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Project Brief 

The Rutherglen Destination Management Structure Review project (the project) seeks to address the 
Structural Fragmentation issue, identified in Indigo’s tourism strategy as a critical concern in the 
context of Rutherglen’s tourism performance. 
 
The key project deliverable is a report providing direction to: 

- Establish the optimal Destination Management organisational structure/framework, with a 
sustainable capacity to deliver measurable growth in the Rutherglen Area’s visitor economy 
2018 – 2023 (and ongoing). 

- Assist Council to focus investment in the Rutherglen Destination Management model to 
grow the local visitor economy through leadership, innovation, collaboration and visitor-
centric thinking.  

- Recommend a governance and management model suitable to support the achievement of 
overarching destination objectives. 
 

  
 

Project Process 

Three rounds of consultations, commencing in May 2019 and concluding in October 2019, have been 
conducted.  Five key tourism stakeholder organisations deliver components of tourism development 
and/or destination management for the Rutherglen SA2 Area.   The key stakeholder organisations 
and a cross-section of the Rutherglen tourism industy, participated in the consultation process. 
 
The consultations have been a critical element of the objective and focused ‘deep dive’ on Destination 
Management in the Rutherglen Area.  A Preliminary Discussion Paper, formulated after the first two 
rounds of consultations, was taken to each stakeholder organisation and industry for further input 
and feedback.  The paper identified key issues, possible options for destination management into the 
future and formed the basis of the third round of consultation and discussion. 
 
Stakeholder and industry perspective and input has informed the review and this report. 
 
The recommended process is for this Draft Report to be made available for Public Exhibition and for 
a public forum to be conducted during the exhibition period.  Input and comment is invited to further 
inform a Final Report and implementation of final recommendations.  
 
 

 

 

Current Situation 

Rutherglen is one of the key destinations within the Indigo Shire and one of two wine GIs in Indigo. 
Rutherglen is a long established wine destination with significant investment from the private sector.  
It is the second most visited destination within Indigo, behind Beechworth.   

This report recommends the optimal structure

Industry and stakeholder consultation is a critial element of the review
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Rutherglen receives an annual visitation of approximately 230,000 visitors per year. Beechworth 
receives annual visitation of approximately 401,000 visitors.  Of Rutherglen’s 230,000 visitors, only 
57,000 visitors stay overnight, which equates to 139,500 visitor nights.  
  
It is important to remember that Rutherglen is a small, historic village with a population of just over 
2,400 residents.  By comparison the small, historic village of Port Fairy on the Great Ocean Road also 
has a population of 2,400 and a comparable (but slightly larger) annual visitation of 240,000.  
However, Port Fairy generates over 520,000 visitor nights, compared to Rutherglen’s 139,500 visitor 
nights.  The difference in economic contribution between daytrip yield and overnight yield is 
significant.   
 
Recent performance measurement shows a drop in Rutherglen’s share of Indigo overnight visitation. 
 
Council’s Tourism Strategy identifies correctly Rutherglen’s under-performance as an established 
wine tourism destination, particularly in regards to a failure to attract the more lucrative overnight 
visitor. 
 
At odds with Rutherglen’s size and visitation, the destination has a tourism ‘Destination 
Management’ structure which is complicated and inefficient. 
 

 
 
 

Current Structure 

For the Rutherglen Area the following organisations play a role in Destination Management. 
 

a) Rutherglen Wine Centre Board (RWCB) 

RWCB is funded by Indigo Shire Council.   The RWCB is a S86 Committee of Council and is the 

Committee of Management for the Rutherglen Wine Experience Visitor Information Centre 

building.  The building is jointly and equally owned by Indigo Shire Council and Winemakers 

of Rutherglen.   The Board includes Councillors (2), Winemakers of Rutherglen representative 

(1), and Destination Rutherglen Inc. Board members (5).  Winemakers of Rutherglen pay 50% 

of the building utilities and utilise office space within the building.  MOUs are in place covering 

the arrangements between Council, Winemakers of Rutherglen, Rutherglen Wine Centre 

Board and Destination Rutherglen. 

 

 Indigo Shire Council (ISC) and Winemakers of Rutherglen, as the building 

owners, provide the building for the purposes of operating a Visitor 

Information Centre and a wine & tourism centre; and agree that Destination 

Rutherglen will be granted a waiver of rental fees.   

  

Lack of overnight visitation is a key performance issue 

The  Destination Management structure is complex and inefficient 



 

 
 
 

 
          

4 RUTHERGLEN DESTINATION MANAGEMENT STRUCTURE  REVIEW 

             OCTOBER 2019   TOM SMITH – MIA TOURISM 

 

 Winemakers of Rutherglen agree to waive its portion of the rent (nominal 

value of $25,000p/a) in return for the Rutherglen Wine Centre Board 

providing office space and significant display space to Winemakers of 

Rutherglen to promote their member wineries in the region.   

 

 The Rutherglen Wine Centre Board governs and directs the operation of the 

Rutherglen Wine Experience Centre for and on behalf of Council and 

Destination Rutherglen (Instrument of Delegation). 

 

 Administration and financial services for Rutherglen Wine Centre Board are 

delivered by a Destination Rutherglen employee. 

 

b) Rutherglen Wine Experience Visitor Information Centre (RWE)  

Rutherglen’s Visitor Information Centre is in the Rutherglen Wine Experience building.  The 

building also houses Winemakers of Rutherglen and Destination Rutherglen office space and 

is utilised for Rutherglen Wine Centre Board meetings and Destination Rutherglen Board 

meetings.  The information centre generates income via merchandise sales, wine sales and 

bike hire.  Winemakers of Rutherglen and Indigo Shire Council as joint building owners, pay 

for building insurance and maintenance.  

 

c) Destination Rutherglen Inc. (DR)  

 Destination Rutherglen is a Local Tourism Association (LTA) and Incorporated body. 

 It is membership based. Membership fees are collected on behalf of Destination 

Rutherglen. 

 Destination Rutherglen has a Board and employs an Executive Officer and 

Rutherglen Wine Experience staff.   

 Volunteers are managed by Rutherglen Wine Experience staff. 

 Historically the Destination Rutherglen Board has most of the same presiding 

members as the Rutherglen Wine Centre Board, but no Councillors are on the board 

of Destination Rutherglen. 

 Destination Rutherglen also receives income from the operation of the Rutherglen 

Wine Experience Visitor Information Centre (RWE) and the centre’s merchandise 

sales, bike hire and wine sales. 

 Winemakers of Rutherglen (WOR) have 19 (may vary year to year) member wineries 

and these wineries are also Destination Rutherglen members under a subsidised 

membership arrangement, funded by Winemakers of Rutherglen. 

 Destination Rutherglen operations are partially supported by income from 

membership fees. 

 As an LTA, Destination Rutherglen’s operations include management of visitor 

servicing, destination marketing, event management and development, PR, 

community and industry networking, lobbying Council and Government, creation 

and execution of strategy, budget and planning.  

* It should be noted that a number of these functions are outside the accepted role 

of a Local Tourist Association. 
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d) Winemakers of Rutherglen (WoR) 

 Winemakers of Rutherglen are a long-established wine region organisation.  Of 22+ 

Rutherglen Wine GI wineries, 19 are members of Winemakers of Rutherglen at time 

of writing. 

 Winemakers of Rutherglen employ an Executive Officer and recently appointed an 

independent chairperson. 

 Winemakers of Rutherglen contract agencies to deliver marketing, PR and event 

management. 

 Winemakers of Rutherglen have three areas of focus: 

i. Winery and destination tourism and visitor attraction 

ii. Promotion of Rutherglen wines to domestic and international markets 

iii. Wine industry and government advocacy on behalf of member wineries 

 Winemakers of Rutherglen manages two significant wine region events per annum, 

Rutherglen Winery Walkabout and Tastes of Rutherglen. 

 Winemakers of Rutherglen works collaboratively on regional, state and federal wine 

tourism initiatives. 

 

e) Indigo Shire Council (ISC/Council) 

 Council’s contribution is the largest single income source for the Rutherglen Wine 

Centre Board/Rutherglen Wine Experience/Destination Rutherglen. 

 Council Officers and Councillors attend Rutherglen Wine Centre Board and 

Destination Rutherglen Board meetings. 

 Councillors (2) are members of the RWCB. 

 In 2018 Council took on the management of Rutherglen’s tourism destination 

website from Rutherglen Wine Centre Board and Destination Rutherglen 

employees, including website business listings 

 Destination Rutherglen do not have a destination website. 

 In 2019 Council took on the management of Rutherglen’s tourism destination social 

media (Facebook and Instagram), with content support from RWE staff.  

 Council delivers marketing, PR, product development and industry development for 

Rutherglen as well as event grant and event logistics support. 

 Council works closely with the Regional Tourism Board, Tourism North East (TNE) 

across all aspects of regional tourism development and is one of TNE’s 6 LGA 

stakeholders. 

 Council supports regional marketing, product and industry development initiatives 

that align with local objectives and drive growth in Indigo’s visitor economy. 

 

f) Tourism North East (TNE) 

 TNE are the Regional Tourism Board for Victoria’s High Country tourism region. 

 Tourism North East deliver regional destination management for their 6 LGA 

stakeholders including Indigo Shire Council. 

 Investment attraction, product development, industry development, marketing, PR, 

event procurement and development and research are delivered for Indigo 

destinations including Rutherglen. 
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 Winemakers of Rutherglen are contributing to Tourism North East led regional 

marketing campaigns and support research and development initiatives specific to 

the wine industry or Rutherglen wine tourism.  
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The structure can be summarised as follows: 

 

 
Clearly the current structure is complicated with a number of layers, especially when you consider the 
size of the destination and the annual visitation. 
 
Within the structure we have duplication of effort which leads to fragmentation. 
 

 

 

The current structure is complicated with duplication and fragmentation of effort

Changes need to be made!
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What should regional structures look like? 
 
Effective regional industry structures are a key factor in building successful tourism destinations. 
 
The generally accepted structure within regional tourism is: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The roles within the structure identified in the Tourism Victoria Regional Tourism Action Plan states: 
 

a) Regional Tourism Boards (Tourism North East) 

 Responsible for the holistic tourism development and advocacy for the region. 

 Functions include: marketing, industry development, product development, skills 
training. 

 The RTB plays an important role in consolidating the strategic direction of the 
tourism industry for the entire region. 

 
b) Local Tourist Association (Destination Rutherglen) 

 Represent local businesses. 

 Conduct industry networking functions, local familiarisations. 

 Advise local government on tourism issues. 
 

c) Local Government (Indigo Shire) 

 Investment attraction. 

 Provision of Visitor Services. 

 Tourism Funding. 

 Event development. 

 Marketing. 

 Event support. 
 
It is clear that the current Rutherglen structures and roles within the structure are somewhat different 
than the recommended model. 
 

  
The current structure does not align with the Victorian Tourism Action Plan model

Tourism Australia 

Local Government (Indigo Shire) 

Local Tourism Association (Destination Rutherglen) Visitor Information Centre 

Visit Victoria 

Regional Tourism Board (Tourism North East) 
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Consultation 

As part of the Rutherglen Review project, extensive consultation was undertaken with all the key 
stakeholders and with the wider industry. 
 
The consultation program included: 

 Indigo Shire Council – officers, CEO, Mayor and Councillors 

 Destination Rutherglen Executive and Executive Officer 

 Tourism North East 

 Winemakers of Rutherglen Executive and Executive Officer 

 Accommodation operators 

 Regional winemakers 

 Small business operators 

 Investors/developers 

 Visitor Services staff 

 Main Street Traders 

 Visit Victoria 

 Murray Regional Tourism 
 

Key themes identified during consultation 
 
The consultations provided consistent feedback on a range of issues which clearly need to be 
addressed.  An analysis of the feedback from the consultation program identified some recurring 
themes, which must be addressed into the future: 
 
The consultation insights can be summarised into four key themes, which provide a foundation for 
what needs to be addressed by the options and recommendations to come: 
 

 
An equitable system for tourism industry operators across Indigo’s destination townships/areas, and 

in particular the access to Visitor Services, Industry Services and Digital Excellence. 
 

 
More efficient and effective allocation of budget/funding and aligned, collaborative effort – less 

fragmentation of strategy, brand and action. 
 

 
Make the structure simple; easy to understand, easy to be a part of, easy to govern and easy to 

manage. Remove complex or complicated administrative and governance burdens.  
Focus skills and resources. 

 

 
Ensure non-winery business operators – tourism and non-tourism - have a forum to represent them. 
A network or group to address local industry issues and support industry development, collaboration, 
networking, and advocacy.  
  

EQUITABLE

EFFICIENT

EASY 

ENGAGEMENT 
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Key observations 
 
Following the consultation, and based on experience within regional tourism, a number of 
observations can be made: 
 

1. Time for change 

 It is clear that there is a strong appetite for change within the tourism industry in 
Rutherglen. 
 

 The Council decision to undertake the Rutherglen Destination Management 
Structure Review has been timely. 

 

 The consultations clearly identified the need for change and aligns with the 
performance concerns raised in the Tourism Strategy. 

 

 The current structure is “clunky” and inefficient, particularly when compared with 
structures in towns of a similar size to Rutherglen. 

 

 Failure to quickly move on “re –booting” the Rutherglen tourism structures would be 
an opportunity missed. 

 
2. Visitor Information Centre 

 A Visitor Information Centre needs to be part of any future structures in Rutherglen 
- at the very least within the timeframe of the current Indigo Tourism Strategy (to 
2023). 
 

 Whilst the delivery of visitor servicing is changing due to the digital age, it should be 
remembered that in towns the size of Rutherglen, the Visitor Information Centre is 
also a key focal point for the local tourism industry. 
 

 Using existing measurement systems, currently approximately 24% of all annual 
visitors to Rutherglen visit the Information Centre; a high ratio in comparison to other 
destinations, but augmented by major event walk-in traffic. 

 

 With reasonably strong visitation (although it is slowly declining) and strong local 
support, it is clear that the Centre is important.  This is supported by Council’s tourism 
strategy, however the model needs to evolve to meet changing consumer 
requirements.  

 
3. Wine Experience Centre 

 The Wine Experience component of the Centre is not seen as a vital part of the Visitor 
Information Centre or necessarily a reason for people to visit. 
 

 With tastings limited to fortified wines it is hard to see how it is a genuine wine 
experience. 

 

 Whilst wine sales are seen as important (by some), I am not convinced they are a 
critical revenue stream for the Centre.  



 

 
 
 

 
          

11 RUTHERGLEN DESTINATION MANAGEMENT STRUCTURE  REVIEW 

             OCTOBER 2019   TOM SMITH – MIA TOURISM 

 An upgraded wine story showing the history of the wine industry in Rutherglen could 
help “set the scene” for the visitor to the region seeking a wine experience, but this 
does not necessarily need to be housed in the information centre.  

 

 For a Wine Experience to drive increased foot traffic into the centre, or to positively 
influence visitor behaviour, it would need to revitalised, reimagined and 
reinvigorated.  IF there was strong revenue or visitor influence potential and an 
appetite to keep a Wine Experience, then to be relevant going forward, investment 
would be required. There are various case study examples: 

o Canberra and Regions Visitor Information Centre at Regatta Point (local 

wines and spirits retail) 

o Clare Valley Wine, Food & Tourism Centre (wine, beer, produce, sampling, 

tastings) 

 

 

 
 

 
4. Efficient Use of Resources 

 Currently, within a community of 2,400 people and an annual tourism visitation of 
approximately 230,000 we have what can only be described as an “over supply” of 
tourism staff! 
 

 Winemakers of Rutherglen and Destination Rutherglen employ Executive Officers. 
 

 The Visitor Information Centre has staff. 
 

 Winemakers of Rutherglen contract in special skills for such things as Public 
Relations, Marketing and Event Management. 

 

 Rutherglen also has access to Council Tourism staff including Marketing, Digital, 
Events, Industry & Product Development, Cultural Heritage Tourism, Visitor & 
Industry Servicing and strategic management.   
 

 Rutherglen also has access to the Regional Tourism Board, Tourism North East staff. 
 

 With all the staff available to Rutherglen, and what appears to be a lack of 
coordination, one can’t help but think that at best there is a duplication of effort and 
fragmentation of strategy. 
 

 
  

Change the structure

Keep the Visitor Information Centre

Review the Wine Experience 

Too many cooks in the kitchen
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5. A forum for tourism – Destination Rutherglen 

 Rutherglen industry (non-winery) is crying out for a “voice” but they are not seeing 
Destination Rutherglen as the right vehicle to hear them and convey their message 
to those who can take issues/ideas to the next level. 

 

 In essence Destination Rutherglen is a Local Tourist Association in the accepted 
State-wide tourism structures. As a Local Tourist Association, Destination 
Rutherglen should be focusing on: Conducting industry networking functions, 
conducting local familiarisations and advising Local Government on local tourism 
issues. 
 

 Under the accepted Regional Tourism Structures, Local Tourist Associations DO 
NOT involve themselves in marketing. Local Tourist Association would rarely, if 
ever, employ staff. 

 

 It is obvious that Destination Rutherglen has been attempting to be what it was 
never designed to be and this has led to some angst from members.  

 

 The notion of a Local Tourist Association (Destination Rutherglen) setting 
membership fees at up to $800 per business, largely to support the operation of a 
Visitor Information Centre (which is generally accepted as a Council role) is a sure fire 
way to upset the industry!   

 

 Added to the point above is the expectation by fee paying members of growth 
outcomes and tangible marketing successes, which further inflames industry when 
available budget is expended on management staffing, not marketing. 
 

 
 

 

6. Winemakers of Rutherglen 

 Winemakers of Rutherglen has skilled staff and financial resources, a bonus in a town 
the size of Rutherglen. 
 

 Sadly Winemakers are seen as the “bad guys” by some in the industry. 
 

 The reality is that without wineries, Rutherglen would be another small town in 
regional Australia searching for a point of difference to encourage visitation. 
 

 Wineries are the hook, so it’s vital that Winemakers of Rutherglen are encouraged to 
continue to grow, develop and market the destination and its wineries. 
 

 

  

Changes need to be made but a structure must still exist to engage with industry

Wineries are and will continue to be 'The Hook'
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Options for the future 

Given these observations what are the options to address the key issues? 
 

1. Visitor Information Centre 
It is clear that an accredited Visitor Information Centre in Rutherglen is seen as important to 
the industry and with 24% of annual visitors attending the Centre, it is clearly important for 
the visitor at this time. 
 
The current funding and management of the Centre is quite complex and inefficient. 
Changes need to be made. 
 
Option A 

 Council bring the Visitor Information Centre funding and management under the 
umbrella of Councils Visitor Services structure. 

 Council employ staff and fund the operation of the Centre as it does in other 
destinations within the Shire. 

 This option would mean that the current Rutherglen Wine Centre Board would no 
longer have a role and the Section 86 Committee could be disbanded. 

 If this option was pursued full costings would need to be developed by an 
implementation committee.  Initial financial analysis of operational revenue and 
costs, indicates that the cost to Council would not be prohibitive. 

 Given feedback from the industry this option would have wide acceptance. 
 Option B 

 Co-location with Council delivering Visitor Servicing at an existing Council service 
location in Rutherglen, such as the Library.  Co-location could also be possible within 
the existing RWE building if other services were moved. 

 Such a linking would mean staff could multi-skill i.e. library staff would also become 
visitor services staff. 

 This option would reduce costs to Council, and/or deliver efficiency. 

 Feedback indicates existing Council-owned co-location sites (such as the old 
Municipal Building/Library may not be accepted by the industry and could create 
challenges for the Council. 

 

 
  

Under both options Council manages Visitor Services

COST CONSIDERATIONS 

Beechworth VIC 18/19 = Walk in visitation = 87,953  

 Cost to Council = $284,275 (operational costs, not building costs) 

o Revenue $41,931 

o Expenses $326,214 (includes CoGS) 

 Cost per visitor = $3.23 

Rutherglen VIC 18/19 walk in visitation = 58,516  

 Cost to Council = $144,023 (operational costs, not building costs) 

 Cost per visitor = $2.46 

Rutherglen VIC under Council (operational costs, not building costs) 

 Cost to Council = $134,005 

o Forecast revenue $165,995 (using 18/19 RWE income actuals) 

o Forecast expenses $300,000 (includes CoGS) (using RWE 18/19 actuals) 

 Cost per visitor = $2.29 
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2. A Tourism Voice for Rutherglen 

Whilst the industry doesn’t believe that Destination Rutherglen is the appropriate structure 
for Rutherglen, they do believe that a structure is required. 
 
It is important that support is provided for the Rutherglen industry to develop a structure 
that fits the accepted criteria for an Industry/Business Association or Forum, providing 
industry with a genuine forum to work together and raise relevant issues. 
 
Option A 

 Facilitate the creation of a network organisation such as a Rutherglen Business 
Forum. 

 The network could appoint a skills-based Board to guide the network, with a Board 
consisting of directors from all sectors of Rutherglen industry. 

 The network would meet a maximum 6 times per year. 

 The networks charter would be to: 
i. Conduct business network functions (minimum of 4 per year) 

ii. Conduct local familiarisations 
iii. Advise Council and Tourism North East on local tourism and business 

issues. 

 The issues/ideas developed by/from the network would be forwarded on to one of 
the following for action: 

a) Council 
b) Tourism North East 
c) Winemakers of Rutherglen 
d) VIC Staff 

 
Option B 

 Facilitate the creation of organisation as above, but purely focused on tourism. 

 This option lacks local business (non-tourism) representation and misses cross-sector 
opportunities. 
 

  
 
 

3. Destination Marketing 
With a properly structured local network/forum (as defined above) and the organisation not 
undertaking marketing activities, the question of ‘Who markets Rutherglen?’ will obviously 
become an issue. 
 
Fortunately a number of options exist to manage marketing: 
 
Option A 

 As previously noted the key product strength of Rutherglen is wine. 

 The wineries are the hook, so it is important that a well-funded and resourced 
Winemakers of Rutherglen continues to grow, develop and market the destination 
and the wineries. 

Under both options Destination Rutherglen would cease to exist.
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 The Rutherglen Business Forum could raise an annual marketing fund and create a 
marketing plan and request Winemakers of Rutherglen to deliver a destination-
based marketing campaign/s, based on a collaborative and aligned direction. 

 The Rutherglen Business Forum could agree to support and participate in 
Winemakers of Rutherglen’s destination marketing campaigns as appropriate.   
 

 
 

 Option B 

 The Rutherglen Business Forum develops an annual marketing plan, raises the funds 
and request Council or, where appropriate Tourism North East, to deliver the 
program, which would align and complement existing campaign direction. 

 The Rutherglen Business Forum could agree to support and participate in Council or, 
where appropriate, regional (TNE) destination marketing campaigns as appropriate. 
 

 
 
Option C 

 Council has a full time marketing and digital officer, who works with LTAs, industry 
and TNE to deliver both destination and regional marketing outcomes.   

 Council currently manages the destination website, social media and Digital 
Excellence Partnership Program. 

 The Rutherglen Business Forum work could work collaboratively with Council’s 
Tourism Team to deliver strong Rutherglen content and product, driving rich 
representation in all destination and regional marketing campaigns.  
 

 
 
 
 

4. Rutherglen Wine Experience - Building 
The joint ownership of the Wine Experience/Visitor Information Centre building by 
Winemakers of Rutherglen and Indigo Shire potentially creates some challenges in the 
future. 
 
The consultation indicated that the Winemakers don’t actually see the building as pivotal to 
their future plans, but they do accept that is the perfect location and building to deliver visitor 
services. 
 
If Council are keen to continue to operate a Visitor Information Centre the ownership 
structure needs to be addressed. 

  

Rutherglen industry may collaborate or support Winemakers of Rutherglen 
destination marketing

Rutherglen industry may collaborate or support Council and regional Rutherglen 
destination marketing

Rutherglen industry may support Council and TNE campaigns by delivering  strong 
Rutherglen content and product representation
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Option A 

 Council buy out Winemakers 50% share. 

 Council becomes entirely responsible for all renovations and ongoing maintenance. 

 Winemakers may opt to lease office space within the building. 

 Council may opt to utilise space within the building for a business/hub space, service 
co-location (library et al) or for Destination VIC activations. 

 

 
Option B 

 Negotiate a different ownership model that delivers ‘best use’ of the building and 
delivers on the key themes of Ease (simplicity) and Efficiency (results for Rutherglen). 

 Models may involve: 
o Commercial purposes 
o Community purposes 
o Council/community services purposes 
o Tourism purposes 

 
 
Support for options 

All listed options were presented and discussed as part of the third round of consultation.  The 
consultation overwhelmingly supported the following key options: 
 
Visitor Information Centre 

 The existing VIC to be restructured so that it becomes part of the Council-wide 
Visitor & Industry Services operation of Council. 
 

 The existing Rutherglen Visitor Information Centre manager and volunteers are seen 
as a vital part of the Visitor Information Centre’s success and they should be retained. 

 
Rutherglen Wine Experience  

 The name of the facility should revert back to Rutherglen Visitor Information Centre 
to avoid confusing the consumer by promising something which doesn’t really exist. 
 

 The Wine Experience component of the Centre should be reviewed as a matter of 
priority if the tag “Wine Experience” is to remain. 

 

 As part of any review the options for future long term “Wine Experience” type 
activities should be explored. 

 
  

In a single ownership model the Section 86 Committee of Council / RWCB would not be required  
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Business/Tourism Organisation 

 A new entity designed to represent the views of all Rutherglen businesses and 
industry sectors should be established as a key priority. 
 

 No solid position was established regarding the name of the organisation, however 
it was agreed that it should represent all businesses and not any one sector of the 
community or industry sector. 

 

 A number of organisation name options were raised including: 
o Development Rutherglen 
o Rutherglen Business Forum 
o The Forum 
o Grow Rutherglen  

 

 Consultation emphasised that it should not be a Chamber of Commerce. 
 

 The entity would have clear terms of reference with key roles possibly including: 
o Conducting quarterly forums for businesses 
o Conducting networking functions 
o Advising Council on key Rutherglen issues, trends and opportunities 
o Facilitating industry training 
o Networking 

 The entity would be managed by a skills-based committee elected from the 
community. 
 

 The entity would have an independent chair appointed following an expression of 
interest process 
 

 The entity would meet a maximum of 6 times per year. 
 
Marketing 

 Destination marketing should be delivered by Council, TNE and Winemakers of 
Rutherglen. 
 

 The new entity would liaise with Council, TNE and Winemakers to identify 
opportunities to support promotion of Rutherglen and associated industry 
participation options 
 

 A biannual meeting of the new entity’s Chair, Winemakers, TNE and Council 
would be implemented to ensure a genuine coordinated approach to marketing 
Rutherglen. 

 
Rutherglen Wine Experience Building 

 The consultation endorsed the need for the ownership of the building to be a 
priority discussion issue for Winemakers and the Council. 
 

 The consultation strongly believed that the building should be owned by Council 
to preserve its role as a key tourism and community hub into the future. 
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 The consultation identified that building ownership discussion did not inhibit 
more immediate implementation of the other recommendations. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Establishing an Implementation Committee 

 The establishment of an Implementation Committee to ensure all final 
recommendations were delivered in a timely manner was strongly supported. 
 

 The Implementation Committee to consist of a representative from Council 
(Manager Tourism), Winemakers of Rutherglen and current chair of Destination 
Rutherglen was strongly supported. 
 

 The Implementation Committee to be chaired by Tom Smith (Consultant).  
 

 The Implementation Committee to run from Jan 1 to 30 June. 
  

COST CONSIDERATIONS 

Building Asset Value (2018) = $612,000 

Cost of at value buy out = 50% or $306,000 

 

Building Assessment 2018 (preservation and conservation maintenance) = $147,000 

Building works 2018/19 & 2019/20 = $60,000 

Cost or saving of 50% of remaining works = $87,000 
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The Ultimate Goal 
The major goal from this project must be to bring Rutherglen structures in line with the accepted 
regional tourism structures across Victoria and Australia and by doing so, implement a structure that 
is suitable for delivery of effective destination management. 
 
In order to remove duplication and harness available skills, but still meet the needs of the visitor and 
industry, the following structure should be seen as the ultimate model: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 

  

Tourism Industry - Rutherglen Business Forum/Network 
Industry Representation 

 Industry Forums 
Advise Council 

Local Familiarisations 

Tourism Australia 

Tourism North East 
Regional Marketing 

Product Development 
Industry Development 
 Investment Support 

Professional Development 
 

Indigo Shire 
Investment Attraction 

Event Development 
Visitor Services 

Advocacy 
 Funding 

 Marketing 
 

Winemakers of Rutherglen 
Industry Development 

Events  
Destination Marketing 
Product Development 

Visit Victoria 

VISITORS 

Visitor Information Centre 

Visitor Services 
Industry Services 

INDUSTRY 
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MOVING FORWARD? 
 
THEMES REVISITED 

 
An equitable system for tourism industry operators across Indigo’s destination townships/areas, and 

in particular equity in access to Visitor Services, Industry Services and Digital Excellence. 

 
More efficient and effective allocation of budget/funding and aligned, collaborative effort – less 

fragmentation of strategy, brand and action. Less duplication across finance, HR, marketing. 

 
Make the structure simple; easy to understand, easy to be a part of, easy to govern and easy to 

manage. Remove complex or complicated administrative and governance burdens.  
Focus skills and resources.  Simplify industry’s access to tourism services, making the structure 

easier to understand and engage with. 

 
Ensure non-winery business operators – tourism and non-tourism - have a forum to represent them. 

A network or group to address local industry issues and support industry development, 
collaboration, networking, and advocacy. 

 
IMPORTANT CONSIDERATIONS 
 

 The goal is to deliver effective Destination Management to Rutherglen and grow the Area’s 
visitor economy.  In Council’s Tourism Strategy, performance measurement is a commitment 
and the success of a new structure is transparent and quantifiable.   
 

 A successful, growing destination takes a visitor-centric approach and delivers services and 
marketing with visitor experience at top of mind.  
 

 Industry and product development are vital in Rutherglen.  A networked industry is 
important, however resources and effort must focus on upskilling, innovation and assisting 
industry to maintain an informed grasp of the changing tourism landscape.    
 

 Duplication of effort extends well beyond marketing.  Efficiencies are clearly to be found in 
HR, finance and other functions. 

 
  

EQUITABLE

EFFICIENT

EASY 

ENGAGEMENT 
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RECOMMENDATIONS 
 

1. Council incorporates Rutherglen Wine Experience Visitor Information Centre into its 
Visitor & Industry Services operation: 

 Council moves to restructure the RWE Visitor Information Centre operation into a 
formal Council VIC as operates in other areas of the Shire. 

 Council endorses the retention of existing Visitor Information Centre staffing and 
volunteers. 
 

2. An industry business network/forum is established to represent non-winery industry 
sectors: 

 Destination Rutherglen be immediately wound up. 

 Council endorses the establishment of a new skills-based entity to represent the views 
of the Rutherglen Business Community. 

 Council supports the Implementation Committee to oversee the creation of the new 
entity. 
 

3. Destination Marketing is delivered by: 

 Destination Level 
o Council Tourism Department 
o Winemakers of Rutherglen 

 Collaborative campaigns with industry are developed and coordinated 
by Council. 

 Rutherglen Industry Forum/Network can contribute concepts, buy in 
and content via seasonal campaign and tourism performance meetings 
(run by Council through the VIC). 

 Regional Level 
o Tourism North East 

 
4. The Rutherglen Wine Experience building is owned in entirety, by Council: 

 Discussion immediately commences to resolve RWE building ownership. 

 RWCB is wound up. 
 

5. An Implementation Committee is established to oversee the implementation of the 
recommendations with representation from each destination level stakeholder to 
ensure Rutherglen ownership of the implementation solutions: 
A possible structure for the Implementation Committee is as follows: 

 Independent Chair - Tom Smith  

 Destination Rutherglen - Chair (or appointed representative) 

 Winemakers of Rutherglen - Chair (or appointed representative) 

 Indigo Shire Council representative - Manager Tourism (or appointed representative) 

 Further position for a nominated industry leader 
 
 
 
 
 


