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Project Details

Name Mission Wellness

Postal Address PO Box 227, Mission Beach QLD 4852

Street Address 20 Porter Promenade, Mission Beach QLD 4852

Sponsor Organisation Mission Beach Business & Tourism

Contact Yoko Yasui (Mission Wellness coordinator)

Phone 0409 556 300

Methodology

This Strategic Plan was developed by Conus Business Consultancy Services during 2011 and 2012 as
part of a mentored business planning process.

The Strategic Plan identifies the long-term direction of Mission Wellness and develops key strategies
to deliver success. The strategic planning process incorporated extensive community consultation
conducted in the Mission Beach area during February and March 2012 and regular meetings with the
Mission Wellness steering committee during 2011 and 2012.

This project was funded by the Queensland Government.

Disclaimer: This report is supplied in good faith and reflects the knowledge, expertise and experience of the consultants
involved. In conducting the analysis in the report, Conus Business Consultancy Services has endeavoured to use the best
information available at the date of publication, including information supplied by the client. Unless stated otherwise,
Conus Business Consultancy Services does not warrant the accuracy of any forecast or prediction in the report. Although
Conus Business Consultancy Services exercises reasonable care when making forecasts and predictions, factors such as
future market behaviour are uncertain and cannot be forecast or predicted reliably.
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Workshops, events and meetings were held as follows:

Date Meeting details
11 July 2011 Initial consultation with Mission Wellness committee members.
14 July 2011 Facilitation of Mission Wellness stakeholder and project supporter meeting.
15 July 2011 De-brief and consultation with Mission Wellness committee members.
21 October 2011 Project commencement meeting with Mission Wellness committee members and

Virginia Berry (DEEDI).
7 November 2011 Workshop with Mission Wellness committee members and Virginia Berry to discuss

the goals and objectives of Mission Wellness.
16 January 2012 Workshop with Mission Wellness committee members and Virginia Berry to discuss

the planned survey and community consultation.
30 January 2012 Workshop with Mission Wellness committee members and Virginia Berry to identify

the proposed business model.
20 February 2012 Meeting with Mission Wellness committee members to review the planned

community consultation process and identify responsibilities.
21 February 2012 Presentation to Mission Beach Community Association.
23 February 2012 Focus group for Mission Wellness ‘members’ and supporters.
26 February 2012 Presentation to Mission Arts.
27 February 2012 Presentation to Mission Beach Business and Tourism (MBBT).
28 February 2012 Presentation to Cassowary Coast Business Women’s Network.
4 March 2012 Stall at the Mission Beach beach market.
8 March 2012 Focus Group for Mission Wellness stakeholders.
12 March 2012 Meeting with Suellen Donnelly of Queensland Health regarding individual and

community wellness measurement.
13 March 2012 Presentation to Mission Beach Rotary.
26 March 2012 Meeting with Mission Wellness committee members to review business structure,

management options and key success measures.
19 April 2012 Presentation of the Strategic Plan to Mission Wellness committee members.
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1 Executive Summary
Mission Wellness is an informal community group based in Mission Beach. They seek to explore the
concept of ‘wellness’ for the good of their own community and for the economic benefit of the local
tourism industry. Background to the project is presented in section 2.

Due to the immaturity of the concept of ‘wellness’ within the western world we commence in
section 3 by defining what we mean by wellness. A number of global definitions are identified and
the Mission Wellness Model presented. Wellness is deemed by most literature and sources of
information to be achieved on an individual level. Mission Wellness wishes to challenge that view
and expand the concept to encompass wellness on a community level. This wish underlies the
Strategic Plan and helps define appropriate strategies and actions for the group.

The Strategic Plan continues with a more traditional overview of the wellness industry. This includes
a review of products and services and some data relating to the alternative therapies industry and
the massage industry of Australia. The wellness industry of Mission Beach is then explored in terms
of what we perceive is required for the industry to thrive locally. Various locally developed
Government and other Non-Government Agency plans are reviewed and relevant wellness
information identified.

We proceed by exploring the subject of wellness measurement. In order to assess whether Mission
Wellness has made any improvements to community wellbeing in the future requires a method of
measuring wellness. This is a very complex subject and beyond the realms of this project to explore
in full. However, strategic implications are drawn from the research and ongoing collaborative
relationships have been developed through this work.

Competitor research follows with analysis provided on competitive regions. Palm Cove is probably
the closest direct competitor even though they do not offer the same concept that Mission Wellness
plans. Byron Bay is perceived to be the nearest competitor in terms of product offering.

The three main customer segments to be targeted by Mission Wellness are identified as the local
community, domestic self-drive tourists and local wellness practioners. Data is provided, where
available, on each of these segments.

Having analysed the wellness industry, we focus our attention on community consultation in section
4. The objectives of the community consultation process were:

 To develop a shared definition of community wellness with the community.
 To raise awareness of community and individual wellness in the Mission Beach area.
 To identify what wellness services the community currently uses.
 To identify what wellness services the community thinks are missing/are unaware of.
 To discover what individual community members do to contribute towards their own

wellness.

Community consultation was conducted through a variety of methods including focus groups,
networking, community group presentations, market presence, an online survey and social media.
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The online survey results are discussed in full (all raw data has been provided in Appendix Three -
separate document). Respondents to the survey provided a wealth of opinion and valuable
information regarding the project. Interestingly, the local community appear to be well aware of the
products and services offered locally but have yet to become regular users. There is clearly very
strong support for Mission Wellness although there still exists some confusion as to what they hope
to achieve or how community wellness can realistically be pursued. Given the immaturity of the
concept of wellness this is hardly surprising but will need to be continually addressed by the group in
order to achieve their goals.

An overview of the core opportunities and challenges faced by the group is presented in section 5.

Having completed extensive community consultation and an analysis of the wellness industry we
turn our attention to the Strategic Plan itself in section 6.

Our vision is the establishment of Mission Beach as an all-year-round wellness destination. This will
support both economic sustainability of the town and increased wellness within the community.

Long term objectives include:

 Position Mission Beach as a leading destination for wellness tourism, incorporating the
area’s natural attributes as well as the abundance of accommodation options and other
complimentary services.

 Facilitate coordination and promotion of wellness services within Mission Beach.
 Improve overall wellness within the community.
 Increase training and employment opportunities within the wellness industry of Mission

Beach through collaboration and facilitation.
 Establish the Mission Wellness Australia brand.

Key long term strategies are:

1. Improve coordination and communication of Mission Beach wellness products/services.
2. Promote individual and community wellness to the residents of Mission Beach.
3. Promote Mission Beach as a wellness destination to domestic self-drive tourists.
4. Establish the Mission Wellness Australia brand.
5. Develop a model for measuring community wellness within Mission Beach.
6. Develop and maintain training and employment opportunities within the wellness industry

of Mission Beach.
7. Secure the long-term survival of Mission Wellness.

Our mission over the next 24 months is to establish an identity for Mission Wellness and focus on
product development.

An Action Plan is presented in section 7 to assist with the achievement of the Strategic Plan and
more specifically, to achieve identified short term goals.
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2 Project Background
Mission Wellness currently exists as a group of interested individuals, business owners and wellness
practitioners within the Mission Beach area. They have come together with the common purpose of
promoting Mission Beach as a wellness destination and in promoting the concept of wellness to the
community.

Mission Beach has always had a large contingent of wellness practitioners active in areas such as
massage, meditation, yoga, naturopathy, acupuncture and iridology. Moves have recently been
made in the area to coordinate such wellness activities with the opening of Iyashi@Mission. Coupled
with the natural beauty of the area, this abundance of wellness services has great potential to
enhance promotion of the region as a wellness destination and to improve the general wellbeing of
the resident community.

This project is the first step in addressing how to achieve these objectives.

The aim of the project is to develop a Strategic Plan to promote wellness in the Mission Beach
community and establish Mission Beach as an all-year round wellness destination.

Mission Wellness objectives identified prior to project commencement included:

 “The development of a shared definition of community wellness.
 To raise awareness of community and individual wellness in the Mission Beach area.
 Increase community and individual wellness in the Mission Beach area.
 Create and maintain a Mission Beach Wellness Directory.
 Create/increase the training and employment opportunities in the wellness industry in

Mission Beach.”

Tropical Cyclone Yasi (TC Yasi) crossed the coast at Mission Beach on February 3rd 2011 with
devastating consequences. Although Mission Wellness had already been conceptualised by its
steering committee, TC Yasi acted as a catalyst to progress the project due to the heightened need
for improved community wellness.

The committee applied for funding via the Queensland Government’s Building Rural Communities
Fund (Blueprint for the Bush) in July 2011 under the sponsorship of Mission Beach Business and
Tourism (MBBT). The funding application was successful and Conus Business Consultancy Services
was tasked with developing the Strategic Plan in November 2011.
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3 Strategic Analysis

3.1 The Australian Wellness Industry

3.1.1 Wellness Definition
The concept of a ‘wellness industry’ is relatively new and generally perceived to incorporate
alternative healthcare products and services. But what is the definition of wellness? And what does
the wellness industry actually do? We hear the term wellness used more and more frequently in
conversation, online and in tourism literature, yet there appears to be no universally accepted public
definition of wellness.

A number of different definitions have been developed by industry associations and business
organisations in order to enhance the discussion and move us towards an accepted global definition.
These include:

“The wellness industry is a field of healthcare focused on improving everyday health and state of
well-being, rather than treating a disease or curing illness. Wellness can be looked at from either a
consumer or corporate perspective. Activities often associated with wellness include yoga, fitness,
outdoor activities, meditation, Pilates, massage therapy, healthy diet, organic living, and more. This
topic covers the booming industry that promotes wellness.” Bloomberg

“Wellness has been described as the active process through which the individual becomes aware of
all aspects of the self and makes choices toward a more healthy existence through balance and
integration across multiple life dimensions.” National Wellness Institute of Australia

“Wellness is an active process through which people become aware of, and make choices toward, a
more successful existence. Wellness is a conscious, self-directed and evolving process of achieving full
potential. Wellness is multi-dimensional and holistic, encompassing lifestyle, mental and spiritual
well-being, and the environment. Wellness is positive and affirming.” National Wellness Institute1

Wellness is a ”state of health featuring the harmony of body, mind and spirit, with self-responsibility,
physical fitness/beauty care, health nutrition/diet, relaxation/meditation, mental activity/education
and environmental sensitivity/social contacts as fundamental elements.” Victoria’s Spa and Wellness
Tourism Action Plan 2005-2010.

Generally speaking there appear to be common threads amongst most definitions of wellness.

 A state of wellbeing is achieved through enhanced quality of life.
 Wellness is holistic and multi-dimensional requiring the consideration of many elements

deemed essential to wellness; spiritual, mental, emotional and physical.
 Wellness is an individual responsibility and achievable on an individual level.
 Wellness is an active process involving choices.

1 An American based not-for-profit organisation tasked with promoting wellness globally.
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After lengthy research and community consultation, we have developed the following wellness
model incorporating the essential elements of wellness2:

Wellness, because of the immaturity of its use as a concept, is often confused with physical fitness.
Whilst physical wellbeing may constitute an element contributing to wellness, it is important to
realise that physical fitness does not automatically result in overall wellness.

3.1.2 Products and Services
The wellness industry is a loose term that encompasses a number of related alternative therapies
and personal services. Primary products and services include (but are not limited to) those below:

Acupuncture
Acupuncture is used to treat a variety of conditions through inserting needles at key points in the
body in order to restore the body’s natural alignment and flow. It is often used as a pain treatment.

Aromatherapy
Aromatherapy is the therapeutic use of aromatic oils, including essential oils, made from plants and
flowers. It can be used to alleviate symptoms of headaches, insomnia, stress and digestive problems.

Astrology
Astrology is the study of the movements and relative positions of celestial bodies interpreted as
having an influence on human affairs and the natural world. Typically an astrologer draws a

2 Mission Wellness Model ©Conus Business Consultancy Services.
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horoscope for the time of an event, such as a person's birth, and interprets celestial points and their
placements at the time of the event.

Bowen Therapy
Bowen Therapy is a holistic and multidimensional approach to pain relief and healing. It is a remedial
body technique that works on the soft connective tissue (fascia) of the body. Bowen therapy can be
used to treat musculoskeletal or related neurological problems including acute sports injuries and
chronic or organic conditions. It is gentle and relaxing and does not use forceful manipulation.

Chiropractic services
Chiropractic treatments address problems with the nervous system by locating problems in the
body’s spinal structure. The principle of chiropractic care is that the body is a self-regulating and self-
healing organism. Areas of patient concern include the general back and spine, neck and shoulder
and lower back. Services generally incorporate manipulation of the spine.

Counselling
Counselling is a facilitated process that focuses on enhancing a person’s psychological well-being
such that the person is then able to reach their full potential. The intention is for the person being
counselled to adopt more constructive life practices.

Homeopathy
Homeopathy aims to stimulate healing responses to diseases by using substances that mimic the
symptoms of those diseases in healthy individuals. It is generally used to treat the symptoms of a
range of illnesses including allergies, asthma, eczema, hay fever, headaches and stress.

Hypnosis
Hypnosis is based on the mind’s relationship with the body and takes a holistic approach to health. It
explores the interconnection between the mind, body and spirit and is based on the premise that
the mind can affect bodily functions and symptoms.

Iridology
Iridology involves the diagnosis of conditions by examining symptoms manifesting in the eyes.

Massage therapy
Probably the most understood of all products and services within the wellness industry, massage has
been used for centuries to promote emotional and physical healing. Massage therapy is thought to
hold significant benefits in anxiety and depression treatment. There is also considerable support for
the use of massage therapy for lower back and other chronic pain conditions.

Meditation therapy
Meditation encompasses a variety of practices that are all slightly different, while holding to the
basic principles of consideration and quiet thought to bring about a state of reflection. While the
methods are different, the end goal of all types of meditation leads to a mind that is quieted and
free from stress.
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Naturopathy
Naturopathy aims to restore vitality through supporting and stimulating the body’s natural healing
mechanisms. This treatment is based on a belief in the healing power of nature and involves
treatments incorporating diet, nutrition and herbal medicine.

Osteopathy
Osteopathy is a form of manual medicine which recognises the link between the structure of the
body and the way it functions. Osteopaths focus on how the skeleton, joints, muscles, nerves,
circulation, connective tissue and internal organs function as a holistic unit.

Reflexology
Reflexology is based on the principle that certain parts of the body reflect the whole. Reflex points,
which relate to all parts of the body, can be found in the feet, hands, face and ears. These points
respond to pressure, stimulating the body's own natural healing process.

Reiki
This practice relates to a subtle energy in the body and is most commonly facilitated by light touch,
which is believed to balance the biofield (organism-based field) and strengthen the body’s ability to
heal itself. It is considered to be a form of energy medicine.

Tai Chi
Although a branch of Chinese martial arts (Wushu), Tai Chi has also been practiced for general health
and fitness purposes for centuries. Health benefits are derived from Tai Chi's slow, gentle and
tranquil movements which enable harmony in mind and body, improved mobility, suppleness and
mental alertness.

Traditional Chinese medicine
Other than acupuncture, therapies include cupping, herbology and coin rubbing. Traditional Eastern
medicine generally follows a macro philosophy on disease, meaning that diagnosis is based on an
overall observation of the patient and a holistic understanding of their symptoms, rather than
clinical diagnosis.

Vitamin and/or mineral therapy
Vitamin and mineral therapy involve the use of supplementary vitamins and/or minerals to help
restore the body’s natural balance.

Yoga
Yoga is a physical, mental and spiritual discipline originating in India. The goal of yoga is the
attainment of a state of perfect spiritual insight and tranquillity. In practice, yoga includes breath
control, simple meditation, and the adoption of specific bodily postures. It is widely practiced for
health, flexibility and relaxation.

Secondary products and services also considered to be part of the broader wellness industry include:

 Physical Exercise – e.g. access to a gym, personal training, swimming, tennis, running, hiking,
Pilates, weight training etc.

 Beauty Therapy - includes treatments such as facials, manicures and pedicures and is often
completed within a salon or spa environment.
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 Hairdressing.
 Nutrition.

3.1.3 Alternative Health Therapy Industry Overview
Source: IBISWorld Industry3 Report X0015 Alternative Health Therapies in Australia May 2011.

This industry consists of practitioners engaged in providing health-related treatments that are not
commonly practiced under mainstream western medicine. Alternative therapies are intended to
either complement western medicine or be implemented as an alternative form of treatment.

Over the last decade, alternative and complementary health therapies have increased in availability
and acceptance in Australia. This is believed to have arisen through increased global influence on
health services coupled with an ongoing desire for alternative lifestyles. Growth in the industry is
representative of an increasing sense of personal responsibility for health and an increasing
population. Future growth of the industry is forecast to be very strong, stemming from an improved
credibility regarding the effectiveness of alternative therapies. This growth will be subject to
increasing competition and a greater emphasis on creating awareness of current services as opposed
to increasing the range of therapies available.

The last decade has shown the market for industry services to be predominantly female, well
educated, higher income earning and between the ages of 50 to 59.

Summary: Alternative Health Therapies in Australia

Primary
Activities

 Naturopathy
 Acupuncture
 Traditional Chinese medicine
 Meditation therapy
 Vitamin and/or mineral therapy

 Chiropractic services
 Aromatherapy
 Osteopathy
 Reflexology
 Hypnosis

Industry
Revenue

$3.1 billion
Expected to reach $4.18 billion in 2015/16

Number of
Businesses

24,609

Industry
Growth

5.6% 2006 to 2011
5.9% forecast for 2011 to 2016

Average
Industry Net
Profit

4.7% of industry revenue.

Key External
Drivers

 Total health expenditure (including alternative health therapies).
 Health consciousness.
 Population aged 50 or older – these are the primary users of alternative therapies.
 State funding for health services – if this increases, the impact on the alternative

therapy industry is expected to be negative.
 Real household discretionary income – expenditure on alternative health therapies

is discretionary therefore positively affected by rises in discretionary income.

3 IBISWorld: Australia’s largest provider of industry-based research.
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Summary: Alternative Health Therapies in Australia

Products &
Services

Industry Life
Cycle Stage

The industry is in its growth phase and is characterised by a high degree of fragmentation.
Growth indicators include:

 Industry value added is growing faster than GDP.
 The base of consumers using alternative health therapies is expanding.
 The therapies offered by the industry are continually changing.

Major Markets Identifying major market segments within the industry is challenging due to the wide level
of products and services available and the different consumer needs satisfied by each
product and service. Interesting facts include:

 Areas with migrant populations have been proven to enjoy higher than average
use of alternative therapies.

 Of the Australian states, New South Wales and Victoria have a higher than average
number of alternative therapy establishments but Queensland places third overall.

 Market segmentation by age as opposed to location or gender appears to be the
most useful analysis.

Product and Services Segmentation 2011

chiropractic services 21%

naturopathic medicine 14%

acupuncture 13%

traditional Eastern
medicine 9%

osteopathy 8%

homeopathy 4%

all other therapies 33%

Market Segmentation by Age

17 years and under 7%

18 to 29 year olds 13%

30 to 39 year olds 14%

40 to 49 year olds 15%

50 to 59 year olds 16%

60 to 69 year olds 15%

70 to 84 year olds 12%

85 years and above 8%
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Summary: Alternative Health Therapies in Australia

Demand
Determinants

 Overall level of health.
 Population age - consumption of alternative therapies is highest in consumers

between 50 and 59.
 Degree of satisfaction with mainstream medicine.
 Acceptance of diversifying conventional medicine outside of its usual means.
 An individual’s current state of health.

Market Share
Concentration

Deemed to be low as no one competitor holds more than 1% of industry revenue.

Basis of
competition

Competition within the industry can be divided into two components:
1. Internal competition – between alternative health therapy practitioners.
2. External competition – faced by the industry as whole, e.g. competition from

conventional medical practitioners.
Key Success
Factors

 Proximity to key markets – the acceptance of alternative health practices is
skewed by population and geographic factors but practitioners must be close to
end users for commercial success.

 Economies of scope – i.e. the ability to offer complimentary therapies under one
roof.

 Industry organisation membership.
 Reputation and client loyalty.

3.1.4 Massage Therapy Industry Overview
Source: IBISWorld Industry Report Q9529b Babysitting and Other Personal Services in Australia
July 2010 and IBISWorld Industry Report O8639 Blood Bank and Other Health Services in Australia
July 2011.

An indicator of just how diverse the products and services of the wellness industry are, is the fact
that they are split between three key industry reports developed by IBISWorld. Alternative therapies
are covered in the IBISWorld Industry Report X0015 Alternative Health Therapies in Australia whilst
massage therapy is incorporated into both the Q9529b Babysitting and Other Personal Services in
Australia and the O8639 Blood Bank and Other Health Services in Australia IBISWorld Industry
Reports.

Full consideration of the alternative therapies industry has been developed in section 3.1.3 above.
Important considerations for massage therapy have been extracted from the other two reports and
are outlined below.

 Demand for massage has increased as household incomes have increased.
 There has been a rapid increase in the number of providers of massage therapy services.
 The benefits of massage are well documented and well understood but it is still treated as a

luxury item paid for out of discretionary income.
 The proportion of the population participating in physical work or sporting activities is a

strong demand determinant.
 Women are more likely to indulge in a massage than men.
 Massage providers compete on price, quality and location. Most masseurs offer relatively

similar services unless they specialise in sports or remedial massage. This makes service
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differentiation challenging. High quality massages, establishing strong client rapport and
being conveniently located are all critical to differentiation and commercial success.

 Massage services compete with physiotherapists, chiropractors and naturopaths, although
massage services can also refer customers to these professions. Some massage services are
differentiated by using natural oils in the massage process or burning natural oils
(aromatherapy).

3.2 The Mission Beach Wellness Industry
The wellness industry is generally understood to be supportive of wellness as a desirable state of
being. It supports the providers of all the products and services that an individual may require to
achieve wellness. As a result it therefore incorporates both those products and services essential to
wellbeing and those required as support functions.

Wellness is deemed by most literature and sources of information to be achieved on an individual
level. Mission Wellness wishes to challenge that view and expand the concept to encompass
wellness on a community level.

Although this more holistic concept has been explored in areas, often due to natural disasters
(particularly during 2011 in Queensland), this has tended to be a reactive as opposed to a proactive
approach. We believe that this may be the first time in Australia that wellness has been targeted at a
specific community as opposed to individuals.

The following table identifies the four elements of the local wellness industry that we deem essential
to the development and success of Mission Wellness:

What Why Examples

Primary
products and
services
(Practitioners)

The provision of quality services by
alternative health and wellness
practitioners is essential. Without these
services the industry cannot operate and
does not exist.

 Massage
 Naturopathy
 Yoga
 Meditation

Secondary
products and
services
(Providers)

Complimentary support services required
by

1. Wellness practitioners in order to
contribute to the industry.

2. Wellness service end users in
order to partake of relevant
services.

 Tourist accommodation
 Residential accommodation
 Infrastructure e.g. roads, shops,

transport etc.
 Physical spaces: Spas, wellness

centres, health retreats, gyms,
community halls etc.

 Practioner training
Tourism
support
services

Essential in order to successfully promote
Mission Beach as an all-year round
wellness destination.

 Tourist accommodation
 Restaurants and cafes
 Nutritional/organic food options
 Effective transport
 Attractive location
 Promotional activities
 Tourism networks
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What Why Examples

Community
support
services

Essential in order to effectively
communicate with the local community
and promote community wellness.

 Communication outlets
 Community involvement
 Volunteering opportunities
 Queensland Health practitioners and

support
 Local government support
 Community organisations (formal

and informal)

The wellness potential of Mission Beach has been identified by a number of tourism focused studies.
Other community based studies identify wellness related challenges and strategies of direct interest
to Mission Wellness.

3.2.1 Cairns – Townsville Experience Development Strategy Pilot
This study was released in February 2012 and considers a national long-term tourism strategy
identifying the key ‘wants’ of experience seeking travellers. The report was prepared by the AEC
Group jointly with Queensland tourism bodies. It specifically states that an “identified
underdeveloped experience” within the Mission Beach and Innisfail area is that of “Local community
(eccentrics, artists, health and wellbeing, accommodation of wildlife into lifestyles)”.

Consultation4 findings from the report include the following:

 “Reef continues to dominate the ‘must-see’ attractions for international visitors to the
region;

 Being in nature and the potential for wildlife interactions is considered the key attraction of
staying in Mission Beach;

 The region is also significant for adventure offerings (skydive, white-water rafting);
 Not seen as too touristy;
 Mission Beach area is still popular with North Queenslanders;
 Area is relatively spread out, dining and transport can be inconsistent, best suits

independent travellers;
 The beach at Mission Beach is noted as an experience in itself, due to the setting of

rainforest and Dunk Island and the relative lack of other people; and
 Self-drive tourists are more important in the Mission Beach and Innisfail region, with less

tour bus activity from Cairns compared to the north of Cairns and inner Tablelands.”

3.2.2 Cassowary Coast Region Community Plan 2011-2021: Our Community Vision
The Community Plan acknowledges that challenges facing the community include “maintaining a
healthy active lifestyle” and having access to “affordable living choices”; both of which are key
wellness concerns. A strategic focus area identified by the plan is that of “Promoting healthy active
and safe living”. The plan vision in this area is that of “A healthy community where physical, mental
and spiritual wellbeing is promoted and supported.” Five goals are identified:

4 Derived from consultation with tourism industry operators and representatives from the Cassowary Coast
region.
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1. Healthy eating choices
2. Recreation and fitness for all
3. Sporting clubs supported
4. Mental and spiritual wellbeing
5. Natural hazards, safety and resilience

Whilst these five goals are identified there is no commentary as to how to measure achievement of
the mental and spiritual wellbeing goal or how that goal is to be strategically achieved.

3.2.3 Liveable Cassowary Coast Whole of Community Plan 2020
The Liveable Cassowary Coast Whole of Community Plan 2020 was created in partnership
with Queensland Health's Healthier Great Green Way. The first draft of the 10-year plan was
launched in October 2010. The community plan identifies and sets out short, medium, and long-term
objectives and strategies.

Major community priorities have been grouped under four key focus areas for action:

 Strong Economic Development
 Green and Sustainable Environment
 Social and Cultural Wellbeing
 Community Leadership

Identified within the plan are the following areas of interest to the wellness industry of Mission
Beach and Mission Wellness:

Desired Outcome Objective Strategy (relevant part thereof)
Outcome 1.7
Cassowary Coast region
is a thriving tourism
destination

Objective 1.7.1
Capitalise on region’s unique location,
natural and built assets and community
atmosphere

Promote and develop the region to all
tourism niches

 Back packers
 Grey nomads
 Health and wellbeing
 Cultural (art and food)
 Indigenous

Outcome 3.1
Our community has
inclusive facilities,
services and networks
which maximise our
potential to develop
and enhance our
wellbeing

(No specific mention of wellness or wellbeing. Objectives include improving health
service delivery and housing availability.)
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Desired Outcome Objective Strategy (relevant part thereof)
Outcome 3.5
A healthy community
where physical, mental
and spiritual wellbeing
is promoted and
supported by a range of
organisations and high
quality health care
facilities

Objective 3.5.1
Create systems to achieve a well-
integrated community strong social
networks

 Provide a social environment
which builds confidence,
resilience and skills

 Facilitate linkages with a range
of services to provide an
integrated system of care

 Support the operation of  'Our
Place Wellness Centre'

 Provide an environment for
visiting services to provide
integrated collaborative
approaches to physical,
mental and spiritual wellbeing

 Developing positive programs
to reduce social isolation

Objective 3.5.5
Promoting healthy lifestyles across the
community

In partnership, utilise a settings
approach to implement Healthy
Lifestyle programs across the
Region:

 Schools
 Child focused agencies
 Workplaces
 Agencies, community

organisations, groups
 Hospitals
 GP surgeries etc.

Develop strategies to engage more
men in healthy lifestyles

Objective 3.5.8
Build a healthy community through
healthy eating initiatives

Increase fruit and vegetable
consumption (various strategies)

Map and develop a database of key
food champions and key local food
projects in the Region

Outcome 4.1
A community that
nurtures creativity,
builds connections and
has a strong sense of
identity

Objective 4.1.5
Creatively plan for sport, recreation
and open space

Develop a Cassowary Coast Sport and
Recreation and Open Space Strategy

 Seek funding to develop an
electronic directory of
recreational facilities and
activities to promote
participation

Outcome 6.4
A community where
volunteering is thriving

Objective 6.4.1
Create a volunteering culture that
promotes, values and recognises
volunteers in the Region

Recognise volunteers for their efforts

Objective 6.4.2
Promote volunteering activities

Link with Volunteers Australia/FNQ
Volunteers to inform prospective
volunteers about volunteering
opportunities in the region
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A ‘lifestyle and wellbeing profile’ was developed to support the plan. It identified a number of
priority areas for Council to address to maintain the sense of community, connectiveness, lifestyle
and wellbeing of the community. It focused on areas such as improved housing, mental health,
ageing and environmental considerations. Individual wellness was not discussed as a stand-alone
topic.

3.2.4 Department of Communities – Long Term Recovery Briefing
This briefing was made available to Mission Wellness to help guide the Strategic Plan with identifying
community needs after a natural disaster. A number of recovery indicators identified link directly
with the wellness industry in Mission Beach and the specific objectives of Mission Wellness:

 People feel informed.
 There is a level of community cohesion.
 People are in good health.
 People feel included within their community.

An identified support strategy that feeds directly into the Mission Wellness Strategic Plan is:

“Ensure effective flows of information – information is the lifeblood of a community and the thread
which stiches up its splits. Information creates common values, defines common experiences and
interests, and ensures a sense of mutual understanding.”

3.3 Wellness Measurement
The measurement of wellness is a ‘hot topic’ and one that is currently being studied by consultants
and academics globally. Research suggests that there is no one accepted scale of measurement and
that there is great difficulty in determining objective methods of wellness measurement.

3.3.1 Individual Measurement Considerations
Research5 suggests that we must take into account the following:

 Measuring wellness over time is an important component of movement toward wellness.
Without a starting point or a baseline measurement, progress cannot be measured.

 Who is measuring wellness? This drives the subjectiveness of the evaluation. For example,
an individual may smoke two packs of cigarettes a day but consider themselves fit and well.
A health assessment by a medical practitioner would consider them unwell. An individual
may define self-perceived wellness quite differently than an external survey tool or another
person.

 Attitude determines perceptions of wellness, particularly when considering the resilience of
communities and individual optimism.

 Wellness does not necessarily mean quality of life. People may feel they have a good quality
of life, but their wellness may be deficient.

5 Sources: “An inventory of tools to measure wellness in elders” compiled by The International Council on
Active Ageing Assessment (ICAA) Assessment Tools Work Group; “Working Towards Wellness: Measuring
Results” ‘Working Towards Wellness’ initiative of the World Economic Forum in cooperation with Right
Management, a Manpower Company.
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 Wellness can often be inconsistent with people scoring well in some elements and poorly in
others. For example, they may thrive in the physical dimension but not in the spiritual realm.

 Wellness depends on an individual’s stage of life and specific requirements. The needs of a
young mother differ greatly to those of an elderly retiree. Wellness expectations will also
differ widely.

 Measurement should use valid and reliable tools. Validity means that the research method is
sound and the data you collect will tell you what you are looking for. Reliability means
consistency, indicating that the instrument will measure the same way each time you use it
with the same type of people.

3.3.2 Individual Measurement Examples
Due to the global interest currently given to measuring wellness there have been a number of moves
made in this direction by various academics and consultants. Two examples are:

Rocky Mountain University of Health Professions
A ‘Perceived Wellness Survey’ has recently been developed in the USA6 which represents a solid
starting point for measuring individual wellness. The one page survey has been reproduced in full in
Appendix Two.

Australian Centre on Quality of Life
An ‘International Wellbeing Study’ has been developed by the Australian Centre on Quality of Life:
An Interdisciplinary Centre within Deakin University. They have the following mission:

 To facilitate research into quality of life.
 To serve as a resource for both researchers and students.
 To gather knowledge and expertise related to both theoretical and applied areas.
 To facilitate research links with industry, government and the community.

The centre has developed a survey to help them assess individual wellbeing. This study has been
open at various times to the public since 2009 and involves answering 208 questions. The survey is
completed by individuals and looks at areas such as happiness, strengths, hopes, perseverance and
purpose in life7.

3.3.3 Community Wellness Measurement
Given that a primary goal of Mission Wellness is to improve community wellness, a measurement
scale for community wellness is ideally required. We believe that the most developed community
wellness measurement approach is that of Gross National Happiness as implemented by Bhutan.
However, there are moves being made in western economies such as Australia for the development
of an alternative wellbeing index to rival that of the traditional Gross Domestic Product (GDP). One
such example is the Fairfax Lateral Economics Wellbeing Index.

6 Troy Adams, PhD, Professor, Rocky Mountain University of Health Professions.
7 For further information refer to http://www.deakin.edu.au/research/acqol/index.php and for the survey
itself, http://survey.australianunity.com.au/TakeSurvey.aspx?PageNumber=1&SurveyID=m2KH6n7.
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Gross National Happiness8

The term ‘Gross National Happiness’ (GNH) was created in Bhutan in the 1970s. The phrase was first
used to signal a commitment to building an economy that would serve Bhutan's unique culture
based on Buddhist spiritual values. It aimed to measure quality of life or social progress in more
holistic and psychological terms than the alternative economic indicator of Gross Domestic Product
(GDP). Proposed policies in Bhutan must now pass a GNH review based on a GNH impact statement.

“The Bhutanese grounding in Buddhist ideals suggests that beneficial development of human
society takes place when material and spiritual development occur side by side to complement and
reinforce each other9.” This is an underlying concept of wellness and encapsulates the beliefs of
Mission Wellness.

The four pillars of GNH are:

1. The promotion of sustainable development.
2. Preservation and promotion of cultural values.
3. Conservation of the natural environment.
4. Establishment of good governance.

The concept of GNH is therefore transcultural; a nation (or a region such as Mission Beach) need not
be Buddhist in order to value sustainable development, cultural integrity, ecosystem conservation,
and good governance.

The Centre for Bhutan Studies further defines these four pillars into eight general contributors to
happiness:

1. Physical, mental and spiritual health.
2. Time-balance.
3. Social and community vitality.
4. Cultural vitality.
5. Education.
6. Living standards.
7. Good governance.
8. Ecological vitality.

GNH Measurement
GNH cannot be measured directly but the factors that lead to GNH can be measured. For example,
low rates of infant mortality correlate positively with wellbeing or happiness. Recent attempts to
measure GNH have focused upon a socioeconomic development metric that tracks seven
development areas including:

1. Economic Wellness
2. Environmental Wellness
3. Physical Wellness

8 Sources: www.grossnationalhappiness.com and Wikipedia.
9 Source: Wikipedia.
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4. Mental Wellness
5. Workplace Wellness
6. Social Wellness
7. Political Wellness

These development areas align with the Mission Wellness Model outlined in section 3.1.1.

Fairfax Lateral Economics Wellbeing Index
This is an example of Australian economists attempting to measure the wellbeing of the country
with something other than GDP. This index takes into account the following:

 The nation’s net disposable income.
 Depletion of natural resources.
 Climate changes costs.
 Human capital implications, e.g. early childhood development, education etc.
 Inequality.
 Health, e.g. life expectancy, obesity etc.
 Job satisfaction plus other related considerations.

The end result is an indication of the nation’s wellbeing measured in broader terms.

3.3.4 Strategic Implications
In order to assess whether Mission Wellness has improved community wellness in future years, a
baseline measurement is required. Using the seven individual elements developed for GNH (outlined
above) we can focus on the following metrics:

Community Wellness Element Possible Objective Measures/Methods of Success
Economic Wellness  Median household income (weekly).

 Estimated unemployment rate.
Environmental Wellness  Data from stakeholders such as Terrain, GBRMPA, C4 etc.

 Resident cassowary population (or other such iconic fauna).
 % cover of protected natural areas in Mission Beach.

Physical Wellness  Data from medical centres and/or Queensland Health critical
indicators (if available).

 Individual survey.
Mental Wellness  Data from medical centres and/or Queensland Health critical

indicators (if available).
 Individual survey.

Workplace Wellness  Individual survey.
Social Wellness  Number of community groups.

 Number of volunteers or % of volunteers within the community.
 Individual survey.
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Community Wellness Element Possible Objective Measures/Methods of Success
Political Wellness  Number of leadership changes in the three levels of Government

relevant to Mission Beach.
 Number of Council funded initiatives completed in Mission Beach.
 % of discretionary spending received by Mission Beach residents in

comparison to the rates contributed by Mission Beach residents to
Council.

 Financial capacity of Council.

It is beyond the scope of this project to further explore the wellness measurement process due to
the infancy of the concept and the enormity of the subject. However, certain aspects of the strategic
analysis completed on measuring wellness can be implemented into the strategic plan.

3.4 Competitors
Mission Wellness originated with a common purpose of promoting Mission Beach as a wellness
destination. The initial target market will be people living within a four hour drive time radius of
Mission Beach, including Mackay. This includes both domestic Queensland based tourists and local
residents.

Direct competition will therefore come from alternative wellness destinations within North and
Central Queensland that are accessible by car from Mission Beach within a four hour period.
However, because it is relatively easy for the target market to access wellness destinations further
afield within a half day’s travel time, South East Queensland and national competitors have also
been considered.

Due to the immaturity of the wellness concept, destinations tend not to be marketed as ‘wellness
destinations’ but instead focus heavily on marketing themselves as spa destinations. For this reason,
the competitor analysis has also considered destinations promoted as spa destinations to be primary
competitors.

3.4.1 Direct Competition

Palm Cove
Palm Cove promotes itself as the spa capital of Australia and has a number of luxurious day spas for
tourists and locals to choose from. These include Reef House Spa, Angsana Spa, Sea Temple Spa and
Peppers Beach Club and Spa. Palm Cove itself has a number of accommodation and restaurant
options easily accessible in a beach-front setting. Given its close proximity to Cairns and the
Daintree, plus the many transport options available to the public, Palm Cove is probably the most
serious competitor for the ‘wellness experience’ that Mission Beach has.

However, Palm Cove does not promote itself as a holistic wellness destination in the same way that
Mission Wellness intends to promote Mission Beach. The focus at Palm Cove is on the individual spa
experience, the restaurants, the accommodation options and the beachfront location. No
consideration appears to be given to the wellness of the community or on the provision of wellness
services outside of the usual spa menu of services.
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Daintree
The Daintree area offers many natural attributes that compete directly with Mission Beach;
exceptional tropical rainforest, access to the beach and a well-publicised rainy season.  In addition,
as a wellness destination it offers a number of boutique accommodation options that have in-house
spas and nutritious restaurants. Its proximity to Palm Cove and Port Douglas is another asset as the
additional services offered to tourists from the two towns are above and beyond anything accessible
from Mission Beach in the same timeframe. The Daintree area has at least three spas including Cape
Tribulation Resort and Spa, Daintree Eco Lodge and Spa and Silky Oaks Lodge and Healing Waters
Spa.

South East Queensland
Both the Gold Coast and the Sunshine Coast have an abundance of wellness practitioners and some
highly reputable and well-established spas and health retreats. These include lifestyle retreats such
as Gwinganna and Golden Door located in the Gold Coast Hinterland and many resort spas and day
spas in towns such as Noosa and Broadbeach.

Byron Bay
Byron Bay is situated in northern New South Wales and is perhaps the closest competitor for Mission
Wellness by way of product offering. There are many wellness practitioners with Byron Bay offering
a range of treatments. The location is coastal with a magnificent beach and various quality tourism
support services. It is relatively simple for an individual or a group to plan a vacation to Byron Bay
that is centred upon wellness activities that include the broader spectrum, e.g. surfing, nature walks,
nutritious options, massage, etc.

Daylesford Spa Country
The Daylesford Spa Country region is perceived to be the leading spa and wellness destination in
Australia. They also promote themselves as the nation’s spa capital, in direct competition with Palm
Cove. The area is endowed with mineral springs that they promote as part of the wellness
experience. This is obviously a differentiating feature unavailable to Palm Cove or Mission Beach.
The region has a strong history of providing wellness tourism and operating as a wellness
destination. The Hepburn Bath House was established in the 1890s and commenced the tradition of
providing wellness therapies and treatments to the local community and tourists. Coupled with the
existence of boutique accommodation and some of the country’s most highly acclaimed restaurants,
the Daylesford area remains a strong competitor for domestic wellness tourists.

Other nationally acclaimed wellness destinations include:

 Sydney NSW
 Northern NSW Coast
 Hunter Valley and surrounds NSW
 Melbourne VIC
 Great Ocean Road and surrounds VIC
 Margaret River WA
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Summary of Direct Competitors
Location Drive time

from Mission
Beach

Competitive Advantage Competitive
Threat

Palm Cove 2.5 hours  Luxury beachside spa services.
 Highly acclaimed beachfront restaurants.
 Strong national and international awareness as

a tourist destination.

Very high

Daintree 3-4 hours  Luxury spas and boutique accommodation
offered as a bundled product/service.

 Rainforest location.
 Strong national and international awareness as

a rainforest based tourist destination.

Very high

Byron Bay n/a  Wide range of quality accommodation.
 Coastal location with highly acclaimed

hinterland scenery.
 Abundance of wellness practitioners and

supporting services.
 Ability to service diverse groups (e.g. multi-

generational families) and their wellness
vacation needs.

Very High

Gold Coast
and Sunshine
Coast

n/a  Lifestyle retreats.
 Abundance of wellness practitioners and

supporting services.
 Abundance of accommodation options.

High

Daylesford
Spa Country

n/a  Mineral waters.
 Strong history of wellness tourism.
 Highly acclaimed restaurants.
 Boutique accommodation.
 Dedicated booking service website.

Medium

3.4.2 Indirect Competition
Indirect competition includes consideration of alternative uses of both time and disposable income.
This incorporates a very wide range of activities (and in-activities) such as watching TV, retail
therapy, working and socialising. However, for some members of the public, the above activities may
be essential elements of wellness and not competitive at all.

3.5 Customer Segments
Three specific customer segments identified by Mission Wellness are the local community (as end-
users), domestic tourists within a four hour drive radius (as end-users) and local practitioners (as
primary service providers).

Industry research identifies that the primary market (end-user) for wellness services is
predominantly female, well educated, higher income earning and between the ages of 50 to 59.
However, the wider age range of 40 to 69 includes 46% of wellness service end users. Critical
demographics to review are therefore age, gender, education and the economy.



Mission WellnessStrategic Plan

Conus Business Consultancy Services
ww.conus.com.au

3.5.1 Local Community10

Age and Gender
The following table details Mission Beach’s (assumed to be postal area 4852) population by age and
gender as at the 2006 Census.

Mission Beach’s Population by Age & Gender
Male Female Total Queensland Australia

Estimated resident
population

1,261 1,125 2,386

Population by Age Group
0 to 14 years % 20.3 19.8 20.0 20.7 19.8
15 to 24 years % 9.0 9.3 9.1 13.8 13.6
25 to 34 years % 8.2 10.4 9.3 13.4 13.5
35 to 44 years % 16.6 17.0 16.8 14.7 14.8
45 to 54 years % 17.9 19.7 18.8 13.8 13.9
55 to 64 years % 14.4 12.5 13.5 11.2 11.0
65 to 74 years % 9.4 6.9 8.2 6.6 6.9
75 to 84 years % 3.5 4.0 3.7 4.3 4.8
85+ years % 0.7 0.4 0.6 1.5 1.6
Total over 65 % 13.6 11.3 12.5 12.4 13.3

In 2006 there were 182 women aged 50 to 59 in Mission Beach. This is 16.2% of women and 7.6% of
the total population. Comparative percentages in Queensland were 12.8% and 6.5%. At the same
point in time, 32.2% of the female population of Mission Beach were in the age range 45 to 64 years.
These statistics suggest that Mission Beach has a higher than average market of middle-aged
females available to them.

Economy
The primary economic drivers in the area are tourism and farming. Tourism in the region, in common
with most of Tropical North Queensland, has suffered in recent years due in part to the high value of
the Australian dollar. Primary production of sugar cane and bananas has also been severely damaged
in recent years due to two significant cyclone events in 2006 and 2011 and some poor seasons of
weather. Dwelling approvals have fallen since 2007 and are currently tracking at below average
levels for the region. Dwelling approvals are often used as indicators of economic health and also
reflect confidence in investment and employment.

In the 2006 Census, the most common industries of employment for persons aged 15 years and over
in Mission Beach were:

 Accommodation 8.4%
 Cafes, restaurants and takeaway food services 6.2%.
 School education 6%.
 Residential building construction 4.4%.

10 All demographic data has been sourced from the Australian Bureau of Statistics (ABS) unless specified
otherwise. The results from the 2011 Census were unavailable at the time of authoring this report. Results
from the 2006 Census have therefore been included in the analysis.
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 Fruit and tree nut growing 3.6%.

Mission Beach has a lower than average unemployment rate, and a lower than average median
household income, as reflected in the figures below:

2006 Economic Indicators
Mission Beach Queensland Australia

Median household income (weekly) $802 $1,033 $1,027
Estimated unemployment rate 4.5% 4.8% 5.2%

In addition to the above basic economic indicators it is possible to consider the ‘Index of Relative
Socio-Economic Disadvantage’ (SEIFA index of disadvantage). The ABS has constructed the index so
that relatively disadvantaged areas (e.g. areas with many low income earners) have low index
values. The index is derived from attributes such as low income, low educational attainment, high
unemployment, jobs in relatively unskilled occupations and variables that reflect disadvantage
rather than measure specific aspects of disadvantage (e.g., Indigenous and Separated/Divorced).
Low scores on the index occur when the area has many low income families and people with little
training and in unskilled occupations.

The table below shows the indices for the Cassowary Coast area. The most disadvantaged areas are
El Arish and Cardwell while the least disadvantaged (by some margin) is Mission Beach.

SEIFA Index of Disadvantage Index
Post Code 4855 (El Arish) 929
Post Code 4849 (Cardwell) 932
Innisfail 937
Johnstone Shire 948
Cardwell Shire 955
Post Code 4854 (Tully) 955
Post Code 4852 (Mission Beach) 998

A comparison with other Local Government Areas (LGAs) puts into perspective the relative
advantage of Mission Beach. The table below shows the index for Mission Beach when compared
with local regional LGAs. The table is based upon 2006 census data collected before amalgamation
of a number of local areas:

 Johnstone Shire and Cardwell Shires amalgamated to form the new Cassowary Coast
Regional Council.

 Atherton, Eacham, Herberton and Mareeba Shires amalgamated to form the new Tablelands
Regional Council.

 Cairns City and Douglas Shire amalgamated to form the new Cairns Regional Council.

SEIFA Index of Disadvantage Index
Herberton 892
Cook 908
Mareeba 939
Johnstone 948
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SEIFA Index of Disadvantage Index
Hinchinbrook 950
Cardwell 955
Atherton 975
Douglas 985
Eacham 991
Mission Beach 998
Cairns 1001

The economic analysis above suggests that the Mission Beach area enjoys the higher income levels
characterising the wellness industry end user when compared to levels in surrounding areas.

Education
The level of post-school qualifications in Mission Beach is in line with the average in Queensland but
somewhat below that nationally. Post-school qualifications in Mission Beach are generally more
weighted towards the lower end of qualification attainment than at State or national levels.

2006 Non-school education %
Mission Beach Queensland Australia

Postgraduate Degree 1.1 1.9 2.6
Graduate Diploma/Certificate 1.0 1.2 1.4
Bachelor Degree 7.6 10.0 11.6
Advanced Diploma & Diploma 6.6 6.6 7.1
Certificate Level 21.4 17.9 16.7
TOTAL 37.7 37.6 39.4

Communication
58.7% of the population in Mission Beach had access to the internet at home on 2006 census night
(although this figure is almost certain to have increased dramatically since that date).

Only 4.3% of the Mission Beach population do not speak English as their primary language, which is
well below both the national and Queensland average. Other languages spoken in the area include
Italian, German, Greek, Punjabi and Thai.

2006 Communication
Mission Beach Queensland Australia

English not primary language % 4.3 8.2 16.8
Access to internet at home % 58.7 63.8 63.0

Summary
 In 2006 16.2% of the Mission Beach population was female and aged between 50 and 59

years. This is above average for Queensland and suggests a strong target market for
traditional wellness services by gender.

 Mission Beach enjoys a lower than average unemployment rate.
 Mission Beach has a lower than average median weekly household income but in

comparison to the surrounding region Mission Beach enjoys a higher socio-economic
standard. This would suggest that Mission Beach residents earn less than average but enjoy
a comparatively higher standard of living.
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 Education levels are in line with Queensland as a whole but below the national average.
Given the remoteness of the region this is not altogether surprising.

3.5.2 Tourists
The initial target market for tourists is people living within a four hour drive time radius of Mission
Beach, including Mackay. The intention is to appeal to the spontaneous local tourist; one who will
not forward plan but will use the car to access Mission Beach as a last minute destination. The ideal
customer has been identified as one that returns to Mission Beach as a repeat customer.

Statistics collected by the Mission Beach Visitors Information Centre (MBVIC) include the number of
people travelling to Mission Beach from within a 400 km radius. This fits quite neatly with the
Mission Wellness target market of people within a four hour drive radius. The following statistics
have been made available courtesy of the MBVIC:

Visitor’s to MBVIC within 400klms of Mission Beach
Year Visitors within 400klms Total Visitors Percentage of total
2008 1780 29558 6.00%
2009 2242 34255 6.55%
2010 2787 33570 8.30%
2011 2103 27603 7.62%

The figures above will obviously have been impacted by both TC Larry (2006) and TC Yasi (2011) but
show a reasonably stable core of local tourists annually visiting the MBVIC of between 1780 and
2787. It is important to realise that this only captures those visitors who go to the MBVIC and not all
local tourists visiting Mission Beach. It is reasonable to assume that the actual number of local
tourists will be larger than the 1780 to 2787 range.

The map below11 shows the positioning of Mission Beach (point A) within the larger region. Major
population centres included within the four hour drive radius include Townsville, Cairns, Port
Douglas, Mareeba, Atherton, Ayr, Charters Towers, (Bowen and Mackay).

11 Source: Google Maps.
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The following ABS statistics12 are of interest for this larger region:

Local
Government
Area

total
population

% females % of
population

45-64 years

% resident
indigenous
population

% adults
with post-

school
quals.

% access to
internet at

home

Year 2010 2010 2010 2006 2006 2006

Cairns 168,251 49.6 25.0 8.8 54.6 62.9
Cassowary Coast 31,291 48.2 28.9 9.1 44.8 50.9
Charters Towers 12,837 50.4 24.7 8.7 37.9 49.2
Hinchinbrook 12,271 48.2 28.4 6.6 39.6 47.8
Mackay 118,842 48.1 25.4 4.3 47.6 61.2
Tablelands 46,937 48.8 29.8 9.8 48.0 54.3
Townsville 185,768 49.3 23.0 5.9 50.0 64.0
Yarrabah 2,722 51.4 14.5 97.5 22.0 11.3

Focusing on the more populous regions of Cairns, Mackay, Tablelands and Townsville plus the
Cassowary Coast provides a market of over 500,000 people with approximately 25% within the
target age range of 45 to 64 years.

 Cairns and Townsville have the highest percentage of females.
 The Cassowary Coast and Tablelands regions have the highest percentage of 45-64 year olds.
 Access to the internet is highest in the cities: Cairns, Townsville and Mackay.

12 Sources: ABS Census Data 2006 and ABS Regional Profiles 2010 (published in November 2011).

Map data ©2012 Europa Technologies,
GBRMPA, Google, Whereis (R), Sensis Pty Ltd.
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 Cairns has the highest level of adults with post-school qualifications and Cassowary Coast
the least but all lie within a 10% range.

3.5.3 Local Practitioners
There are many locally based practitioners within the Mission Beach area. Mission Wellness plans on
improving coordination within the wellness industry, promoting the concept of wellness and linking
people with services. We have identified local practioners as a target customer segment because
they are an essential element of the Mission Wellness business model. An audit of local practitioners
has been identified as a necessary support activity for this project and has already commenced via
the community consultation process.
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4 Community Consultation

4.1 Objectives
The objectives of the community consultation were:

 To develop a shared definition of community wellness with the community.
 To raise awareness of community and individual wellness in the Mission Beach area.
 To identify what wellness services the community currently uses.
 To identify what wellness services the community thinks are missing/are unaware of.
 To discover what individual community members do to contribute towards their own

wellness.

4.2 Actions
In order to interact with the community, thereby enabling them to give us the desired information, a
number of actions were taken:

 An online survey was developed and promoted to the public during February and March
2012. The results from the survey have been produced in full in Appendix Three and
analysed in section 4.5.

 Two specific focus groups were held; one for Mission Wellness ‘members’ on the 23rd

February 2012 and the other for identified stakeholders on the 8th March 2012. The results
from the focus groups are outlined in section 4.6.

 A number of targeted local community groups were presented to during February and
March 2012 to provide project information, answer questions, obtain feedback and give
individuals access to the online survey. The groups were targeted to provide a good
representation of the local community. They included the following:

o Mission Beach Community Association.
o Mission Arts.
o Mission Beach Business and Tourism.
o Cassowary Coast Business Women’s Network.
o Rotary Club.

 A beach market was attended at Mission Beach on the 4th March 2012 to provide the local
community with project information and access to both Mission Wellness committee
members and the online survey13.

4.3 The Community Survey
In order to gauge the community’s knowledge, use of, and their need for, wellness services a
Mission Wellness Survey was developed. The decision was taken to create an exclusively online
survey using the web service Survey Monkey. There are a number of advantages that an online
survey allows over the more traditional paper based, or telephone surveys:

13 A second beach market presence was planned for March 2012 but cancelled due to bad weather.
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1. Using an online survey allows for a more complex survey structure to be developed without
creating an unwieldy and unusable survey form. This allows for targeted data to be garnered
in a simple manner and therefore increases the overall value of conclusions made.

2. The use of an exclusive online survey removes the environmental impact of a large volume
of paper being used (and in many cases thrown away unused). It also minimises transport
use involved in the drop off and collection of printed surveys.

3. Having data immediately input in electronic form saves a great deal of time by not having to
manually input data from paper surveys; this is time that is far better spent analysing data.
There is also a reduction in human error during transcription of data.

Finally, much academic work has been completed on the use of online surveys compared to
traditional methods and the general conclusion is that the internet based option provides superior
(i.e. more reliable and accurate) data than other methods.14

There are, or course, also disadvantages to this methodology. The most obvious is the risk that one is
unable to access input from those individuals who do not have access to the internet. To address this
risk we attended a beach market in order to make the survey available to people via laptop
computers and tablet computers (i.e. we took the survey to the people). The beach markets in
Mission Beach are generally well attended and provide access to a very wide demographic range.
We also made the survey available at all community group presentations.

4.4 Promotion
 A dedicated webpage was established for the Mission Wellness Project on the Conus

Business Consultancy Services site (www.conus.com.au/wellness). This included information
about the project itself, links to the Mission Wellness Facebook page and direct links to the
survey. During the course of the project this page attracted over 300 visits.

 A Mission Wellness Facebook page was already operational. The survey and all community
consultation meetings were promoted via this page.

 An advertisement was placed in The Tully Times on the 23rd February 2012 explaining the
project and giving links to the online survey.

 Some small posters were created and displayed at community noticeboards, the Mission
Beach library, the Mission Beach Community Health Centre and many local shops.

 A large number of emails were sent to groups and individuals using mailing lists from various
community and business groups in the area. These emails included details of the project
together with links to the survey and all relevant webpages.

4.5 Survey Results

4.5.1 Demographic Analysis
235 people completed the online survey. Of those people, 76.5% were female and 23.5% male. Most
responses were provided by the 51-60 years age group. 61% of responses were received from the
wider age group 41-60 years.

14 Source: Comparing Responses from Internet and Paper-Based Collection Methods in more Complex Stated
Preference Environmental Valuation Surveys. Windle J & Rolfe J, Economic Analysis & Policy, March 2011.
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The age demographic for each gender was very similar to the overall breakdown i.e. the survey data
was not skewed by any gender specific age group.

The chart below shows the age demographic split.

Respondents were asked to indicate where they usually lived. The main responses are summarised
in the table below. The majority of respondents were from the Mission Beach area but data was
collected from those lying within the target four hour drive radius; Cairns, Townsville, Tablelands ,
Tully and Other Cassowary Coast.

Location Number of people Percentage
Mission Beach 133 57.1%
Cairns and surrounds 30 12.9%
Other Cassowary Coast 21 9.0%
Tully 17 7.3%
Tablelands 14 6.0%
Townsville and surrounds 4 1.7%
NSW 4 1.7%
Cooktown and surrounds 2 0.9%
Other Queensland 4 1.7%
Victoria 2 0.9%
Other 4 1.7%
Total 235 100%
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67% of respondents indicated that they are usually resident in Mission Beach during the wet season.

The above analysis suggests that we achieved a strong representation of local residents who live in
Mission Beach year round. The local community is one of the primary target markets of Mission
Wellness.

4.5.2 Individual Wellbeing
The survey collected data relating to the individual responder’s wellbeing. The first question asked
what the respondent does to improve/maintain their individual wellness. The respondent could
choose more than one option. Of the 210 people who chose to answer this question, their responses
were as follows:

As can be seen, regular physical exercise is the activity most used to improve/maintain individual
wellness. This is followed by reading, spending time with family and friends and gardening.

Respondents were given the opportunity to expand upon this question by answering ‘other’ and
then telling us what additional activities they do to improve/maintain their individual wellness.
These ‘other’ responses included mention of the following activities:

 Cultural pursuits and responsibilities.
 Healthy diet with/without organic foods.
 Visiting local restaurants.
 Natural environment activities and reforestation.
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 Physical work and an active life in general.
 Go to the beach to walk and spend time.
 Studying.
 Politics.
 Personal time (‘me-time’) for goal setting etc.
 Learning new skills.
 Other recreational activities – e.g. playing cards, sewing, dancing and boating.

One person stated that they were too busy working to find time to focus upon their own wellness.

4.5.3 Wellness Products and Services

Awareness and Individual Levels of Use
Respondents were asked to indicate which wellness products and services they used and/or had
some awareness of. The intent was to gain some insight into the level of pre-existing awareness
within the community and therefore what type of information may be of use to the community. It
was also deemed important to know what people are already doing to support their own wellbeing
as this will assist Mission Wellness to target their efforts to further support these activities.

Of the 207 people who answered the question, the following responses were received:



Mission WellnessStrategic Plan

Conus Business Consultancy Services
ww.conus.com.au

Of the 15 specific choices offered, only massage, beauty treatments and nature walks had the
majority answer of ‘occasionally use/attend’. The remaining options majority answer was ‘aware but
haven’t used/attended’. No one product or service had the majority answer that they ‘regularly
use/attend.

Analysing the results in more depth by looking at the percentage of responses:

 The three products/services that had the highest percentage of responders regularly
using/attending were nature walks (32.3%), massage (24.9%) and yoga (23%).

 The three products/services that had the highest percentage of responders occasionally
using/attending were massage (52.5%), nature walks (51.1%) and beauty treatments
(47.7%).

 The three products/services that had the highest percentage of responders saying that they
were aware of the product/service but do not use/attend were counselling (64.7%),
reflexology (64.6%) and holistic services (61%).

 The three products/services that had the least level of awareness were traditional Chinese
medicine (12.4%), reflexology (11.6%) and personal development workshops (9.7%).

This would suggest that there is a reasonable level of awareness for most wellness products and
services but that they are not being regularly used or attended. This could imply that the benefits of
wellness products and services are not being clearly communicated as the average survey responder
is yet to transition from being aware to occasionally or regularly using/attending.

The three products and services that perhaps require most attention in order to offer a broad range
of wellness services are traditional Chinese medicine, reflexology and personal development
workshops.

Products and Services Deemed Missing From Mission Beach
Respondents were then asked which products and services they thought were missing in Mission
Beach. The intention of this question was to explore wellness products and services awareness from
another angle. This question would also serve to identify if there was a misalignment between what
people think is available and what is actually available. This knowledge gap (if any) could be bridged
by Mission Wellness offering additional communication and coordination of services to the public.

The three products and services that were deemed missing the most from Mission Beach by the 127
people who answered this question were:

 Traditional Chinese Medicine.
 Personal Development Workshops.
 Chiropractor/Osteopath.

The responses reflect a reasonably accurate level of awareness of wellness products and services
within the area. Those services that are known to exist in some volume, e.g. yoga, beauty treatments
and massage, were clearly identified by the respondents. Those services that are actually missing
from Mission Beach e.g. lack of an osteopath, were identified by the respondents. This again
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supports the assertion that there is a reasonable level of awareness of wellness product and
services.

The chart below graphs the responses received:

Respondents were offered the opportunity to add their own open response to what products and
services they thought were missing from Mission Beach. These responses included:

 Choice of good restaurants/cafes available seven days a week. Sundays and Mondays
identified as problem days.

 Good food and organic cafes (including specific sushi mention).
 Specific activities, e.g. breathing classes, laughter club, book reading club, dance, jazzercise,

tai chi, Pilates etc.
 Motivational, life-coaching workshops.
 Cultural awareness.
 Spa, swimming pool and hydrotherapy.
 Children’s programs.
 Community films.
 Local history, environmental and Traditional Owner information and signage.
 Early morning activities available before work.
 Cycling tracks.
 Community areas and barbeques.
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One person commented that they have a lack of confidence in the quality of services offered in
comparison to those offered in more urban areas.

4.5.4 Communication of Wellness Products and Services
As one of the core activities of Mission Wellness is to develop an information hub that can promote
wellness, coordinate wellbeing activities and provide information to the general public, it was
important to ask respondents about their communication habits and preferences.

Only 47.9% of respondents felt well informed about wellness products and services.

Usual Communication
Respondents were asked how they usually find out about wellness products and services available in
Mission Beach. Of the 195 responses to this question received, the following chart analyses their
answers:

It is clear that there is a very heavy reliance on word-of-mouth communication. This is indicative of
the fragmented wellness industry within Mission Beach and the lack of promotional coordination.

Respondents were able to provide information regarding other communication methods they use.
These other methods include:

 Visual information, e.g. knowing the buildings.
 Local business women’s network.
 Health food store.
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 Mission Arts.

Preferred Communication
When asked what their preferred method of communication would be the respondents answered:

A dedicated website is clearly the most preferred option for communication of wellness products
and services.

Respondents were able to provide information regarding other preferred communication methods
they would use. These other methods include:

 Email updates.
 Monthly newsletter.
 Health food shop.
 Social media.
 Iyashi@mission.
 Networking.
 Concerted FNQ public promotion of Mission Beach as a wellness destination.
 Festivals – enabling the general public to try some of the services they are less familiar with

and to find out more information.
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Specific Information
In order to provide the right information to the community, respondents were given the opportunity
to identify which products and services they would like to hear more about. No one product or
service stood out from the rest in terms of desirability for more information. However, personal
development workshops topped the list followed closely by meditation and traditional Chinese
medicine. The 155 people who answered this question provided the following responses:

Other products and services identified by respondents as being something they would like to know
more about included the following:

 Anything unusual, exotic or exciting.
 Nature walks with accredited guides.
 Detox programs.
 Specific activities e.g. tai chi, plant identification workshops, environmental workshops,

community history workshops, emmet therapy, organics and bio-dynamics.
 Aqua aerobics.
 Groups e.g. women’s groups, spiritual groups, card groups etc.
 Dietician.

4.5.5 Development of a Shared Definition of Community Wellness
A key goal of this project was to develop a shared definition of community wellness. The survey
provided an opportunity for all respondents to indicate what they perceived were elements of
wellness within a community.
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A number of different considerations were presented as possible answers. Whilst our wish was not
to ‘lead’ the respondent in any particular direction, we felt it necessary to at least provide them with
some possible answers. The wellness concept is difficult to understand so a certain amount of
information was deemed useful for respondents to consider and choose from. A further opportunity
was given in the following question to tell us what they felt community wellness was ‘in their own
words’. By providing both a multi-choice question and an open question we hoped to capture as
much input from respondents as possible and to make it as easy as possible for them to
communicate their thoughts to us. We continued to explore the subject of community wellness with
a final question asking respondents what they feel is missing in Mission Beach in order to support a
well community.

189 people answered the multi-choice question, 117 people answered the open question ‘Please tell
us in your own words what you think 'community wellness' means’ and 124 people answered the
question ‘What do you think is missing in Mission Beach in order to support a 'well' community?’.
(Interestingly, more respondents identified the negatives than the positives.)

Multi-Choice Question

As can be seen, social interaction/opportunities for all ages was deemed the most critical element of
community wellness followed very closely with a healthy natural environment. Less than 1%
separated these two answers. Individual physical fitness and good health achieved third place.

Respondents were given the opportunity to identify ‘other’ responses if they wished. These other
responses included:
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 A shared vision.
 Community networks.
 Elderly services.
 Social acceptance of all people/social inclusion.
 Community gardens.
 Sharing.
 Discussion forums for critical issues.
 Good governance.
 Ability to contribute to decision making.

Open Questions
Survey respondents were then asked ‘Please tell us in your own words what you think 'community
wellness' means’. The intent was to gather information that could be further used to create a shared
definition of community wellness.

Many of the respondents clearly spent a great deal of time considering their answer. Answers were
insightful, thought provoking and valuable. All answers have been reproduced in full in Appendix
Three. Using the text provided in the open question enables us to create a word-cloud15. This
provides an immediate visual image of the most important elements of community wellness offered
by the respondents.

15 Word-clouds are extremely useful tools enabling simple visualisation of a volume of text. Respondents
provided a great deal of text answer to this question. Word-cloud software analyses all of the text and
prioritises words dependent on their frequency of use. It removes all bias and ensures that the text can be
presented in a non-subjective manner.
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As an extention of the consideration of a shared definition of community wellness, respondents
were asked ‘What do you think is missing in Mission Beach in order to support a 'well' community?’
Answers were far reaching and provided further valuable insight into what the respondents believe
is necessary to achieve community wellness.

Again, due to the text nature of the responses, a word-cloud was created.

Survey respondents were given a final opportunity to tell Mission Wellness anything they deemed
had not already been covered. 72 people took advantage of the opportunity, mostly to voice their
support. Responses have been reproduced in full in Appendix Three.

4.6 Community Consultation Focus Groups
Two focus groups were held during February and March 2012 for Mission Wellness stakeholders,
members and supporters plus other interested parties.

Key questions and comments from both focus groups included the following:

Consideration of individual and community wellness via the Mission Wellness Model
(outlined in section 3.1.1):

 Inclusion of ‘creativity’ and ‘nutritional’ elements into the model.
 Creating/improving individual capability with regard to the model.
 How the model could be used to help measure community resilience, particularly in areas of

high natural disaster risk.
 Acknowledgement that different stages of life require different wellness considerations.
 Acknowledgement that people need to feel safe in their community before they can

experience wellness.
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 Importance of family.

Community wellbeing improvement:
 Focus upon young people - provide activities and events that they would be interested in.
 Collaborate with youth representatives.
 Enable existing service organisations to feed relevant information to Mission Wellness in the

future.
 Acknowledgement that this strategic planning process is in itself raising wellness awareness

in the community.

What wellness services do you think are missing in Mission Beach?
 Youth services in general, particularly for the older children once they graduate from

primary school. Social and physical opportunities to be provided in a safe environment that
cater for the needs of older children and teenagers. Suggestions of a similar kind to the PCYC
model. It was also suggested that Mission Beach Surf Lifesavers could do more to provide
teenage activities and engage with that generation. Lack of public transport was identified as
a key challenge for the youth.

 Early morning wellness activities (pre-work).
 Book clubs – suggest the formation of a wellness based book club.
 Packages that incorporate tourism services and wellness activities – focused upon the local

tourist market.
 Community learning opportunities.
 Intellectual learning centre/service.
 Welcoming activities/events for new residents to the area.
 A Men’s Group (but not a Men’s Shed) based on physical activities such as fishing, cycling

and specific learning opportunities etc.
 A swimming pool.
 A dedicated wellness centre providing the full range of services.
 Underutilisation of the library? Questionable given the rise of internet based library

activities.
 Beach based activities.
 Significant gaps in medical services.

What wellness information do you think should be freely available to the community and
how should this information be distributed?

 Information should be distributed as widely as possible and in as many different formats as
possible, including via traditional and social media and the information centres.

 Do plenty of advertising and do it often.
 Keep the information updated and current.
 Three main information outlets mentioned – eNewsletters, dedicated website and word-of-

mouth.
 Focus on the dedicated website as the key information hub drawing people in to Mission

Wellness (as opposed to pushing information out to the community).
 Use of a dedicated notice board (this could also be maintained online via the website).
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What would you like to see Mission Wellness achieve over the next 3 years?
 Mission Wellness to still be operational.
 The intended information hub:

o An up-to-date, easy to use and accessible website with links to various supporters
and key partners – Cassowary Coast Regional Council, Advance Cairns, MBBT etc.

o Wellness calendar on the website.
o Provision of regular wellness based eNewsletter.

 If training opportunities are to be offered then sufficient accreditation must be in place to
ensure high level of recognised training.

 Uphold professional ethics. Discussion focused on how to ensure quality of service providers
on the website/directory. (May need a disclaimer on the website to enable it to be open and
not vetted by Mission Wellness.)

 TV advertising.
 A viable wellness community within the area.
 Regular workshops.
 Hosting of public events.
 Collaboration with a range of local organisations.
 Collaboration with tourism service providers.
 Bringing the idea of wellness to accommodation venues e.g. bikes for hire, juicers in rooms,

natural bath products, etc.
 Incorporation.

Other considerations:
 Development of the ‘Mission Wellness tick’; suggestion of a checklist based on the Mission

Wellness Model that could be used by all community events within the region, e.g. provision
of nutritious food at community events instead of the usual coffee and cookies or sausage
sizzle.

 Identification of corporate champions to promote Mission Wellness.
 The need for a succession plan for key volunteers/members.
 Could young people get more involved in grant writing and thereby help provide their own

wellness activities?
 Development of the Mission Wellness logo deemed critical next step.
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5 Opportunities and Challenges

5.1 Opportunities

5.1.1 National Opportunities
 Increasing public desire for available alternative forms of health therapy.
 Availability of cost-effective promotion of alternative therapies via the internet.
 Changes in private health insurance enabling increased cover of alternative therapies.
 Projected growth in the number of alternative therapy practitioners within Australia16.
 Individual expenditure on health is expected to grow17.
 Non-communicable diseases are expected to account for an increasing proportion of illness

and disease. These diseases are more often treated with alternative health therapies than
other illnesses18.

 Growth of palliative19 care and the increasing use of alternative therapies to treat such
care20.

 Industry organisation membership by practitioners increases their chance of commercial
success. This is likely to become more important as the wellness and alternative therapy
industry grows in maturity and standards are imposed.

 Projected growth in general population.
 Projected growth in migrant population from countries more used to alternative therapies.

5.1.2 Mission Beach Opportunities
 Demographic profiling of Mission Beach is supportive of wellness activities.
 Proliferation of wellness practitioners provides enhanced availability and accessibility of

wellness related direct services.
 Potential inability of conventional health services to satisfy community requirements:

o Local health centres are perceived to be understaffed and oversubscribed.
o Limited medical services, particularly specialists, available in such a remote location.

 Economies of scope i.e. the ability to offer complimentary therapies under one roof at
Iyashi@Mission or at an alternative future centre.

 Environmental suitability for the wellness industry to thrive within Mission Beach due to the
rainforest, beach and tropical location.

 Synergies exist with existing activities within the Mission Beach area such as food tourism,
farming (especially tropical fruit) and nature based tourism.

 Coordinated communication of wellness services to the community and to tourists. Already
identified by Mission Wellness; this Strategic Plan will consider the development of an online
directory of wellness related services within the area.

 Collaboration with Australian organisations regarding the measurement of wellness.

16 Source: IBISWorld Industry Report X0015 Alternative Health Therapies in Australia May 2011.
17 Source: IBISWorld Industry Report X0015 Alternative Health Therapies in Australia May 2011.
18 Source: IBISWorld Industry Report X0015 Alternative Health Therapies in Australia May 2011.
19 Palliative care: Treatment that aims to eliminate symptoms of a disease rather than curing the disease itself.
20 Source: IBISWorld Industry Report X0015 Alternative Health Therapies in Australia May 2011.
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5.2 Challenges

5.2.1 National Challenges
 The alternative therapies industry is finding it difficult to create awareness for services. This

lack of awareness has developed into a commercial success barrier.
 Perceived risks associated with alternative therapies, such as incorrect diagnosis, are limiting

industry growth.
 Global competition, especially from within Asia, where service and labour costs are

significantly lower.
 The complexity and subjectiveness of wellness measurement.

5.2.2 Mission Beach Challenges
 Low consumer use of wellness products and services on offer. People appear to be

reasonably well aware of what products and services exist but have not yet transitioned into
becoming regular, or even occasional, users of those products and services.

 Promotional challenges:
o Lack of promotional activities by most wellness practioners.
o Lack of coordinated online wellness information within the local area.
o Lack of a shared promotional vision for Mission Beach. Evidenced by the contrasting

slogans used by tourism operators and groups.
 Lack of coordination between service providers.
 Domestic competition from places such as Palm Cove and Byron Bay etc.
 Limited population concentration.
 Lower than average disposable income levels.
 The complexity and subjectiveness of wellness measurement.
 Specific concerns caused by TC Yasi that have still to be remedied, e.g. mental health

concerns, lack of marine infrastructure to support the tourism industry etc.
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6 Strategic Plan

6.1 Long Term

6.1.1 Vision
Our vision is the establishment of Mission Beach as an all-year-round wellness destination. This will
support both economic sustainability of the town and increased wellness within the community.

6.1.2 Objectives
 Position Mission Beach as a leading destination for wellness tourism, incorporating the

area’s natural attributes as well as the abundance of accommodation options and other
complimentary services.

 Facilitate coordination and promotion of wellness services within Mission Beach.
 Improve overall wellness within the community.
 Increase training and employment opportunities within the wellness industry of Mission

Beach through collaboration and facilitation.
 Establish the Mission Wellness Australia brand.

6.1.3 Values

Core Values

Integrity

Balance

Transparency

InclusivenessEnjoyment

Passion

Dedication
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6.1.4 Strategy
Key strategies to delivering long-term success:

Strategy
Number

Key Strategy Desired Position/Outcome

1 Improve coordination and communication of
Mission Beach wellness products/services.

Strong level of awareness of wellness products
and services available in Mission Beach
throughout North Queensland.

2 Promote individual and community wellness to
the residents of Mission Beach.

Mission Beach is a ‘well’ community.

3 Promote Mission Beach as a wellness
destination to domestic self-drive tourists.

Mission Beach is viewed as a primary wellness
destination within North Queensland.

4 Establish the Mission Wellness Australia brand. Awareness of the Mission Wellness Australia
brand throughout Australia.

5 Develop a model for measuring community
wellness within Mission Beach.

The ability to measure improvement or decline
in the community wellness of Mission Beach.

6 Develop and maintain training and employment
opportunities within the wellness industry of
Mission Beach.

Establishment of a strong wellness industry
within Mission Beach providing regular
employment and training opportunities.

7 Secure the long-term survival of Mission
Wellness.

Mission Wellness continuity.

6.2 Short Term

6.2.1 Mission Statement
Our mission over the next 24 months is to establish an identity for Mission Wellness and focus on
product development.

Short term goals:
 Raise awareness of community and individual wellness in the Mission Beach area.
 Identify a common wellness definition aligned with community needs.
 Develop and maintain a Mission Beach Wellness Directory.
 Increase coordination within the wellness industry of Mission Beach.
 Establish the Mission Wellness brand within North Queensland.

Actions focused upon achievement of the first goal have already commenced simply through the act
of community consultation. By promoting the online survey, presenting to community groups, being
actively present at the local beach markets and empowering people to give us their thoughts on
individual and community wellness, there is no doubt that the Mission Beach community is more
aware of wellness than they were six months ago.

In addition, all the information required to develop a shared definition of community wellness has
been provided by the community via the survey. All that remains is for Mission Wellness to review
the information and derive a definition.
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6.2.2 Key Success Measures
Over the next 24 months we will measure our success in the following ways:

Value Measure of Success
Customer Value  Development of the Wellness Directory as a paper-based and online

information hub.
 Increased activity for wellness practitioners within the Mission Beach

area.
 Promotional opportunities for wellness practitioners.

Community Value  Community development of a common wellness definition.
 Increased wellness interest by tourists contacting Mission Beach Tourism,

wellness practioners and individual accommodation providers.
 Increased visitation, length of stay and expenditure by wellness visitors.
 Increased wellness awareness within the community.
 100% legal compliance.

Organisation Value  Development of the Mission Wellness logo.
 Establishment of the brand within North Queensland.
 Commencement of model development for measuring community

wellness within Mission Beach in collaboration with Queensland Health
and other key partners.

 Incorporation of Mission Wellness.
 Development of Mission Wellness management structure.
 Establishment of Mission Wellness equipped office space.
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7 Action Plan
Strategy
Number

Key Strategy Action Plan: Key Activities within the next 24 months Outcomes

1 Improve coordination
and communication of
Mission Beach wellness
products/services.

 Complete an audit of all wellness products and services.
 Develop the Wellness Directory.
 Develop and launch the Mission Wellness website

(supporting the Wellness Directory online).
 Develop paper copies of the Wellness Directory (if

practical).
 Develop a wellness community noticeboard.
 Coordinate relevant events that support our vision and

help us to achieve our goals.
 Promote advertising opportunities to Mission Beach

practitioners and providers.
 Promote the Wellness Directory, events and

noticeboard to the local community.

 Comprehensive knowledge of all wellness products
and services available within the Mission Beach
area.

 Mission Wellness website.
 Wellness Directory available online and as a paper

format.
 Mission Wellness community noticeboard.
 Increase accessibility of wellness events, products

and services to the local community.
 Raise awareness of community and individual

wellness in the Mission Beach area.

2 Promote individual and
community wellness to
the residents of Mission
Beach.

 Use the information collected in the online survey and
from community consultation to develop a shared
wellness definition aligned with community needs. Use
this shared definition (as it is most relevant locally) to
help promote wellness to the local community.

 Promote the Wellness Directory, events and
noticeboard to the local community.

 Establish roles within the Mission Wellness
management structure to address communication
methods and coordination.

 Educate local community organisations on wellness.
 Develop a simple wellness checklist for use by

community event organisers.
 (Possible future activity: Provide wellness assessments

and develop a ‘wellness tick’ validation.)

 Shared definition of wellness relevant to the Mission
Beach community.

 Increase accessibility of wellness events, products
and services to the local community.

 Raise awareness of community and individual
wellness in the Mission Beach area.

 Increase awareness of organisational sustainability
and how it can be achieved.

 Improve the wellness rating of community events.
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Strategy
Number

Key Strategy Action Plan: Key Activities within the next 24 months Outcomes

3 Promote Mission Beach
as a wellness destination
to domestic self-drive
tourists.

 Hold regular meetings with MBBT to identify and
implement wellness related tourism projects, e.g. a mini
expo of wellness products and services held annually in
Mission Beach.

 Facilitate the development of product/service packages
in conjunction with MBBT members to attract tourists
to the region and promote the incorporation of wellness
activities within the local tourism industry, e.g. wellness
weekend packages.

 Develop links on the Mission Wellness website with
MBBT and other tourism related websites.

 Promote the Wellness Directory to all relevant tourist
organisations within the larger region.

 Develop online relationships/links with relevant
Queensland based tourism and Government websites.

 Increase visitation, length of stay and expenditure
by existing wellness visitors to Mission Beach.

 Attract new visitors to Mission Beach; increase
market share of wellness tourists.

 Increase traffic to the Mission Wellness website and
those that partner with (link with) Mission Wellness.

4 Establish the Mission
Wellness Australia
brand.

 Develop a logo.
 Promote the brand to relevant organisations and groups

throughout North Queensland, e.g. Advance Cairns,
Townsville Enterprise etc.

 Promote the brand to wellness organisations both
nationally and globally (where applicable).

 Incorporate into the Mission Wellness Facebook page.
 Link the Mission Wellness Facebook page with other

local pages in North Queensland.
 Develop limited office based marketing collateral to

support the brand; headed paper, compliments slips,
business cards etc.

 Mission Wellness logo.
 Brand awareness and support.
 Professionalism.
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Strategy
Number

Key Strategy Action Plan: Key Activities within the next 24 months Outcomes

5 Develop a model for
measuring community
wellness within Mission
Beach.

 Continue existing collaboration process with
Queensland Health.

 Consider contacting Professor Bob Cummings at Deakin
University to collaborate in his work on individual
wellbeing within Australia.

 Consider the inclusion of a dedicated webpage to collect
wellness feedback, as part of the Mission Wellness
website. This could include a link to an online survey
collecting personal wellbeing indicators (perhaps based
on the questions asked in the Perceived Wellness
Survey; Appendix Two) or a link to the Deakin University
online survey.

 Collaborate with MBBT in order to include wellness
focused questions into their tourist surveys.

 Collection of some wellness measurement data.
 Collection of some Mission Beach wellness

product/service use data from tourists.
 Promotion of wellness indicators to Queensland

Health.
 Improve access to existing indicators for physical

and mental health.
 Increase ability to create a wellness baseline.
 Known as a key collaborator on community wellness

measurement.

6 Develop and maintain
training and employment
opportunities within the
wellness industry of
Mission Beach.

 Promote membership of relevant associations to all
local wellness practitioners and Mission Wellness
members.

 (Further focus will be given to this strategy over the
longer term.)

 Increase economic resilience of practioners.
 Increase credibility of practitioners.
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Strategy
Number

Key Strategy Action Plan: Key Activities within the next 24 months Outcomes

7 Secure the long-term
survival of Mission
Wellness.

 Continue to source and apply for grants that support
the development of Mission Wellness as aligned to this
Strategic Plan.

 Secure legal status as an incorporated entity.
 Assign roles required by the act of incorporation to

steering committee members, e.g. treasurer and
president.

 Develop documented roles and responsibilities for
committee members. Core positions could include21:

o Communications Officer.
o Website Coordinator.
o Publicity Officer.
o Grants Officer.

 Secure additional committee members for identified
roles wherever necessary, i.e. expand the committee.

 Develop a succession plan for core steering committee
members.

 Secure dedicated office space and office equipment.

 Ongoing funding.
 Independent legal status.
 Increase ability to apply for funding.
 Increase skill base within the organisation.
 Reduce ‘keyman reliance’.
 Increase resilience and capability.
 Clarity over areas of responsibility and

accountability.
 Committed physical office space.

21 There is likely to be some duplication of roles within the first few months of incorporation.
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Appendix One - Business Model22

KEY PARTNERSHIPS
MBBT
Industry organisations
Practitioners
Providers
Local Council
Healthier Great Green
Way

KEY ACTIVITIES
Develop Wellness
Directory
Coordinate events
Develop Mission Wellness
Australia brand
Educate
Apply for grants
(Possible future activity:
Provide wellness
assessments)

VALUE PROPOSITIONS
Workshops and wellness events
Increased access to services

Information Hub:
(online and paper based)

CUSTOMER
RELATIONSHIPS

Web-based

Personal contact

CUSTOMER SEGMENTS

1. Local community

2. Tourists within a 4
hour driving radius
(plus Mackay)

3. Practitioners

KEY RESOURCES
Wellness Directory
Money
Time/people
Mission Wellness
Australia Brand

CHANNELS
Networks
Wellness Directory
Facebook Page
Website

COST STRUCTURE
Marketing and marketing support: website, logo, brand promotion etc.
Noticeboard
Office based expenses
(Committee time and office support – hidden cost)

REVENUE STREAMS
Events management fees
Listing fees (not membership fees)
Grants
Advertising revenues
(Community benefits – increased employment, income, connection, awareness,
tourists, individual and organisational wellness)

22 Business model canvas attributed to www.businessmodelgeneration.com. Business model; as identified by Mission Wellness 30th January 2012 and refined throughout
the strategic planning process.

INFO
HUB

Training
Opps

Centre 4
wellbeing

knowledge &
learning

Link to MBBT
for providers

Advertising
Opps
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Appendix Two - Perceived Wellness Survey23

Perceived Wellness Survey
The following statements are designed to provide information about your wellness perceptions. Please
carefully and thoughtfully consider each statement, then select the one response option with which you
most agree.

Very Very
Strongly Strongly
Disagree Agree

1. I am always optimistic about my future. 1 2 3 4 5 6
2. There have been times when I felt inferior to most of the people I knew. 1 2 3 4 5 6
3. Members of my family come to me for support. 1 2 3 4 5 6
4. My physical health has restricted me in the past. 1 2 3 4 5 6
5. I believe there is a real purpose for my life. 1 2 3 4 5 6
6. I will always seek out activities that challenge me to think and reason. 1 2 3 4 5 6
7. I rarely count on good things happening to me. 1 2 3 4 5 6
8. In general, I feel confident about my abilities. 1 2 3 4 5 6
9. Sometimes I wonder if my family will really be there for me when 1 2 3 4 5 6

I am in need.
10. My body seems to resist physical illness very well. 1 2 3 4 5 6
11. Life does not hold much future promise for me. 1 2 3 4 5 6
12. I avoid activities which require me to concentrate. 1 2 3 4 5 6
13. I always look on the bright side of things. 1 2 3 4 5 6
14. I sometimes think I am a worthless individual. 1 2 3 4 5 6
15. My friends know they can always confide in me and ask me for advice. 1 2 3 4 5 6
16. My physical health is excellent. 1 2 3 4 5 6
17. Sometimes I don't understand what life is all about. 1 2 3 4 5 6
18. Generally, I feel pleased with the amount of intellectual stimulation 1 2 3 4 5 6

I receive in my daily life.
19. In the past, I have expected the best. 1 2 3 4 5 6
20. I am uncertain about my ability to do things well in the future. 1 2 3 4 5 6
21. My family has been available to support me in the past. 1 2 3 4 5 6
22. Compared to people I know, my past physical health has been excellent. 1 2 3 4 5 6
23. I feel a sense of mission about my future. 1 2 3 4 5 6
24. The amount of information that I process in a typical day is just 1 2 3 4 5 6

about right for me (i.e., not too much and not too little).
25. In the past, I hardly ever expected things to go my way. 1 2 3 4 5 6
26. I will always be secure with who I am. 1 2 3 4 5 6
27. In the past, I have not always had friends with whom I could share my 1 2 3 4 5 6

joys and sorrows.
28. I expect to always be physically healthy. 1 2 3 4 5 6
29. I have felt in the past that my life was meaningless. 1 2 3 4 5 6
30. In the past, I have generally found intellectual challenges to be 1 2 3 4 5 6

vital to my overall well-being.
31. Things will not work out the way I want them to in the future. 1 2 3 4 5 6
32. In the past, I have felt sure of myself among strangers. 1 2 3 4 5 6
33. My friends will be there for me when I need help. 1 2 3 4 5 6
34. I expect my physical health to get worse. 1 2 3 4 5 6
35. It seems that my life has always had purpose. 1 2 3 4 5 6
36. My life has often seemed void of positive mental stimulation. 1 2 3 4 5 6

23 Reproduced in full with permission from www.perceivedwellness.com - Troy Adams, PhD, Professor, Rocky
Mountain University of Health Professions.


