Marketing Plan
2020-21

Summary
The FY20/21 Marketing plan (the plan) has been prepared
in context of the Marketing and Communications Unit’s
service plan, and in response to the City of Perth’s (the
City) COVID19 Economic Rebound Strategy. It also
considers the Strategic Community Plan 2019-2029 and
Corporate Business Plan 2020/21 to 2023/24.
A longer-term draft Marketing and Communications
strategy has been completed and is currently
under review which, when finalised will guide plans
for future years.

The plan offers an overview of the way the City will
strategically engage and undertake marketing activities
to raise awareness and increase conversion of its
target audiences to establish Perth as the destination
to live, work, invest, study and visit. It has been created
in collaboration with the Marketing and Promotions
Advisory Committee that was established in June 2020,
involving the following industry subject matter experts:

Marketing and Promotions Advisory Committee
Name

Organisation

Representing

Rob Weeden (CHAIR)

Pan Pacific Hotel

Pan Pacific Hotel

Andy Freeman

Sneakers and Jeans

The Flour Factory
Varnish on King
Caballitos
Hadiqa
Goody Two’s
Pirate Life

Angela Tham

Brookfield Properties

Brookfield Properties

Brooke Boardman

Dexus

Carillon City
Kings Square

Cassandra Monaghan

CBRE

140William
Elizabeth Quay
Yagan Square

Jeff Leach

Jeff Leach Group

Various property development activities in Perth
(e.g. Hay and Murray streets)

Kristi Dempster

Assembly + Co

Wesley Quarter
Trinity Arcade
Underground at Allendale Square

Kylie Taylor

Activate Perth

Activate Perth

Megan Biddle

Charter Hall

Raine Square

Miri Lackovic

Jones Lang LaSalle

Forrest Chase
Enex

Endorsement of the plan was achieved over two meetings on 25 June and 31 July, with subsequent Council
approvals received on 28 July and 25 August 2020.

Background
As Western Australia’s capital city local government,
the City operates both within the City of Perth Act and
the Local Government Act. Together, both pieces of
legislation stipulate the City’s role in being the custodian
of ratepayers and community within its local government
boundary, as well as representing the broader Perth area
on a national and international stage.
Destination marketing is a key activity of the City’s
marketing function. This is delivered in close
collaboration with internal and external stakeholders,
including industry, other inner Perth local government
authorities, Tourism WA and Destination Perth
as opportunities arise for campaign integration
(e.g. Rugby championships, T20 World Cup).

The City’s resource investment critically supports
its ratepayers and community so that the city
is front of mind as the premier destination to
visit for entertainment, food and beverage,
tours, accommodation and attractions, unique
experiences and shopping.
For other attraction pillars like live, work or invest,
marketing activities include the promotion of
City services like economic development and
demonstrating City leadership through driving
awareness of major projects and initiatives.

SWOT Analysis
As the City’s marketing team, we want to ensure our brands lean into their respective purpose and what they
do well, improve what they don’t, capitalise on what they can do, and defend against what could challenge
them. With that in mind, here is our SWOT analysis for FY20/21.

Strengths
What we’re good at. What’s working. What our customers like about us.
•

Perth is seen as the beating heart of Australia’s west with world-leading restaurants, bars,
hotels and tourism attractions. A fusion of people, perspectives and epic natural beauty.

•

High percentage of unique, independent retail stores than in suburban centres.

•

Defined brand positioning frameworks for corporate (City of Perth) and destination
(Visit Perth) brands.

•

Strong Visit Perth brand equity and leading resource for ‘what’s on’.

•

Growing Think Perth brand, building up to become a leading insights and investment platform.

•

Large, engaged audiences on City owned digital channels.

•

Skilled team with specialist skills to manage end-to-end delivery of smaller scale initiatives.

•

Active community and stakeholder groups that share our ambition for Perth and are enthusiastic
about playing a supporting role.

Weaknesses
What we want to fix. What we want to strengthen.
What we want to become more efficient at.
•

Lack of unified place brand for Perth so that locals may be proud to shout it from rooftops
and others the world over understand what we’re about and want to experience it for themselves.

•

Lack of guiding, longer-term strategy to stay the course and not waver at the slightest agitation.

•

Corporate reputation damaged by Inquiry.

•

Lack of proactive PR to promote Perth or the City to media that effectively changes the conversation
from a negative to a positive one.

•

Incomplete brand positioning framework for investment brand (Think Perth).

•

COVID-19 has significantly impacted retail and perception of Perth as a desirable place to do business.

Opportunities
What the industry might soon want. What we think we’ll be good at.
What will be our difference-maker.
•

“Brand Perth” project that works with government and industry stakeholders to unify a
brand for Perth.

•

Execute the brand purpose of Visit Perth to build deeper and more meaningful
connections that speak to why Perth, as opposed to what’s on.

•

Demonstrate foresight and leadership by the City through major projects and initiatives.

•

Iterate brand purpose for Think Perth to specifically shift perceptions
of what it means to live, work and invest in Perth.

•

Centralise all brand, marketing and digital activities to ensure
brand protection and holistic approach.

•

Empower the City’s marketing team to deliver according to strategy and plan.

•

Greater collaboration with State sponsored agencies (e.g. Destination Perth,
Business Events Perth, StudyPerth) to jointly promote the city.

•

Strengthen collaboration with Inner Perth Marketing Collective.

Threats
What we think could hinder our growth. What/who we think could take our customers.
•

Inability to keep pace with technological advances in best practice marketing.

•

High internal demand for marketing services but not resourced to meet demand.

•

Lack access to high quality, reliable and integrated customer database.

•

A cluttered destination marketing landscape that adds noise to a confused user experience.

•

City policies and processes that hinder more than help enthusiastic stakeholders to offer support.

•

Lack of robust, single source economic insights to guide marketing investment.

•

Continued development of big box retail in suburban centres and diversification into hospitality
offerings, limiting our competitive advantages.

•

COVID-19 has changed the habits of M-F workers that threaten office vacancies and reduced
density to support local businesses.

Budget
Over the course of FY20/21, as endorsed by Council for Marketing operating projects, we expect to invest in the
following items to ensure we meet the objectives outlined in this marketing plan:

$1,150,000 – Always On
$40,000 – CPP Parking
$40,000 – City of Perth Council Elections
$1,225,000 – Retail, Food & Beverage, Small Business, Visitor Destination
$165,000 – Think Perth (Investment)
$30,000 – Audience Segmentation
$100,000 – Marketing Impact Tracking, Evaluation and Insights
$50,000 – City Dressing
Total: $2,800,000

FY20/21

Council Approval Dates:
				

Always On – 28 July 2020
All other items – 25 August 2020

Marketing Initiatives
The City of Perth has the ambitious goal of
achieving prosperity by building a city with a
diverse and resilient economy. It does so by
capitalising on its unique competitive advantages
and creative reputation, attracting sustainable
investment in education, tourism, entertainment,
commerce, technology and trade. To help the
organisation do that, the marketing team will
pursue the following initiatives in FY20/21:

At a performance layer, a variety of content will be
produced under key pillars of people, place, planet,
prosperity, performance and partnership with the
purpose of letting people know what’s on and how they
can therefore engage and visit Perth. Media channels
for distribution of this content will likely skew towards
digital channels like google and social so that they may
be served to target segments to drive conversion and
engagement.

Always On
Always On is a 12-month brand and performance
marketing campaign to increase brand salience
of “Visit Perth” when people are thinking about a
‘visit occasion’, as well as increase awareness and
understanding of ‘what’s on’ in the city. Together, they
offer the reasons for why people should visit and what
they can expect to see or do when they visit.

This base level of activity will be supplemented
throughout the year with increased investment during
significant calendar events such as Christmas or over
low retail periods (see Retail, Food & Beverage, Small
Business, Visitor Destination initiative).

At a brand layer, an emotionally engaging television
commercial will be produced to encourage people to
explore, discover, meet and experience Perth more
often. In doing so, we enhance the probability of people
thinking of Perth in a buying situation. Resulting in 1x2minute, 1x30-seconds, 4x15-seconds television spots,
1x30-seconds radio spot and a suite of high resolution,
graded images, these assets will be distributed through
paid promotion across television, cinema, radio and
digital (YouTube, Spotify and social) channels.

CPP Parking
COVID-19 stimulus measures for the period of April to
June 2020 in the form of free and reduced parking rates
are gradually being transitioned back to pre COVID-19
levels between June and November 2020. To avoid
negative experiences or bill shock for large numbers
of city workers who have been choosing to drive to
work, this campaign aims to raise awareness of the
impending changes.
City of Perth Council Elections
The City of Perth’s role is to recognise, promote and
enhance the social, environmental, economic and
cultural setting of the city for society, both now and
into the future. Practically speaking, the council delivers
against this role by making decisions relating to the
provision of services and facilities for a broad range
of City stakeholders including residents, commercial
and retail business, workers and local, national and
international visitors.
Many will be aware of the issues surrounding the
previous Council. It is likely that they’re looking forward
to the opportunity to move forward and have their
say in shaping the next era of the City. It is also likely
however, that there is limited awareness that elections
are coming up and/or understanding around eligibility
and the voting process.
The campaign aims to empower relevant audiences
with the power to shape the future of their city by
promoting registration, candidate nomination and
enticement to vote.

Retail, Food & Beverage, Small Business,
Visitor Destination
Various campaign executions may be delivered under
this project in close collaboration with the City’s
Marketing and Promotions Advisory Committee. Be it in
support of retail, food and beverage, small business or
visitor attraction, the main goal is to achieve resonance
with the target audience beyond ‘what’ they can
do in the city but ‘why’ they should do it in the city.
Uncovering the real depth and breadth about the city as
a place where we remember, connect, learn, escape,
be surprised by and can still be in awe of.
Specific opportunities identified for discussion and
guidance from the Marketing and Promotions Advisory
Committee include:
•

Spring retail: Spring in Perth is a time for growth and
regeneration. The wildflowers are blooming, and
wardrobes are turning over so it’s a key time of year
for the retail sector. In 2020 regeneration is never
truer as West Australians celebrate their success at
curtailing the health threat that continues to trouble
other states and countries. Perth’s retail sector needs
the support of locals to visit flagship chain stores,
independent boutiques and endless entertainment
and dining options.

•

Christmas and New Year’s Eve: The City will light
up again with everyone’s favourite Christmas lights
trail activation featuring installations throughout the
city, carols and a New Year’s Eve fireworks event
that includes our newest venue attraction – the WA
Museum. Complemented by other City-run and Citysponsored events like Twilight Hawkers Market and
RAC Christmas Pageant, city businesses will gear up
to welcome the crowds.

•

January retail: Throughout the year, opportunities
arise to collaborate with retail centres or
neighbourhood groups on precinct activations
such as gift redemption with purchase promotion
or Lunar New Year street activation. Funds allocated
here will allow a retail push in the form of marketing
promotion support and digital amplification.

•

Skyworks: Skyworks in 2020 will once again fall on
Tuesday where it had been either side of or on a
weekend, resulting in a long weekend for the past
three years. Together with Consortium Partners,
the City will focus on encouraging staycations and
drive visitation to the diverse range of activities,
experiences and offers in the city.

•

April/May retail: The retail sector typically
experiences an Easter dip and are likely to benefit
from activation and promotion that will deliver
footfall and actively compel in-store spend in the city.
There is prime opportunity also, to attract intrastate
audiences into the city over the Easter holidays. In
conjunction with the City’s art trail activation, several
retail campaign concepts will be workshopped with
the Advisory Committee in late September to assess
them on merit for which would deliver an optimum
outcome.

•

Winter Festival: 2020 sees a return to roots over
Perth’s winter to an arts and culture focussed,
destination style event. Plans are underway between
the City’s Arts, Culture and Experience Unit and the
Events and Activation Advisory Committee.

Production associated with some of these larger bespoke
campaigns can run up to over 250 items across owned
digital channels (website and social media) and paid
channels like television, out of home, press, radio, digital.

Think Perth (Investment)
With world-class infrastructure being delivered,
significant private redevelopment and potential for
future growth, it’s a great time to invest in Perth.
These transformations give rise to new opportunities
for businesses and there are a host of industry leader
advocates that have key insights to the growth potential
of key sectors in property, technology & co-working to
name a few. This campaign aims to showcase Perth as
the smart investment for growing businesses.
Audience Segmentation
Digital media’s rapid growth and increasing prevalence
in the City’s campaign media investment has led
to a shift from traditional panel and survey-based
segmentation to data-driven, customer-led segmentation.
Allowing the City to build segments from actual
behaviour that constantly evolves based on realtime information, these data rich segments will offer
a granularity in lifecycle stage or creative resonance
that’s directly addressable in media buying.
Marketing Impact Tracking, Evaluation & Insights
There are five core City audiences (visitors, investors,
workers, residents and students) across three brands
(City of Perth, Visit Perth and Think Perth). The tracking
and understanding of consumer sentiment towards
marketing audiences by audience groups against key
marketing performance indicators are critical to deliver
insights to the Marketing team as well as the stakeholders
with whom the City collaborates with. These actionable,
evidence-based insights will be an ongoing guide for
the City’s marketing strategy.

City Dressing
The City’s street banners and various digital screens are
great ways of signalling what’s on in the city while adding
vibrancy. At key opportunities throughout the year,
branded or campaign assets will be rolled out to dress
the city in readiness to welcome its visitors.
Other Support for City of Perth Projects
Marketing support is also provided for and allocated
within City projects such as East End Revitalisation’s
Pedestrian Priority Precinct, Heritage Perth Weekend,
Containers for Change and Brand Perth to name a
few. While there are no financial impositions on the
operational budget for marketing, service efforts are
required to meet wider organisational needs.

JULY

AUGUST

SEPTEMBER

OCTOBER

NOVEMBER

Spring Retail

Brand Perth
CPP Parking

Christmas + New Year’s Eve
CPP Parking

Audience Segmentation

City of Perth Council Elections

DECEMBER

East End Revitalisation’s
Pedestrian Priority Precinct
Marketing Impact Tracking, Evaluation and Insights

Always On
Containers for Change

JANUARY

FEBRUARY

MARCH

January Retail

APRIL
Easter Period Retail

Skyworks
Heritage Perth
Weekend
Marketing Impact Tracking, Evaluation and Insights

Always On

MAY

JUNE
Winter Festival

Target Market
The objects of City of Perth, stipulated in
the City of Perth Act centres on recognising,
promoting and enhancing the special social,
economic, cultural, environmental and civic role
that the City of Perth plays as the WA state capital.
Further, a City of Perth Committee has been
established as a means of facilitating collaboration
due to the role the City of Perth also plays in
representing broader Perth on a national and
international level.

This collaborative inter-governmental relationship allows
the City to focus, while ensuring strategic integration at
state and national levels, on the promotion of Perth to
ensure its continued role as a thriving centre of business
with vibrant cultural and entertainment precincts.
The maintenance and strengthening of Perth’s
reputation as an innovative, sustainable and vibrant
global city is in the City’s ability to focus unwavering
attention on nurturing and supporting the initiatives and
innovations of the diverse precinct of the City of Perth.

Using a destination marketing objective as an example, the following illustrates the City’s role in partnership
with Destination Perth, Tourism WA and Tourism Australia.

Australia Wide

25 MILLION
Tourism Australia
Tourism Western Australia

Western Australia

2.5 MILLION
Tourism Western Australia
Destination Perth

Greater Perth

1.9 MILLION
Destination Perth
City of Perth

City of Perth

150,000 (daily visitors)
30,000 (residents)
City of Perth

Our target market has been developed using a
combination of traditional panel and survey-based
segmentation, and data-driven, customer-led digital
segmentation methods. The former provides a rich
understanding of audience attitudes, motivation and
barriers while the latter offers insight from actual
behaviour in real-time that is directly addressable
in media. The result is a dynamic, actionable and
future proofed segmentation that continues to
evolve with the City.

Qualitative – The Nuances
Starting with a segment hypothesis to form the basis
of investigation, in-depth qualitative research was
conducted in 6 groups of 10 and 12 one on one
regional interviews, allowing us to explore the nuances
of each audience with regards to their attitudes,
preferences, motivations, barriers and behaviours.
These groups were made up of:
•

Open to visiting the city for work only
– Living 5km+ from the City of Perth

•

Open to visiting the city, for work and/or non-work
– Living in the City of Perth (25-54 no kids; 25-54
with kids; 55+)
– Living 5km+ from the City of Perth (25-54 no
kids; 25-54 with kids; 55+)
– Living in Regional WA, likely to visit the metro
area in the next 12 months

•

Not open to visiting the city
– Living 5km+ from the City of Perth (25-54 no
kids; 25-54 with kids; 55+)
– Living in Regional WA, likely to visit the metro
area in the next 12 months

Quantitative – Building Scale
The results from the qualitative work were formed
into hypothetical segments and subsequently tested
in a quantitative approach to check percentages and
proportions against general population to build scale.
A bespoke online survey of a representative sample of
WA (n=418 at +/-95% level of confidence) helped obtain
measures of segment size, discretionary spend value,
City of Perth share of spend, motivations for current
visitation/spend behaviour and barriers to increased
visitation/spend behaviour.

Separately, substantial work was carried out to categorise
latent or ‘exhaust’ data, generated from business as
usual activities on the City’s corporate, destination and
investment websites into insightful and actionable data
with purpose. Custom tags were created to trigger events
as users browse the sites, categorising those interactions
into five contextual buckets:
1. Priorities: what is the visitor trying to achieve,
e.g. events, shopping, parking
2. Preferences: what their preferences are within
their priority, e.g. family, music
3. Progress: how far have they progressed in their
interactions, e.g. visit, browse, engage, intent, action
4. Profile: what we can ascertain about the visitor
from their interaction, e.g. resident, business
owner, family visitor
5. Personas: combinations of the above signals
and traits in to specific personas/segments
The resulting categorisations are then used to build
granular remarketing and “look-a-like” audiences in
digital channels such as Google AdWords, Facebook
and granular goals and conversions in Google Analytics,
Facebook etc.
By combining granular audiences with granular
conversions, we can build dedicated conversion funnels
for each of our campaigns, which target and optimise
to very specific audiences and goals/conversions, at
each step of the funnel. For example, we can run a
campaign promoting family events, with family creative,
which targets look-a-likes of previous family event
attendees and remarketing of recent family personas,
optimising to family content engagements and/
or intends and actions of family events. This level of
specificity becomes available for many similar example
combinations of campaigns we may wish to run.

Audience Segments
Within our local and intrastate target markets, we’ve
identified the following buyer personas to represent
our primary and secondary customers. Primary being
those that represent larger opportunities to reach and
convert to more frequent visitation and spend, and
secondary being those that require greater effort and
persuasion to trigger behavioural change:

“I’ll visit every now
and then, but there are
other places I’d prefer
to spend my free time.”

PRIMARY: SUBURBAN CONTENT
Laura’s a card-carrying member of the Duncraig set. It’s hard not to be
– with one child at Glengarry Primary School and other two at Duncraig
Senior High School. The family’s local roots run deep.
In her mind, Coogee’s a beach in NSW. She couldn’t tell you the last time she
actually ventured south of the river. Why would she? Everything she needs is
close to home – Karrinyup, Hillarys, Scarborough Beach.
She doesn’t mind the city, there’s just not much reason to venture in. “The
Christmas lights are always good though … oh and Fringe.”

Age
25-54 (58%)

Visitation frequency
43% visit once every three months
36% visit once or twice a year

Lifestage
Not defined by a particular lifestage – with
distribution following that of general population

Reasons and times to visit
35% for major event or festival
15% on weekend days
12% on weekdays

Household Income
$50K - $150K p/annum (59%)

Awareness of what’s on
31% have ‘little’ to ‘no’ knowledge of what’s on

Work
20% work in the city

Barriers to visit
#1 Parking
#2 Availability of more convenient options outside the city

Discretionary spending
65% spend between 0-20% of budget on
discretionary items, leading with
Home 25%, Entertainment 23%,
Shopping 21%, Food & Dining 17%

Motivations to visit
#1 Unique options only available in the city
#02 Quality of options available in the city

Only 8.2% is spent in the city leading with
Food & Dining 35%, Shopping 29%,
Entertainment 21% and Home 13%
Recommended mix
70:30 Brand (Why Perth) and Tactical/Content (What’s on in Perth) is needed to shift the balance to more
positive than negative city associations. Tactical messaging should reinforce their existing preferences –
entertainment and see&do, while enticing with unique, quality F&B experiences.

“I always have a
great time in the
city, but it’s best
in small doses.”
PRIMARY: LOVE IN SMALL DOSES
Milica’s been in her job at HBF for a little over 5 years now, much
easier since she moved into her Glendalough rental.
In her early 30s, life revolves around rock climbing, an unhealthy
obsession with Below Deck and Bailey (a black poodle x).
Friday through Sunday avo, her diary’s usually wall-to-wall – whether it’s
work drinks, one-year-old birthdays or breakfast with mum and dad.
At least one new place in the City will catch Mil’s eye each week, it’s just
whether she finds the time to actually get there.

Age
18-44 (58%)

Visitation frequency
40% visit once every three months
24% visit once a month
14% visit once a fortnight

Lifestage
Skews towards SINKS (single income, no kids
29%), DINKS (double income, no kids 23%) and
Couples with Children under 10 (17%).

Reasons and times to visit
34% for major event or festival

Household Income
$25K - $125K p/annum (67%)

Awareness of what’s on
41% have ‘good’ or ‘very good’ knowledge of what’s on

Work
13% work in the city

Barriers to visit
#1 Parking

16% on weekend nights
16% on weekend days

#2 Availability of more convenient options outside the city
Discretionary spending
50% spend between 31-40% and 32%
spend between 21-30% of budget on
discretionary items, leading with
Entertainment 26%, Food & Dining 23%,
Home 22% and Shopping 19%

Motivations to visit
#1 Unique options only available in the city
#2 Variety of options available in the city
#3 Quality of options available in the city

17.3% of this is spent in the city leading with
Shopping 28%, Home 25%,
Food & Dining 25% and Entertainment 19%
Recommended mix
40:60 Brand (Why Perth) and Tactical/Content (What’s on in Perth) to build upon their existing positive
associations and give them additional reasons/prompts to visit. Tactical messaging should reinforce their existing
preferences – entertainment and see&do, while enticing with unique, quality F&B experiences.

‘I like visiting the
city regularly for
some variety to my
everyday life.’
SECONDARY: FREQUENT VARIET Y SEEKERS
Koby’s 2020 plan after finishing up his Masters was to do a little travelling
before trying to get a job in Sweden. Was…
The way things are, he and his partner have extended their Como lease for
another 12 months and then they’ll reassess.
Catch them in conversation and you’d likely hear tham say ‘how Vic Park is really
up-and-coming’ or name drop the latest ramen place they’d found in Northbridge.
In their eyes, the City might have its faults, but these days it’s nothing like the
‘dullsville’ their Melbourne mates think it is.

Age
18-34 (43%)

Visitation frequency
37% visit once every month
22% visit every fortnight
14% visit more than once a week

Lifestage
Almost 40% of this segment don’t have children.

Reasons and times to visit
27% for major event or festival
19% on weekend days
13% on weekend nights

Household Income
$50K - $125K p/annum (52%)

Awareness of what’s on
48% have ‘good’ or ‘very good’ knowledge of what’s on

Work
22% work in the city

Barriers to visit
#1 Parking

Discretionary spending
63% spend between 0-20% of budget
on discretionary items, leading with
Home 27%, Food & Dining 27%,
Shopping 24% and Entertainment 22%

Motivations to visit
#1 Variety of options available in the city
#2 Convenience
#3 Central nature of the city
#4 Overall experience of being in the city #5 Quality of
options available in the city

17.3% of this is spent in the city leading
with Shopping 33%, Food & Dining 29%
Entertainment 24%, and Home 14%

Recommended mix
30:70 Brand (Why Perth) and Tactical/Content (What’s on in Perth) maintain their strong existing positive
associations and feed their interest as to what’s on in the city. Tactical messaging should reinforce their existing
preferences – entertainment and see&do, while enticing with unique, quality F&B experiences.

‘If I go, it’s
because I have
to, not because
I want to’
SECONDARY: S TR AINED
Rob’s in his mid-60s and is revelling in his newly retired existence. In his words, he’s
“earned his days spent at Wembley Golf Course after more than 45 years of 6-day weeks”.
Now that he and Deb are living off of their super, he’s not as free spending as he once was.
A trip to the Windsor every now and then and some toys for the garden is about his limit.
Back when Deb worked on the Terrace, he’d find his way into the City pretty regularly
on a Friday night, but it’s nothing like it used to be. “It’s cold and vacuous these days, no
atmosphere and vibrancy… homeless people everywhere. Why bother!”

Age
45+ (72%)

Visitation frequency
51% visit once or twice a year
22% never visit

Lifestage
Couples with older children 36% (kids 10+ 10% |
No longer at home 26%), SINKs (single income, no
kids 18%) and DINKs (double income, no kids 17%).

Reasons and times to visit
32% for major event or festival

Household Income
$0K - $75K p/annum (55%)

Awareness of what’s on
28% have ‘little’ or ‘no’ knowledge of what’s on

Work
95% work outside the city

Barriers to visit
#1 Parking
#2 Inconvenience of travel
#3 Availability of more convenient options outside the city
#4 Nothing in city that interests
#5 Not feeling safe in the city

Discretionary spending
63% spend between 0-20% of budget on
discretionary items, leading with
Home 27%, Shopping 25%,
Entertainment 21% and Food & Dining 11%

Motivations to visit
#1 Unique events only available in the city
#2 Affordable options available in the city (like free parking)

21% on weekdays
16% on weekend days

Only 9.2% of this is spent in the city leading
with Shopping 29%, Food & Dining 24%,
Entertainment 22% and Home 13%
Recommended mix
This segment’s negative perceptions are strongly ingrained. Tactically, messaging can be tested via tentpole
events or ‘only available in the city’ shopping or activities that come with promotional elements like free parking
to boost affordability. This segment is not recommended to be included in the City’s paid marketing efforts.

Measures of Success
One of the approved FY20/21 operating projects is for
marketing impact tracking, evaluation and insights.
The overall objective being to evaluate the effectiveness
of marketing activities through primary research with
the target audience. More specifically, to:

Campaign Evaluation

1.

Associations
• Key message takeout (unprompted/prompted).

Measure and track the City’s brand performance
on an ongoing basis.
2. Measure the effectiveness of key campaigns
utilising a robust evaluation framework.
3. Connect other sources of performance data to
the research results.
4. Provide guidance through actionable, evidencebased insights to continuously optimise the
City’s marketing strategy and plans.
Visit Perth will be the focus of brand and
communications tracking as it is where most of the
media investments are channelled. It is also the brand
that will deliver a more actionable outcome and
grouping of segments by residents, visitors, workers.
Monthly surveys will offer outcomes that speak to:

Brand Health and Associations
Mental Availability
• Awareness (unprompted and prompted) and
consideration in a competitive context and
linked to buying moments.
•

•

Engagement diagnostics.

Response
• Behavioural and Emotional
(e.g. perceptions of the City).
•

Response diagnostics
(e.g. visiting Perth, spend in the City).

For maximum value, the program has been designed to
deliver four outcomes well, delivered via a dashboard
and two deep dives every six months.

Flag

Diagnose

Inspire Action

Monitor

Perceptions of the City of Perth in a
competitive context.

Accessibility
• Visitation (incidence and frequency).
•

Activities on last visit.

•

Motivators and barriers to visitation.

Experience
• Visitor experience.
•

Branded Engagement
• Campaign awareness and linkage.

Advocacy (NPS). brand health and associations
(awareness, perceptions incidence and
frequency of visitation, motivators and barriers,
experience and advocacy).

Launching in market in w/c 13 September 2020,
a baseline will be established from which to
measure and track top of mind awareness,
consideration, brand image statements and an
experience score. These key measures will be fed
into the overall corporate dashboards so that the
Executive Leadership Team and wider organisation
can understand how marketing campaigns and
activities are performing.
More specific and measurable goals will be shared
once baseline has been set in October 2020.

There are many cost free opportunities for city
businesses to promote your product or service
offering by participating in the City of Perth’s
marketing initiatives.
For campaign initiatives, email
campaigns@cityofperth.wa.gov.au
For websites or social channels, email
visitperth@cityofperth.wa.gov.au
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