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Introduction 
Perth Hills (the Hills) refers to the area of the Darling Scarp from the northern boundaries of Walyunga 

National Park, Gidgegannup and Bailup, the eastern boundaries of the City of Swan (excluding Swan 

Valley), Shire of Mundaring, City of Kalamunda, City of Armadale and Shire of Serpentine Jarrahdale 

the southern boundary of Keysbrook, and the foothills to the west. 

The Perth Hills Tourism Alliance (PHTA) is a collaborative project formed as a demand driver to provide 

joint tourism marketing between the five neighbouring Local Governments. The PHTA works 

collaboratively under a governance structure of an Alliance with a Memorandum of Understanding, 

Terms of Reference, and Operating Rules. PHTA is now preparing a Tourism Destination Marketing 

Strategy 2020-2022 which: 

▪ Creates a fresh, unified Perth Hills brand. 

▪ Identifies the strengths of the region and addresses local, national, and international tourism 

influences and trends which may present opportunities or constraints for the region’s tourism 

industry 

▪ Develops key messages and provides recommendation on consistent brand messaging for 
marketing, promotional activities, and communications of the Perth Hills region. 

▪ Provides the PHTA with greater understanding of how to develop the existing tourism potential 
within the region.  

▪ References opportunities available via the broader tourism industry objectives of Western 
Australia, Destination Perth, and each of the Local Government stakeholders 

▪ Makes recommendations on how to achieve a unified and effective approach to the future 
planning of promotion, advancement, and development of tourism through marketing and 
efficient visitor services. 

▪ Incorporates a roadmap for delivery with established priorities, timeline KPIs and indicative 
budgets. 

 

This Document 
This Draft Marketing Plan has been prepared by the EarthCheck project team and represents the 

consultant team’s recommendations on priorities and actions to grow awareness and develop the 

potential of the Perth Hills as a visitor destination.  

This is a draft document which has been revised following feedback from PHTA partners and updated 

in the light of the ongoing impact of the COVID-19 pandemic. 
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Guiding Principles for the Draft Marketing Plan 
The draft marketing plan has been underpinned by a set of guiding principles: 

 

Consumer focused.  

 

Based on collaboration between councils, businesses, and communities, taking advantages 

of economies of scale and overall capacity. 

 

Recognition of the need for a long-term commitment to the Perth Hills as a tourism brand 

and proposition.  

 

Keeping it simple – doing a small number of things better in order to maximise impact. 

 

Building on strengths – initially focusing on our hero products and experience, but being 

mindful of niche opportunities and investment in new product and experience 

development where this is required.  

 

Draft Marketing Plan – Proposed Objectives 
 

Experience 

Perth Hills 

Raise Awareness 
Of Perth Hills as a tourism destination with 
tourism agencies, Perth Hills communities & 
Councils, and target visitor markets.  The 
region should be one of the five ‘Must Do’ day 
trips while in Perth. 
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Strengths, Weaknesses, Opportunities and Threats Summary 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

Strengths of the Region 

▪ There is a strong degree of commonality in products and experiences across the region.  

▪ Products and experiences such as Munda Biddi and Bibbulmun have national 

recognition. 

▪ There are a range of family-friendly experience opportunities and those that can appeal 

to a broad demographic mix. 

▪ Local tourism strategies and approaches across the five Council partners are closely 

aligned. 

▪ Proximity to Perth Metro’s large potential visitor market.  

▪ According to ratings and reviews, customer sentiment towards the region’s 

attractions/activities is generally positive. 

▪ Narrative on Perth Hills as a destination concept has already been introduced.  

▪ Commitment among partners to work collaboratively.  

▪ Accessibility - starting from 30mins from the city. 

▪ Common product strengths across the region based around soft adventure, nature-

based activities, food and drink, arts and culture and heritage. 

▪ Feedback from business stakeholders shows strong support for the Perth Hills as a 

destination and marketing concept. There is strong support for collaboration to bring it to 

life. 

▪ Associations with the Perth Hills are largely positive and based around the Hills’ natural 

assets and close proximity to the city. 

 

Weaknesses of the Region 

▪ Parts of the region have some negative socio-economic perceptions which will need to be 

overcome if visitation and economic benefits are to be grown. 

▪ To date, co-ordination of Perth Hills marketing initiatives has been carried out on a 

piecemeal basis, and has not been based on a clear set of brand values and concepts. 

▪ The majority of operators are small, family-run businesses, with little to no marketing 

resources and/or marketing expertise.  Promotional opportunities currently offered are 

rarely taken-up, with businesses too busy working in their business, leaving no time for 

them to work on their business. 

▪ Local residents do not necessarily recognise their own region as a visitor destination.  

▪ While narrative around Perth Hills as a destination is being driven by a number of partners, 

recognition levels in target visitor markets remain relatively low. 

▪ Lack of commissionable visitor experiences and high profile ‘hero’ attractions places some 

limitations on building brand awareness and achieving cut-through in target markets. 

▪ Perth Hills is not previously been on TWA’s radar to a significant degree – primary interest 

is in interstate and international markets. 

▪ Natural settings and landscapes are good quality, but activation is often passive rather than 

active. 
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Marketing Opportunities 

▪ There is a major opportunity for the region’s visitor experiences to be profiled in the initial stages 

of post-COVID-19 tourism reset and restart.   Local and intrastate visitor markets will offer greatest 

primary opportunities during 2020, and the region’s location and range of experiences provide an 

opportunity for it be showcased. The region has strong alignment with TWA’s new brand ‘Our 

Story’. 

▪ Contributing to delivery of TWA and Destination Perth strategic agendas through packaging a new 

set of destination experiences for the Perth region. 

▪ Emphasis on building business buy-in should be embedded into development of the new brand. 

▪ The region’s range of small-scale accommodation lends itself to packaging and promotion of luxury 

weekend breaks. 

▪ Leveraging proximity to Perth CBD.  

▪ Growing Perth resident population, including the family segment. 

▪ Positive market trends for sectors such food and drink, nature-based activities, heritage etc. 

▪ Potential economies of scale from collaborative marketing investment and improved ROI. 

▪ Opportunity to boost market appeal through combined strengths of the region where individual 

Councils would have insufficient experiences or budget to reach target markets.  

▪ Intrastate day visitor market as the primary opportunity, followed by leveraging the appeal of Perth 

for interstate and international markets. 

▪ Niche markets (Perth Metro) for education and schools groups, functions, and wedding sector. 

▪ Self-drive, grey nomads and RV-friendly 

▪ Indigenous tourism. 

▪ Potential to build a strong brand personality that reflects the positioning and attractions of the 

region including “Down to earth”, “friendly” and “authentic”. 

▪ Highlight that the area differentiates greatly from Perth (coast/urban) with its rural and rustic charm 

and forest landscapes as an attraction for Perth residents and visitors. 

▪ Development of cross-regional links and programs – itineraries, co-ordination across VICs and 

marketing, product knowledge, gaining business and key stakeholder buy-in. 

▪ Utilising the marketing plan preparation process to build awareness of the economic benefits of 

tourism. 

 

Marketing Threats 

▪ Stakeholders do not see the status quo as a desirable outcome.  This will result  in unfulfilled potential 

compared to other similar Hills destinations located near major urban areas. 

▪ Challenges of getting business buy-in are crucial to embedding a new brand.  Community buy in is also a 

consideration  -  lifestyle destinations such as NSW’s Southern Highlands have  married the appeal as a 

destination to live and visit. 

▪ There is a limited budget to introduce the new destination brand, therefore focus will need to consider 

short term wins and ROI, and the necessary investment for longer term success. 

▪ Local government and other public sector resources will be constrained in the aftermath of COVID-19.  

Tourism will need to restate its case for investment with a range of competing priorities. 

▪ The region’s principal experiences must be available on key tourism platforms (ATDW etc.) if the 

intrastate/ local marketing focus is be fully capitalised on. 
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Target Visitor Markets 
Review of current visitor markets shows a clear picture, with leisure day visitors from the Perth Metro 

area being the dominant visitor market.  Over the three year period of this marketing plan, this will 

continue to be the core visitor audience.   

The recommended strategy over the term of this plan to focus primarily on building awareness, 

visitation, and expenditure from the core Perth Metro day visitor audience.  Building awareness and 

the region’s position with this market will provide a sound basis on which to make the case for 

investment in an expanded range of experiences, and the opportunity to grow domestic international 

overnight visitation. 

With regard to international visitation, most benefit can be accrued from focusing on generating 

visitation through the VFR segment and leveraging Perth’s position as a great destination to do day 

visits and road trips from. The region needs to be part of the overall Perth proposition to provide itself 

with the opportunity to attract its share of trips from these sources. 

The guiding principle behind identification of these markets is “keeping it simple”.  To achieve success, 

we need to tailor our approach to the level of resources available, and initially as the region gets 

established in the marketplace, to do a small number of things well. 

Primary Visitor Market Opportunities 

▪ Day visitor Perth metro leisure visitors across a broad demographic range.  

▪ A place to relax and unwind 

▪ Niche audiences within the broad leisure day visitor market which relate to the key themes 

of: Family activities, Soft adventure (cycling, walking, equine), Nature-based activities, Food 

and drink, Heritage, and Arts and Culture. 

▪ Residents within the Perth Hills (influencing VFR and building awareness). 
 

Secondary Visitor Market Opportunities  

▪ Niche markets (Perth Metro) for education and schools groups, functions/wedding sector 

▪ Self-drive, grey nomads/RV-friendly 

▪ Indigenous tourism. 

▪ Intrastate day visits (outside Perth Metro). 

▪ Interstate domestic overnight market 

▪ International visitors. 
 

Key Performance Indicators for the Marketing Plan 
1. Raised awareness and visibility in target visitor markets 

2. Positive Perceptions of the region  

3. Build economic benefits from increased visitation and expenditure  

4. Improved return on investment from marketing activity 

Timing for Implementing the Marketing Plan 

This plan has a three year term; however the recommendation is that partners consider overall 

outcomes within a 10 year time horizon. The focus during the initial three year period will be to: 

▪ Establish the Perth Hills destination brand. 
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▪ Build collaboration among stakeholders and align roles and responsibilities.  

▪ Develop and deliver a focused marketing program that starts to build awareness and drive 

visitation.  

What Does COVID-19 Mean for Marketing Perth Hills? 
The severe and ongoing impact of COVID-19 is requiring a stocktake from all destinations. COVID-19 

is reshaping the tourism industry - businesses and market demand are unlikely to return in the same 

position as pre-COVID.  

In the short term as travel and tourism reopens, the region is exceptionally well positioned in regard 

to its main visitor market - Perth metro.  The destination’s credentials and positioning as ‘Perth’s 

backyard’ are on-point.  The region can offer an accessible ‘get back to nature’ set of experiences that 

can tap into anticipated market characteristics such as; 

▪ Pent-up demand for outdoor activities and space. 

▪ A new re-found respect for the environment. 

▪ Opportunities for short touring trips 

▪ Seasonal timing and weather – cooler months give the region an opportunity alongside the 

nature appeal of coastal destinations. 

▪ Confidence in what people know – local destinations and quality of life. 

▪ The ‘Perth’s Backyard’ positioning aligns closely with state government guidance on the 

preference and necessity for local travel only in the initial phases of travel restrictions being 

eased. 

▪ Easily accessible by car. 

Previously, Perth Hills visitor experiences as a whole have struggled to get significant exposure at State 

level, and to a lesser degree in Perth-region tourism marketing.  Signature experiences and more 

established destinations with a stronger appeal to international and interstate visitor markets have 

been the focus.  However, a phased reopening of tourism markets will result in a pivot towards 

intrastate and more local opportunities especially during 2020.  This post-COVID-19 landscape 

provides a previously unavailable opportunity for the region to be at the forefront of marketing 

initiatives. It also provides the perfect opportunity to launch the region’s commitment to marketing 

itself as a coherent destination.   

Building Blocks for Implementing the Plan 
Effective collaboration and delivery of a marketing program needs to be built on sound building blocks.  

In the context of this plan, this means: 

▪ Fit for purpose governance and organisation that is suitable for owning and delivering the  

plan. PHTA has been established with this purpose in mind. 

▪ Aligning resources (cash and people) with tasks and deliverables. 

▪ Establishing the destination brand and supporting guidelines for its use. 

▪ Determining plans for core marketing and information resources - websites, 

brochures/collateral, VIC, and information resources.  
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Proposed Actions 
Action and solutions are recommended in 10 areas: 

1. Branding and marketing  - developing a new Perth Hills tourism 

brand  
 

 

Perth Hills is a destination concept is not new – it is already used by tourism and other stakeholders 

in a number of ways i.e.  Perth Hills is commonly used as a general descriptor for the area by a range 

of partners and communities, City of Kalamunda has successfully invested in the Experience Perth Hills 

brand, City of Armadale utilises Perth Hills Armadale as its tourism identifier/ brand.  Particularly 

where investment has been committed over a period of time, Councils and local partners have strong 

affinity with these individual Perth Hills tourism brand/ marketing variants.  

A co-ordinated regional approach can build awareness in target markets and build return on 

investment. Key  priorities are: 

▪ A coherent destination name – an umbrella name for the entire region, providing for individual 

destination personalities. 

▪ A common brand appearance - the physical manifestation of the brand and its executions. 

▪ Building a clear set of brand concepts -  the USPs and strategic themes which make the region 

unique, and identifies our experience heroes.  

▪ Destination positioning which improves competitiveness as a place to visit, and support 

overall liveability and positioning.  

▪ Destination hubs – cluster of activity and unique positioning of different parts of the region. 

Proposed Destination Framework 

 

 

 

 

 

 

 

 

 

 

 

 

 

Destination Brand 
Ultimately, development of a tourism brand should be led by consumer preference – the name and 

values that have greatest resonance among target visitor markets. Perth Hills is a well-established 

geographic descriptor, it is recognised by residents, and tourism partners already utilise it in their 

tourism marketing.   
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Brand Appearance   
While a large investment in brand creative is not recommended, as a signifier of change and as a 

commitment to ongoing collaboration, a refresh of the Experience Perth Hills brand appearance is 

recommended, focusing on an agreed colourway, font, and simple graphic descriptor.  

Brand Concept and USPs  
Analysis of current products and experiences and consultation feedback collated during preparation 

of this plan shows a clear set of associations which are led by the region’s natural assets, including: 

▪ Reconnecting/immersing oneself in nature  

▪ Nature on Perth’s doorstep -  gentle enjoyment and active pursuits. 

▪ Accessible adventure. 

▪ The region’s landscapes as the backdrop for activity. 

▪ Great food and drink to be uncovered and enjoyed with friends. 

▪ Authentic and traditional lifestyle. 

▪ Living history, from  the Noongar people, through colonial pioneers to modern day 

entrepreneurs.  

▪ Thriving arts and culture. 
 

The overall concept of Natural Experiences in Perth’s Backyard is recommended as providing a strong 

basis for the brand concept. Emotional linkages within this positioning can include: 

▪ Health and wellbeing. 

▪ Reconnecting/immersing oneself in nature. 

▪ Safe environment to enjoy life with family and friend. 

▪ Simple pleasures.  

▪ Scenic views – looking down on bright city lights.  

▪ Uncluttered uncrowded, tranquility, peace and quiet.  

▪ Fresh air. 

▪ Uncovering hidden gems. 

▪ Getting away from the city / escaping from the hustle and bustle.  

▪ Family fun. 

▪ Relax and unwind. 

▪ Indulgence. 

It is recommended that Experience Perth Hills should be utilised as the brand/ destination 

name for the entire Perth Hills region. 

Each region has its own characteristics and attributes, and will continue to conduct and manage 

their own initiatives.  A simple device (an extension of partners’ existing marketing executions) 

with the regional name accompanying Experience Perth Hills i.e. Experience Perth Hills – 

Armadale is recommended as the means of identifying individual destinations.   

With Regard to City of Swan, as Swan Valley is its major tourism brand proposition, the most 

appropriate execution for this part of the region  would be Perth Hills–Gidgegannup.   
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This type of positioning offers strong potential to set the Perth Hills region apart and add a clearly 
differentiated set of experiences for the Destination Perth Region.  This positioning complements the 
CBD as a sports and entertainment hub, coastal regions’ attractions and the Swan Valley as a leading 
food and wine cluster. While other regional areas can lay claim to similar natural attributes, Perth Hills 
experience mix and easy access to the large Perth Metro population combine to provide a compelling 
proposition. 
 
Destination Hubs 
While there are a range of experiences that are available throughout the region, each destination is 

unique.  The simple device: Experience Perth Hills – Destination name, provides the means of 

continuing priority investment in local areas within the overall Perth Hills brand.   

Proposed year 1 actions include: 

  

Brand and Positioning 

1 
PHTA and stakeholders to refine and agree the brand concept, USPs and positioning 

(during the marketing plan preparation process). 

2 

Commission a creative consultant to refresh the Perth Hills brand appearance (focusing on 
font, colourway and basis supporting graphic devices).  The project should build on existing 
executions of the Perth Hills concept and provide a unified brand appearance that all key 
stakeholder are comfortable buying into.   
 

Resulting creative imagery should be appropriate for the anticipated range of digital and 

physical collateral and other marketing executions.  Subject to costs, seek to incorporate a 

destination video (hero products: i.e. Araluen, Lake Leschenaultia, Serpentine Falls, Noble 

Falls, Lesmurdie Falls) to launch new brand on social media platform and website 
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Proposed year 1 actions include: 

 

 

2. Digital platforms and websites – developing a new Perth Hills 

visitor website  
 

As part of implementing a new destination brand and marketing plan, a single consumer website 

platform is an important consideration – ease of finding and navigating information is essential if we 

are to inspire visitors to choose Perth Hills as their destination. In practical terms, co-ordinated 

campaign or other marketing activity cannot easily point to five separate web addresses. 

Considering this issue from a consumer perspective, it is recommended that PHTA partners work 

towards establishing a single consumer website for the region.  However, it is recognised that with 

existing commitments and investments, creating a new single destination website is not achievable in 

the short term.  Therefore a short term implementation plan based around establishing a single 

landing page which directs consumers to individual members’ pages is recommended.  There should 

be a commitment to reviewing the opportunity to establish a single website platform by the end of 

the three year marketing plan period. 

 

Brand and Positioning 

3 

Prepare a style guide to accompany the refreshed Perth Hills destination brand, setting out 
the guidelines for how the brand material should be used.  This guide also provides an 
opportunity to inform execution of the brand concept, and reinforcing brand values, 
concept and USP. 

4 

Develop an implementation plan for rollout of the new brand appearance, resulting in the 
use of a single set of imagery at the end of the implementation period. 

▪ Short term implementation would include digital marketing resources where the 
transfer has minimal cost. 

▪ Medium term implementation would include print and other collateral which 
when new collateral is being. commissioned or print-runs were exhausted would 
utilise the new house branding style. 

▪ Longer term implementation where costs are more significant such as signposting, 
VICs and other physical interpretative infrastructure. (longer term is likely to run 
beyond the three year term of this plan. 

▪ The plan would be developed in-house by PHTA, with implementation costs 

identified via this process. 

5 
Prepare a communications and engagement plan which guides implementation of the 
Perth Hills brand.  The plan should focus on building engagement and use among Perth 
Hills businesses, communities, Councils, and tourism stakeholders 

6 
Deliver a ‘soft launch for the marketing plan.  Focus will be placed on gaining commitment 

among industry and public sector partners. 

7 

Development and implementation of an evaluation framework to test support for the new 

Perth Hills brand among key stakeholders, and visibility/awareness of Perth Hills on key 

marketing platforms and media. 
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Proposed year 1 actions include: 

 

 

 

3. Social media  - co-ordinated Perth Hills social media 

engagement program 
 

Use of social media to communicate with visitors varies, with some PHTA members active on the most 

popular platforms – Facebook, Instagram, Twitter, and YouTube.  Content is managed by councils on 

an individual basis and focuses on the separate parts of the Perth Hills, with no co-ordinated  

regionwide engagement on social media engagement at present. Social media and digital engagement 

is highly likely to form a leading component of any campaign activity that PHTA leads itself or that is 

delivered by partners such as Destination Perth – social media resources need to aligned to ensure 

that the region is well placed to capture available opportunities.  

Social media represents an essential and cost effective means of engaging visitors on an ongoing basis 

– Councils’ existing work in the sure ensures that there is a strong starting point in terms of 

relationships with visitors to the area. However, a co-ordinated Perth Hills social media plan is required 

if the region is use social media channels to their full effect. While a PHTA-led campaign or 

participation in a Destination Perth program will create a splash and be a focal point for seasonal 

marketing, social media provides a key opportunity for ongoing engagement. 

Proposed year 1 actions include: 

Digital Platforms and Websites 

8 

The first phase of activity will focus on: 

▪ Established a regional landing page for the EPH launch, featuring parent brand – 

commonalities (Natural attractions, trails that cross across borders, National Parks 

etc.), with links to locations i.e. Lesmurdie Falls - Experience Perth Hills Kalamunda, 

etc. 

▪ The website should direct users to each members’ website.  

▪ Members to display new brand/logo, sub-brand on their individual sites and aim to 

“marry” the look/feel as soon as feasible. 

9 
Agree roles and responsibilities within PHTA members for website hosting, management, 

and maintaining/providing content.  

10 Invest in SEO (monthly contract or extend existing Council arrangements). 

Social Media 

11 
Work towards established new co-ordinated Experience Perth Hills Twitter, Facebook, and 

Instagram channels.  Over the term of this plan, there will be a focus on co-ordinated 

messaging over current social media channels.  

12 
Prepare a social media plan that sets out the overarching narrative for the region and an 

annual (seasonal) plan to influence relationships i.e. a clear plan for what we are going to 

tell our potential visitors, aligned with our strategic marketing themes. 

13 As part of overall marketing plan implementation, communicate regularly with Perth Hills 

businesses to build the Perth Hills narrative into partners communications.  
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4. Visitor Information -  selling the Perth Hills through the 

region’s network of VICs 

Mundaring, Kalamunda, Armadale, and City of Swan Councils currently invest in VIC services which 

support tourism in the region1. The Shire of Serpentine Jarrahdale does not currently operate a VIC. 

Much good work in terms of co-operation already occurs between the VICs and part of the ongoing 

role of the VIC services is to provide WA-wide information.  However, there is not currently a formal 

plan to co-ordinate VIC services as part of overall marketing programs to sell the Perth Hills as a 

destination. A further practical consideration is the opportunity to align VIC business memberships as 

a means of supporting a more-region wide approach to sales and marketing.  

The primary role of bricks and mortar VICs is to influence and inspire visitors once they are in 

destination – Perth Hills VICs are well-positioned to perform this function.  With a clear co-ordinating 

plan, scope exists for them to play an increasingly important regional role. 

Proposed year 1 actions include: 

 

5. Development of a Perth Hills Visitor Brochure and essential 

marketing collateral  
 

One of the visible signs of change in adopting a Perth Hills-wide approach to marketing will be a move 

towards introducing regional digital and hard-copy collateral rather than individual destination 

brochures.  At present, PHTA partners’ marketing focus is at local destination level. It is recognised 

that considerable investment has gone into some publications, particularly the Perth Hills Armadale 

Regional Guide, and that there is felt to be a continuing need for local level publications.   

In practical terms, concerns were also expressed about the potential size of a regional level 

publication. From a visitor perspective there  is a clear rationale to have a family of digital and hard-

copy material which sell the region, supported by local materials where appropriate.  In general terms 

 
1 Swan Valley VIC is located outside the Perth Hills region. 

Visitor Information 

14 

All (3) Accredited Visitor Centres re-name VCs to align with new regional focus/individual 

identity.  

▪ Perth Hills–Mundaring Visitor Centre. 

▪ Perth Hills-Kalamunda Visitor Centre. 

▪ Perth Hills-Armadale Visitor Centre (actioned). 

15 

VIC managers to prepare a plan that provides for co-ordination of Perth Hills-wide services  

- the outcome is that VIC teams are aware of, and comfortable with the roles the have to 

play in providing visitor information for the whole of the region. 

16 
Instigate an ongoing product and experience famils program for VIC staff and volunteers to 

build knowledge across the entire Perth Hills region. 

17 Ensure that VICs carry a full range of Perth Hills marketing collateral. 
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there has been a move away from hard-copy publications however it still retains a role within overall 

marketing.   

It is recommended that PHTA commits to preparation of a family of Perth Hills regional marketing 

materials, supported by local collateral where market demand supports it. 

Proposed year 1 actions include: 

 

6. Product and experience development which supporting 

Marketing Plan delivery 
 

 

Marketing cannot be considered in isolation from experiences – without this link there will be 

mismatch between the marketing promise and actual experiences consumed by visitors. 

The region has a number of thematic experience areas which at present are not yet market-ready 

including Indigenous Tourism, RV-friendly, self-drive itineraries, and the waterfalls trail. The potential 

to capture new visitation is recognised in these areas, but additional development work is required 

prior to marketing investment (this can range from packaging and itineraries through to business 

development and capital investment in new experiences).  Product and experience development 

support is the recommended focus for these areas, particularly in years 1 and 2 of this plan. 

For the region’s leading experiences (those with a critical mass of product), work also needs to be 

done to pull experiences and itineraries together at regional level.  At present these experiences are 

largely packaged and sold at individual destination levels -  for instance, cider and wine trails are in 

place, but not for the entire Perth Hills. 

The initial priority is to support product and experience development in the five identified leading 

experience themes (Food & Drink, Soft Adventure, Nature-based Experiences (informal), Heritage and 

Arts & Culture). This could potentially involve: 

▪ Creating itinerary options in each of these areas, related to particular storylines i.e. weekend 

get away from it all, lazy Sundays, indulgence, getting back to nature etc.   

Brochures and Essential Collateral  

18 

PHTA agreement to work towards preparation of a family of Perth Hills marketing 

collateral, phasing out local publications where market demand no longer provides a 

business case. 

19 
Preparation  of a short Perth Hills Regional Marketing Guide that presents the region and 

its key experiences. 

20 
Integration of existing print and collateral into the Perth Hills family of publications.  

Initially, this means a reflection of the new regional brand. 

21 Preparation of a regional map.  

22 
Preparation of a series of itineraries for key regional experience themes (map, key 

experiences). 
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▪ Working with businesses and stakeholders to seek out new stories and unique takes on the 

region’s experiences. 

▪ Where opportunities are available, working with businesses and stakeholders to develop new 

or improved experiences. 

Proposed year 1 actions include: 

 

 

7. Press and PR  - a co-ordinated program which raises 

awareness of the Perth Hills as a visitor destination 
 

Regional partners are not currently engaged in significant amounts of press and PR activity. Resources 

and capacity to engage in this area are likely to continue to be limited. 

Harnessing press and PR opportunities successful can be a valuable addition to marketing of the 

region.  Over the term of this marketing plan, this will be best achieved by working closely with 

Destination Perth and Tourism Western Australia.  PHTA’s task will be build relationships and feed 

content through on experience opportunities which ensures that the region is included on itineraries 

for domestic and international press. 

Proposed year 1 actions include: 

 

 

8. Tourism Trade -  engagement which builds awareness of key 

domestic and international trade representatives 
 

PHTA partners do not currently spend significant resources in engaging with domestic or international 

tourism trade.  Araluen and a number of the region’s wineries are in a position to offer commissionable 

products, but other options are limited at present. 

Supporting Product and Experience Development 

23 
Work with DBCA to develop new and improved nature based opportunities in National 

Parks. 

24 

Work with existing individual open studios and organisations to bring the cluster of 

experiences  together under a Perth Hills Open Studios umbrella, including review of the 

opportunity to establish a spring e 

Press and PR 

25 
Build relationships with Destination Perth and TWA teams to raise awareness of Perth Hills 

opportunities and of upcoming famil progress and other press and PR activity.  

26 
Identify a lead PHTA manager to act as the key liaison with the Regional and State tourism 

agencies for the region as a whole. 

27 
Feed appropriate content and opportunities through to Destination Perth and TWA on an 

ongoing basis. 
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Spending significant resources on engaging with tourism trade is not recommended as a regional 

priority in the short term.  The limited range of commissionable products limits opportunities. Themes 

such as food and drink, heritage and adventure offer future potential, and there is value in working 

closely with Destination Perth and the region’s larger businesses to review opportunities as and when 

they arise.   

Proposed year 1 actions include: 

 

 

 

9. Events – co-ordination of a Perth Hills events calendar 
 

 

The region has a thriving program of events, albeit these are marketed and organised on an individual 

destination basis at present.   

2020 and 2021 are likely to be challenging years for events, as COVID-19 restrictions will continue to 

limit larger gatherings. Re-starting of events activity will be guided be Government’s medical and 

health and safety advice.  Co-ordination of a regional events calendar provides a practical solution to 

presenting a comprehensive events program, and provide a tool which helps avoid event date clashes. 

Proposed year 1 actions include: 

 

10. Raising awareness – delivery of a high profile marketing 

program 
 

Use of social media and other ongoing activities can facilitate a soft launch of Experience 

Perth Hills as a new tourism proposition, however if the region is to establish itself, 

investment in above the line marketing activity will be necessary.  

The target market is the Perth Metro area, based on a broad demographic mix.  While it will be 

possible to target niche audiences for some of the region’s experiences, raising awareness and driving 

visitation to the region’s broad range of experiences, lends its itself to marketing campaigns aimed at 

wide market audiences.  

VFR and local residents also are important markets for the region.  Existing community communication 

channels can be utilised to reach these markets. 

Engaging Tourism Trade  

28 Maintain relationships with caravan industry trade bodies. 

29 
Maintain relationships with Destination Perth and the region’s larger businesses to review 

opportunities as and when they arise. 

30 Maintain relationships with caravan industry trade bodies.  

Events  

35 Identify a PHTA manager with lead responsibility for event co-ordination. 

36 Establish and maintain an events calendar. 
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During 2020, partners will need to be agile in responding to market circumstances, as COVID-19 travel 

restrictions start to be eased.  If as expected, local and intrastate markets are the first to re-engage in 

tourism activity, this will provide the region with a great opportunity to engage with its primary Perth 

metro market.  At the time of preparing this strategy document, timing cannot be planned with a great 

deal of certainty, but based on continued containment of the virus, these markets seem likely to 

reopen for some activities during Winter 2020.   

As a focal point for the other range of activities outlined in this plan, investment in one annual above 

the line marketing campaign designed to raise awareness and drive new visitation is recommended.  

Given the region’s experience mix and proposition based on the concept of Natural Experiences in 

Perth’s Backyard, campaigns targeting the spring and autumn seasons would be the preferred timing.  

While it is possible to design bespoke campaigns, the reality is that for the scale of resources available, 

greatest reach is likely to be achieved via working with Destination Perth (on the proviso that Perth 

Metro audiences are being targeted and the overall marketing pitch fits with Perth Hills’ brand 

concept.)   

It is recommended that: 

▪ Tourism marketing plans are being reformulated by TWA and Destination Perth in response 

to the COVID-19 pandemic, and it is expected that these will place added emphasis on 

domestic (intrastate initially) tourism opportunities, especially in the short term.  As a 

minimum, the region needs to be prepared to be part of these initiatives with an inventory of 

experiences available to be profiled via key tourism distribution and marketing channels.  Even 

if the new approach to regional marketing recommended in this document, is not ready to be 

implemented in full, there should be an opportunity for the partners to work collaboratively 

on a region-wide basis.  Depending on timing of these post-COVID marketing initiatives, this 

may provide the perfect opportunity to launch the region’s new marketing approach. 

▪ As tourism marketing returns a new post-COVID-19 normal, PHTA should enter into 

discussions with Destination Perth regarding investment in its annual Spring and Autumn 

domestic campaigns, for what in effect would be the launch of Perth Hills as a new destination. 

If sufficient scale of investment is available to make the region the primary focus of a regional 

campaign, this would enable PHTA to shape the campaign rather than simply fitting in with a 

pre-developed initiative.  Extending this concept – subject to campaign evaluation outcomes, 

negotiating on the basis of a three year commitment would potentially generate additional 

value. 

Proposed year 1 actions include: 

Raising Awareness – Above the Line Marketing  

37 
Maintain close working relationships with TWA and Destination Perth, to ensure that the 
region is well placed to play a prominent part in tourism marketing in the first phases of 
post-COVID-19 recovery planning. 

38 
Develop and bring to market at least one above the line marketing campaign per year, 
initially seeking to leverage the media buying power and relationships of Destination 
Perth.  Campaign evaluation will inform future annual campaigns. 

39 
Integrate a regular program of Perth Hills tourism material into community communication 
channels and investigate specific VFR initiatives. 

40 
Interstate and international visitors are best reached by maximising profile on Destination 
Perth’s marketing platform – the focus for action is liaison with Destination Perth rather 
than specific new cash investments. 
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Disclaimer 

The information and recommendations provided in this document are made on the basis of information available at the time of preparation and the assumptions 
outlined throughout the document. While all care has been taken to check and validate material presented in this report, independent research should be undertaken 
before any action or decision is taken on the basis of material contained in this report. This report does not seek to provide any assurance of project viability and 

EarthCheck accepts no liability for decisions made or the information provided in this report. 
 

 


