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Summary

Perth is our 
capital city and 
the events heart 
of WA

The 2025 Events Strategy sets the Council’s new 
direction for events. This has resulted in a shift in 
our priorities from a focus on ‘doing’ to a focus 
on ‘facilitation and support’. This 2021/22 Events 
Plan is a one-year action plan of events expected 
to take place over the next year.
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Investment in events and the ability to promote them 
remains critical to ensure Perth attracts people to the 
city following restrictions on large gatherings being 
relaxed during the COVID-19 pandemic. 

Through delivering, supporting, enabling and 
promoting events the City can attract people into 
Perth and support the hospitality, retail and tourism 
sectors. Events with widespread appeal create 
a feeling of safety and vibrancy within the city, 
encourage people to support local businesses, and 
enhance the city’s reputation as a great place to be. 
The plan closely aligns to the 2025 Events Strategy. 

On a daily basis, the City of Perth undertakes multiple 
roles regarding events:

FacilitatorFacilitator
We facilitate others to deliver events to the 
community by attracting, approving and 
sponsoring.

Event OrganiserEvent Organiser
We deliver signature events at strategic times that 
are important to the community.

Partner/EnablerPartner/Enabler
We build partnerships and enable others to assist in 
the delivery of events to the community.

AdvocateAdvocate
We advocate on behalf of the community to 
influence the delivery of events to meet the needs 
of the community.

The 2025 Events Strategy outlines the City’s new 
approach further, including the order of priority for 
the City’s roles regarding events. 

Background 

Priorities 

Events

Generate economic  
benefits

Create a positive destination  
image / brand

Animate citites & increase  
attractivity / safety

Attract people

Combat seasonality

Contribute to place  
marketing

CREATE LIVEABILITY
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Sponsored Events

The 2025 Events Strategy identifies the role of 
‘Facilitator’ as the City of Perth’s first priority.

Sponsoring events can be an effective way to 
maximise value for money for the City of Perth’s 
investment. Through the Grants, Sponsorship and 
Donations Program, the City can support a wide 
range of events to take place throughout the calendar 
year, whilst building capacity in other organisations 
and community groups and leveraging from their 
events. Proactively attracting event organisers to hold 
their events in the city through financial and in-kind 
support is a priority to achieve our objectives.

Other Facilitated Events 

The City of Perth plays an important role in facilitating 
events to take place in the city, even when they are 
not supported financially. As an integral part of this 
plan, we will adjust our focus to further facilitate event 
opportunities. Our Officers will actively seek new and 
‘lost’ events and continue to support external event 
organisers to book the City’s venues, seeking events 
during key times of the year such as school holidays. On 
a basis of shared benefits, we will promote facilitated 
events using the City of Perth’s digital communication 
tools and include key opportunities into signature 
marketing marketing campaigns, such as the Winter 
Festival, to offer increased promotional support. 

Our focus for the next year, is to improve the customer 
experience of facilitated events to encourage more to 
take place in the city.

Image credit: Tashi Hall
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Signature Events 

Events will be delivered by the City of Perth to 
strategically fill gaps in the portfolio and to respond to 
community needs and expectations.

Twilight Hawkers MarketTwilight Hawkers Market

Twilight Hawkers Market takes place seasonally in 
Forrest Place, every Friday night from November 
to March, attracting over 90,000 people across 
the previous 2020/21 season. The market creates 
vibrancy to directly support and activate the CBD’s 
retail precinct and increases the sense of safety in the 
area by discouraging anti-social behaviour. Diversity 
of cultural expression is appreciated through the 
ever-changing international cuisines on offer. A cost-
effective delivery model ensures longevity and value 
for money with budget predominately being required 
for marketing and evaluation.

Sub-service Budget

Events $20,000

Marketing $20,000

Total $40,000

Christmas Lights Trail Christmas Lights Trail 

The Christmas Lights Trail activates the city for 45 
nights attracting over 370,000 people during the 
previous 2020 Christmas and New Year period. 
It includes key locations throughout the city and 
Northbridge, and in recent years has extended to 
the East Perth and West Perth neighbourhoods. By 
partnering with stakeholder venues, the City can 
grow the trail with increased income streams whilst 
attracting visitation to city venues. A combination 
of new and existing installations are supported by 
Christmas street lights and decorations and the 
feature projections on St Georges Cathedral.

The inclusion of the roving entertainment program not 
only connects the installation sites, it also increases 
vibrancy, an opportunity for visitor participation and 
allows audience members to linger longer.

Sub-service FY21/22 
Budget

Projected 
Income

City Cost

Events $1,500,000 $500,000 $1,000,000

Marketing Accounted for in ‘Christmas and New Year 
Marketing’

Total $1,500,000 $500,000 $1,000,000

Excludes budget for Christmas street lights and decorations, and the 
Christmas projections, budgeted separately by Infrastructure and Assets.

Christmas NativityChristmas Nativity

The Christmas Nativity retells the traditional story 
of Christmas. This free event will be brought to life 
on stage with a community concert (venue to be 
determined).

Sub-service FY21/22 Budget

Events $50,000

Marketing Accounted for in ‘Christmas and New 
Year Marketing’

Total $50,000

New Year’s EveNew Year’s Eve

New Year’s Eve is celebrated in Northbridge with 
multiple rooftop fireworks at 9pm and midnight 
and a variety of free entertainment. A combination 
of staged, street-based and roving performances 
ensures visitors are spread throughout the precinct to 
complement the many restaurants, bars and clubs on 
offer. The roads are closed for pedestrian safety and 
to create vibrancy through alfresco dining extensions. 
Between 25,000 to 40,000 people have previously 
attended the celebrations.

Sub-service FY21/22 Budget

Events $500,000

Marketing Accounted for in ‘Christmas and New 
Year Marketing’

Total $500,000

Australia Day Festival feat. Skyworks Australia Day Festival feat. Skyworks 

The City will deliver a significant Australia Day 
celebration for the community of Perth and wider 
Western Australia. Skyworks includes free family 
entertainment on Langley Park, an Aboriginal and 
Torres Strait Islander Concert in Supreme Court 
Gardens, an Air Show and 30-minute fireworks 
display over the Swan River. Skyworks has previously 
attracted over 250,000 people. In addition to 
Skyworks, the Australia Day Festival will include 
multiple community events held in the city’s 
neighbourhoods across five days.

Sub-service FY21/22 
Budget

Projected 
Income

City Cost

Events $2,390,000 $435,000 $1,955,000

Marketing $150,000 $0 $150,000

Total $2,540,000 $435,000 $2,105,000
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Lunar New YearLunar New Year

Lunar New Year 2022 is the Year of the Tiger. The City 
will celebrate the city’s rich multicultural identity by 
installing red lanterns in the Hay and Murray Street 
Malls, James and William Street and potentially other 
City neighbourhoods. Lion dance performances will 
take place in Hay and Murray Street Malls during this 
period.

Sub-service FY21/22 Budget

Events $50,000

Marketing $0

Total $50,000

Heritage Perth WeekendHeritage Perth Weekend

Heritage Perth Weekend is an event that celebrates 
Perth City’s natural, cultural and built heritage. A 
three-day program is collated and produced through 
a printed guide showcasing history and heritage 
walks, talks, ‘behind the scenes’ tours of iconic 
heritage buildings, children’s activities, exhibitions 
and experiences. In 2021, over 11,000 people were 
estimated to attend across the weekend.

Sub-service Budget Projected 
Income

City Cost

Events $70,000 $35,000 $35,000

Marketing $60,000 $0 $60,000

Total $130,000 $35,000 $95,000

Perth Home Grown MarketPerth Home Grown Market

Perth Home Grown Market occurs every Sunday year-
round, activating Murray Street Mall and adding to the 
Sunday-shopper visitor experience. The markets offer 
a point of difference to suburban shopping centres 
and contribute to creating a sense of safety and 
security in the city. These markets do not have any 
operational budget allocated and are instead delivered 
in a cost-neutral model with an external contractor. 

Sub-service FY21/22 Budget

Events $0

Marketing $0

Total $0
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Target Audience  

Signature events are designed to appeal to 
and target specific audiences to ensure strong, 
targeted outcomes and alignment to the City’s 
visitation objectives. 

Audience Segment Age Life Stage Work Geography Spending Habits

Love in Small Doses 

“I always have a great time 
in the city, but it’s best in 
small doses”

25 – 54 
(64%)

Broad spread of 
life stages

89% work 
outside the 
city

81% live in metro 
area

19% live regionally

On average, 10% of 
their discretionary 
spend is done in the 
city

Frequent Variety Seekers

“I like visiting the city 
regularly for some variety 
to my everyday life”

25 – 54 
(65%)

Over 40% are 
either singles 
or couples with 
no children

21% work in 
the city

78% live in metro 
area

22% live regionally

On average, 18% of 
their discretionary 
spending is done in 
the city

Strained

“If I go, it’s because I have 
to not because I want to”

55+  
(49%)

39% have adult 
children no 
longer living at 
home

85% work 
outside the 
city

77% live in metro 
area

23% live regionally

On average, 8% of their 
discretionary spending 
is done in the city

The following audience segments have been 
identified to represent our primary and secondary 
target audiences. 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. 
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Evaluation 

Measuring events is an important stage in an events 
lifecycle. Evaluating outcomes not only determines 
the impact events have on the community and its 
ratepayers, they inform and inspire future decision-
making, and provide assurance or direction for the 
City’s investments in the future.

Outcomes

Economic ImpactEconomic Impact Social Impacts Social Impacts Visitation Visitation 

Attendee SatisfactionAttendee Satisfaction

Cultural ImpactsCultural Impacts

Portfolio of Annual EventsPortfolio of Annual Events AwarenessAwareness

$$
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Measures

Area Outcome Measure Format/Method

Sponsorship

Visitation
Year on year total 
attendance

Acquittal report through SmartyGrants within 
three months of project completion.

Economic impact
Year on year total 
economic impact

Social impacts Levels of social impact

Cultural impacts
Levels of cultural 
impact

Facilitated

Visitation
Year on year total 
attendance

Event debriefs

Portfolio of Annual Events
Average number of 
events per month

Event reports

Signature

Visitation
Year on year total 
attendance

• Scanned tickets (ticketed events) 

• Hand clicker counters (fenced events)

• WiFi activity sensors 

• Crowd counting technology using active 
mobile devices 

• Visual observations (where other methods 
are not available)

Economic impact (return 
on investment, attendee 
spend, direct impact)

Year on year total 
economic impact

• Third party event impact reporting using 
intercept surveys with a sample* of event 
attendees

• WhiteBox Outcomes Planning Platform 
provided by Cultural Development Network

• SurveyMonkey evaluation using registered 
emails for an event

• Spendmapp data

Cultural impact (cultural 
connection, sense of place, 
vibrancy)

Achieve cultural 
outcomes articulated 
in the Cultural 
Development Plan 
2019-2029

Social impact (safety, 
community, pride, 
bridging social differences, 
belonging)

Achieve social 
outcomes articulated 
in the Cultural 
Development Plan 
2019-2029

Attendee Satisfaction
Net Promoter Score 
and attendee feedback

Marketing

Brand recognition Brand linkage

Third party led consumer deep-dive; bi-annual 
reports

Awareness

Unbranded campaign 
awareness

Overall prompted 
campaign awareness

Prompted campaign 
awareness by channel

Communications

Creative engagement

Unprompted message 
takeout

Visitation
Conversion from 
awareness to visitation

*Sample size is statistically significant at a confidence level above 95% with a margin of error below the standard threshold of 5%.
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Signature Events Budget FY21/22+

*Winter Festival 2022 cost is not reflective of the total cost as it is split between two financial years.  
^Projected income is based on 2020/21 only. Additional funding is subject to resourcing and advocacy. 
+Actual expenditure may vary.

$1,500,000

$40,000

$2,540,000

$50,000

$130,000

$170,000

$50,000

$500,000

$400,000

Christmas Lights Trail

Twilight Hawkers Market

Australia Day Festival feat. 
Skyworks

Lunar New Year

Heritage Perth Weekend 

Winter Festival 2022*

Christmas Nativity 

New Year’s Eve celebrations

Christmas and New Year 
Marketing

Total: $5,380,000

Projected Income: $970,000^

Total City Cost: $4,410,000

Signature Signature 
EventsEvents
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Council House  
27 St Georges Terrace 
Perth WA 6000

GPO Box C120 
Perth WA 6839 (08) 9461 3333

perth.wa.gov.au

This publication is available in alternate 
formats and languages upon request.
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