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BRUNSWICK HEADS 
BUSINESS RETENTION AND EXPANSION SURVEY 

NOVEMBER 2012 
 

 

INTRODUCTION 
 

 
PURPOSE OF THE 2009 BRE SURVEY 
 

Since 2000, the Brunswick Heads Chamber of Commerce has undertaken Business Retention and 
Expansion (BRE) Business surveys every 3 years. This is the fourth time that the Brunswick Heads 
Chamber of Commerce Inc. (Chamber) has undertaken a Brunswick Heads survey. The 2012 BRE Survey 
Report provides the business community with invaluable data for application in three main areas. 
 
1.  The past 
 The survey is a useful and practical tool for tracking the economic health of Brunswick Heads over 

the last decade and for evaluating the success of the economic renewal strategies and projects that 
have been implemented in the town by the Chamber of Commerce (Chamber) and its 
subcommittees. Comparisons can be made with the 2003, 2006 and most importantly the 2009 
BRE Survey results.  

 
2.  The present 
 The Survey presents a 2012 “snapshot” of the Brunswick business sector, with very useful data and 

material for prospective new businesses, the Chamber and the local Council. The information can 
also be used to support project funding applications. 

 

3.  The future 
 The written survey provides an opportunity for the business community to provide quantitative and 

qualitative feedback on all aspects of doing business in the town. The aggregated ratings, identified 
issues and suggestions for improvement to the business and town environment can then be 
directed for action appropriately. The information will also provide the Chamber with direction and 
input for its strategic planning for the future. 

 
PREVIOUS SURVEYS 
 

2000 
In September 2000, the Chamber of Commerce designed and implemented its first business survey 
(modelled on the DSRD BRE Survey) to provide a snapshot of the state and needs of Brunswick 
businesses and the health of the local economy. The results from this survey confirmed that the initial 
strategies in the 1999 Community Economic Development (CED) Plan had begun to have a positive 
effect on the town’s economy, its morale and sense of place, and provided motivation to continue with 
the planned economic revitalisation strategies.  
 

2003 
When approximately 80% of the 1999 CED Plan implemented, a CED Review was required. With funding 
from the Department of State and Regional Development, the Chamber conducted an official BRE Survey 
in September/October 2003, in preparation for the community workshops to develop the “Taking Care 
of Brunswick” Community and Economic Development Strategy in February 2004.  
 

2006 
Six months after the introduction of the “Simple Pleasures” branding and marketing campaign, the 
second DSRD BRE Survey in 2006 was conducted. An increased engagement of 66% of businesses 
provided feedback and direction of the various strategies and projects that were being implemented. 
 

2009 
The third BRE Business Survey was funded by Industry & Investment NSW and at a time just after severe 
weather events rocked the area and the Global Financial Crisis was having its effect in nearby towns. The 
very high return rate for this survey meant that the Chamber was able to put its efforts and resources 
into designing and implementing targeted strategies to keep the economy from spiralling downwards.  
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METHODOLOGY 
 

 
 
FUNDING 
 

Industry and Investment NSW have discontinued funding to assist towns to implement BRE’s. Previously 
$3,000 had been provided to cover the costs of the survey co-ordination, data analysis, report writing 
and delivery of results. Having seen the benefits of conducting these surveys for more than a decade, 
the Brunswick Heads Chamber, investigated other sources of funding. A combination of the following 
sponsorships and in kind contributions enabled the BRE to go ahead and we were very appreciative of 
their support for this important project.  
 
PRINCIPAL SPONSORS 
Eagle Insurance Brokers – in kind personnel for survey distribution and data entry plus launch 
equipment and refreshments 
 
SUPPORTERS 
Brunswick Heads TURSA – photocopying of surveys and reports 
Hotel Brunswick – launch venue and refreshments 
 
The Chamber of Commerce provided in-kind support by way of collection of surveys by the Executive 
Officer, Mary Hodgson. Kim Rosen, former 2003, 2006 and 2009 BRE Co-ordinator, provided many hours 
of her time voluntarily doing the analysis, writing the report and preparing the power point presentation 
for the launch.  
 
This was therefore an excellent demonstration of how the peak business organisation, its volunteer 
committee and its local business members and the can work together to achieve an extraordinary 
outcome with limited resources.  
 

                         
 
 
PROJECT TEAM 
 
The Chamber of Commerce organised the implementation of the survey and the project was job shared 
by a project team, comprising Michelle Kelly, Candice Klau, Kim Rosen and Mary Hodgson.  
 
 
TIMING 
 
The implementation of this survey was undertaken at an opportune time. Since the last survey in 2009, 
all businesses throughout the Byron Shire (and indeed all along the east coast) have been confronted 
with one challenge after another – the impacts of the GFC, the high Australian dollar, the Queensland 
floods, and our own local weather events all created a challenging and uncertain economic climate. There 
has clearly been a decline in business and employment growth over the last three years, but it appeared 
that the Brunswick businesses community was surviving these challenges better than other towns in the 
shire, with very few business closures. This survey will give an indication of the success of the various 
strategies that were implemented by the Chamber in response to the needs and concerns identified in 
the 2009 survey and what else is required to be done to assist with the recovery.  
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SURVEY DESIGN AND PROMOTION 
 

Ten supplementary questions were designed by the Chamber’s Executive Committee to extract more 
data relevant to our town. The survey was advertised in the media, via Chamber meetings, via email and 
in the monthly Chamber newsletter. 
 
 
SURVEY IMPLEMENTATION 
 
Questionnaires were delivered personally to 100 local businesses (out of the 130 or so known 
enterprises in town) by Michelle Kelly, Candice Klau and Mary Hodgson. Several businesses indicated up 
front that they would not be completing the survey - a couple of businesses felt that the survey was too 
lengthy or irrelevant and some indicated they would be just too busy. A few businesses returned their 
completed surveys very promptly, but many found it daunting, and several reminders were required. In 
2009 personal interviews were conducted by the Co-ordinators to facilitate the process, but this did not 
occur this year, although it was offered.   
 

A total of 37 surveys were completed, yielding a not so pleasing response rate of only 37%, as 
compared to 72% in 2009, 66% in 2006 and 60% in 2003.  Had we had more resources available for 
assistance withy surveys and their collection this would have been much higher. The year’s result is, 
however, about an average return rate for such surveys state wide, but as we are used to a better 
result, we were naturally disappointed.  
 
A good cross section of small to larger businesses, including a few home based businesses, responded. 
Our 50 part and full time holiday letting properties, which are managed by local real estate agents, were 
not included in the survey, mainly for logistical reasons. 
 
 
ANALYSIS 
 
The data was analysed initially using the spread sheet from the original BRE software program. However, 
as the automated program was no longer active, we had to do the statistical calculations ourselves using 
Excel. Not all questions were completed by all respondents, which meant that a tally of the total number 
of respondents for each question had to be taken, and totals divided by different numbers for each 
question to obtain an accurate result. Some valuable information and insights were gained by comparing 
data from this survey with data from the 2009 BRE survey. 
 

All comments were noted without change and recorded in the Report. 
 
The project team met to discuss the results and their implications and to make recommendations for the 
Report. The Report was endorsed by the Executive Committee.  
 
 
REPORTING 
 

A report and executive summary were produced, a power point presentation given on Tuesday 11 
December 2012 to an audience comprising respondents, Chamber members and invited guests.  The BRE 
executive summary and report will also be posted on the Brunswick Heads website 
www.brunswickheads.org.au. The power point presentation is also available on request, but at a size of 
about 100MB it is too large to email or upload. It can be distributed by disk on request.  
  
Hard copies of the full report will be available to all businesses that participated in the survey. The BRE 
Report will also be kept as a useful Chamber resource for potential operators investigating the possibility 
of setting up a new business in town.  
 
 
FOLLOW UP 
 

Recommendations by the Project Management Committee will be incorporated into the Brunswick Heads 
Chamber Executive Committee's strategic planning process. The findings will be discussed with the Byron 
Shire Council staff and any other appropriate organisations.  
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SURVEY OUTCOMES 
 

 
PART A. LOCAL ENVIRONMENT 
 
BRUNSWICK AS A PLACE TO CONDUCT BUSINESS 
 
Q1. What is your overall opinion of this area as a place to do business? 
  

TABLE 1: OPINION OF BRUNSWICK AS A PLACE TO CONDUCT BUSINESS 
 

RATING NUMBER OF 
BUSINESSES 

2006 2009 2012 

Excellent (5) 5 14% 17.1% 13.9% 
Good (4) 15 53% 53.7% 41.7% 
Fair (3) 11 23% 28.0% 30.5% 
Poor (2) 3 3% 1.2% 8.3% 
Very poor (1) 1 0% 0% 2.8% 
Not answered 1 6% 0% 2.8% 

 
Comment 
 

All but one of the 37 respondents answered this question. Only 2.8% regard the area as a poor place to 
trade and only one person believes it is very poor. This year 55.6% of business people have a good to 
excellent opinion of Brunswick Heads as a place to do business, compared to 71% back in 2009. This 
change in sentiment is not unexpected, and considering the economic climate our businesses have had 
to deal with over the last 3 years, this is actually a fairly positive result.  
 
 
ASSETS OF THE COMMUNITY AS A PLACE TO LIVE & OWN A BUSINESS 
 
Q2. What do you see as some of the main assets of the community as a place to l ive and 
own a business? 
 

This was an open-ended question. Some examples, however, were given (schools, health services, 
entertainment facilities) which may or may not have influenced the responses. Despite this, the 
responses were still very broad and have been grouped into categories for easy reading.  
 

TABLE 2: MAIN ASSETS OF THE COMMUNITY AS A PLACE TO LIVE & OWN A BUSINESS 
 

 

SETTING 
 “Bruns still has a village feel and community” 
• Beaches x 15 (ie 15 of the same responses) 
• Beautiful river x 11 
• On river & at beach x 2 
• Environment x 3 
• Beautiful environment/natural surrounds x 3 
• Ocean 
• Its overall natural beauty  
• Natural amenity  
• Rural setting 
• Hinterland  
 

LOCATION 
• Proximity to airport x 3 
• Location x 2 
• Locality & closeness to Brisbane x 1 
• Proximity to freeway 
• Close to SE QLD  
• Access to larger cities 

 

VILLAGE LIFESTYLE, PEOPLE & SPIRIT 
• Friendly people x 5 
• Relaxed/ lifestyle x 4 
• Safe place x 2 
• Genuine people 
• Bruns still has a village feel and community 
• Small population 
• Small town friendliness 
• Lack of uncontrolled development  
• The village atmosphere  
• Sense of community  
• Supportive community  
• Familiarity with customers 
• Community spirit  
• The community cares  
• Great environment fort families 
 
 
 



     5 

 

       Business Retention and Expansion Survey November 2012 

 

 

CLIMATE 
• Weather x 1 
• Warm climate 
• Beautiful climate 
 
TOURISM, MARKETS & FESTIVALS 
• Tourism x 2 
• Good tourist trade and events for business  
• Simple Pleasures  
• Markets/festivals 
• The Brunswick Visitor Centre 

 

AMENITIES 
• Parks and nature reserves x 4 
• Restaurants and cafes x 2 
• Schools x 2 
• School close to my shop 
• Handy to Post Office etc.  
• Soundshell  
• Sporting fields 

 
OTHER 
• Strong Chamber of Commerce x 2 
 

 
Comments 
 

Not much has changed since 2009. It is still very clear from the kind of responses received is that 
lifestyle, village life and community spirit are very highly prized. 
 
The main assets are considered to be the beach and the river, the climate, the people, the general 
location and proximity to SE Queensland, good schools, our tourism industry with a Visitor Centre to look 
after our valued visitors and a great range of shops and cafes. Some also considered our peak business 
organisation, the Chamber of Commerce, as an asset.  
 
Many of our businesses are small "lifestyle" businesses, and some trade lifestyle off for lower turnovers. 
The business community's connection with and respect for the natural environment explains why the 
peak business organisation becomes involved with so many community related projects. The "Taking 
Care of Brunswick" Community and Economic Development Plan 2004, the "Taking Care of Brunswick" 
Tourism Management Strategy and the “Taking Care of Brunswick” Community Economic Transition Plan 
2011-2016 were all appropriately named. 

 
 
STRENGTHENING THE LOCAL ECONOMY 
 
Q3. What can be done to make the local economy stronger and to create more jobs? 
 
TABLE 3: IDEAS FOR MAKING THE LOCAL ECONOMY STRONGER AND CREATING MORE JOBS 

 
 
BUY LOCAL  
• Buy local  
• Increase in spending 
• Stop people from outside the Shire from 

coming to monthly markets and doing local 
businesses out of trade & taking money away 
from the Shire 

• More trade and support between town 
businesses 
 

DIVERSITY 
• Create some diversity within retail sector 
• Better choices about what business to open 
• A more diverse retail sector (too many coffee 

shops) 
• No more coffee and clothing 
 
COUNCIL, FEES & RULES 
• Have a more effective Council that uses 

resources to create jobs and assisting 
businesses, instead of stifling development 
and waging frivolous and costly legal battles 

• Decrease Council fees and charges 
• Stop sacking public servants 

 

 
GROWTH 
• Building and construction 
• Sustainable development 
• Develop more land for housing 
 
PARKING & PUBLIC TRANSPORT 
• Better public transport x 4 
• Parking spaces, especially in busy times x 2 
• Public transport to Byron Bay 
• Car pooling ideas for people who have to 

travel to work 
• Better transport investment in infrastructure 
 
PROMOTION 
• Have another town sale 
• More engagement in co-op marketing and 

projects 
• More promotion in Brisbane/Gold Coast as a 

day trip destination 
• Create a unique identity i.e. food town 
• Bring awareness of the area to a wider 

audience 
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OTHER IDEAS 
• Mentoring with TAFE, Uni, Schools 
• Encourage more management and 

administrative services businesses to area & 
govt depts. Eg Blood Bank clinic - if locals 
want to give blood regularly, you have to go 
to Ballina, Lismore Murwillumbah or Tweed. 
This 'bleeds' shopping dollars out of area. 

 

 
TOURISM 
• Tourism  
• Working together to increase tourist spend x2  
• Closer working with Byron Shire Council (BSC) 

Byron Visitor Centre (BVC), Destination NSW 
 

 
• Create a community learning centre 
• Get another job centre - if they can't 

create jobs who can? 
• Strengthen the Business Sector by all working 

together to foster Simple Pleasure Image 
 

 
Comments 
 
• Increased promotion appears to be a common theme throughout the many suggestions. The 

continuation of the town branding, the "Buy Local" programs, our community festivals and 
streetscaping initiatives are well supported as they were in 2009.  
 

• Many see the growth of the tourism industry as a key strategy.  
 
• A few businesses see that further prosperity and job creation will follow with population growth and 

having services that attract people into town.  
 
• Presumably, an improvement of public transport and the creation of more parking will attract more 

customers 
 
• Many would like to see a more business-friendly local and state government approach, as fees, 

charges and tougher regulatory requirements are stifling business growth and prosperity. (This is 
confirmed in later questions). 

 
• A number of creative and entrepreneurial ideas suggested can be explored in partnership with 

Council, other businesses and other organisations, including further education.   
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SUGGESTED IMPROVEMENTS TO THE AREA 
 
Q4. What are the main changes needed to improve the area? 
 
Businesses made the most of the opportunity to share their ideas, and these covered many topics, 
grouped in categories below.  
 

TABLE 4: SUGGESTED CHANGES TO IMPROVE THE AREA 
 
 

LANDSCAPING, STREETSCAPING 
• To ensure that public land around the Caravan 

Parks is maintained and to give people better 
access to the river 

• More street scaping 
• More gardens and trees, better seating 
• Removal of graffiti around town 
• The Terrace become a clockwise one way strip  

 
INFRASTRUCTURE & DEVELOPMENT 
• Permanent lighting in Park along Terrace 
• Lighting down Fingal St 
• Improved infrastructure roads, bike/walk ways 
• Improve the marina area to encourage more 

boaties and tourists 
• Boardwalks along river for safer access to 

swimming, fishing, boating - or a few small 
jetties 

• Upgrade and maintenance of public facilities 
• More toilets, nice bright clean ones 
• More BBQ's for the families 
• Neat and tidy areas / facilities 
• Affordable housing 

 
YOUTH & FACILITIES 
• Create an evening college or learning centre 

after hours 
• Give young people workplace & life skills 
• More choices in secondary schooling 
• Youth entertainment 

 

SAFETY 
• Police on duty, not just park there of a night 

to make it look like their on duty  
 

PARKING & TRANSPORT 
• More accessible transportation 
• Public transport x 4 
• More buses and taxi services 
• More parking 
• Parking spaces 
• More parking needed at the Terrace  
• Bitumen on north side of Fingal St from 

Tweed St to Park St 
 
TELECOMMUNICATIONS 
• TV reception 
 
BYRON SHIRE COUNCIL 
• Reduce charges to business owner and those 

undertaking development of business 
premises 

• Easier, faster council processes.  
• More business friendly council 
 
OTHER COMMENTS 
• Promote it more upmarket 
• More affordable food 
• More shops 
• More jobs 
• More holiday accommodation 
• I am happy with the area the way it is  
• Any changes designed to maintain status quo 
 

  
Comments 
 

• Suggestions for improvement of the town ranged from the more practical projects - landscaping, 
park upgrades and minor infrastructure improvements, to the more complex infrastructure projects 
and the tasks of dealing with parking, transport, safety and social issues. The need for better public 
transport services was mentioned more often than anything else.  

 
• There is an expectation that Council should do more than they currently do.  
 
• A few businesses are quite happy with how things are and are going, but if improvements are to 

happen, maintaining the status quo is important.   
 
NB. There was some repetition of responses to the previous two questions, indicating that respondents 
felt that town improvements and strengthening of the local economy were closely linked.   
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LEVEL OF SATISFACTION WITH SERVICES AND INFRASTRUCTURE   
 
Q5. What is your level of satisfaction with each of the following services & infrastructure? 
  

TABLE 5(A): LEVEL OF SATISFACTION WITH SERVICES AND INFRASTRUCTURE 
 

SERVICE/INFRASTRUCTURE AV RATING 
2009 
1=poor 

5=excellent 

RANK 
2009 

1= highest 
satisfaction  

AV RATING 
2012 
1=poor 

5=excellent 

RANK 
2012 

1= highest 
satisfaction 

Access to highway/roadway 4.3 1 4.54 1 
Access to airport facilities 4.1 2 4.19 2 
Access to markets 4.1 2 4.12 3 
Telephone 3.9 4 3.77 4 
Internet 3.8 5 3.50 5 
Access to suppliers 3.5 7 3.47 6 
Water & sewerage supply 3.6 6 3.44 7 
Availability of road transport services 3.2 8 3.42 8 
Recycling 3.1 9 2.97 9 
Disposal of waste material 3.0 11 2.84 10 
Avail of appropriately zoned land 3.0 11 2.58 11 
Inspections (eg licensing) 3.1 9 2.40 12 
Availabil ity of warehousing 2.5 13 1.92 13 
DA process 2.1 14 1.81 14 
Availabil ity of rail transport 1.3 15 0.97 15 

 

 
Comments 
 

The strong satisfaction with access to the highway, airport facilities, and markets reflect the 
advantageous location of Brunswick Heads, so close to the Queensland border and airport, with all its 
services and population. Recycling, disposal of waste material and availability of appropriately zoned land 
rated poorly, but the greatest levels of dissatisfaction with infrastructure and service was with the 
availability of rail transport (because there is none), the Council development application process (which 
is mentioned elsewhere) and with the availability of warehousing.   
 
Other services and infrastructure issues of concern (not on the list above) were noted as mobile and TV 
reception, bus services, road maintenance and lighting. The latter two are within Council’s area of 
responsibility. 
 
Suggestions for improvement for many of the listed issues were very similar to those in 2009. Many of 
the suggestions for improvement listed in the 2009 survey were taken up with Council by the Chamber 
back then, but obviously businesses have seen little or no improvement because they are listed again, 
almost in identical order. Renewed efforts with the new Council will therefore need to be made. One 
notable change from the 2009 survey, however, was the drop in satisfaction of inspections and licensing 
- once again a Council issue which can be followed up. Many of the areas which rated fair or poor can be 
improved upon, and in fact the rezoning of Tweed St is being considered in the current draft LEP.  
 

TABLE 5(B): SUGGESTIONS FOR IMPROVEMENTS 
 
 

PUBLIC TRANSPORT 
• Boost/increase public transport services 
• More public transport 
• More buses in local area 
• Incorporate Brunswick Heads more 

prominently in the local transport 
timetabling 

• Light rail with multiple services per day 
• Commuter rail would be fantastic for Byron 

Shire 
 

 

RECYCLING & WASTE DISPOSAL SERVICES 
• Community recycling – bins for card board, 

boxes & bottles 
• Recycling around the shire 

 
 
FUNDING 

• Dollars 
• Be a priority for local & state government 

funding 
 
 
 



     9 

 

       Business Retention and Expansion Survey November 2012 

 

COUNCIL 
• Proactive, pro development & pro tourism 

council 
• Council support 
• More flexible council 
• Council should speed up their approvals 

processes 
• Greater rapport between council & BSC staff 
• Recognise the needs of constituents 
• Sack the Council, get a head kicker in a GM 

to shake up administration 
• Council responsible for getting roads fixed 

properly and when notified, not just filled in 
to wash away next rain 

• Council to understand the pressures on 
small business and consider footpath 
compliance etc with not just $$ in mind 

• Lower Council fees 
 

 
 

INTERNET 
• More band width over holiday periods 

 
 
OTHER 

• Employ NewTrain/Envite applicants to 
undertake specific jobs like painting, 
gardening 

• Make more of it (services & infrastructure) 
• Not really any suggestions – this is the Far 

North Coast 
• No suggestions – its related to being in a 

regional area 
 

 
THE COST OF DOING BUSINESS  
 
Q5(c). In terms of the costs of doing business, how do you rate this community with 
respect to these factors? 
 

This wording of this question was a little awkward, with low ratings attached to high costs and vice 
versa. Response rates varied for each question, with construction and land receiving the least attention. 
  

TABLE 5(C): THE COST OF DOING BUSINESS IN BRUNSWICK 
 

 

FACTORS  
 

AV RATING 
1=poor 

5=excellent 
 

 

RANK 
1= highest 

cost 

Development approval 2.04 1 
Leasing space 2.27 2 
Land 2.46 3 
Rates 2.46 3 
Storage 2.46 3 
Energy 2.50 6 
Transportation 2.63 7 
Buildings 2.73 8 
Construction 2.81 9 
Raw materials 2.91 10 
Telecommunications 3.21 11 
Labour 3.33 12 

 
Comments 
 

After all the scored were averaged, none of the factors on the list received a rating as "good" or 
"excellent" (4 or 5). Only two were considered to be even "fair". The remainder fell underneath, between 
"poor" and "fair". This was not different from the 2009 survey, although the ratings dropped in general. 
 

The cheapest cost factors were considered to be labour and telecommunications, as for the 2009 
findings. The most expensive cost factors were seen to be DA approvals, leasing space, land, rates, 
storage and energy. Of these, land and leasing space would be expected in a land-locked town with little 
development and where demand is exceeding supply. The cost of council rates has been mentioned 
several times already in other sections. 
 

What is notable in the 2012 survey is that:  
• The cost of leasing space has risen from 5th place in 2012 up to 2nd place in 2012  
• The cost of storage has moved up dramatically from 10th to equal 3rd place 
• The cost of energy has moved up from 9th to 6th place. 
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PART B: YOUR BUSINESS 
 
AGE OF BUSINESSES 
 
Q6(a). In what year did you commence operating this business? 
 

TABLE 6(A): YEARS OF OPERATION OF BUSINESSES 
 

YEAR 
COMMENCED  

YEARS OF 
OPERATION  

NUMBER OF 
BUSINESSES  

2012 1 2 
2011 2 3 
2010 3 0 
2009 4 4 
2008 5 2 
2007 6 0 
2006 7 4 
2005 8 2 
2004 9 2 
2003 10 1 
2002 11 0 
2001 12 1 
2000 13 2 
1999 14 1 
1998 15 0 

1997-1977 16-25 5 
1976-1941 21-50 1 

 
2012-2008 1-5 11 
2007-2003 6-10 9 
2002-1998 11-15 4 

 
Comments 
 
• While the results are interesting, there are too few responses (33) to give a very accurate breakup 

of the percentages of businesses. 
 

• The figures we have show that one third of the businesses surveyed started up in the last 5 years. 
This is far fewer newer businesses than there were in the five year period 2004-2009 as indicated 
in the 2006 survey, which was also higher than the five year period before (51%). So it would seem 
that there has been a general slide in the proportion of new businesses starting up, compared to 
the 2004 state wide average of 34%. 

 
• The figures suggest there has been a bit of fresh blood however recently, with 15.2% of businesses 

starting up in the last two years, higher than the 10.4% figure in the last survey. This rise could 
also possibly be a result of the smaller than usual sampling, as it is possible there was more 
enthusiasm for completing the surveys by the newer businesses.   

 
• 24.2% of businesses in Brunswick are more than 10 years old - quite similar to the 22% figure in 

the last survey. 
 
• One of the businesses surveyed is  71 years old!! 

 
 
 
 

BUSINESS ORIGINS 
 
Q6(b). Did you establish this business? 
 
Over half of the businesses (57.1%) established their business in Brunswick, which is quite similar to the 
2009 result of 59.3%. 
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Q6(c). From where have you moved? 
 

TABLE 6(C) ORIGINS OF BUSINESSES 
 

ORIGIN NUMBER OF 
BUSINESSES 

% OF 
BUSINESSES 

From elsewhere in the area 5 55.6% 
From elsewhere in NSW 1 11.1% 
From elsewhere in Australia 3 33.3% 
From overseas  0 0% 

 

Comment 
 

The origins were noted by only 9 of these businesses. Most of these moved from within the area, 
although "area" was not defined as "shire" or region". However, the sample is really too small to be of 
any significance. 
 
REASONS FOR RELOCATION 
 
Q6(d). Why did you relocate? 
 

The following reasons were cited for relocation by various businesses: 
 

• Closer to child’s school convenience 
• Sold freehold & now rent 
• More central & visible 
• Ease of parking 

 

Again the number of responses was too small to learn any meaningful information. 
 
 

BREADOWN OF BUSINESS TYPES - MAIN PRODUCTS OR SERVICES PROVIDED 
 
Q7. What are the main products or services you provide? 
 

Businesses were asked to list up to 4 main products or services which they provide in order of 
importance. A comprehensive list was tabulated. The sample of 37 businesses surveyed is reasonably 
representative of the diverse kinds of businesses that operate in the town, but obviously not nearly as 
representative as the survey in 2009.  
 

To compare the results with the 2009 survey and track any changes in trends over the last 3 years, the 
town's 140 businesses were grouped into business types, using the Chamber's accurate and up-to-date 
data base, rather than information from this survey.   
 

The accommodation group included the hotels, motels, B&Bs , holiday parks and self-managed holiday 
lettings. It should be noted that holiday letting properties, which are rented out for most of the year, 
were not included in the tally of accommodation (neither were permanent rental accommodation 
properties).  

 

TABLE 7: NUMBER OF BUSINESS IN EACH BUSINESS CATEGORY 
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Comments  
 

• Brunswick Heads is very well served commercially for a town of its size (population 1636). 
 

• The breakdown of businesses in town has not significantly changed overall over the last 3 years, 
although some changes from 2009 worthy of note are: 

• The percentage of retail businesses has increased slightly 
• Hospitality is slightly higher  
• Accommodation is slightly higher 

 

• Light industrial or manufacturing activity is almost non existent, but there are a few motor related 
businesses operating on Tweed St and building related business operating from home.  

 

• The town is blessed with an excellent cluster of cafes, takeaways and food outlets (there are 28 in 
total, including the independently owned and operated supermarket). Some believe that there are 
now too many cafes. 

 

• The large number of accommodation providers, hospitality and other tourism related businesses 
contributes to a vibrant tourism sector. The number of holiday accommodation providers has grown 
only slightly over the last three years, but upgrades have occurred to meet the changing market 
expectations. This accommodation figure does not include an additional 50 or so holiday houses. If 
it were included, accommodation would be take the top spot by far.  

 

 
 

• Health & well being businesses still abound in Brunswick Heads and include 5 hairdressers/beauty shops  
 

• The retail sector is made up of many interesting little shops, adding greatly to Brunswick's village 
charm. The secondhand and collectables cluster remains strong, with 8 retail secondhand shops and 
3 community op shops, which complement the cafe culture.  

 
• The number of fashion related outlets has increased only slightly from 3 years ago but most fashion 

outlets now also sell accessories. Many of the secondhand shops also now sell clothes.  
 
• Of significance though is that Brunswick houses a remarkable number of professional and other local 

services that would normally only be found in larger service towns. 
 
• Also significant is that Brunswick still has five employment providers. One left and another replaced 

This is quite unusual for a town of this size. 
 
• The survey illustrates the diversity of product and services by some of the smaller businesses to 

ensure their sustainability. For example, the video shop offers internet services, the newsagency 
sells new books, gifts, t-shirts & souvenirs, the chemist sells gifts, the second hand shops sell 
clothes, the trophy shops cuts keys, the supermarket sells novels and the Visitor Centre offers 
merchandise sales, internet and photocopying services. This diversity has increased noticeably since 
the 2009 survey, probably as means to survive. 

 
• Brunswick is thrilled to now have a professional operation offering eco-cruises on the river, thus 

ticking off one of the items on the 2005 Tourism Management Strategy Plan and the 2009 wish list.  
 
• While there have been many changes in ownership and new businesses started since 2006, we have 

not lost any of our major employers. 
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PART C: YOUR MARKETS 
 
PRODUCTS AND SERVICES MARKETS 
 
Q8. What percentage of your products/services do you sell... 
 

TABLE 8(A): PRODUCT & SERVICES MARKETS 
 

LOCATION WHERE 
SOLD 

AV % OF PRODUCTS 
SOLD IN 2009 

AV % OF PRODUCTS 
SOLD IN 2012 

Locally 85.9% 69.8% 
Elsewhere in NSW 6.0% 11.25% 
Elsewhere in Australia 7.4% 13.75% 
Overseas 0.6% 5.2% 

     
 

TABLE 8(B): PRODUCT & SERVICES MARKETS 
 

 
 
Comment 
 

Most (68.9%) of the Brunswick businesses still sell their products or services locally. In the last three 
years the percentage of products that businesses tapping into markets outside the local area has 
increased by about 16%. Significant attention and effort has been directed towards assisting businesses 
with the uptake of technology and on-line sales in the last three years, so this result could be indicative 
of some success in this area and a small factor in the survival of Brunswick businesses when tourist 
numbers dropped off.   
 
 
LEVEL OF INTEREST IN EXPORT 
 
Q9. Are you interested in exporting products or services? 
 

Only 7.7% of respondents are interested in exporting their products or services, slightly but 
insignificantly up from 7.3% in 2009. These businesses sell or are interested in selling advice, 
consultancy services and designer jewellery using Australian gems. 
 
 
Q10. Please indicate any products you are sell ing to overseas markets/customers?  
 
Those who export, export the following: 
 

• Giftware 
• Accommodation 
• Advice to Israel, USA, France, Germany and Turkey 
• Jewellery to the UK 
• BSFF Counsellor training by phone to USA and Norway 

av % products / services sold 

Locally	  
Elsewhere	  in	  NSW	  
Elsewhere	  in	  Australia	  
Overseas	  
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PART D: EMPLOYEES 
 
SIZE OF BUSINESSES  
 
Q11. How many people are employed in this business? 
 
Businesses were asked to note the number of people who are employed, including the owners. The 
employees were separated into full time, permanent part-time and casual employees. 
 

TABLE 11(A): COMPARISON OF BUSINESS SIZE BY STAFF NUMBERS 
 

CATEGORY 
BY SIZE 

% 
BUSINESSES 

2003 

% 
BUSINESSES 

2006 

% 
BUSINESSES 

2009 

% 
BUSINESSES 

2012 

STATEWIDE %  
2004 

< 2 staff 15% 9% 18.2% 17.6% 15% 
2-4 staff 44% 45% 31.2% 38.25% 41% 
5-9 staff 30% 24% 33.8% 38.25% 25% 

10+ 12% 23% 16.9% 5.9% 19% 
 

TABLE 11(B): BUSINESS SIZE BY STAFF NUMBERS 
 

 
 

TABLE 11(C): PROPORTION OF BUSINESSES OF EACH SIZE 
 

 
 

Comments 
 

• 6 businesses out of the 34 responses (17.6%) are sole traders, a similar result to the 2009 survey.  
• The most interesting result is the significant increase in the number of small businesses (2-4 

employees) and the further increase in the number of medium sized businesses (5-9 employees) 
since 2009, after an increase in 2006. Brunswick has never had very many large businesses and not 
all participated in the survey this year. Despite this, because the number of businesses in town has 
remained stable but the total number of employees has decreased, it is likely that the increase in 
the proportion of small and medium size businesses is the result of the downsizing of larger 
businesses and indicative of a shrinking economy. 
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TOTAL NUMBER OF JOBS & BREAKDOWN 
 

With only 34 responses, it is difficult to accurately extrapolate the number of jobs offered by Brunswick 
Heads businesses this year, although the sample does indicate a drop in the number of jobs since 2009 
of about 10%. (In 2009 there were 795 jobs). However, the data provided gives us some valuable 
information about changes to job status and trends.  
 

TABLE 11(D): NUMBER OF FULL-TIME, PART-TIME & CASUAL JOBS 
 

STATUS 2003 
SURVEY 

2006  
(66 

responses) 

2009  
(77 

responses) 

% OF 
TOTAL 
STAFF 

2012  
(34 

responses) 

% OF 
TOTAL 
STAFF 

Full time FT   175 38.3% 64 35.0% 
Permanent PT   95 20.8% 29 16.75% 
Casual   187 40.9% 90 49.15% 
TOTAL  406 457   183  
Extrapolated total* 556 738 795  753  

   
 

TABLE 11(E): GRAPH SHOWING CHANGES IN STAFF NUMBERS OVER TIME  
 

 
 
 
 

Comments 
 

• The figures indicate an 11% drop in the number of jobs per business, from 5.9 in 2009 to 5.4 in 
2012. This is the first time there has been a drop since the surveys began in 2001.  
 

• The figures show that in fact only 35% of jobs are full time, which is further drop (8.6%) from 
2009 when 38.3% of jobs were full time. Trends since 2003 show a gradual decline in the number 
of full time jobs available in Brunswick Heads. 

 
• While there was an 11% reduction in the number of full time jobs, part-time job opportunities 

dropped even more since 2009 (19.4%). 
 

• Nearly half of all jobs in Brunswick Heads are 49.2% of positions are casual, whereas 40.9% were 
casual back in 2009 (ie up 20.3% since 2009).  

 
• The figures indicate that during the challenging last three years, businesses have dropped staff to 

survive, and have replaced full-time and part-time jobs with casual positions. 
 
• By comparison with the situation in Byron Bay and either coastal towns, Brunswick Heads has 

done rather well to have dropped only 6% over the last three years.  
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2009 STAFF NUMBERS COMPARED WITH 2010  
 
Q12. How did the number of staff change, if at all, in the last 2 years? 
 

TABLE 12: CHANGES IN STAFF LEVELS IN THE LAST 2 YEARS 
 

 

  
CHANGE IN PART TIME 

STAFF LEVELS 
% OF BUSINESSES 

2009 
% OF BUSINESSES 

2012 
Increase 14.3% 35.7% 
No change 82.1% 7.2% 
Decrease 3.6% 57.1% 

 
CHANGE IN CASUAL 

STAFF LEVELS 
% OF BUSINESSES 

2009 
% OF BUSINESSES 

2012 
Increase 36.1% 38.1% 
No change 55.6% 52.4% 
Decrease 8.3% 9.5% 

 
Comments 
 

The change in the full-time, part-time and casual employment over the last two years follows the trend 
elsewhere. Businesses have not increased their full time staff levels in the last two years. However there 
has been a small increase in the casual staff levels. Some have increased their part-time staffing (35.7%) 
(perhaps made possible because of incentives and subsidies available). However, over half the businesses 
(57.1%) have decreased their part-time staff.  
 
Although these figures confirm the tough economic climate in the last two years, business expectations 
for the future regarding staffing levels and growth in turnover are of paramount importance in strategic 
planning for the next three years by the Chamber and other organisations.  
 
 
STAFFING PREDICTIONS FOR THE NEXT TWO YEARS  
 
Q13. How do you expect the number of staff to change, if at all, over the next 2 years? 

 
TABLE 13: CHANGES IN STAFF LEVELS IN THE NEXT 2 YEARS 

 

 

 
CHANGE IN PART TIME 

STAFF LEVELS 
% & NUMBER OF 

BUSINESSES 2009 
% OF BUSINESSES 

2012 
Increase 37.5% (12) 23.1% 
No change 59% (19) 69.2% 
Decrease 3.1% (1) 7.7% 

 
CHANGE IN CASUAL 

STAFF LEVELS 
% & NUMBER OF 

BUSINESSES 2009 
% OF BUSINESSES 

2012 
Increase 48.6% (18) 28.6% 
No change 51.4% (19) 66.6% 
Decrease 2.7% (1) 4.8% 

 
 

CHANGE IN FULL TIME 
STAFF LEVELS 

% OF BUSINESSES 
2009 

% OF BUSINESSES 
2012 

Increase 14.8% 0% 
No change 83.3% 69.2% 
Decrease 1.9% 30.8% 

CHANGE IN FULL TIME 
STAFF LEVELS 

% & NUMBER OF 
BUSINESSES 2009 

% OF BUSINESSES 
2012 

Increase 17.9% (7) 12% 
No change 83% (39) 84% 
Decrease 2.1% (1) 4% 
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Comment 
 
This is encouraging data and shows some optimism. At least some businesses (14.3%) can see a future 
with more full time staff, although most of the staff increases are expected to be permanent part-time 
(23.1%) and casual positions (28.6%). It is heartening that only 4%, 7.7% and 4.8% of businesses 
expect their full time, part time and casual levels staff levels to respectively drop by 2010. Placement of 
jobseekers in quite a few businesses may therefore be possible in the next couple of years and during 
this period, incentives and wage subsidies for the right staff may greatly assist with a turnaround. 
 
 
RECRUITMENT DIFFICULTIES 
 
Q14. Are you experiencing difficulty in finding suitable employees for your business? 
 
36.7% businesses overall are having difficulty finding suitable employees, compared with 31.6% in 2009. 
The 11 businesses that are having recruitment difficulties note these to be in the following areas. (Some 
are having difficulty in more than one area). 
 
 
 

TABLE 14: RECRUITEMNT DIFFICULTIES BY NUMBER & % OF BUSINESSES 
 

AREAS  NO. OF BUSINESSES 
Clerical 5 
Skilled trades  4 
Sales 3 
Hospitality/chefs 2 
Other (swimming teacher) 1 
Unskilled labour (driveway attendant) 1 
Computer technology 0 
Business administration 0 
Marketing 0 

     
 
 

SPECIFIC LABOUR NEEDS 
 
The data from the 30 responses to this question provides us with a guide as to Brunswick employer 
needs. This should be useful for our 5 employment agencies. Businesses appear to be having greater 
difficulty finding suitable clerical staff than in 2009. The hospitality industry still struggles to find 
suitable employees as bar caterers, barristas, cooks and chefs. The motor vehicle industry also still has 
trouble finding suitable mechanic and panel beaters. Other one-off needs are jewellery makers, swimming 
teachers, driveway attendants and apprentice/trainees.  
 
 
RETENTION OF EMPLOYEES 
 
This time around only 3.8% of businesses are having difficulty retaining employees compared with 9.1% 
back in 2009.  
 
 
TRAINEES AND APPRENTICES 
 
Of the 29 respondents, 4 businesses employ a total of 5 trainee/apprentices.  
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PART E: BUSINESS PLANS AND DECISIONS 
 
OUTLOOK 
 
Q15. During the next 2 years, do you expect your company to increase/decrease/have no 
significant change in turnover and profit? 
 
Q16. How do expect the demand for your services/products to change over the next 2 years?  
 
A chart was compiled which analyses these questions together, as there are direct correlations between 
turnover, profit and demand. 
 

CHART 15: TURNOVER, PROFIT & DEMAND EXPECTATIONS IN 2 YEARS 
 

Change in Increase No change Decrease 
Turnover 61.8% 35.3% 2.9% 
Profit 61.8% 8.8% 11.8% 
Demand for products/services 61.8% 8.8% 11.8% 

  
 
 

CHART 16: TURNOVER, PROFIT & DEMAND EXPECTATIONS IN 2 YEARS 
 

 
 
Comment 
 
These figures present an optimistic outlook with 61.8% businesses confident that their businesses will 
grow in the next two years. Our business community has managed to survive the last few extremely 
tough years, aided by the various promotional and other initiatives that the Chamber and other 
organisations have been able to provide with their limited resources. A very small number of businesses 
are predicting a contraction of their business, but this would be with very little impact on turnover. No 
forced business closures are imminent, although one business is considering closing down.  
 
The various suggested ways to improve the local economy in the earlier part of the survey will assist the 
Chamber and its 2013 Executive Committee to design and implement actions to support businesses to 
thrive once again.  
 
The next question, however, suggests that for most businesses the growth will not be as a result of 
expansion in the literal sense.   
 
 
 
 
 
 

Turnover 

Increase next 2 yrs 

No change next 2 
years 
Decrease next 2 yrs 
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EXPANSION PLANS 
 
Q17(a). Is your company considering expanding within the next 2 years?  

 
CHART 17(A): EXPANSION PLANS BY 2014 

 

RESPONSE % BUSINESSES 
2009 

NO. OF 
BUSINESSES 

2012 

% BUSINESSES 
2012 

Yes 43.2% 6 18.75% 
Not sure 25.7% 20 18.75% 
No 31.1% 6 62.5% 

 
Comment 
 

The local business community is still recovering from the effects of the GFC and the ravaging Queensland 
floods in 2010, both which impacted considerably on tourism. It is not surprising then that well over half 
of the businesses that responded have no plans for expansion in the next two years. This is further 
confirmation of the rather tenuous economic situation and the efforts that businesses are putting in to 
survive. For those who are planning to expand, the focus will mainly be on additional services for 
customers, certainly not by expanding their premises (see chart below). 
 
 
NATURE OF EXPANSION 
 
Q17(b). What is the nature of the expansion?  
Most of the 9 businesses that responded ticked more than one box 
 

Chart 17(B): NATURE OF EXPANSION 
 

NATURE OF EXPANSION 2009 2012 
Additional services for customers 29.9% 66.7% 
An increase in staff (including presenters) 27.3%  33.3% 
Process improvements  11.7% 33.3% 
Additional investment in equipment & technology  23.4%  22.2% 
Additional product lines  22.1% 22.2% 
Improved marketing - 11.1% 
Additional investment for customers - 11.1% 
Increase in attendance  - 11.1% 
Increase in floor space  5.2%      0% 
Renovation 1.3%       0% 

      
 
CONSTRAINTS ON EXPANSION 
 

Q17(c) What are the major constraints, if any, on your expansion? 
 

TABLE 17(C): CONSTRAINTS ON BUSINESS EXPANSION 
 

CONSTRAINT % OF BUSINESSES 
2009 

RANK % OF BUSINESSES 
2012 

RANK 

Finance (incl The general poor state of 
the local, national & global economy) 

60.9% 1 30.7% 1 

Identifying & accessing new markets 8.7% 5 15.3% 2 
Local regulation/zoning 8.7% 6 7.7% 3 
Broadband access 8.7% 7 7.7% 3 
Problems with DA’s 4.3% 8 7.7% 3 
Lack of skilled staff 21.7% 2 7.7% 3 
Motivation to expand   7.7% 3 
Government contract   7.7% 3 
Lack of suitable premises 17.4% 3 0%  
Energy reliability  17.4% 4 0%  
Energy costs  4.3% 9 0%  
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Comment 
 

This was not a popular question, with only 13 responses and multiple constraints were often noted.  
Finance is still the biggest barrier to expansion, with local regulation/zoning, problems with DA’s and lack 
of skilled staff all getting a mention.  “Other constraints” included the local economy, lack of motivation 
and the existence of a government contract. 

 
ASSISTANCE 
 

Q17(d). Have you approached anyone to discuss your plans? Who? 
 

There was also little interest in this question - only 12 businesses responded and of these only 2 have 
sought assistance, approaching Northern Rivers Tourism and Aus Industry. 
 
Comment 
 

This was a surprising result as we have evidence that several different business development 
organisations have provided assistance, including NORBEC, Community Engine, the Brunswick Heads 
Chamber of Commerce and the Visitor Centre.  Frequent communication is made available in the monthly 
newsletters on the ongoing assistance that is available to businesses.  
 
 
CO-OPERATION BETWEEN BUSINESSES 
 
Q18. Do you or could you work in a co-operative way with other businesses? 
 

Business were asked to identify the ways in which they do or could work in co-operation with other 
businesses. From the 27% of survey participants who responded to this question, the level of current 
action or interest is as follows: 
 

CHART 18: MOST POPULAR STARTEGIES FOR WORKING CO-OPERATIVELY WITH OTHER BUSINESSES 
 

METHOD NO. OF BUSINESSES 
INTERESTED 

RANK 

Co-operative marketing 7 (28%) 1 
Referral of work  7 (28%) 1 
Discussion groups  2 (8%) 3 
Joint participation in business 
management learning activities 

2 (8%) 3 

Joint training of staff 2 (8%) 3 
Group purchasing of inputs 1 (4%) 6 
Staff sharing 1 (4%) 6 
Joint tendering  1 (4%) 6 
Networking 1 (4%) 6 
Sharing distribution services 1 (4%) 6 
Buying and/or sharing equipment 0 11 

 
Comment 
 

Co-operative marketing and referral of work are still by far the most popular ways to work co-operatively 
with other businesses -  no change from 2009. The Chamber has taken the role of co-ordinating most of 
the co-operative marketing, although changes in Executive Officer staffing over the last 18 months and 
limited resources by the Chamber and the businesses themselves to buy in has meant a couple of co-
operative marketing opportunities have not gone ahead (eg. Easter and Christmas promotions in the 
Echo and the Buy Local Campaign).  
 
NB. With the formation of VIA Byron (Byron Visitor Industry Association) in April 2012, new 
opportunities for co-operative marketing to several targeted audiences and far great and wider exposure 
will be possible in 2013. Businesses will need to ‘buy into’ these on a dollar for dollar basis.  
 
Byron’s Own Networking Group (formerly Business Network International - BNI) operates from Byron Bay 
and a couple of Brunswick businesses are currently involved. Several businesses are involved in the local 
Mullumbimby Rotary Club and a recent membership drive means that more will be involved in 2013.  
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BARRIERS TO BUYING LOCALLY 
 
Q19. What business inputs, including raw materials and services, would you l ike to 
purchase locally that you currently purchase from outside the area? 
 
The comments provided were listed in the following categories: 
 

TABLE 19: DESIRED INPUTS THAT CANNOT BE SOURCED LOCALLY 
 

 

FOOD 
 

EQUIPMENT 
 

PACKAGING & 
STATIONERY 

 

 

OTHER 

 

• Food x 2 
• Fruit and 

vegetables x 2 
• Cottees products 
• Teas 
• Sugar 
• Indonesian food 
• Pita bread 

 
 
 

 

• Equipment x 2 
• Pizza trays 
• Hardware  
• Raw materials for 

trophies & awards 
etc, but realistically 
not going to happen 

• Building codes and 
standards 

 
 
 

 

• Packaging 
• Recycled brown 

bags & stationery 
etc as same cost 

 

 

• Eco-cleaning 
products 

• Uniforms 
• Giftware 
• Haberdashery for 

personal orders 
• Secondhand 

children's goods 
• Homewares 
• Many things, but 

they wouldn't be 
price competitive 
 

 
 
RELOCATION PLANS 
 

Q20(a).  Are you currently considering changing the location of your business?  
 

TABLE 20: BUSINESS CONSIDERING RELOCATION 
 

RESPONSE % BUSINESSES 2009 NO & % BUSINESSES 2012 
Yes 6% 1 (3%) 

Not sure 10% 1 (3%) 
No 84% 31 (93.9%) 

 
Comment 
 

33 businesses responded to this question. An overwhelming number of businesses (93.9%) have no 
intention of relocating their business, although one business is considering closing down. This is higher 
than in 2009 (84%). Perhaps most of the moves planned in 2009 have occurred. Only two businesses 
are planning to relocate or are unsure.  

 
Q20 (b &d). If relocating out of the area/region, what major benefits would the new 
location offer?  
 

The only business considering relocating would move for better rent and more foot traffic. 

 
Q20(c). Where would you consider relocating to? 
 

Only one business answered this question, and indicated they would move to somewhere else in the area. 
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PART F: YOU AND YOUR BUSINESS SUPPORT SERVICES 
 
BUSINESS MANAGEMENT SKILLS 
 
Q21. How would you rate your current business management skil ls and, in 2 years, how 
far would you l ike to progress those skil ls?  
 

TABLE 21(A): CURRENT BUSINESS MANAGEMENTY SKILL LEVELS (AV RATINGS) 
 

SKILLS CURRENT 
RATING 

RANK RATING IN 
2 YEARS 
TIME 

IMPROVEM’T 
SOUGHT 
(GAP) 

Quality assurance/accreditation 4.06 1 4.79 0.73 
Legal/regulatory requirements 4.04 2 4.8 0.84 
Risk identification & management 3.96 3 4.83 0.87 
Financial management 3.83 4 4.72 0.89 
Sustainable business practices 3.83 4 4.71 0.88 
Planning & organising production/service processes 3.8 6 4.8 1.0 
Managing people 3.78 7 4.7 1.1 
Improving production or service processes 3.74 8 4.74 1.0 
Planning & organising work systems 3.72 9 4.8 1.08 
Time management 3.7 10 4.96 1.26 
Business strategy 3.65  4.71 1.06 
Balancing work & life 3.54  4.93 1.39 
Information technology applications 3.52  4.65 1.13 
Succession planning 3.39  4.58 1.19 
Marketing 3.32  4.58 1.26 
Developing & commercialising new products/services 3.29  4.52 1.23 

 
TABLE 21(B): BUSINESS MANAGEMENT SKILL LEVELS 

 
 
SKILLS 
 

 
V POOR 

 
POOR 

 
AVGE 

 
GOOD 

 
EXCEL
LENT 

 
GOOD OR 
EXCELLENT 
 

Managing people 0 1 8 15 3 18 
Risk identification/management 0 1 4 13 5 18 
Sustainable business practices 0 1 6 13 3 16 
Planning/organising work & business systems 0 1 8 13 3 16 
Quality assurance/accreditation 0 1 2 10 5 15 
Financial management 0 1 7 10 5 15 
Legal/regulatory requirements 0 2 4 8 7 15 
Time management 1 1 11 11 4 15 
Business strategy 0 0 9 11 3 14 
Balancing life & work 3 2 6 10 4 14 
Planning/organising prodn & service processes 0 1 5 11 2 13 
Improving production/service processes 0 0 5 11 2 13 
Information technology applications 0 2 8 12 1 13 
Succession planning 2 3 6 8 4 12 
Marketing 0 5 7 10 1 11 
Devlpg/commercialising new products/service 0 5 6 9 0 9 
 
Comments 
 

• The aggregate results show that the Brunswick business community's overall perception of their 
business management skills is average to good (3.7 out of 5).  The majority of respondents have 
scored themselves 3's or 4's. This is a higher average rating than in 2009, where this was only 3.5.  

 

• There was a huge range in how businesses scored themselves individually. Most isolated only a few 
particular skills that they rated either very low (1) or very high (5). A closer look at these upper and 
lower ratings, however, reveals some patterns. 
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• The greatest concentration of expertise, confidence or competence (rated 4 or 5) and where 
the smallest gap between current and desired skill level, are: 

 

 Managing people 
 Risk identification & management 
 Quality assurance/accreditation 
 Planning & organising work and business systems  

 

Planning & organising work and business systems have replaced legal/regulatory regulations  on 
this list since 2009. 
         

• The areas where assistance to individual businesses is most needed (rated 1 or 2) and where the 
greatest gap between current and desired skill level are: 

 

 Marketing   (same as in 2009)      
 Succession planning  (same as in 2009)  
 Balancing work & life  (same as in 2009) 
 Developing & commercialising new products & services and marketing  (dropped from 2009)

   
Information technology application skills are no longer appear on this list, and are now 
considered average. It should be noted that in the last three years, the Chamber focused heavily 
on this need, organising an IT workshop in March 2010. It also partnered with Community Engine 
to up skill businesses in workshops and individually. 

 
• Although time management is rated as average, this is where businesses on the whole wish to 

see the greatest improvement, hoping to average 4.95 out of 5! 
 
 
INTEREST IN RECEIVING INFORMATION 
 
Q22. Are you interested in receiving information/training on any of the above? 
 

Only 52.3% of businesses that responded are interested in receiving information or training to improve 
their skills. 
 
 
PREFERED METHODS OF INFORMATION DELIVERY 
 
Q23. How would you l ike the information delivered? 
 

Only 24.3% of respondents answered this question. For the 9 businesses who responded, the preferred 
methods of delivery are (in order of preference) 
 

METHOD OF DELIVERY NO. OF 
BUSINESSES 
INTERESTED 
2009 

RANK 
2009 

% OF 
BUSINESSES 
INTERESTED 
2012 

RANK 
2012 

Networking events  11 2 55.5% 1 
Business breakfasts 9 6 44.4% 2 
Newsletter 20 1 33.3% 3 
2-3 hr evening workshops 10 5 33.3% 3 
Mentoring/coaching  8 7 33.3% 3 
Conferences  54 9 22.2% 6 
Full day workshops  6 8 11.1% 7 
2-3 hr morning workshops  11 3 11.1% 7 
2-3 hr afternoon workshops 10 4 0% 9 

 
Comments: 
 

• Fewer businesses proportionately have requested assistance than in the 2009 survey.  
 

• Most respondents nominated several methods of delivery. 
 

• Those methods of delivery which involve longer periods of time (and probably also travelling) are 
not favoured, confirming that our businesses are time poor.  
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PART G: BRUNSWICK HEADS SUPPLEMENTARY QUESTIONS 
 
BEST AND WORST TRADING PERIODS 
 
Q1(a). What are your best trading months of the year? 
 

TABLE 24(A): BEST TRADING MONTHS OF THE YEAR 
 

MONTH TALLY OF NO. 
OF BUSINESSES 

2009 

RANK 
2009 

TALLY OF NO. 
OF BUSINESSES 

2012 

RANK 
2012 

December 51 1 19 1 
January 50 2 19 1 
April 34 3 12 3 
February 31 4 12 3 
November 29 6 11 5 
September 29 5 10 6 
October 28 7 10 6 
March 23 8 10 6 
August 12 9 4 9 
May 11 10 4 9 
June 11 11 4 9 
July 11 12 4 9 

 
 

TABLE 24(B): BEST TRADING MONTHS BAR CHART 
 

  
 
 
Comments 
 
• Analysis of the data received from the 31 businesses (83%) who responded to this question, 

indicated that December and January are still considered by far to be the best trading months for 
most (but not all), with February, March, April, September, October and November all good months. 
  

• Thus the good trading period still extends from September through until April as it did in 2009.  
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Q1(b). What are your worst trading months of the year? 
 

TABLE 25(A): WORST TRADING MONTHS OF THE YEAR 
 

MONTH TALLY OF NO. OF 
BUSINESSES 

2009 

RANK 
2009 

TALLY OF NO. OF 
BUSINESSES 

2012 

RANK 
2012 

June 51 1 13 1 
July 50 2 13 1 
August 34 3 13 1 
May 31 4 6 4 
November 29 6 5 5 
September 11 11 4 6 
Feb 29 5 3 7 
March 23 8 3 7 
April 11 10 3 7 
October 28 7 2 10 
January 12 9 1 11 
December 11 12 0 12 

 

 
TABLE 25(B): WORST TRADING MONTHS BAR CHART 

 

 
 
Comments 
 
• The June to August period is still the worst for most, with all months ranked the same. May was the 

next most difficult period of the year, the same as in 2009. The order for the other months 
correlate with the previous question. 

• This information supports the targeting of any marketing or buy local campaigns by the Chamber to 
have an effect from May to September.  

 
 
TOURISM TRADE  
 
Q2. What percentage of your trade is tourism related? 
 
A total of 27 businesses responded to this question. 92.6% of these businesses are patronised by 
tourists to some extent. For 23% of businesses tourism provides 80% of more of their income and for 
55.6% of businesses, tourism makes up half or more of their trade. There is a 10% higher dependency 
on tourism all round than for 2009.  
 

NB. This figure was calculated without the 50 or so holiday let properties – all are 100% dependent on 
tourism. 
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Comments 
 
• These figures are very important reminders that Brunswick is a tourist town. New residents are 

often unaware that forget that Brunswick has been a tourist town since the beginning of the 20th 
century. Tourism plays a critical role in the health of the Brunswick Heads economy and needs to be 
protected and nurtured.   
 

• Hence the calls for action elsewhere in the survey for increased promotion and marketing of the 
town to increase visitor spend.  

 
• Changes in the global financial market and constant threats to the holiday letting sector all impact 

on the health of the local economy. Substantial income is injected into the town from the rental of 
holiday properties. It is estimated that this is in the order of $1.2m per annum. (based on 80% 
occupancy level). Despite the tough times, this is higher than the estimated amount of $1m in 
2009. 

 
• Our economy is not just impacted by local weather events, but severe weather events elsewhere, 

such as the 2010 Queensland floods, also have a great impact on the town’s economy. During the 
floods and for months afterwards, holiday accommodation cancellations were common.  

 
• With a residential population of 1636, best practice tourism management is required to ensure that 

the visitors we attract share the same values as the community to ensure harmony. 
 

• We are fortunate to have a good base of local trade and this must also be nurtured, to minimise 
leakage of business beyond the town. 

 
 
NEW BUSINESS OR SERVICES SUGGESTED FOR BRUNSWICK HEADS 
 
Q3. What new businesses or services do you think are needed in town to complement 
existing businesses? 
 
This is a simple but effective gap analysis for our town. Firstly, prospective businesses are able gather 
some information on which business are missing but considered worthwhile additions by their peers. 
Secondly, the information is useful to our real estate agents, for "head hunting" businesses that will 
complement existing businesses and strengthen the local economy in line with the Chamber's mission 
statement and town vision. 
 
 
FOOD 
• Butcher x 2 
• Fresh fruit and vegetables 
• Fresh sandwiches 
• Cheaper lunch food especially for locals 
• More restaurants 
 
VISITOR SERVICES 
• More holiday accommodation x 3 
• Bus tours TO our town 

 
RETAIL 
• Camping store 
 
OTHER 
• More housing 
• Night time entertainment apart from the pub 
• Red Cross blood bank 

 
• No more hairdressers 
• No more cafes 
 

 
Comments 
 

• It is a much smaller list than in the 2009 survey. No doubt a larger survey response rate would have 
yielded many other suggestions. Nevertheless there are some definite trends in this information. 
Respondents are, for the most part suggesting ideas or businesses which will considerably increase 
the number of both local and visitor patrons.  

• On the local scene, the loss of the butcher a couple of years ago is still being felt.  
• There are also a couple of opportunities for complementing businesses – it seems there is an 

affordable light lunch market within the business sector, which could be taken up by an existing 
café.  

• Respondents also took the opportunity to articulate what they don’t want also – no more 
hairdressers or cafes. 
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Several of the businesses on the 2009 wish list were manifested in the last couple of years. These 
included: 
  

• More second hand shops, including an antique or 60's type business (Fabulous Mrs Fox, Vintage 
Interior Pieces)  

• More & better tourist accommodation (we netted an extra couple of holiday properties, and 
some upgrades were undertaken, including a major makeover of the Brunswick River Inn 

• A sushi bar (Rice @Sushi) and extra café (Footbridge Café opening shortly) 
• The establishment of Byron Bay Eco Cruises and Kayaks met several items on the wish list on 

one business eco-tourism business on the river, kayak tour and local tour operation 
• Hire car (Europcar at Caltex). 
 

 
EVALUATION OF CHAMBER SERVICES 
 
Q4(a). Which of the Chamber services would you l ike to see continue? 
 
This question sought to evaluate the relevance and performance of the Chamber and its projects on 
behalf of its members, over the last 3 years. (67.6%) responded to this question, and many ticked most 
of the boxes.  
  
 
CHAMBER SERVICES 

NO OF 
BUSINESSES 

2009 

RANK 
2009 

NO OF 
BUSINESSES 

2012 

RANK 
2012 

Visitor Information Services 57 1 22 1 
Festivals & event organisation 52 3 21 2 
Town promotion 49 4 21 3 
Website development & high ranking 43 9 20 4 
Town improvement projects eg Tweed St 54 2 17 5 
Council lobbying & submission writing 43 9 16 6 
Business development & information 47 6 16 7 
Email news & updates 49 4 15 8 
Community services eg skatepark 46 6 14 9 
“Buy Local” campaigns 47 6 13 10 
Hard copy newsletters 31 11 10 11 
 
Comment 
 

Visitor information services, festivals & event organisation and town promotion are the top 3 priorities, 
the same as for 2009, with visitor information services on the top of the list again. Website 
development and high ranking shot up to rank #4, bumping town improvement down to rank #5. 
 
Only 27% of businesses now value the hard copy newsletter as compared with 42.5% in 2009. With the 
increased take up of email and internet communication by Brunswick businesses the replacement of the 
hard copy newsletter with an e-newsletter communication is looking more likely.  
 
The data sends a clear message that those who completed the survey would like the Chamber to 
continue these activities into the future. Organising and implementing these activities requires cash and 
in kind resources, so the outgoing 2012 and incoming 2013 Executive Committees can take these 
priorities into account when developing the Chamber’s 2013 budget and business plan.     
 
 
Q4(b). What else would you l ike the Chamber to do to increase the value of your membership? 
 

The following feedback was provided: 
• Happy with existing services 
• Chamber does extremely well as it is - fantastic support with motivating, networking, promotions 

& networking 
• Organise block advertising where we could all then take smaller, cheaper ads 
• Stop supposedly local markets leaching money from the local economy 
• More promotion of Brunswick Heads into Brisbane/Gold Coast. 
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ACTIVE INVOLVEMENT IN 2013 
 
Q5. In what way could you be involved next year ”To foster a dynamic local business sector, 
encouraging sustainable and innovative business development in l ine with the community’s 
vision for Brunswick Heads” and promote the Simple Pleasures message? 
 

The Chamber is soon developing a business plan for 2013, and, with many positions on its core 
Executive team open next year and subcommittees always needing more workers, the survey provided a 
timely opportunity to get the members thinking about how they could be actively involved in the peak 
local business organisation in 2013.  
 

INVOLVEMENT NO. OF BUSINESSES 
INTERESTED 

Service on Executive Committee for 1 year 2 
Assistance with fundraising/raffles 14 
Assistance with events/projects/functions 5 plus 12 event offers* 

 
Subcommittee participation    
Safety (2), Tweed St (1), Tourism (2), Simple Pleasures Design (2) 
* Event offers - Old & Gold (5), Kites & Bikes (5), Mullum2Bruns Paddle (2)   
 
Comments 
 

This was very similar outcome (proportionately) to the 2009 survey. There is good interest for projects 
and activities with finite time constraints (as usual). a one year commitment at the Executive Committee 
management and leadership level is less forthcoming. Despite high expectations of members for services 
and activities to be undertaken by the Chamber, the commitment to serve on the Executive Committee 
for one year to make it all happen is not very forthcoming (also as usual). 
 
 
CHAMBER MEETING FREQUENCY AND FORMAT 
 
Q6. What is your preferred meeting frequency and format? 
 
 

 
 
Comment 
 
Everyone wanted a meeting in the format. Only 6.7% of respondents would like to see meetings held 
monthly, 53.3% every 2 months and 40% every 3 months. The preferred format by far was a 
meeting/networking format (71.4%), followed by meeting format only. Only 7.1% wanted a meeting 
only and no-one was interested in networking only.  
 
 
 
 
 

Meeting	  
frequency	  
Monthly	  

Meeting	  
frequency	  Every	  
2	  months	  

Meeting	  
frequency	  Every	  
3	  months	  
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FINANCIAL PLANNING AND INSURANCE 
 
Q7(a).  Do you seek professional advice on matters such as finance and insurance? 
 
Just over half (54.5%) of the 22 respondents seek professional advice on matters such as finance and 
insurance.  
 
Q7(b). Satisfaction with outcome of insurance claim outcomes for interruption of 
business trading (on a scale of 1-5) 
 

Rating 1 2 3 4 5 
% of businesses 0 10% 20% 20% 40% 

 
 
Q7(c). What is your primary consideration when purchasing insurance? 
 

The primary consideration when purchasing insurance was noted as follows: 
 

PRIMARY CONSIDERATION NO. & % OF BUSINESSES 
Purely cost  0    (0%) 
Purely policy features  0    (0%) 
Mix of cost & benefit 15   (68.2%) 
Professional relationship  3    (13.6%) 
Location of insurance provider  3    (13.6%) 

 
One “other” consideration was listed as “The ability to handle claims with minimal input from me.” 
Several respondents included more than one consideration as “primary”. Three of the five businesses 
who responded to the question regarding a free appraisal already deal with Eagle Insurance Brokers, the 
others provided their details. 
 
Comment 
 

One person ranked professional relationship as the top consideration, while all others ranked a mix of 
cost and benefit as “primary”. 
 

NB. The principal sponsor of this year’s Business Survey, Eagle Insurance Brokers, was invited to include 
a question in the survey. Only those who gave their consent to be contacted will have their contact 
information passed on.  
 
 
EMPLOYMENT AGENCY ASSISTANCE 
 
Q8. If a suitable person were available to work in your business for 6 months with a 
generous wage subsidy (30-80%), would you be interested in employing someone for up 
to 15 hours per week? 
 
Of the 18 responses, 22.2% (4 businesses) indicated they would be interested, and this will be followed 
up by the Chamber. 
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CO-OPERATIVE MARKETING & CALENDARS 
 
Q9. Would you be interested in participating in another co-operative marketing BUY 
LOCAL campaign? 
 
23 businesses responded as follows: 
 

CONTRIBUTION NUMBER OF 
BUSINESSES 

$250 0 
$200 5 
Not interested 18 

 
Of the choices of campaign time between Oct-Dec 2012, March/April – May/June 2013 and Oct-Dec 
2013, the preferred campaign time was unanimously listed as Oct-Dec 2013. 
 
Comments 
 
A BUY LOCAL campaign is not feasible without the support of at least 32 businesses @$250 each or 40 
businesses @$200 each. It was unfortunate that the survey return rate was low this year, as an 
opportunity to find this information without a further survey has been missed. This low rate of interest in 
participation rate from this survey will be considered in the Chamber’s strategic planning for 2013.  
 
Because of the high level of interest in town promotion and co-operative marketing demonstrated in 
several other areas of the survey, it can therefore be assumed that the request for town promotion and 
co-operative marketing is levelled at initiatives other than BUY LOCAL campaigns. The Chamber’s 
personnel resources are extremely limited, so it is important to allocate these as wisely as possible.  
Q10. What changes to the annual Brunswick Heads calendar would result in you buying it 
to post out to out-of-town friends and customers? 
 
There were only 7 responses to this question, with comments as follows: 
 
 
NO CHANGES 

• Calendar is good as it is 
• No Changes 
• Already buy it 
• I always buy at least 10 copies, it’s just fine 

 

 
CHANGES TO SIZE 

• Larger format and room to write 
important dates 

• A bigger format 
• Produce in A4 landscape 

 
 
Comments 
 

It was disappointing that so few responded to this question – perhaps because it was the last. No one 
mentioned the price or the value for money. Nevertheless the feedback given will be relayed to the 
Simple Pleasures Design Team and the Visitor Centre management, who can do an analysis of costs for 
the larger format and weigh up whether the larger size is a viable financial proposition or not. 
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CONCLUSION 
 

 
The Chamber's mission is "to foster a dynamic local business sector, encouraging sustainable and 
innovative business development in line with the community’s vision for Brunswick Heads."  
 

Since the 2009 Business Survey the Chamber was busy following up on many of the items on the wish 
list created from the 2009 survey, as well as undertaking its normal functions including: 
  

• Expanding and improving the Visitor Information Services, updating maps and guides, with financial 
sustainability achieved in July 2010  

• Organising community events and festivals  
• Undertaking branding & promotional activities, initiating an all All Town Summer Sale, expanding online 

communication & promotional services through e-marketing packages & maintaining enhancing and 
optimising the website, installing new gateway sign and a fresh billboard inviting visitors to town and 
doing the groundwork to create other marketing & co-operative marketing collateral to benefit Bruns. 

• Offering workshops and promoting opportunities for business development for local businesses, 
particularly in the area of information technology and social media.  

• Progressing the Tweed St Masterplan 
• Dealing with town safety issues 
• Writing submissions on issues of importance to our business community and advocating to Council on 

behalf of members  
• Organising networking, fundraising & launch events 
• Sourcing grants & sponsorships and creating new partnerships 
• Engaging with Council and outside organisations on tourism planning and issues, and taking a 

leadership role in the establishment of VIA Byron, a peak visitor industry association, to improve 
tourism in the shire 

• Conducting the “Taking Care of Brunswick Community Economic Transition Planning process and 
producing a five year plan for the town.  

 

The variety of the various community and economic development strategies that were implemented in 
the last three years would have played some role in the town’s economic survival.  
 
Since 2009 our small businesses have had to contend with a lot.  The effects of the Queensland floods 
and our own severe weather events during peak trading periods, the weak local and global economy and 
ever increasing fees and charges and running costs tested the financial sustainability of even the most 
well established businesses in town.  Businesses tightened their belts during 2009 to survive and then 
have had to tighten them considerably more since then.  Growth was put on hold, and there was some 
job cutting, for the first time since the 2003 survey, although not as much as other areas have 
experienced. 
 
Following a shocking 2010/2011 summer, the Chamber responded in February 2011 with an All Town 
Summer Sale for members, covering all the costs from its financial reserves.  The Chamber's town 
branding and promotional campaigns continued, but on a smaller scale. With only a shoestring budget to 
work with and with little interest or ability to contribute to co-operative marketing campaigns, other 
creative and low cost strategies had to be employed.  The Chamber capitalised on free and other 
promotions wherever possible. We designed and installed a new gateway sign and refreshed our Gulgan 
Rd billboard.  In 2009 Brunswick Heads was perfectly positioned with its 'Simple Pleasures' brand to 
welcome all those visitors who had downscaled their holiday aspirations to something simpler, and as a 
result, our accommodation sector did not suffer. Tourists still came to town, but did not spend as much 
in the retail outlets. In the struggle to survive, many businesses have widened and diversified their 
product range, to the point where many of our shops now sell products sold by other shops.  
 
Tourism still remains the town's main economic driver and it appears that businesses are looking to 
tourism to pull them out of their current holding pattern. The Chamber’s voluntary Tourism Group has 
done extensive work behind the scenes laying the foundations for many new town marketing and 
promotion initiatives, which will bear fruit in 2013.  However, if the Chamber’s strategic plan is to 
incorporate more promotional ideas and initiatives as suggested in this survey, there will need to be 
greater engagement by businesses, both in cash and in kind in 2013.  
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Brunswick Heads businesses have now started to embrace some of the latest information technology 
applications to communicate and to support their enterprises. The increased take up of the Chamber e- 
marketing packages and the higher rating of Brunswick’s website development and high ranking as 
priorities for the Chamber are indicators of change, albeit slower than is probably needed.  
 

The outlook for businesses is only mildly promising, with most businesses expecting to hold or only to 
grow slightly over the next two years, provided they can overcome some financial and skill shortage 
barriers. Despite the GFC, the outlook in 2009 had been quite optimistic – this survey shows that the 
predictions for business growth and increases in employment opportunities did not match what happened 
in reality. Nevertheless, while businesses in towns up and down the coast closed their doors in great 
numbers, and large numbers of empty shops were common, Brunswick’s businesses survived. In 2009 
there were 2 empty shops – in 2012 there are still only 2 or 3 empty shops. 
 

While there are still significant issues with public transport and local government, our business people are 
realistic, accustomed to using their own initiative and working co-operatively to achieve results. They 
support Brunswick's positive approach with the Council and other partners to work through the difficult 
challenges, which are turned into opportunities wherever possible.   
 

Two major projects were confirmed as high priorities for the Chamber in the 2009 survey.  Despite the 
economic decline the Brunswick Visitor Centre achieved financially sustainability by mid 2010 as 
planned. This was mainly due to huge volunteer efforts, the support of its corporate sponsors, 
fundraising and the introduction of the Mullum2Bruns Paddle as a new fundraising event.  Everyone was 
looking forward to seeing a start on the staged implementation of the Tweed St Masterplan, which 
was the other high priority project. Despite mammoth efforts by the Tweed St Taskforce in the last 3 
years, other than the new welcome to Brunswick gateway sign, no earth has been turned as yet because 
of Council’s financial situation.  However, a great deal of progress has been made behind the scenes – 
Section 94 funds have now been allocated and the Council have indicated support in the Regional 
Development Australia Round 3 funding for the Ten Seat Project. 
 

Brunswick business people highly value their laid back village lifestyle and natural assets. They love the 
friendliness and easy going ways of the community and the "Simple Pleasures" brand. However, the tough 
last few years have taken their toll, and more customers, preferably tourists, are required for their 
sustainability.  The various committees will look at strategies to increase the number of customers, as 
well as increasing the total spend per customer increase turnover for businesses.    
 

The Chamber's main challenge continues to be how to maintain the level of activity that is expected by 
its members with such limited financial and volunteer resources. 
 
 

WHERE TO FROM HERE? 
 

A number of opportunities have been identified for discussion in the Chamber's strategic planning process. 
They include:   
 

1. Maintenance of the village charm & Simple Pleasures activities 
2. More streetscaping, landscaping, trees & beautification  
3. Implementation of the draft Tweed St Masterplan in stages 
4. Continued sustainability of the Visitor Centre 
5. A lateral approach to overcome the lack of public transport 
6. Better waste disposal & recycling systems for businesses 
7. More recreational facilities & activities, especially for youth 
8. Working more closely with Council to resolve safety issues, protect our holiday letting industry & 

keep fees & charges at a manageable level for small businesses  
9. Running and encouraging more community events and festivals 
10. More focus on town promotion, co-operative marketing and other ways to attract more customers 

Many marketing initiatives, including ones, with Council & VIA Byron are almost ready to implement  
11. Retention of the interesting retail mix, keeping the shop clusters in balance, and actively attracting 

the businesses we need  
12. Increase of awareness of use of technology, and focus on our website development & high ranking 
13. Continued Chamber activity in the areas of marketing, town improvement/streetscaping, website 

development, Visitor Centre services, advocacy, business development, events and festivals, 
community projects & partnering with other organisations 

14. Management and the streamlining of our limited resources (money and people) to achieve as much 
as possible. 


