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1 According to figures by Cultural Attractions of Australia, (in the year ending March 2019), international 
cultural visitors contributed $28.4 billion to Australia’s economy, accounting for 64% of the total $44.3 
billion spent by all international tourists. Over the five years to 2019, cultural tourism grew 23% compared to 
broader tourism which grew only 19%. Further, cultural visitors spend 20% more and stay 25% longer.

https://culturalattractionsofaustralia.com/wp-content/uploads/2019/09/Cultural-Attractions-of-Australia-HARNESSING-ONE-OF-AUSTRALIAS-FASTEST-GROWING-TOURISM-SEGMENTS.pdf
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Initiative Purpose Results and Outcomes

Creation of the 
Creatives Reference 
Group

(18 representatives / 
practitioners from different 
creative organisations 
across the entire region)

1. To connect creatives and share knowledge of what is going 
on across the entire G21 region,

2. Improve communication across the region’s creative 
ecosystem, and uncover opportunities for collaboration,

3. Identify areas where efficiencies can be made, particularly 
in matters of operations, programming and governance

i. Creation of a peer network that is at the 
heart of the strategy’s direction and 
outcomes

ii. Delivered upskilling on how the creative 
ecosystem works, influencing how they work 
themselves

iii. Provides regional leadership with more clarity 
on the sector’s activity

Creation of the 
Stakeholder Reference 
Group

1. To share knowledge, resources and programming to 
enable efficiencies across the sector and region

2. Provide guidance, leadership and advice to the Making 
Change program,

3. Provide access to outside markets and networks to 
accelerate the taking of G21 creative product to market

i. The region’s key creative organisations are 
formally connected, and are now learning 
from, collaborating with each other and are 
making more informed decisions about their 
businesses as a result

ii. The strategy’s work is better understood by 
the creative sector’s leadership and investors

Weekly eDMs
1. To share knowledge about funding and upskilling 

opportunities for creatives

Over 450 subscribers with an average open rate 
of 68% (very high, and indicative of a highly 
engaged audience)

Creation of multiple 
collaborations and 
initiatives

1. To deliver on the core purpose of fostering collaboration 
across the G21 region and beyond

Over 40 projects and collaborations forged as a 
direct result of Making Change activity

Creation of social 
networks (i.e. 
Facebook and 
Instagram pages)

1. Connect creatives across the region and provide a space 
for online discussion,

2. Keep the creative community updated on RAV activity, 
funding opportunities and creative industries activity more 
generally

1. Over 370 Facebook followers with monthly 
reach as high as 15,000,

2. Over 730 Instagram followers with up to 
5,000 person reach per month





















Vision
(The Why) 

Evaluate
Review, 
adapt 

Mission
(The How)



Social and economic 
wellbeing of creatives in 

the G21 region

Social and economic 
wellbeing of broader 

community in the G21 
region

• Audiences projects and 
collaborations have been 
presented to

• Skill acquisition and 
capacity building 
outcomes

• Sense of pride, purpose, 
enjoyment amongst 
practitioners

• Sense of connection to 
community, civic pride, 
collective identity

• 450 subscribers to weekly 
newsletters with 68% 
open rate

• 1,100 followers via social 
media channels

• Over 300 attendees at 
Changemaker events

• Over 1,000 conversations 
leading to 500 
connections

• 40 new collaborations
• 8 new projects
• Governance and 

operating structure 
changed and already 
more impactful

1. One-on-one consultations
2. Digital Hub
3. Changemakers events
4. Identify, track and support 

opportunities
5. First nations engagement

• CV funding $460k

• Partnerships – G21 taskforce, 
Future tense

• AL staffing 

• Infrastructure and 
Capabilities

• Resources provided by 
collaborators

Income generation for 
creatives in the G21 

region
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