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EXECUTIVE SUMMARY 

 

This Strategy Paper is designed as a ‘work in progress’ document for the 

Directors of the Central Australian Aboriginal Media Association 

(CAAMA). 

The Paper provides a brief summary of progress made to date on 

developing Key Strategic Priorities for the organisation.  Following a full 

day meeting with the Directors and a half day meeting with management 

staff an analysis was conducted on the key success factors for the 

organisation over the period 2010 to 2015. 

Both Directors and staff contributed actively in determining Strategic 

Priorities.  These are provided herein as a draft paper that requires the 

review of Directors and final modification prior to concluding the final 

Strategic Priorities. 

The reason for this additional 

step in the process is to 

ensure that those Directors 

not present during the initial 

planning day have 

opportunity to contribute 

their  

 

 

 

 
 
 
 
 
 
 
 

Marketing Plan  
 

 

 
 

 
Central Australian Aboriginal Media Association 

(CAAMA) 

 
 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 
29/07/2010 

 



 

2 

 

CAAMA 

 

Contents 
 

 

 

 

EXECUTIVE SUMMARY .......................................................................................................................... 1 

INTRODUCTION ........................................................................................................................................ 3 

CAAMA TODAY & TOMORROW .......................................................................................................... 5 

THE CAAMA BRAND ................................................................................................................................ 6 

MARKETING STRATEGIES.................................................................................................................... 8 

MARKET POSITION ................................................................................................................................. 9 

MARKETING CHALLENGES ............................................................................................................... 10 

MARKETING OBJECTIVES – OUR KEY MESSAGE ....................................................................... 11 

BRANDING MESSAGES ......................................................................................................................... 12 

BUILDING ON OUR MARKETING PRIORITIES ............................................................................. 14 

 

 

 

 

 

 



 

3 

 

CAAMA 

 

 
 

INTRODUCTION 

The Central Australian Aboriginal Media Association (CAAMA) has 

been in operation for 30 years.   

‘In the late 1970’s, in the heart of Australia, two Aboriginal people and a non-

Aboriginal associate had a dream. The dream was for Aboriginal voices to be 

heard throughout the world and for Aboriginal people to take ownership and 

control of their own future through a strong and vibrant media centre to be 

located in Alice Springs’. 

This dream became a reality in 1980 when the Central Australian 

Aboriginal Media Association (CAAMA) was established.   

The Aboriginal people of Central Australia own CAAMA, and its 

objects focus on the social, cultural and economic advancement of 

Aboriginal people.  

CAAMA has a clear mandate to promote Aboriginal culture, 

language, dance, and music while generating economic benefits in 

the form of training, employment and income generation. 

CAAMA produces media products that engender pride in Aboriginal 

culture, and informs and educates the wider community of the 

richness and diversity of the Aboriginal peoples of Australia.  

In the very early days, CAAMA was operated by three volunteer 

workers and assets consisted of a second-hand car, some donated 

equipment, and a typewriter. The entire operation costs were 

financed through donations. 

Since these early days CAAMA has grown and diversified to 

become a sophisticated multi facet media business.  
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Today, CAAMA is a world leader in Aboriginal media.  The CAAMA 

Group now comprises: 

 CAAMA Radio 8 KIN FM – The operation of a 24-hour Indigenous radio 

service across regional and remote Australia to audiences of around 

500,000.  CAAMA Radio provides an avenue to keep in touch with 

Aboriginal people. 

  CAAMA Productions – Is a professional film and television 

production company that services all the production needs of any 

local, interstate or international production. 

 CAAMA Music – Is an Indigenous music label supporting and 

promoting Aboriginal music as an expression of aboriginal culture. 

CAAMA Music currently produces and provides 60% of Indigenous 

Music Broadcast on Radio Stations Nationally. Approximately 90% of 

CAAMA Music Recordings are in Indigenous Language 

 CAAMA Shops – Is our wholesale and retail company distributing 

Indigenous artefacts, video and the CAAMA music label products. 

 Technical Services - Provides technical support for the CAAMA 

Group and RIBS communities. 

 BRACS - RIMO provides remote Indigenous Broadcasting Services  

and radio broadcast training and technical support to 10 remote 

Indigenous communities to enable them to broadcast into their own 

communities and on CAAMA Radio network. 

 CAAMA Library – The largest Indigenous archives outside of the 

National Archives 

 Imparja Television - our sister company in which we have a two 

thirds ownership.      Imparja broadcasts through a satellite to the 

largest footprint (service area) in the world. CAAMA remains the major 

shareholder and is actively involved in the management of Imparja 

Television. 
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CAAMA TODAY & TOMORROW 

CAAMA has survived through the toil and perseverance of many 

„champions‟ over thirty years. These people have built the success 

of the organisation through their unrelenting commitment to the 

overall advancement of Aboriginal people,  

To succeed it has been necessary to adopt a strong willingness to 

innovate and embrace new technologies.  It is this history of 

commitment and tenacity that must now drive CAAMA forward from 

2010. 

The world of media is undergoing revolutionary change and only 

through active and committed leadership today will CAAMA remain 

an icon tomorrow. 

It is fair to say that CAAMA today faces a „moment of truth‟.  The life 

cycle of our organisation has reached a point where only a planned 

approach to change can deliver the certainty required for our future. 

Whilst this change presents some uncertainties and challenges it 

also delivers a sense of excitement and opportunity.  What we have 

is a good foundation, a tremendous product and the strong will to 

harness these in building a better future. 

This future will not occur by chance.  Our Strategic Planning has set 

the broad strategic priorities and our Operational Planning has 

established key strategies designed to move us forward.  

To achieve the success we aspire we must pause and take the time 

to understand our market, establish constructive dialogue with our 

key stakeholders.  We must then ensure that our product mix and 

our delivery strategies are closely aligned to market demand and 

expectation.  
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THE CAAMA BRAND 

The CAAMA brand is well established across central Australia.  

Through our work in Aboriginal media we have established an 

international reputation.  This reputation is reflected through 

outstanding achievements over many years.  Examples of these 

include:  

 Australian Film Institute Awards for “Best Original Screen 

Play” and “Actor” for “Cold Turkey” 

  Winner of the Stanley Hawes Award for 2005 at the 

Australian International Documentary Conference for our 

contribution to the documentary industry 

  Winner of Best Film at the Berlin Film Festival for “Green 

Bush” 

  Our Documentary “Dhakiyarr Vs the King” was one of only 15 

films in the world selected for screening at the Sundance 

Film Festival in the USA. 

  The recent CAAMA film “Yellow Fella” is the first ever-

Indigenous documentary to be selected to be screened at the 

prestigious Canne Film Festival in France. 

  The Sydney Film Festival this year made a tribute to CAAMA 

and had special film screening of CAAMA Films at the Dendy 

Cinema. 
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Whilst our brand is strong and well recognised it has evolved more 

in an organic sense than any clearly defined approach to influencing 

external perceptions.   

Our brand is, in a sense, the unplanned result of our success and 

longevity in the market.  In recent years this has become 

increasingly clouded through a diversification of activities, poor 

performance amongst some business units and disparaging 

publicity.  

This Marketing Plan seeks to provide a more structured and 

considered approach to our brand management.  It also looks to 

combat those elements of our reputation that have been tarnished in 

recent periods. 

Our process is to take what we know about our market, build on this 

knowledge and then fine tuning our delivery to ensure CAAMA 

products and services are aligned to what our market is seeking.  

This market orientated approach must also consider the needs of 

our major funding stakeholders.  We must take the time to really 

understand these elements.. 

As we progress the initial elements of our Operational Plan 

(September – December 2010) we will be ideally placed to articulate 

the broad marketing priorities into detailed marketing activities.   

These activities will supplement this Marketing Plan with a view to 

showcasing the broader CAAMA brand and the separate business 

units.  These will include a detailed Communication Plan. 
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MARKETING STRATEGIES  

As indicated, CAAMA is on the verge of completing comprehensive 

Strategic and Operation Plans.  These Plans will set the „agenda‟ for 

the organisation going forward.  Implicit within this agenda is the 

need for CAAMA to undertake a full internal review of our business 

mix, delivery strategies and financial model. 

Many elements of our marketing mix will be closely aligned to the 

changes necessary to take CAAMA forward. Indeed these must 

underpin our progress and drive our strategic agenda. 

The significance of these pending changes inhibit a detailed action 

orientated Marketing Plan until the final business model is 

determined.   

At this point our Marketing Plan builds on the broad strategic 

principles that are such an important part of our „launch pad‟ into a 

future of strength, certainty and stability. 

This Marketing Plan sets our key marketing strategies.  It captures 

our market position, the broad challenges we confront, our 

marketing objectives and the key branding messages that will 

strengthen our image into the future.  

This Plan sets our broad objectives in the context of our target 

market, our external operating environment and our competition. 
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MARKET POSITION  

While CAAMA enjoys a dominant market position through 

Indigenous Radio it is not without the pressures of competitive 

forces.  We cannot afford to take a passive approach to our market 

position. 

CAAMA operates in a highly competitive grant funding environment.  

As a community based not for profit we have suffered the erosion of 

grant funds over recent years.  The ever growing pressure from 

governments of all persuasions is to reduce funding.  The 

expectation is that CAAMA establishes a model that can become 

increasingly self funding. 

This challenge is substantial given the restraints on our capacity to 

build commercial revenue and to operate in a truly commercial 

sense. 

The financial pressures on CAAMA have been exacerbated through 

a lack of active communication with major funding bodies.  The 

absence of this communication, supplemented through our 

increasingly diversified business mix, has created a position where 

commentary around our business and financial models has been 

questioned. 

We have overlooked the importance of close and transparent 

communications with our funding bodies.  Given the uncertainty of 

future funding it is imperative that we address this issue and further 

that we establish close communications with key people of 

influence, that we communicate our direction to stakeholders and 

that we grow our reputation.  These strategies will play a major part 

in strengthening our market position. 
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MARKETING CHALLENGES  

 CAAMA is a well established and prominent organisation.  

External perceptions are, today, the legacy of three decades of 

evolution.  Many views of CAAMA are significantly entrenched.  

For us to change these views will demand significant energy, 

resources and patience. 

It is important, therefore, for us to truly understand our brand 

perception, to build on its strengths and to target areas of 

weakness. 

 Our mix of business is diversified and complex.  To external 

stakeholders and our target market this array of products and 

services presents a confusing mix of messages.   

It will be critical for us to acknowledge this challenge as we 

progress our marketing activities.  These must evolve from our 

organisational structural changes and present a clear and unified 

brand for CAAMA.  The challenge will also be to balance the 

independent brand values of our overall product and service mix. 

 The CAAMA reputation has over recent periods been tarnished 

through poor publicity and challenging financial results.  The 

appearance of an unsettled internal environment has 

compounded this poor publicity.   

It is important that we acknowledge this period has damaged 

elements of our reputation.  As a marketing challenge it will be 

necessary for us build communication strategies designed to 

redress this issues. 
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MARKETING OBJECTIVES – OUR KEY MESSAGE 

The underlying message that we must present to our stakeholders is 

one based on our mission and our vision for our future.  This core 

ingredient must however acknowledge that CAAMA has, in fact, 

several „stakeholder groups‟.  Each of these will require subtle 

changes to our communication. 

Our primary stakeholder groups include: 

 CAAMA Members 

 CAAMA Employees 

 Radio Listeners 

 The Local Indigenous Community 

 Political Stakeholders  

 Funding Stakeholders 

 General Industry Stakeholders  

Each of these „sub-markets‟ requires varying strategies to 

communicate our key market messages.  Complicating this further is 

our need to present the broader CAAMA brand through our 

multifarious business mix. 

In default to our mission our key message must be to reinforce our 

dominant „raison d'être‟.  Our Key Message must progress  

CAAMA‟s reputation as the leading Indigenous provider of multi 

media services.  It must highlight CAAMA as the voice for 

Indigenous Australians.   

Our key message must reinforce our mission to inform, educate, 

advocate and entertain on all matters including those of Indigenous 

culture, music and language. 
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This message must reinforce our aspirations and our direction.  We 

must influence perceptions so that all stakeholder groups 

increasingly acknowledge CAAMA as Australia‟s leading Aboriginal 

owned and controlled media organisation - An Organisation that 

delivers culturally relevant programming such as news, music and 

Indigenous language.   

 

BRANDING MESSAGES  

In support to our key message we will communicate, through 

carefully considered mediums, a range of secondary messages that 

support our brand strength and reinforce our perception amongst 

stakeholder groups. 

These messages will address the following objectives: 

 To build a CAAMA brand that is based around the 

strength and cultural richness of Aboriginal people as 

active contributors within the delivery of CAAMA 

services; 

 To build a CAAMA brand that highlights our respect for 

Aboriginal cultural matters, within our workplace and 

through our broadcasting services; 

 To build a CAAMA brand that highlights our 

commitment to the highest ethical and professional 

standards; 
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 To build a CAAMA brand that showcases our 

commitment to Aboriginal language and culture through 

multimedia; 

 To build a CAAMA brand that that emphasises our 

commitment to be responsive & accountable to our 

community and key stakeholders;  

 To build a CAAMA brand that  genuinely acknowledges 

our members and our staff as our most valued asset; 

 To build a CAAMA brand that is broadly acknowledged 

as the leader in Aboriginal Media for Aboriginal People; 

 To build a CAAMA brand that displays our commitment 

to the highest levels of active governance and open 

management; 

Our marketing messages must aim to influence general attitudes 

amongst all stakeholders and the community.  These messages must 

instil a strong sense of confidence and trust in our capacity to deliver 

culturally relevant media services. 

These messages must establish CAAMA as the premier brand in 

matters of Aboriginal Media. 
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BUILDING ON OUR MARKETING PRIORITIES  

 

CAAMA will over the period August 2010 and December 2010 

implement a range of key strategies aligned to our Strategic and 

Operational Plans.  Implicit in this is a range of decisions that will 

shape the Organisation going forward.  These decisions will impact 

on the detail of our marketing and communication messages. 

On this basis it is our intention to build on the broad strategic intent 

of this Marketing Plan through detailed strategies that deliver on our 

marketing objectives herein. 

This process will be subject to the design of a communication 

strategy that builds further our reputation.  But unlike our past we 

shall do so in a carefully considered and purposeful way with a clear 

intent to grow our profile, build our reputation and deliver a market 

orientated approach to the delivery of our services and products.  

 

 

 

 

 

 

 

 


