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1 Company Details
Name Innisfail Chamber of Commerce, Industry & Tourism Inc.

Trading as Innisfail Chamber of Commerce

Postal Address PO Box 727, Innisfail QLD 4860

Contact President: John Kremastos

ABN 97 952 432 114

2 Background
The Innisfail Chamber of Commerce, Industry & Tourism Inc. (the Chamber) recently elected a new
committee. The new committee does not have an existing Strategic Plan to work with. Consultation
with members has made it clear that the lack of direction for the Chamber is a deterrent for new
members and a frustration for existing members. The new committee is therefore seeking directional
clarity and requires a Strategic Plan as a matter of priority. The desired outcomes of the strategic
planning process include:

• Clarity regarding strategic direction and the Chamber’s raison d’etre.
• Practical clarity regarding what activities the Chamber should be undertaking.

Successful completion of the strategic planning project will provide clarity to the Chamber regarding
their direction and focus for the foreseeable future, which should assist with growing the membership
base.

3 Methodology
A meeting was held between Ruth and Pete Faulkner of Conus Business Consultancy Services and John
Kremastos, President of the Chamber, on 24th September 2014. This meeting determined that what
the Chamber wished to achieve from the Strategic Planning process was:-

 Clarity over the direction the Chamber should be taking
 Identification of a business model for the Chamber
 Identification of the strategic goals of the Chamber
 A suggested action plan to meet strategic goals

A strategic planning workshop was held with the Executive Committee of the Chamber, the Cassowary
Coast Regional Council Economic Development Officer and both Ruth and Peter Faulkner of Conus
Business Consultancy Services in Innisfail on the 27th October 2014.
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4 Industry Analysis

4.1 IBISWorld Industry Research
IBISWorld Industry Report S9551 Industry Associations in Australia November 2013

The industry’s primary activity is to represent the interests of various businesses. Companies in this
industry promote the business and professional interests of their members. These establishments may
conduct research and provide education services. Other industry activities include developing
statistics; sponsoring quality and certification standards; lobbying public officials; and publishing
newsletters, books and periodicals for distribution to members. This industry sector includes
chambers of commerce.

“Representative groups for individual professions are a well-established feature of the Australian
business landscape, as they provide many crucial services to members. Improved services have led to
a steady increase in membership over the past decade, and hence solid revenue growth. Even the
2008-09 economic slowdown did little to dull the industry's good fortune. Rapidly improving
communications technology - particularly the internet - has led to an influx of smaller firms entering
the industry. Most large organisations emerged from the economic slowdown relatively unscathed.
However, some associations with ties to dying industries have faced serious difficulties since 2008 due
to dwindling membership and funding. The heavy revenue declines of some players have been
countered by consistent revenue growth of the large, national organisations, meaning revenue has
grown overall. Over the five years through 2013-14, industry revenue is estimated to increase by an
annualised 3.1%. Revenue is forecast to grow by 3.2% in 2013-14, to $5.8 billion.

Over the past five years, large associations have exploited economies of scale and increasing
membership revenue to improve member services. Industry associations promote greater member
interaction and increase value by providing online training facilities, regular networking opportunities
and annual events. Associations also employ experts in law and industrial relations to analyse
industry-wide issues. This information is then disseminated among members. Associations can exploit
their reputation and national network of connections to promote policy in the interests of their
members. For example, over the past five years many associations have been helping employers and
employees interpret how new workplace relations legislation (the Fair Work Act 2009) affects their
particular industry. The many and improved benefits industry associations provide has helped
stabilise membership numbers over the past five years.

The industry's productivity is expected to increase over the next five years as technology is employed
to a greater degree and more volunteers are used. This is especially the case for smaller, niche
organisations, which will likely attempt to increase their traction through more targeted marketing
and activism via the internet. Revenue is expected to grow by 2.4% per annum over the next five years,
to reach $6.5 billion in 2018-19.”
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Industry Associations in Australia Industry Report Summary
Key Industry
Statistics

Revenue $5.8bn
Profit $397m
Wages $2.4bn
Number of businesses 2,123
Annual Growth 2009-14 = 3.1%
Anticipated Annual Growth 2014-19 = 2.4%

Primary
Activities

Accountants' and lawyers' association operation
Farmers' association operation
Architects' and builders' association operation
Engineers' association operation
Manufacturers' association operation
Retail traders' association operation
Dentists' and medical association operation
Trade association operation (except trade union)
Employers' association operation
Bankers' association operation

Major Products
and Services

Business association services
Professional association services

Key External
Drivers

 Number of businesses
 Consumer sentiment index
 Real household disposable income
 Private research and development expenditure (in fields such as product

development, business development, staff training, industry safety standards
and environmental factors)

Current
Performance

The industry has grown steadily over the past five years and there are now many
established industry associations and chambers of commerce within Australia.
Some current performance trends and observations include:

 Membership numbers for industry associations hinge, to a degree, on general
economic conditions. These are broadly measured by business confidence,
consumer sentiment, disposable income and the unemployment rate.

 Revenue performance tends to be mixed and can be largely dependent on local
economic conditions as well as fluctuating demand for events, training and
provision of resources.

 Profit margins continue to be strong as most industry associations are not-for-
profit entities and capable of cutting costs quickly in response to fluctuating
revenue streams.

 Online communications have assisted smaller organisations to communicate
more effectively and more cheaply with their members.

 Some consolidation in the industry.
 Heavy reliance on volunteer labour (70%).
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Industry Associations in Australia Industry Report Summary
Industry
Outlook

 Business and professional associations play an increasingly important role for
both individuals and employers. Both have grown more aware of the benefits
of paying for memberships. Associations have become savvier to members'
needs and are diversifying the type of services they provide to gain access to
additional revenue streams. In particular, the aggregation and dissemination of
relevant data and information to members is an increasingly important selling
point, and one that is expected to continue to drive industry revenue growth
over the next five years.

 Business confidence and rising disposable incomes are likely to be key drivers
of renewed membership growth. Healthy corporate profit margins and private
and public sector donations, which are expected to increase as economic
conditions improve, will help boost industry performance.

 The number of associations will likely grow at a slower rate than revenue.
 The industry will continue to be labour intensive.

Industry Life
Cycle

The key features of a growth industry are:

 Revenues grow faster than the economy
 New companies/organisations can enter the market
 Rapid technology and process change
 Growing customer acceptance of the product/service
 Rapid introduction of products and brands

The ‘industry associations’ industry is growing because:

 New entrants are expected to target niche markets
 Some opportunities for new organisations may arise with technological

advances
 Industry value added is growing at a faster rate than the overall economy

Products &
Services
Segmentation

Discerning the product segmentation for the industry is complex given the multitude of
business fields and professions that exist across the economy, and the tendency for
some associations to span multiple sectors

Business associations (including chambers of commerce) generate 60% of industry
revenue and consist of establishments that promote the interests of their members.
Over the past five years, this segment's share of revenue has declined as their
performance is closely correlated with the economic conditions affecting the industries
they represent.

Business
association

services
60%

Professional
association

services
40%

PRODUCTS & SERVICES SEGMENTATION 2013-14
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Industry Associations in Australia Industry Report Summary
Demand
Determinants

Demand for industry services - from business and individuals - is influenced by a number
of factors.

 Businesses join associations in order to increase their prominence in the
industry e.g. sponsoring conferences, developing a network of potential clients,
or a network industry peers.

 Business membership can be viewed as an investment in their employees'
education.

 Individuals demand the services of an association in order to expand their
network of industry contacts, often in the hope of gaining business and
employment, or to deepen their understanding of industry practices.

 Another potential benefit of membership can be through obtaining industry
specific qualifications that are accredited by selected organisations.

Demand for business associations will grow as individuals and businesses make more
time for networking, conference attendance or breakfast meetings. The availability of
time is influenced by real GDP growth, workforce productivity, employment levels and
consumer confidence, as companies that are financially viable will be more inclined to
devote time to expansionary activities such as these, rather than the actual business at
hand.

Demand will increase if associations effectively publicise their cause and that of their
members. If an association has a successful newsletter, useful website, or frequently
organises conferences with high-profile speakers, then individuals and businesses are
more likely to want to join.

Major Market
Segmentation

Market Share
Concentration

Low – there are a large number of small organisations

Businesses
and

corporations
60%

Individual
professionals

30%

Students
10%

MAJOR MARKET SEGMENTATION 2013-14
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Industry Associations in Australia Industry Report Summary
Key Success
Factors

 Ability to attract local support and patronage: Business associations rely
heavily on support from their members. Membership fees account for the
majority of industry revenue. Further revenue is earned in the form of
donations and gifts.

 Ensuring pricing policy is appropriate: Memberships to business associations
are in most cases optional. Therefore, pricing of memberships in relation to the
value provided is an important factor.

 Ability to educate the wider community: One of the main industry objectives is
to educate the community and politicians about member needs and interests.
The most successful organisations keep issues in the news and raise awareness
and support for change.

 Prompt delivery to market: Operators must ensure that they reach the market
with correct and substantiated products (research) that wins publicity for their
cause.

 Having a high prior success rate: Organisations that have successfully effected
the kinds of change proposed in their manifesto will be more likely to win
members and donations to achieve future goals.

 Having a good reputation: To be successful, an association must have a good
reputation. A good reputation can be gained by showing independent and
accountable research and opinions and providing transparent financial data

Cost Structure
Benchmarks

Average industry surplus is estimated at 6.9% of revenue with approximately 51% of
revenues driven by membership fees.

Barriers to Entry Medium and steady
While it is relatively easy to start a professional organisation - the fact that many
associations are volunteer run and do not employ full-time staff testifies to this - new
entrants will find it hard to succeed for three primary reasons: reputation; contracts and
qualification; and finances.

Operating
Conditions

 Level of capital intensity is low
 Level of technology change is low
 Revenue volatility is low
 The level of regulation is medium and the trend is steady
 The level of industry assistance is low and steady
 Low but increasing level of competition

11%

41%

28%

3%

3%

7%

7%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Purchases

Wages

Other

Depreciation

Utilities

Rent

Profit/Surplus

INDUSTRY COST STRUCTURE 2013-14
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5 Market Analysis
The Chamber operates within the area of Innisfail, in the Far North of Queensland. It lies within the
local government area of the Cassowary Coast. Predominant industries in the area are the growing of
sugar cane and bananas. Innisfail operates as the service centre for the region (in particular the
northern portion of the Cassowary Coast) and is the main centre of the Cassowary Coast Regional
Council (CCRC), although council offices are split between Innisfail and Tully to its south.

The Cassowary Coast has four business “Chambers” which are centred on Cardwell, Tully, Mission
Beach and Innisfail. The Innisfail Chamber catchment, therefore, tends to be the northern portion of
the Cassowary Coast down to, and sometimes including elements of, Mission Beach and El Arish.

5.1 2011 Census and Other Published Data
The following tables and charts detail relevant data relating to the two Statistical Areas Level 2 (SA2),
of Innisfail and Johnstone. These two areas combine to form the main bulk of the area under
consideration, although they do not include some of the region to the north of Innisfail which instead
falls into the SA2 of Babinda. This designation of SA2 Innisfail combined with SA2 Johnstone is used
throughout this report to represent “Innisfail”, unless otherwise stated.

5.1.1 Overview
The table below outlines some key demographic data1 for the Innisfail area as at June 2013.

Statistic Innisfail Queensland
Resident Population 17,353 4,476,800
Female 49% 50%
Male 51% 50%
Population aged over 15 years 81% 80%
Median Total Household Income $ weekly2 $894 $1,235
Unemployment Rate 8.6%3 6.3%4

It should be noted that the Department of Employment estimate of the unemployment rate in Innisfail
noted above is based on a different methodology to that used by the Australian Bureau of Statistics
(ABS) and comparisons should therefore be treated with caution.

5.1.2 Major Industries - Number, Employment and Turnover
The following table details the number of businesses, the number of people employed in those
businesses and the estimated turnover, within a selection of the most relevant industry types in the
Innisfail area as defined by the ABS. The number of businesses and turnover relates to the most recent
ABS data5 to June 2013, while the number employed is sourced from the 2011 Census.

1 ABS 3218.0, Regional Population Growth, Australia, 2012-13
2 ABS Census 2011
3 Dept. of Employment Small Area Labour Markets data Q2 2014 based on totals for SA2 Innisfail and SA2
Johnstone
4 ABS seasonally adjusted June 2014
5 ABS 81650 Counts of Australian Businesses, including Entries and Exits, Jun 2009 to Jun 2013
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By making some assumptions6 about the average turnover level within each of the 6 categories
specified within the ABS data7 we can create a table which approximates total turnover within each
industry sector. These turnover figures should be treated with caution as they are merely estimations
based on untestable assumptions. Nevertheless they should provide a useful measure of the relative
size of the industry sectors, even if the absolute levels are open to question.

Industry Number of
businesses % Number

employed % Turnover
$m %

Agriculture, Forestry
& Fishing 640 34.3 1,063 14.4 263.2 31.1

Construction 309 16.6 757 10.2 136.6 16.1
Rental, Hiring & Real
Estate 148 7.9 95 1.3 27.4 3.2

Retail Trade 109 5.8 808 10.9 94.3 11.1
Other Services 87 4.7 270 3.7 40.0 4.7
Transport, Postal &
Warehousing 79 4.2 311 4.2 27.1 3.2

Professional,
Scientific & Technical
Services

77 4.1 202 2.7 24.8 2.9

Financial & Insurance
Services 74 4.0 101 1.4 16.7 2.0

Manufacturing 66 3.5 603 8.2 41.2 4.9
Accommodation &
Food 64 3.4 462 6.2 49.8 5.9

Health & Social
Assistance 50 2.7 830 11.2 33.6 4.0

Total all businesses 1,867 7,394 846.7

The number of people employed in the Public Administration, Education & Training and Health &
Social Assistance sectors (403, 540 and 830 respectively) are not reflected in the small number of
businesses within these industry types because they are dominated by public service, rather than
commercial, enterprise.

The ABS data does not include an industry sector called “tourism”. Businesses within the tourism
industry will usually be scattered between Accommodation & Food, Transport, Arts & Recreation and
Other Services.

5.1.3 SEIFA Advantage and Disadvantage Index
The ABS produce Socio-economic Indices for Areas (SEIFA)8 which include the Advantage and
Disadvantage Index. For the purposes of SEIFA, the ABS broadly defines relative socio-economic
advantage and disadvantage in terms of people’s access to material and social resources, and their
ability to participate in society.

6 Assumed average turnover within each level is the midpoint of that level. Above $2m the assumed average is
$3m
7 Zero-$50K; $50K-$100K; $100K-$200K; $200K-$500K; $500K-$2m; over $2m
8 ABS 2033.0.55.01 SEIFA Data Cube
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The Index of Relative Socio-economic Advantage and Disadvantage (IRSAD) summarises information
about the economic and social conditions of people and households within an area, including both
relative advantage and disadvantage measures. A low score indicates relatively greater disadvantage
and a lack of advantage in general.

Innisfail’s SEIFA IRSAD score in 2011 was 9189, which put it in the 16% percentile in Queensland (i.e.
in approximately the bottom 6th of all areas). This indicates a relatively high level of disadvantage
within the region.

5.2 Population Projections
The CCRC Draft Planning Scheme, Priority Infrastructure Plan (PIP)10 forecasts Innisfail’s resident
population to grow by 6.4% in the decade from 2011 to 2021. This is an annual compound growth rate
of 0.6% pa. ABS data11 shows that between 2011 and 2012 the population of Innisfail did indeed rise
by 0.6%. However, the Queensland Government’s population forecasts12 for the Cassowary Coast
show growth predicted at just 0.2% pa compound for the decade from 2011.

It would seem likely that the CCRC forecasts may be a little high and that we might expect to see
Innisfail’s resident population at about 17,600 (assuming an annual growth rate close to 0.5% pa) by
the time of the 2021 Census.

5.3 Summary
 The resident population of Innisfail have a significantly lower income level than the

Queensland state average.
 Unemployment in the area was above the state average in 2011, and remains so.
 Innisfail is a relatively high disadvantaged area.
 Agriculture, Fisheries & Forestry accounts for the largest proportion of the number of

businesses in the region (34.3%) as well as the largest number employed (14.4%) and the
greatest turnover (31.1%).

 Construction ranks 2nd in both number of businesses (16.6%) and turnover (16.1%) and 4th in
the number employed (10.2%).

 Retail Trade, despite accounting for just 5.8% of the number of businesses, accounts for about
11% of both number employed and turnover.

 Rental, Hiring & Real Estate are the 3rd most numerous businesses (7.9%) but account for only
a small portion of the number employed (1.3%) and turnover (3.2%).

 Accommodation & Food make up just 3.4% of the number of businesses and yet make up
almost double those percentages in the number employed (6.2%) and turnover (5.9%).

9 Calculated from a weighted average of Innisfail SA2 score of 887 and Johnstone SA2 score of 955
10 Note that the geographic area within the PIP does not align with the ABS SA2 areas of Innisfail and Johnstone.
However, PIP growth rates are likely to be relevant.
11 ABS National Regional Profile ASGS 2008-2012
12 Queensland Government Statisticians Office, Projected population, by local government area, Queensland,
2011 to 2036, 2013 edition
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6 Chamber Analysis

6.1 Survey Results and “Think Tank” Inputs
In the middle of 2014 the Chamber commissioned Kirsty Densmore to conduct a survey of both
members and non-members13. The aim of the survey was to gain input from local businesses into
possible future direction and initiatives of the Chamber.

Over the period of the survey a total of 95 responses were obtained by email, face-to-face and web
interactions.

The survey identified three priority activities for the Chamber, all of which elicited positive response
rates of between 66% and 71%;

 Monitor and encourage economic projects to the region
 Provide a platform for the business people in the community to create a positive business

environment
 Lobby all levels of government on issues of concern to Chamber members

The survey discovered that only 45% of businesses believed that “the Chamber is relevant to the local
business community.”

In her summary of the Survey Results, presented to the Chamber in July 2014, Ms. Densmore notes
“the results of this survey indicate that on the whole the business community of Innisfail does not
believe the Chamber is currently carrying out these tasks as effectively or successfully as it could.”

After the election of the new Executive Committee in August 2014, the September 2014 General
Meeting included a “Think Tank” element at which attendees were invited to outline their own ideas
as to the activities the Chamber should be progressing. Activities identified by members at that
meeting included:

 The identification of a clear purpose for the Chamber
 Formalising of a working relationship with CCRC via a Memorandum of Understanding
 A CBD Christmas shopping event
 Possibility of a Junior Chamber
 Tourism initiatives including RV Friendly Town status
 To support or facilitate an annual celebration of Innisfail, incorporate the Billfish Tournament

and other suitable events
 To facilitate business development and training for businesses across the region

13 Report to Innisfail & District Chamber of Commerce, Industry & Tourism. Results of Survey of Innisfail
Businesses. Densmore June/July 2014
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6.2 Membership

6.2.1 Membership Comparison
Using membership data provided by the Chamber we are able to compare the make-up of the
Chamber’s membership base with the universe of businesses within the Innisfail area (as discussed in
5.1.2 above).

Business members of the Chamber have been allocated, by the authors and making certain
assumptions about business type, into the industry sectors used by the ABS so as to make these
comparisons. The table below outlines the sectoral split of the Chamber’s members and compares
them to the business make-up in Innisfail.

Industry Number of Chamber
members % in Chamber % in Innisfail

Agriculture, Forestry & Fishing 2 2.2 34.3
Construction 3 3.3 16.6
Rental, Hiring & Real Estate 3 3.3 7.9
Retail Trade 23 25.5 5.8
Other Services 3 3.3 4.7
Transport, Postal & Warehousing 2 2.2 4.2
Professional, Scientific & Technical Services 11 12.2 4.1
Financial & Insurance Services 5 5.6 4.0
Manufacturing 5 5.6 3.5
Accommodation & Food 8 8.9 3.4
Health & Social Assistance 6 6.7 2.7
Total all businesses 90

The table above highlights that the Chamber has a relatively very low number of members associated
with the Agricultural, Forestry & Fishing sector. This is perhaps not a surprise given the fact that this
sector has a number of large and well-resourced industry bodies (Canegrowers14, Australian Banana
Growers’ Council15 and Growcom16) which might seem, to many in the industry, as attractive
alternatives to a business chamber. Indeed the two Chamber members from the Agricultural sector
are from Canegrowers and the South Johnstone Mill.

The Chamber also has a relatively high number of Retail businesses.

6.2.2 Membership excluding agricultural sector
If we rework the business analysis above while excluding the Agriculture, Forestry & Fishing sector we
get a clearer picture of the make-up of the Chamber compared to its actual potential membership
base.

14 Canegrowers is the peak body for Australian sugarcane growers
15 Australian Banana Growers’ Council is the national peak industry body representing Australian banana
growers
16 Growcom is widely considered the “voice” of horticulture on issues common to all commodities
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Industry
Number of
Chamber
members

% in
Chamber
(excl Agri)

% in
Innisfail

(excl Agri)

%
Turnover
(excl Agri)

%
Employed
(excl Agri)

Construction 3 3.4 25.2 23.4 12.0
Rental, Hiring & Real Estate 3 3.4 12.1 4.7 1.5
Retail Trade 23 26.1 8.9 16.2 12.8
Other Services 3 3.4 7.1 6.9 4.3
Transport, Postal & Warehousing 2 2.3 6.4 4.6 4.9
Professional, Scientific &
Technical Services 11 12.5 6.3 4.3 3.2

Financial & Insurance Services 5 5.7 6.0 2.9 1.6
Manufacturing 5 5.7 5.4 7.1 9.5
Accommodation & Food 8 9.1 5.2 8.5 7.3
Health & Social Assistance 6 6.8 4.1 5.8 13.1
Total all businesses (excl Agri) 88

With the Agricultural, Forestry & Fishing sector removed from the analysis it remains clear that the
Chamber has a high relative number of Retail businesses (26% of members compared with just 9% of
businesses in Innisfail). However, it is also true that Retail accounts for approximately 16% of turnover
and 13% of employment in the area when we ignore the Agricultural sector. Nevertheless the number
of Retail members implies a significant over-representation of this sector within the Chamber.

Conversely the Construction sector accounts for only 3.4% of members despite making up over a
quarter of all businesses (excluding Agriculture) in the area. When we exclude Agriculture the
Construction sector also makes up almost a quarter of turnover and 12% of employment. Clearly this
is an important sector which is poorly represented in the Chamber membership.

The Professional, Scientific & Technical Services sector is also over-represented when considering
number of businesses, turnover and employment. This is perhaps not surprising given the importance
of business-to-business networks within this sector.

6.2.3 Membership Summary
 The Chamber has few members from the Agricultural, Forestry & Fishing industry sector. The

Chamber members from this sector are from Canegrowers and the local sugar mill. However,
this is not surprising given the presence of powerful industry bodies within this sector, who
would be seen as alternatives to a business chamber.

 If we exclude the Agricultural sector from analysis we get a clearer view of the actual potential
Chamber membership make-up of the Innisfail business environment.

 This analysis shows that the Chamber membership heavily over-represents the Retail sector.
 Conversely the Construction sector is poorly represented. Almost a quarter of business

turnover in the Innisfail area (excluding agriculture) is represented by just three Chamber
members (all of whom are in the construction equipment hire business).

 The Professional, Scientific & Technical Services sector is over-represented. The Chamber
should therefore ensure that sufficient business-to-business networking opportunities exist
for these members.
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6.3 Financial Performance
The financial statements for the Chamber are included in full in Appendix One.

The Chamber has a healthy net asset position and has achieved an average break-even point over the
last four financial years. However, the organisation has suffered a marked fall in revenues over the
period under review, as shown by the following chart.

Event specific income has fallen drastically over the four year period from $15,773 to $0. This alone
counts for 77% of the fall in revenue between 2011 and 2014.

Whilst membership income from fees and dinner meetings has remained relatively stable, the income
derived from membership fees has fallen from the highs experienced in 2011 and 2012. It seems clear
that members have been lost in the 2013 to 2014 period. This would support the assertion made by
IBISWorld that: “Membership numbers for industry associations hinge, to a degree, on general
economic conditions. These are broadly measured by business confidence, consumer sentiment,
disposable income and the unemployment rate.” It is no secret that Innisfail has suffered a crisis of
business confidence over the past two years.

The mix of membership fees and meeting income is reflected in the following table.

FY11 FY12 FY13 FY14
Membership Fees $14,260 $15,350 $8,850 $10,980
Meetings $2,397 $1,394 $2,993 $2,982
Membership Income $16,657 $16,744 $11,843 $13,962

The expenses incurred by the Chamber have, by and large, kept pace with the changing revenue
streams. This suggests that the organisation is capable of adapting to changing economic conditions
and managing cashflow requirements accordingly.

FY11 FY12 FY13 FY14
Interest Income $2,308 $2,984 $3,239 $2,595
Other Income $2,844 $1,000 $0 $800
Event Specific Income $15,773 $6,965 $4,776 $0
Membership Income $16,657 $16,744 $11,843 $13,962
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Income Streams
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The chart below shows the major expense groups for the organisation and their movement over the
years.

6.3.1 Net Position
The Chamber is financially secure with a strong Balance Sheet of readily accessible assets and no debt.
There has been a healthy hoard of cash maintained in term deposits in the period under review. Whilst
this is applaudable on the one hand as it shows financial control, it has arguably resulted in a lazy
Balance Sheet; those funds could have been put to good use supporting and promoting the Chamber
during the two years of poor financial performance, falling membership and declining business
confidence.

6.3.2 Financial Summary
 Falling revenue streams are an ongoing concern, reflecting falling membership fees and lack

of financial engagement with the business community.
 Core event based activities have ceased completely with event specific income falling from

$15,773 in 2011 to $0 in 2014.
 Very little has been spent on marketing activities by the Chamber over the period under

review. In an age of digital information the fact that only $250 in four years has been spent on
the website is a concern.

 Although the organisation has a healthy cash balance there is an opportunity to use that cash
to help support the Chamber and the local business community.

$0 $5,000 $10,000 $15,000 $20,000 $25,000 $30,000 $35,000 $40,000

FY11

FY12

FY13

FY14

FY11 FY12 FY13 FY14
Cost of Sales $15,517 $5,977 $12,458 $4,651
General & Admin $9,565 $2,118 $2,874 $6,318
Marketing $6,290 $297 $2,628 $128
Events & Sponsorship $5,963 $10,768 $5,391 $5,190
Other $182 $100 $1,550 $0

Expense Analysis
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7 Chamber Direction
Probably the most essential outcome of the strategic planning process is achieving clarity regarding
the Chamber’s direction and raison d’etre. Why is it that the Chamber exists and why should anyone
care? The survey completed earlier this year made it very clear that members and the wider business
community do not know why the chamber exists nor what its focus is. This must be rectified.

Most organisations can explain what they do, some can explain how they do it but very few
organisations can clearly articulate why. The inability to articulate why an organisation exists can be
a very serious limitation for an entity heavily dependent upon community buy-in, such as a chamber
of commerce. If the business community of Innisfail and the surrounding area does not understand
why the Chamber exists then gaining new members and being successful as a chamber will be almost
impossible.

The workshop therefore spent some considerable time pondering the question of ‘why’ and identified
a number of key words and phrases. These are depicted in the following word cloud.

The outcome of the brainstorm was a very clear and powerful phrase that captures exactly why the
Chamber exists and what its future direction will be.

We believe we need to build and maintain a strong and vibrant business community to
protect the future and sustainability of our area.

How the Chamber does that, and what activities are required to make that happen, was then identified
via a business modelling process. This led naturally to the higher level strategic aims of the
organisation.
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8 Business Model
A business model describes the rationale of how an organisation creates, delivers and captures value.
It therefore acts as a blueprint for strategy to be implemented via organisational structures, processes
and systems. An organisation can increase its chance of commercial success by intentionally designing
their business model with the customer in mind and by having deep insights into their customer needs
and problems.

The collaborative Business Model Canvas17 tool was used to provide the means of visualising the
desired business model for the Chamber. Each business model is segmented into nine separate but
interrelated components. These nine blocks address the four main areas of business; customers, the
offer, infrastructure and financial viability.

8.1 Value Propositions
The value proposition component is central to the entire business model and is the glue that holds the
whole thing together. It describes the bundle of products and services that create value for a specific
customer segment (the offer). A value proposition solves a customer problem or satisfies a customer
need. It can often be the reason why customers turn to one organisation in preference to another.

Key Considerations What value do we deliver to the customer?
Which one of our customer’s problems are we helping to solve?
Which customer needs are we satisfying?
What bundles of products and services are we offering each customer
segment?
Are our customers actually paying for the value we provide?

The workshop identified the following value propositions:

 Relevant information
 Advocacy
 Increasing business activity
 Access to other businesses
 Increased confidence
 Leadership
 Direction
 Knowledge hub
 Support
 Ability to showcase own business
 Auspicing
 Exposure to other businesses
 Well-run meetings
 Representation

17 www.businessmodelgeneration.com
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8.2 Customers

8.2.1 Customer Segments
The customer segment component defines the different groups of people or organisations the
business aims to reach and serve. An organisation must always decide which customer segments to
serve and which to ignore.

Key Considerations For whom are we creating value?
Who are our most important customers?

Customer groups represent separate segments if:

1. Their needs require and justify a distinct offer.
2. They are reached through different distribution channels.
3. They require different types of relationships.
4. They have substantially different profitabilities.
5. They are willing to pay for different aspects of the offer.

Identified customer segments for the Chamber are ‘businesses’ and ‘community organisations’.

The value propositions delivered to member and non-member businesses are currently the same so a
decision was made in the workshop to maintain just the one core customer segment for businesses.
However, opportunities exist to differentiate between members and non-members by offering value
propositions in the future that are only delivered to members, e.g. a website listing on the Chamber’s
website that is actually valued by members or members-only events.

It was also interesting to note that the business model identified did not segregate different industry
groups within the customer segment of ‘businesses’. The rationale behind this is that all businesses,
regardless of their industry, benefit from the value propositions delivered by the Chamber, require
the same personal relationships and are reached through the same channels. It would therefore be
inappropriate at this point to single out any one industry.

The ‘community organisations’ customer segment is a relatively new progression made by the
Chamber. There are currently no community organisations that are members of the Chamber.

Given the focus on business throughout the workshop and the identification of businesses as the core
customer segment for the Chamber, it is important to note that the Chamber operates as a business
organisation rather than a community one and that, therefore, focus should be on helping businesses.
It may be that the Innisfail community needs its own dedicated ‘community association’, in much the
same manner as other towns in the area, in order to satisfy community needs. This lies outside the
direct remit of the Chamber. It is also important to be reminded that a successful Chamber will
indirectly support and promote a successful community by ensuring a “strong and vibrant business
community”.
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8.2.2 Channels
This element concerns how an organisation communicates with and reaches its customer segments
to deliver a value proposition. Channels are customer touch-points that play an important role in the
customer experience.

Channels serve several functions:

1. Awareness: Raising awareness among customers about a company’s products and services.
2. Evaluation: Helping customers evaluate a company’s value proposition.
3. Purchase: Allowing customers to purchase specific products and services.
4. Delivery: Delivering a value proposition to customers.
5. After sales: Providing post purchase customer support.

Key Considerations Through which channels do our customer segments want to be reached?
How are we reaching them now?
How are our channels integrated?
Which ones work best?
Which ones are most cost-efficient?
How are we integrating them with customer routines?

A large number of channels were identified during the workshop.

 Email
 Social media
 Website
 Newsletters
 Welcome packs
 Traditional media
 Word-of-mouth
 Surveys
 Meetings
 Physical office
 Personal contact
 LinkedIn
 Events

8.2.3 Customer Relationships
The customer relationships component describes the types of relationships an organisation
establishes with specific customer segments. Relationships may be driven by different motivations;
customer retention, customer acquisition and upselling.

Key Considerations What type of relationship does each of our customer segments expect us to
establish and maintain with them?
Which ones have we established?
How costly are they?
How are they integrated with the rest of our business model?
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A number of relationships were identified:

 Personal – face-to-face
 Non-personal – virtual; this applies to potential new businesses that have not yet made a

personal contact and virtual businesses who may choose not to make a personal contact
 Committees (community organisations) and Board (private enterprise) based relationships

The intention is to start customers on one of the latter relationships but transition them onto a
personal face-to-face relationship over time so as to solidify the relationship.

8.3 Infrastructure

8.3.1 Key Resources
This element describes the most important assets required to make a business model work, i.e. create
and offer a value proposition, reach markets, maintain relationships with customer segments and earn
revenues. Key resources can be physical, financial, intellectual or human. They can be owned, leased
or acquired from key partners.

Key Considerations What key resources do our value propositions require?
What key resources do our distribution channels require?
What key resources do our customer relationships require?
What key resources do our revenue streams require?
How are you protecting your key resources?
Do you have full control over your key resources?

The workshop identified the following key resources:

 Information
 People hours (volunteers)
 Paid people hours (employees/contractors)
 Knowledge
 Website and information and communication technology (ICT)
 Money
 Physical office
 Brand

8.3.2 Key Activities
These activities are the most important things an organisation must do to make its business model
work.

Key Considerations What key activities do our value propositions require?
What key activities do our distribution channels require?
What key activities do our customer relationships require?
What key activities do our revenue streams require?
Do you have full control over your key activities?
How could you perform your key activities more effectively or at a lower cost?
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As expected, there were a number of activities identified during the workshop that the Chamber
undertake in order to create, deliver and capture value throughout their business model. These
included:

 Social media and ICT
 Gathering, filtering and processing information
 Running meetings
 Specific business events
 Knowledge gain
 Networking
 Relationships management
 Identify key issues and develop positions
 Sponsorship

8.3.3 Key Partnerships
This element involves the network of suppliers and partners that make a business model work. There
are four main types to consider:

1. Strategic alliances between non-competitors.
2. Coopetition: strategic partnerships between competitors.
3. Joint ventures to develop new businesses.
4. Buyer-supplier relationships to assure reliable supplies.

Three common motivations for creating partnerships include (1) optimisation and economy of sale,
(2) reduction of risk and uncertainty and (3) acquisition of particular resources and activities.

Key Considerations Who are our key partners?
Who are our key suppliers?
Which key resources are we acquiring from partners?
Which key activities do partners perform?

Those identified include:

 Cassowary Coast Regional Council (CCRC) – alignment of economic and regional values
cemented by the intended Memorandum of Understanding

 Chamber of Commerce and Industry Queensland (CCIQ)
 Other business chambers and networks
 Members
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8.4 Financial Viability

8.4.1 Revenue Streams
Revenue streams focus on the cash an organisation generates from each customer segment.

Key Considerations For what value are our customers really willing to pay?
For what do they currently pay?
How are they currently paying?
How would they prefer to pay?
How much does each revenue stream contribute to overall revenues?
Are our customers actually paying for the value we provide?

A number of revenue streams were identified:

 Potential margin from auspicing
 Membership fees
 Events
 Meetings
 Advertising

8.4.2 Cost Structure
The final component considers all costs incurred to operate the business model.

Key Considerations What are the most important costs inherent in our business model?
Which key resources are most expensive?
Which key activities are most expensive?

The main costs identified include:

 Operational
 Insurance
 People
 Networking
 Sponsorship
 Membership of other organisations e.g. CCIQ
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8.5 Business Model Canvas

KEY PARTNERSHIPS
CCRC
CCIQ
Other business chambers and
networks
Members

KEY ACTIVITIES
Social media and ICT
Gathering, filtering and
processing information
Running meetings
Specific business events
Knowledge gain
Networking
Relationships management
Identify key issues and develop
positions
Sponsorship

VALUE PROPOSITIONS
Relevant information
Advocacy
Increasing business activity
Access to other businesses
Increased confidence
Leadership
Direction
Knowledge hub
Support
Ability to showcase own
business
Auspicing
Exposure to other businesses
Well-run meetings
Representation

CUSTOMER RELATIONSHIPS
Personal – face-to-face
Non-personal – virtual
Committees & Boards

CUSTOMER SEGMENTS

KEY RESOURCES
Information
People hours (volunteers)
Knowledge
Website and ICT
Money
Physical office
Brand
Paid people

CHANNELS
Email
Social media
Website
Newsletters
Welcome packs
Traditional media
Word-of-mouth
Surveys
Meetings
Physical office
Personal contact
LinkedIn
Events

COST STRUCTURE REVENUE STREAMS
Operational
Insurance
People
Networking

Sponsorship
Memberships

Potential margin from auspicing
Membership fees
Advertising

Meetings
Events

Businesses

•members
•non-members

Community
Organisations

•members
•non-members
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9 SWOT Analysis
Strengths and weaknesses are internal to the Chamber whereas opportunities and threats are faced
by the industry in general and not just the Chamber. Weaknesses should be viewed as internal
improvement opportunities as opposed to insurmountable problems.

Strengths Weaknesses
 Strong Balance Sheet with liquid assets and

no debt
 Committed and skilled Executive
 Strong relationship with Council via the

current Economic Development Officer
 Longevity
 Business community support
 Increasing membership
 Improving brand
 Strategic Plan

 Unbalanced representation of membership
when compared to the business
demographics of the Innisfail area

o Over-representation of the Retail
sector

o Under-representation of the
Construction sector

 Lazy Balance Sheet with underutilised funds
available for investment/leverage

 Falling revenue stream
 Lack of digital marketing support e.g.

website investment/development
 Poor public perception
 Historical lack of clarity
 Lack of succession planning
 Lack of ethnic diversity within the Chamber

and Executive
 Lack of time to deliver new vision and

business model value propositions
 Reliance on volunteers

Opportunities Threats
 Improved member communication via

online platforms (including tablets and
smartphones)

 Aggregation and dissemination of relevant
data and information to members

 Learning from other chambers in the region
 Partnership opportunities
 FNQ development/economic projects
 Natural disasters

Key Success Factors
(best viewed as opportunities)

 Ability to attract local support and
patronage

 Ensuring pricing policy is appropriate
 Ability to educate the wider community
 Prompt delivery to market
 Having a high prior success rate
 Having a good reputation

 Fall in real household disposable income
 Fall in consumer sentiment index

(consumer confidence)
 Fall in the number of businesses based in

and around Innisfail
 Economic downturn
 Over-reliance on large FNQ

developments/economic projects
 Competition
 Apathy/complacency within customer

segments
 Rising unemployment
 Natural disasters
 Political risk
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10 Strategic Plan

10.1 Our Vision
A strong and vibrant business community

10.2 Our Core Values
Transparency / Honesty & integrity / Political independence / Inclusiveness / Sustainability / Positivity

10.3 Key Strategies

Time Horizon Strategy Outcome
Suggested
Resource
Allocation

Short-term
<1 year

To deliver the identified value
propositions to our target
customer segments

A stronger, more resilient Chamber
well-positioned for future growth 85%

Medium- term
1-3 years

To continue to defend and extend
our core chamber business and
explore new ideas for growth

Widen the reach and appeal of the
Chamber to the youth and to the
wider community

12.5%

Long-term
3-5 years

To consider developing a regional
chamber

Greater relevance, resilience and
effectiveness 2.5%

All three strategies should ideally be pursued concurrently so that the Chamber is always focused on
the future as well as the present. The resource allocation suggests the percentage of available time
and finance that could be committed to each strategic time horizon immediately.

10.3.1 Short-Term
In the short-term the focus is on shoring up the business model, achieving the actions outlined in this
Strategic Plan and delivering the full suite of value propositions to the target customer segments. This
is a very practical, needs-driven focus on simply delivering the desired services and outcomes to the
business and not-for-profit community of Innisfail and the surrounding area. The majority of the
actions outlined in the Action Plan support the achievement of this short-term strategy.

10.3.2 Medium-Term
In the medium-term, the agreed focus should be on defending and extending the core business of
being a chamber, as well as considering emerging ideas. Two specific strategic goals identified are:

1. To develop a calendar of events to support increased business activity
2. To consider developing youth engagement

This will widen the reach and relevance of the Chamber, appeal to new members and help support
the overarching goal of achieving a strong and vibrant business community.

10.3.3 Long-Term
In the longer term the Chamber should build emerging value propositions and pursue ideas for
growth. This will create options for future growth and relevance. A specific strategic consideration is
that of a regional Chamber for the whole of the Cassowary Coast Region. How this would be achieved
has yet to be brainstormed and will be a long-term project for consideration.
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11 Action Plan
Area Actions Anticipated Outcomes Suggested Timeline
Management Prioritise and delegate the actions

below.
 Achievement of all actions within the suggested timeline

 Achievement of the key short-term strategy

 Good governance

November 2014

Key Partnerships Finalise and adopt the Memorandum
of Understanding with CCRC

 Establish the optimum working relationship with CCRC

 Mitigate against political risk

 Mitigate against over-dependency on personal relationships

By December 2014

Advocacy Identify topical issues that require
the Chamber to have a position
statement and subsequently develop
those positions.

 Ability to respond to media comments or requests in a timely and
planned manner

 Display competent leadership and Executive coherence

 Reputation building

 Help establish working relationships with individuals and organisations
operating within these topical areas

 Delivery of a core value proposition

By December 2014

Executive networking Identify and implement a networking
plan for the Executive.

Ask yourselves: Is the Executive
networking in the ‘right’ places?

 Increased access to relevant information

 Assist with advocacy

 Relationship building outside of the member and geographical base =
increasing reach and relevance for the Chamber

 Reputation building

 Improved branding

 Support Executive members in their voluntary capacity by assisting with
their professional development and profiling (this will be an indirect but
nonetheless valuable outcome)

By December 2014
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Area Actions Anticipated Outcomes Suggested Timeline
Disaster planning Develop a ‘business continuity plan’

for the Chamber. This can be done
cost effectively by utilising freely
available online tools and local
knowledge.

 Continuity of the Chamber in a natural disaster event

 Strong leadership and good governance

 Ability to support members and the wider business community in an
adverse event

By December 2014

Disaster planning Consider how the Chamber can be a
major asset in the event of a natural
disaster.

E.g. Mission Beach Business &
Tourism became a valuable conduit
for information and assistance after
Cyclone Yasi, in its role as a co-
ordinated quasi-chamber.

 Increased capacity to support members and the wider business
community in a natural disaster

 Increased resilience of the business community and the area

By December 2014

CCIQ membership Investigate opportunities for the
Chamber offered by CCIQ and the
associated cost.

 Increased access to relevant information

 Increased ability to aggregate and disseminate relevant data and
information to both members and the wider business community

 Support for Chamber members via the Chamber/CCIQ relationship

 Increased exposure

 Assist with advocacy

By December 2014

Website Develop the website further so that
it becomes a core channel of value
proposition delivery.

 Increased ability to aggregate and disseminate relevant data and
information to both members and the wider business community

 Provide members with a valuable opportunity to showcase their
business or community group via the website = increased exposure and
access to other businesses.

 Improved branding

By March 2015
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Area Actions Anticipated Outcomes Suggested Timeline
LinkedIn Develop and launch a LinkedIn page

for the Chamber.

This will then require regular updates
and monitoring by an Executive
member.

 Increased ability to aggregate and disseminate relevant data and
information to both members and the wider business community

 Provide LinkedIn Chamber group members new opportunities to
engage and network with each other

 Provides the Executive with another tool to gather business community
views about topical issues

 Supports the value proposition of being a ‘knowledge hub’ as it
provides further evidence of sharing relevant information

 Further supports the brand

By March 2015

Human Resources Determine the HR requirements
regarding any potential paid person.

This person will be a new addition to
the current business model but is
included within the planned business
model. The addition of this person
should ultimately assist with the
delivery of value propositions and
the achievement of the long-term
vision.

 Mitigation against over-reliance on volunteers

 Increased capacity to deliver this Strategic Plan

 Increased capacity to deliver identified value propositions to the target
market and therefore attract and retain members

 HR continuity within the people resource of the Chamber

 Increased cost base

 Increased compliance and legal responsibilities

By March 2015

Succession planning Ensure a robust succession plan is in
place for at least the next Executive.

Ideally this includes some new
Executive members and some
existing Executive members.

It also offers an opportunity to
consider ethnic and gender diversity
within the Executive and the
membership.

 Continuity of strategic direction

 Continuity of Executive members

 Strong leadership

 Protection of the relationships developed within and by the Executive

 Protection of the stronger relationship recently developed with CCRC

 Potential to improve ethnic and gender diversity

By March 2015
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Area Actions Anticipated Outcomes Suggested Timeline
Pricing Review current prices and redevelop

the Chamber’s pricing policy.

This may include consideration of
differential pricing for members vs
non-members.

 Potential to increase revenues

 Potential to increase membership numbers

By March 2015

Process Establish after-sales procedures.

This includes consideration of
optimum channels, communications,
objectives and key measurement
indicators e.g. member retention
rate. It may include undertaking
regular member surveys or seeking
ad-hoc feedback.

 Improved member retention rate

 Increased member engagement

 Professionalism

 Improved governance

 Improved branding

By July 2015

Process Establish new member procedures.

This includes consideration of new
member communications, channels
of awareness for potential members,
new member follow-up and
assistance.

Ask yourselves: Once you’ve got a
new member what procedures do
you want in place in order to retain
them?

 Increased membership numbers

 Improved member retention rate

 Increased member engagement

 Professionalism

 Improved governance

 Improved branding

 Increased revenues through engagement and new members

By July 2015

Revenue Consider introducing website
advertising options for members

 New revenue stream

 Potentially cover the costs of website hosting and maintenance

 Provide further opportunities to members for increased exposure and
access to other businesses

By July 2015
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Area Actions Anticipated Outcomes Suggested Timeline
Youth Chamber Identify the actions required to

progress the youth chamber idea.

A possible approach could be the
establishment of a sub-committee
that reports to the Executive
quarterly.

Another approach could be to make
a member of the Executive
responsible for the area. They would
need to take full ownership.

Funding may be available to progress
this idea. Researching funding
opportunities should therefore be a
priority action for the responsible
person or sub-committee.

 Embed the progression of a youth chamber into the regular
consideration and activities of the Executive

 Expanded reach of the Chamber

 Development of new relationships within the youth sector e.g. schools

 Supporting tomorrow’s leaders both within the business community
and within the Chamber Executive

 Direct support for the long-term vision of a strong and vibrant business
community

 Increase revenue streams

 Diversify revenue streams and customer segments

 Improved employment outcomes for the area’s youth

Commence 2015

Events Calendar Identify exactly what kind of events
will support a strong and vibrant
business community. Ensure that
they ‘fit’ with the business model.

Identify the infrastructure required
for each – resources, activities and
partnerships – and the cost involved.

Select events to support, promote
and either run by the Chamber or
auspiced by the Chamber.

 Ensures events are supportive of the Chamber’s long term vision

 Ensure events do not detract from the limited time and resources
available to the Executive to deliver core value propositions

 Increased business activity

 Increased community engagement

 Potential for increased membership

 Diversify revenue streams

Commence 2015
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Area Actions Anticipated Outcomes Suggested Timeline
Regional Chamber Put sufficient time and resources

aside to progress the concept of a
regional chamber.

Research other regional chambers,
build relationships, learn from them,
talk to them etc.

Engage with other chambers within
the region to secure initial feedback.

Develop a concept plan for a regional
chamber (there may be funding
opportunities available for this).

 Embed the progression of a regional chamber into the regular
consideration and activities of the Executive

 Capitalise upon the relationship forged with CCRC

 Build stronger relationships with other local chambers

 Expand the reach of the Chamber

 Position for the future

Commence 2015-16
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12 Appendix One: Financial Statements18

12.1 Profit & Loss Account
FY14 FY13 FY12 FY11

INCOME
Membership
Membership Fees $10,980 $8,850 $15,350 $14,260
Meetings $2,982 $2,993 $1,394 $2,397
Annual Race Day $0 $3,396 $3,874 $0
Xmas Treasure Hunt Competition $0 $1,380 $0 $0
Cutter Gala $0 $0 $2,727 $11,991
Sponsorships $0 $0 $364 $0
Xmas 2010 $0 $0 $0 $3,782
Signage $800 $0 $1,000 $1,200
Miscellaneous Income $0 $0 $0 $1,644

TOTAL INCOME $14,762 $16,619 $24,709 $35,274

COST OF SALES
Meeting Expenses $3,756 $3,766 $2,475 $2,813
Catering Costs $544 $47 $385 $0
Annual Race Day $0 $3,557 $3,118 $0
Xmas Treasure Hunt Competition $0 $2,360 $0 $0
Cutter Gala $0 $2,727 $0 $10,527
Signage $350 $0 $0 $0
Discount Voucher $0 $0 $0 $2,177

TOTAL COST OF SALES $4,651 $12,458 $5,977 $15,517

GROSS PROFIT $10,111 $4,160 $18,731 $19,757
Gross Profit Margin 68% 25% 76% 56%

EXPENSES
General & Admin
Audit & Accounting $1,095 $1,075 $1,015 $1,375
Registrations $1,380 $358 $43 $38
Bank Charges $50 $120 $120 $125
Bursaries $200 $182 $182 $0
Consultancy $0 $0 $150 $5,316
Equipment $90 $0 $0 $57
General Admin $29 $32 $85
Insurance $1,161 $1,108 $0 $1,286
Memberships $0 $0 $0 $232
Miscellaneous $553 $0 $0 $150
Postage, Stationery & Printing $46 $0 $0 $459
Software & Computer $1,661 $0 $0
Gifts/Prizes $53 $0 $523 $527

$6,318 $2,874 $2,118 $9,565
Marketing
Advertising $128 $2,628 $297 $6,040
Website $0 $0 $0 $250

$128 $2,628 $297 $6,290

18 Financial statements provided by the Chamber
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FY14 FY13 FY12 FY11
Events & Sponsorship
Miscellaneous Events $190 $391 $768 $229
Biz Promotion Sub-Committee $0 $0 $0 $695
Feast of the Senses Sponsorship $5,000 $5,000 $10,000 $5,039

$5,190 $5,391 $10,768 $5,963
Other
River dredging report $0 $1,550 $0
Donations $0 $0 $100 $182

$0 $1,550 $100 $182

TOTAL EXPENSES $11,635 $12,444 $13,282 $22,000

OTHER INCOME
Interest Income $2,595 $3,239 $2,984 $2,308

NET PROFIT (LOSS) $1,071 ($5,044) $8,433 $65
Net Profit Margin 7% (30%) 34% 0%

12.2 Balance Sheet
FY14 FY13 FY12 FY11

ASSETS
Cash on Hand 6,555 8,382 12,028 15,203
Suncorp Term Deposits 61,659 59,068 60,832 57,851
Trade Debtors (360) (195) 11,685 8,110
Net GST Receivable 355 33 0 0

68,209 67,289 84,545 81,165
LIABILITIES

Trade Creditors 0 0 0 6,150
Net GST Payable 0 0 1,412 314

0 0 1,412 6,464

NET ASSETS / EQUITY 68,209 67,289 83,133 74,700


