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Disclaimer 
 
Any representation, statement, opinion or advice expressed or implied in this publication is made in good faith but on 
the basis that R&S Muller Enterprise Pty Ltd, its agents and employees are not liable (whether by reason of negligence, 
lack of care or otherwise) to any person for any damage or loss whatsoever which has or may occur in relation to that 
person taking or not taking (as the case may be) action in respect of any representation, statement or advice and 
referred within this business plan. 
 
 
Copyright 
 
Copyright including all intellectual property vests in R&S Muller Enterprise Pty Ltd. No part of this document maybe 
reproduced without prior permission in writing from the owners. 
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Nothing great was ever achieved without enthusiasm. 
Ralph Waldo Emerson 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

         
Celebrations at Woolgoolga’s CurryFest 
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The Scope 

The Woolgoolga Township Marketing Action Plan has been developed for the Woolgoolga Chamber of Commerce. The plan 

focuses on developing a revenue strategy to improve business through increased customer visits and increased sales. 

The Township Marketing Action Plan is intended as a short-term launch pad that encompasses objective external market 

analysis and business and stakeholder input. A plethora of low cost, easily achievable ideas and actions have been identified 

that leverage existing infrastructure, projects and initiatives. As such, the Township Marketing Action Plan’s sole goal is to 

maximise opportunities from customer visitation. The responsibility for identifying and prioritising the most appropriate 

actions lies with the Woolgoolga Chamber of Commerce, for whom the plan has been developed. 

More than ever before the market for customers is hyper competitive, and at no point should the Township Marketing Action 

Plan be viewed as a tool encouraging individual villages to compete. Rather, it is about best matching customers with 

experiences. 

The action plan is intended to assist, guide and direct the Woolgoolga Chamber of Commerce in making marketing decisions 

and next steps towards strategy implementation. This Township Marketing Action Plan provides a description of the 

customer, analysis of the current situation and develops the unique competitive position of Woolgoolga. The plan also 

identifies specific marketing themes that the marketing actions have been built around. These have the greatest chance for 

immediate impact resulting in increased customer numbers and sales. A detailed action plan provides clear, easy steps for 

implementation. 
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Strategic Context 

This action plan is in line with the objectives outlined in the Coffs Harbour 2030 Strategic Plan; 

PL3.1     Villages are revitalised and maintain their unique identities. 

PL3.2     Villages support a strong tourism base around local produce, arts, culture and nature experiences. 

and the Enhance and Grow Woolgoolga: A Blueprint, 30 May 2010; 

 Promote and create improved business opportunities through better marketing and maximising tourism. 
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The Opportunity 
The opportunity to develop a Township Marketing Action Plan provides a cohesive and collaborative way forward to better 

township marketing by community, business and stakeholder groups. 

The Township Marketing Action Plan also represents an opportunity to develop township marketing themes which enable 

effective and refined marketing messages for the targeted customer market.   

Methodology 

This Township Marketing Action Plan has been developed utilising both primary and secondary research methodologies of; 

• Community, business and stakeholder engagement. 

• Time specific mystery/experience immersion visits. 

• Extensive observation techniques. 

• Workshops. 

• Existing marketing collateral audit. 
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Current Situation 
Woolgoolga is a beachside village with all the allure of a bygone era. Simple pleasures abound, and the charmed essence of 

relaxed, lazy afternoons is evident.  For those who know “Woopi”, as the town is affectionately known, there is an 

appreciation for the natural setting and the untouched, unhurried way of life. The village’s population comprises long term 

residents, sea changers and a significant Indian population. Woologoolga is unique in being a regional area providing a 

multicultural experience. 
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The village’s unhurried character also encompasses the businesses of Woolgoolga, 

and is reflected in trading hours that favour lifestyle. However, the Woolgoolga 

Chamber of Commerce is strongly supported and very proactive in promoting 

Woolgoolga and supporting business growth. Woolgoolga is the town centre for a 

number of seaside hamlets, Arrawarra, Corindi, Emerald, Safety Beach, Sandy Beach 

and Mullaway. A commitment to working in partnership with these seaside hamlets 

has led the Chamber to change its name to Woolgoolga and Northern Beaches 

Chamber.  

 
Recently the Chamber produced a Blueprint for Woolgoolga that provides the future direction and a vision for Woolgoolga. 

The Blueprint has developed a number of committees to manage the aims and issues identified from the results of the recent 

business survey. The Marketing and Tourism committee’s aim is to promote and create improved business opportunities 

through better marketing and maximising tourism. This action plan will dove tail the Blueprint to assist in finding low cost, 

grass roots strategies and solutions that the businesses of Woolgoolga can implement and adapt as necessary. 

Event wise, Woolgoolga is already on the map. With well-supported, successful events, Woolgoolga hosts many sporting 

teams and associated events. The Woolgoolga CurryFest has been created as a signature event to celebrate the cultural 

diversity of Woolgoolga and its surrounding communities.  CurryFest is a day-long event.  It features cooking, traditional 

dances, music, comedy, arts and crafts, kids activities, evening entertainment and a traditional carnival. Moreover, CurryFest 

acts as a marketplace for individuals to engage, interact, and form new attitudes within a comfortable and safe environment. 

 

Coffs Harbour is hosting the World Rally Car championship in 2011, a massive event that could benefit Woolgoolga by 

attracting worldwide attention to the region, as well as increased demand for accommodation, and complementary products 

and services. 
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The Chamber of Commerce is also in the process of establishing the Woolgoolga Headland as the premier whale watching 

destination, with a website and highway signage to support the initiative. 

 
It is important to grow Woolgoolga in a way that does not affect the unspoilt nature, which is well loved by the locals. 

Woolgoolga has a contented manner; it is not aspiring to be the next big thing. This is an important element of Woolgoolga’s 

appeal. The challenge is to grow in a way that is sustainable, by targeting the right customer market and providing 

experiences that meet their expectations. Woolgoolga has fabulous natural assets that can attract customers, and with 

targeted and specific marketing strategies, they can ensure they attract the right people. 

During the community engagement process, participants were asked to select one-word that best describes Woolgoolga. The 

following table lists the adjectives provided by participants from the Jetty Precinct, Sawtell and Woolgoolga workshop 

participants. The descriptions are useful for identifying perceptions of Woolgoolga and some would argue the ‘real brand’ 

values as seen both internally (locals) and by potential visitors to the area.  

Findings from Workshop: “Use one word to describe Woolgoolga” 
 

What Sawtell said What Jetty Precinct said What Woolgoolga said 
• Great headland 
• Distance 
• Turbans 
• Potential 
• Growing area 
• Old 
• Village 
• Isolated 

 

• Indians 
• Camping 
• Away 
• Indian food 
• Coastal 
• Beachside 
• Old school 
• Food 
• North 
• Markets 
• Culture 

 

• Best seaside village 
• Temple 
• Turbans 
• Retirement village 
• Indians 
• Beach  
• Paradise  
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What the descriptions are saying is that there is great potential for Woolgoolga. There is a high level of awareness of the 

Indian culture and influence on community. This information is important in identifying the challenges and opportunities that 

are within the control of local Woolgoolga and surrounding seaside hamlet businesses. This information has informed the 

themes and actions within this plan to empower the local businesses and provide the best potential to make a real difference 

to businesses in Woolgoolga.  

Challenges and Improvements 

Community engagement participants were asked for input into what improvements they saw as being needed in Woolgoolga.  

An interesting mix of large scale infrastructure projects and smaller more actionable ideas were put forward.  As this 

Township Marketing Action Plan has a focus on identifying projects that can be owned and implemented at a grassroots 

business level, larger concepts will be put forth in the overarching action plan for Coffs Harbour City Council. 

The following results were provided: 

• Signage 
• Main St upgrade 
• Signage- headland 
• Shop variety 
• Streetscape 
• Shopping 
• Street beautification 

The Woolgoolga Chamber of Commerce Blueprint identifies a number of area’s that could improve local business; these are 

business community teamwork, a united marketing strategy, improved promotion of the area and improved customer 

service.  
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During the community engagement process it was noted that the current opening hours, particularly in the food service area 

could be an issue for visitors to Woolgoolga. Being able to access coffee and food is a fundamental expectation of customers 

and travellers these days. Late lunches and afternoon teas are an expectation of holidaymakers. This can simply be 

addressed by matching opening times to busier days and times. This can likely affect some people’s perception of 

Woolgoolga, and detracts from its attractiveness as a destination. Specifically customer service was identified for 

improvement along with difficulties finding trained staff. 

For Woolgoolga to grow as a visitor destination there is a need to develop some contemporary branding. There is the existing 

logo, with the prominent W for Woolgoolga and tagline, the missing piece of paradise. A review and update of the logo and 

tagline is needed. Beyond that the branding should be supported not only but the logo and tagline, but the imagery, colours 

and marketing tools. 

A website is often a potential visitor’s first port of call and will influence any decisions when deciding to visit a destination. 

The Woolgoolga website is extremely comprehensive with a large amount of information. However to utilise the website as a 

marketing tool it needs to be reviewed so that its further focuses on attracting customers to Woolgoolga. This can be done 

by developing the website to evoke the essence of Woolgoolga. Images of families enjoying the simple pleasures, couples 

relaxing on the beach, by the lake, and in the rainforest should all feature. The website represents Woolgoolga’s opportunity 

to boast about what an unspoilt paradise the lovely beachside village is and attract people who want to have that experience. 

Linking the Woolgoolga website to Coffs Coast Marketing and Coffs City Councils website will leverage visitation and drive 

further traffic to the Woolgoolga website. 
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Opportunities and Positive Attributes 

Community engagement participants were asked to identify what they thought was truly great about Woolgoolga. 

This is what they had to say:   

What is great about Woolgoolga? 
• Community Friendliness 
• Headland 
• Quiet 
• Peaceful 
• Quiet Beaches 
• Peaceful village 
• Location- halfway between Sydney and Brisbane 
• Sea plus country 
• Friendly 
• Can walk to most places 

 

It is easy to see a common theme running through these attributes. The consultant found Woolgoolga to be quiet and 
peaceful.  It is evident that there is another side to Woolgoolga that is quite playful. The area hosts an active, healthy, 
recreation loving population. This needs to be recognised and incorporated into the attributes for Woolgoolga. 
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Family Friendly Woolgoolga Beach Markets 

 

 

 

 

 

  

 

 

   

Woolgoolga’s Uncrowded Breaks 
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The Unique Competitive Position 

 
A result of the entire process is the identification of the core 

attributes that currently best define Woolgoolga.  They are 

the guide to understanding the unique competitive 

position of Woolgoolga. The positive attributes listed below 

would be useful for inclusion in any branding process that 

Woolgoolga may undertake. 

 

 

Woolgoolga  Attributes (Describes the fundamental benefits to the customers of Woolgoolga). 

• Friendly, peaceful, community, relaxed lifestyle, accessible and playful. 

 
Areas for Focus 
 
1. Abundance of natural wonders 

2. A relaxed coastal vibe 

3. A place of unspoilt beauty 

4. Relaxed style. 

5. Culturally rich 

Woolgoolga is a relatively undiscovered gem in the Coffs Coast crown and really has a fabulous opportunity to increase 

visitation, boost sales and better promote itself as a special and unique destination.  “True Contentment…. Wonderful 

Woolgoolga” is a potential tagline for Woolgoolga that would marry the current business offering to the current customers. 
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The Customer  
The decision to spend time and money on marketing and promotion can 

never be taken lightly, so it helps to have research that can define who the 

marketing activities should be targeting.  This is the only way to ensure the 

best return on marketing investment. 

 

With this in mind the community engagement participants were asked to 

identify both the current type of customer that they are seeing, and also the desired customer segment.   

Current Market Segment (Customer) Desired Market Segment (Customer) 
• Families 
• Locals 
• Business 
• Farming 
• Holiday makers 
• Caravans 
• Tourists 
• Sikhs 
• Surfers 

• Residents 
• Family 
• Couples 
• Locals 
• Families 
• Holiday makers 

 

 

Generally the businesses identify current customers as matching the desired customer segment. Participants were then 
asked to describe their customers in more detail.  This allows businesses to informally develop a ‘psychographic’ picture of 
the customer groups. The more we learn about customers, the easier it is to communicate with them in a meaningful way.  
This is a fundamental principle of marketing and should drive marketing activities.  Further information about current 
customer visitation will be available from Coffs Coast Marketing in early 2011. 
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The following table provides the results of this process: 

Customer Trends 
• Females 30-80  
• Retirees 
• Tourists 
• White Australian 
• Families with young children staying at caravan park, spending time at beach, coming back time after time 
• Pensioners, grey nomads, travellers, 50 plus ladies, young mothers, families , workers, low to mid income, golfers, 

sports people,  motel overnighters 
• More teenagers, parents late 30’s early 40’s 
• Families, lots of Toyota Landcruisers 
• Travellers, young couples, overseas visitors, retiree, friends, families of elderly locals, smart, gay, high income, middle 

income, happy, impressed, tired, friendly 
• Indians, Africans,  kids on skateboards and scooters, elderly on electric scooters 
• Locals- all types 
• Shoppers  

For the purpose of the Township Marketing Action Plan, all market segments have been grouped into the following three 
categories:  

Locals 

1. Customer who frequent an area on a regular basis based on factors such as: 

• Closest service centre; 
• Beliefs about where they belong. 

Day Trippers 

1. A customer who takes a trip to a destination for no more than a day.  

2. Can be a local out for a day trip experience. (Local in this instance is defined as within a driveable 1 hour radius) 

Tourists 

1. A customer who seeks a tourism experience. 
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The following table is provided to assist with the decision for directing marketing spend, and has been developed using the 

raw data collected through the community engagement process. 

 

 
 
Target Market 
Category 

Target Market Segment Level of Marketing Focus  

Local Recreational 
 
 
Family Groups(Young families 
with children) 
 

• Medium- frequenting the area for recreation, lower spending activity. 
 

• High-Is a significant customer segment and should be a major focus of 
marketing activity. 

Day Tripper Visiting Friend and Relatives 
(VFR) 
 
Tourists exploring/ Travelling 
through 

• Low- Marketing activity focuses on building awareness and growing 
market share. 
 

• Medium-Marketing activity focuses on raising awareness of the 
destination and encouraging return visitation. 
 
 

Tourist Family Groups 
 
 
 
Eco/ Nature Based 
 
 

• High-Marketing activity should focus on raising awareness of 
the destination and increasing visitation in conjunction with Coffs 
Harbour City Council. 
 

• Medium-Represents good growth potential. 
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The Five Marketing Themes 
Marketing Themes draw upon the raw data collected throughout the community engagement process and consultant 
evaluation processes. The objective of the marketing themes is to; 

• Generate greater awareness of the range of experiences in Woolgoolga. 

• Attract the right customers. 

• Enhance positive community perception by creating great experiences that match expectations. 

• Build and sustain momentum through communicating and celebrating success. 

• Work together to strengthen marketing activities through collaboration and cooperation. 

Five marketing themes have been identified to drive the success of the Woolgoolga Township Marketing Action Plan. 

1. Maximising Brand Strengths  

2. United Vision  

3. Captivating Customers  

4. Love your Locals 

5. Everything Events 

 

Within each of the five themes, a number of key marketing actions have been identified.  These are outlined in detail within 
the following Action Planning section. 
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1. Maximising Brand Strengths 
 
Maximising Brand Strength is important to every destination and product offering. What does Woolgoolga stand for? 

What does it include? What experience can customers expect to have? Are their expectations met?  

 

A good brand is far more than a logo and signage. It is the sum of experiences that a customer has. It is only 

successful when expectation matches experience. 

 
2. United Vision 

 
Having a united vision will allow for the businesses of Woolgoolga to maximise their sales, exceed customer 

expectations and build better foundations for future business growth. A collaborative approach is the best way to 

achieve better economies of scales for marketing activities; attracting complementary businesses to the area and 

overcoming challenges.  

 
3. Captivating Customers 

 
Today’s customers are wanting more than the generic offering and bland non-experience of retail therapy that is 

currently being offered by big box shopping. This presents an ideal opportunity for small business to connect with 

customers. By ensuring authentic, engaging and interesting experiences, Woolgoolga businesses can build a 

relationship with customers that is enduring and rewarding. Customer service is critical. 

 
4. Love your Locals 

 
The collation of raw data indicated that the local customer represents a large percentage of customers to local 

business. The local community should be valued and celebrated for its contribution. Special promotions and events 
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specifically for locals have been developed within the action plan. Tourists remain important, but locals provide 

revenue 52 weeks of every year.  Locals also influence the critical VFR market. 

 
 

5. Everything Events 
 
There are a number of well marketed and locally supported events in Woolgoolga. Action plan activities build upon 

existing event strengths, which leverage Woolgoolga brand strengths. 
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Action Plan 
The action plan presents a set of tactical marketing actions, matched to the five marketing themes. 

Project marketing actions are contained in individual action plans and would be progressed by individual project teams when 
required and as appropriate. 

1.  Maximise Brand Strengths 

Action Description How to: Resources Priority 
Create It! Marketing 

collateral needs to 
be developed that 
reflects the 
contemporary 
Woolgoolga 
experience. 

• Apply for funding. 
• Develop a brief of what is required 
• Review Woolgoolga logo; design marketing material that 

represents the Woolgoolga experience.  
• Use paper stock, colour theme, font that are simple, stylish 

and colourful. 
 

$5000 High 

Develop an 
Image Library 

To market a 
destination 
effectively, there 
need to be pictures 
of experiences and 
people enjoying 
Woolgoolga. 

• Develop an image library of pictures that represent the key 
Woolgoolga activities and customers. 

• To keep it economical, have a photography competition to 
capture the essence of Woolgoolga. 
 

$1000 High 

Review the 
Woolgoolga 
Website 

Make their first 
impressions count. 

• Update website to be more visitor focussed. 
• Capture website visitor’s imagination by supporting the brand 

essence of Woolgoolga. 
• Use a lot of imagery of people (think target market) 
• Tell a story and inspire the imagination. 
• Think relaxed, unspoilt, and playful.  

 

$2000 High 
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Embrace it, 
celebrate it, 
and launch it! 

Make the branding 
work by providing 
the marketing tools 
for businesses. 

• Develop and implement branding templates such as media 
release forms, a letterhead, branded postcards that can be 
overprinted with individual businesses. These can be burnt to 
CD for distribution to businesses. 

• Develop shop window welcomers-free window decals that 
display the branding. 

• Get everyone on board. Create an event and invite all 
Woolgoolga businesses. 

• Promote the benefits of having a collective approach, hand 
out the free window decals, and CD of branding templates. 

$500 Medium 

Deliver on 
Expectations 

Woolgoolga 
is a 
playful seaside 
village. 

• Coordinate opening hours-be open when the customers 
expect services. 

• Have the lights on, coastal themes in the window and bright 
happy décor. 

• Leverage existing events with innovative products, services 
and experiences to attract people to your business, for 
example, market tables out the front of shops. 

Nil Cost High 

Review 
Marketing 
Collateral 

Audit existing 
editorial in 
publications 

• Do you know what is being said about Woolgoolga? 
• Check websites, tourism publications and Visitor Information 

Centres for the content of information about Woolgoolga. 
• Be proactive; provide the information that you want.  Don’t 

wait to be asked.  
• Work with Coffs Coast Marketing to leverage marketing 

opportunities. 
 

Nil Cost High 

Control the 
message. 

Use your 
marketing dollars 
wisely and make 
sure that the 
marketing 
message is 
effective and 
consistent. 
 

• Be specific about your target market- pick one message for 
one group and develop a campaign. 

• Identify publications for the best use of marketing dollars. 
(Coffs Coast Explorer, Cartoscope Coastal Explorer) 

• Woolgoolga should always be included in the Top 10 things to 
do in Coffs Harbour. 

Nil Cost High 
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2. United Vision 

Action Description How To: Resource Priority 
Vocational 
Customer 
Service 
Training  

Program for 
developing work 
ready employees. 

• Contact TAFE and local high schools. 
• Brief them on the need to develop work ready casual, 

customer service focussed employees. 
• Develop a 1 day course. 
• Seek funding. 
• Implement program. 
• Provide students with recognition of course completion- 

“Wonderful Woopi Biz Ready Training” 
• Endeavour to source staff from this program, as much as 

possible. 
 

Nil Cost Very High 

Collaborative 
Marketing 

Implement twice 
yearly promotions 
for businesses of 
Woolgoolga. 

• Develop a winter and summer sales promotion for locals and 
day-trippers. 

• 25 businesses contribute $400 =$10,000 for TV, Print and 
Radio Advertising. 

• TV/ Radio theme based, not individual business. 
• Print- find ways to promote individual business. 

$400  Medium 

Build 
Partnerships. 

Leverage existing 
regional marketing 
efforts. 

• Work with Coffs Coast Marketing (Coffs Harbour City Council) 
to maximise cohesion and collaboration with the wider 
regional marketing efforts. 

• Leverage Coffs Coast Marketing website, social media and e-
newsletters.  

• Work collaboratively with other villages, Coffs Coast 
Marketing and Coffs Harbour City Council to develop 
opportunities that increase better consumer/ visitor 
satisfaction. 

• Seek assistance from Coffs Coast Marketing to identify 
appropriate channels for media communications to reinforce/ 
support the regional message. 

• Participate in regional meetings with other COC from Sawtell 
and the Jetty Precinct. 

Nil Cost High 
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3. Captivating Customers 

Action Description How to: Resources Priority 
“The 
Woolgoolga 
Smile” 

A voluntary charter 
that shows 
commitment to 
welcoming locals 
and visitors alike 
with the very best 
customer care. 

• Develop a charter that is a voluntary commitment to THE 
BEST customer service. 

• Use the Woolgoolga Smile as a publicity strategy. 
• Launch the concept to the media. 
• Follow up and leverage concept when advertising local 

businesses. 
• Value and remember the promise. 

 
 

Nil Cost Medium 

Best Face 
Forward 
 

Make sure 
Woolgoolga 
businesses are 
getting the basics 
right. 

• Change your window display frequently, weekly if possible. 
• Make sure your windows and interior is sparkling clean and 

staff look clean, uniformed and friendly. 
• Remember coastal, cheerful, attributes. 

 

Nil Cost High 

Map It! This will help 
customers to 
discover 
all that Woolgoolga 
has to offer  

• See The Indispensable Guide to Sawtell for an effective guide 
that works. 

• Contact Sawtell Chamber of Commerce to find out about 
using the template, (saving time and money). 

• Engage a project manager (could be a local business person) 
• Gather advertisers to contribute offers etc. 
• Distribute it to Visitor Information Centres and have it 

available in all local businesses. 
• Seek funding for a large signage board in town with a map. 

 

Cost 
Neutral 

High 
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4. Love your Locals 

Action Description Outcome Resource Priority 
Barista 
Competition 

Yearly Competition 
For Best Barista  
 
Increase standard 
of coffee available. 
 

• Develop a Barista Competition. 
• Engage locals and encourage them to visit cafes to vote. 
• Challenge other Coffs Harbour towns. 

 

Advertising 
Budget 

Medium 

VIP Card Discount or Value 
Add Card for Locals 

• Businesses to collaborate and create a local VIP Card. 
• Each business to provide a discount or a value added benefit 

for shopping locally. 
• An example could be- free home delivery or one free coffee 

for every 5 purchased. 
• Make it one card, lots of offers. 

 

$300 plus 
In Kind 

High 
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5. Everything Events 

Action Description Outcome Resource Priority 
Build upon 
Event Success 

Continue to build 
CurryFest. 

• Further build and expand on CurryFest though creating 
partnerships and attracting sponsorship.  

Nil Cost 
 
 

Medium 

Capitalise on 
the Numbers 

When events are on 
be ready to make 
money. 

• Be open! Take advantage of the events as they happen. 
• Create event special offers- Surf Club Club Sandwiches, Surf 

Boat Burger. 
• Look at promoting business through the sponsorship of 

events or components of events. 
• Pre-plan calendar database of events to ensure promotion by 

leveraging free website promotion on Coffs Coast Marketing 
and Council’s website. 

• Ensure businesses have a hard copy, 4 times per year. 
 

Nil Cost High 

 

 

 


