arts Centre Strategic Plan 2019–22



A COMMERCIAL APPROACH IS REQUIRED  
FOR VENUE HIRE PROGRAMMING

78

Revenue Source Current Costs Current Profitability Changes Proposed

Box Office sales Performance acquisition Generally loss leading Negotiate more box office share agreements, where the arts 
centre shares the cost of presentation and box office

Booking fees Credit card fees Marginally positive Continue to ensure booking fee is in line with industry  
and similar event booking businesses

Recoveries Venue services ~8% gross margin Maintain commercial margin on venue services agreements, 
have greater involvement of finance before individual 
agreements are signed, and create clear distinctions  
between for profit and not-for-profit clients

Food and Beverage Cost of goods sold Marginally positive Move to a mix of third party rent plus share of revenue and  
outright ownership of centre bars

Source: SPP analysis, Booking fees of comparable performing arts and entertainment centres, The arts centre financial reports

To attract more performers, the arts centre will take on more financial risks and share  
on marketing and artist fees, offsetting this through box office split and other income. 

The arts centre needs to build experience in this area over time in  
order to effectively balance risk and drive commercial outcomes.
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GEELONG ARTS CENTRE REQUIRES A SIGNIFICANT UPLIFT  
IN ICT CAPABILITY TO SUPPORT GROWTH AND CHANGE

 
IT Vision

—  The vision is to invest in ICT infrastructure, systems and processes to support  
a growing and evolving organisation and plan for the future.

—  We will aim for solutions to be simple and intuitive, consistent and fun, smart and 
affordable, secure and reliable, connected and integrated, accessible and invisible, 
inter-generational, and supported and manageable.

—  The three digital strategy goals are to transform the customer experience, create 
connections, memories and experiences, and empower creative experimentation 
and growth.

—  The arts centre has appointed a Manager ICT and Business Analysis who will work 
across the business to help improve systems and capabilities.

Source: SPP analysis, GPAC Digital Transformation and HR Summary 2018 

The arts centre has developed a Digital Transformation strategy details a series  
of critical projects that will support the arts centre’s growth and development. 

The redevelopment provides an opportunity  
for the arts centre to integrate new IT systems and 
equipment with modern facilities and be recognised 
as a digital leader in the creative industries.
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Source: The arts centre’s Annual Reports 2013-18

IN THE CONTEXT OF A COMPETITIVE JOBS MARKET, GEELONG 
ARTS CENTRE WILL DRIVE TO INCREASE EMPLOYEE ENGAGEMENT

The arts centre must overcome challenges with decreasing  
staff satisfaction and viable alternative employers.

CHALLENGES FOR THE ARTS CENTRE  

1 DECREASING STAFF SATISFACTION

THE ARTS CENTRE’S STAFF SATISFACTION OVER TIME
%, 2013-2018, THE ARTS CENTRE’S ANNUAL REPORTS
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83%

78%

67%

74%

69%

 

2 ALTERNATIVE BIG EMPLOYERS IN GEELONG

STRATEGIC IMPERATIVES TO OVERCOME  
CHALLENGES WITH EMPLOYEE ENGAGEMENT 

Deal with downtime during redevelopment
—  Find alternative ways to employ affected staff (potentially via secondments)
—  Discuss accrued annual leave with staff and test their interest in taking leave 
—  Negotiate leave contracts with incentives to return when required 
—  Devote resources to training up staff during this period to ready them  

for new facilities and operations

Retain staff and boost satisfaction
—  Adopt flexible working arrangements, including the option to work from home or at atypical hours
—  Allocate more competitive rates to deter employees from absconding to other employers
—  Continuously gather feedback from staff
—  Research into the practices of competing employers and pivot accordingly 
—  Research into best employment practices more broadly
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ADOPT ENVIRONMENTALLY  
SUSTAINABLE PRACTICES

Source: Perth Theatre Trust,, Sydney Opera House Environmental Sustainability Plan, Arts Centre Melbourne Strategic Framework, Staff Consultations, 2019 

Appendix Two

Geelong Arts Centre recognises that adopting environmentally sustainable practices is  
vital and seeks to meet those set by leading Australian performing arts centres. 

Consultations with our staff revealed that environmental sustainability is an 
important aspect of who we, as a centre, strive to be. 

The arts centre is devising an environmental sustainability strategy in line with 
comparable Australian standards to embed greener operational practices.  
By 2023 we are committing to:

1 Establishing a Sustainability Committee
2 Developing baseline success targets
3 Incorporating green design where possible in Stage Three development works 

ARTS CENTRE MELBOURNE

Arts Centre Melbourne has incorporated environmental sustainability  
commitments and measures into their vision for 2027

“ By 2027 we will be a champion of a thriving sector. We will achieve  
this by measuring and communicating our social, economic,  
environmental and cultural impact and value”

“ We will measure enhanced wellbeing by improvement in  
environmental performance relative to visitor numbers”

PERTH THEATRE TRUST

Perth Theatre Trust has installed new color changing LED houselights  
in Perth Concert Hall. These enhance the patron experience whilst  
lowering environmental impact and maintenance.

SYDNEY OPERA HOUSE

Sydney Opera House released a Environmental Sustainability Plan,  
which covers energy, water, materials and procurement, waste,  
climate change, transport, nature and people.

The Geelong Arts Centre Strategic Plan 2019–22



APPENDIX THREE
   STAKEHOLDER 
   INPUT &  
ENGAGEMENT
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Geelong arts centre consulted with key external stakeholders and internal 
stakeholders (all staff, the Management and Leadership Group, and the Trust)

Key External Stakeholder Interviews 
The arts centre engaged SPP to facilitate discussions with key stakeholders  
(below) to discuss:
—  The arts centre’s ongoing role as a cultivator of culture and an entertainment 

destination within Geelong and broader region, and
—  The evolving relationship between the arts centre and key stakeholders  

in light of emerging opportunities 

In March 2019, interviews were conducted with key stakeholders across 
the following organisations:
—  Creative Victoria
—  G21
—  City of Greater Geelong 
—  Committee for Geelong 
—  Deakin University

Broader discussions touched on:
—  Current and future opportunities for the arts centre
—  Potential partners in Geelong (such as small theatres or sports venues),  

who might otherwise be competition
—  The role of accommodation, tourism and general perceptions of Geelong
—  Unique points of difference and challenges for the arts centre
—  Optimal and achievable funding models
—  General stakeholder preferences
—  Diversity in Geelong and the arts centre

Key Internal Stakeholder Workshops
In April 2019, workshops were conducted with key internal stakeholders  
including the arts centre’s:
—  Trust
—  Management and Coordinator Team
—  Staff (all, including operations, venue hire, etc.) 

Broader discussions touched on:
—  How to best navigate redevelopment works
—  General strategy, including developing a new vision, overcoming weaknesses, 

threats and risks, and leveraging strengths, opportunities and points of difference
—  Delivering on key initiatives 
—  The arts centre’s operations in general

THE FOLLOWING DOCUMENT WAS DEVELOPED IN ACCORDANCE 
WITH NUMEROUS KEY STAKEHOLDER CONSULTATIONS

83

Source: External stakeholder interviews and internal stakeholder workshops, March-April 2019
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RESEARCH ACTIVITIES RESEARCH SOURCES 

—    Creative Victoria – Governance Infrastructure (Executive Director) Max Coffman, Infrastructure and Strategy  
& Development (Senior Manager) Lung Ong, Infrastructure Delivery (Senior Project Officer) Emma Harvey,  
Assets and Delivery (Senior Manager) Leanne Seddon

—    Deakin University – Vice Chancellor Jane den Hollander
—    G21 Geelong Region Alliance – CEO Elaine Carbines
—    City of Greater Geelong  

— Economy, Investment & Attraction Director Brett Luxford 
— Arts and Culture Manager Kaz Paton

— The arts centre’s Trust – Chair Lesley Alway

—  Trust – Joel McGuinness, Lesley Alway (Chair), Max Coffman (Executive Director, Creative Victoria) Robert Costa, 
Geoff Saunders, Geoff Street, Kirsten Kilpatrick, Cate Steains, Sue Clark, Peter Tullin, Margot Smith

—  MCT – Kate Brereton, Shaun Woodhouse, Ahmer Jalil, Brad Rush, Tina Rettke, Angelique Helman, Luke Vare, 
Tracey Taylor, Kelly Clifford, Jenny Goorden, Vikki Kuhlman, Kim Hodgkinson, Leanne O’Brien, Jon Mamonski, 
Tineke Barry, Josh Williams

—  All staff – staff across all functions, including operations, venue hire, etc. 

—    Arts and Cultural Precinct Masterplan (July 2017) – Revitalising Central Geelong
—  A Clever and Creative Future – City of Greater Geelong
—  Cultural Diversity Plan - Geelong Performing Arts Centre 
—  Performing Arts Venues in Australia (May 2018) – IBISWorld Industry Report
—  Creative State (Victoria’s first creative industries strategy) 2016-2020 – DJTR
—  Various annual reports 
—  Assorted documents from the arts centre – Change Management Plan, Organisational Chart etc. 
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EXTERNAL STAKEHOLDER INTERVIEWS, INTERNAL WORKSHOPS AND 
A COMPREHENSIVE DESKTOP REVIEW OFFERED KEY STRATEGIC 
INSIGHTS
To develop the refreshed Strategic Plan, the arts centre engaged SPP to facilitate the development of the 
plan through a suit of consultations and analysis of key activities underway across the Geelong region.

CONDUCTED A DESKTOP REVIEW  
OF OVER 15 RELEVANT DOCUMENTS  
TO GROUND INSIGHTS AND  
STRATEGIC DIRECTION

FACILITATED 3 INTERNAL WORKSHOPS  
WITH THE ARTS CENTRE’S TRUST, 
MANAGEMENT AND COORDINATOR  
TEAM, AND STAFF TO DIAGNOSE 
OPPORTUNITIES AND THREATS 

CONDUCTED EXTERNAL STAKEHOLDERS  
TO INCORPORATE THEIR INSIGHTS INTO  
THE ARTS CENTRE’S STRATEGIC 
DIRECTION

Source: External stakeholder interviews and internal stakeholder workshops, March-April 2019
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“ Smaller companies, not just 
emerging (such as professional 
actors and producers) provide 
additional opportunities for  
the arts centre” 
— Staff
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“ WE SHOULD MAINTAIN AND 
BUILD UPON RELATIONSHIPS 
WITH SCHOOLS TO SUPPORT 
THE CREATION OF WORK 
FROM EARLY YEARS  
THROUGH TO VCE” 
— STAFF
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“ SOME OF OUR IDEAS FOR 
GROWTH HAVE NATIONAL  
AND STATE POTENTIAL — 
A LOT OF PROGRAMS WILL 
ONLY WORK WITH THIS 
BROADER EXTERNAL FOCUS”
 — TRUST
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“ WHEN PEOPLE IN GEELONG 
THINK OF CREATIVITY, 
THEY THINK OF OUR  
CENTRE AND HOW WE  
FOSTER TALENT” 
— STAFF
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“ Clever and Creative has given 
the arts centre a license to 
showcase itself, advocate for 
the arts and raise their visibility 
with key stakeholders” 
— Deakin University, 2019
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“ THE COMPETITIVE  
ADVANTAGE FOR THE ARTS 
CENTRE IS THAT PARTNER 
ENTITIES ARE IN CLOSE 
PROXIMITY TO EACH OTHER, 
WHICH CAN BUILD NATURAL 
COLLABORATIONS”  
— G21, 2019
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“THE ARTS CENTRE’S  
 ONGOING DEVELOPMENT 
 PROVIDES THEM WITH 
 THE POTENTIAL TO BE A 
 MAJOR INFLUENCER AND 
 SUPPORTER OF THE ARTS”
 —  DEAKIN UNIVERSITY, 

2019
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“ The Convention Centre will drive 
more people into the region…  
The arts centre can partner with 
tour/experience providers to  
offer a rich cultural experience  
(such as Airbnb and others)” 
— Greater City of Geelong, 2019

Appendix Three The Geelong Arts Centre Strategic Plan 2019–22


