
TOURISM STRATEGY ADDENDUM - DECEMBER 2017

 Foreword
One of fi ve key result areas of the City of Swan Strategic Community Plan 
2017-2027 is economic development. A key outcome is to strengthen the 
capacity and integration of the tourism industry to ensure the City of Swan 
is a great place to visit. This addendum provides an update on the City of 
Swan Tourism Development Strategy 2015-2020, endorsed by Council 
July 1, 2015 for year two of a fi ve-year strategy. 

2016/17 has resulted in the progression of two of the fi ve catalyst projects of the strategy. The fi rst being that industry will take a lead role 
in branding and marketing, which has been led by the City. The second, leveraging our partners at Experience Perth and Tourism WA. This 
was delivered through the development of the Swan Valley Sweet Temptations trail and the Swan Valley Unearthed event held in Singapore 
February 2017, which had an estimated marketing reach of approximately 4.5 million.

Key strategy recommendations implemented by the City of Swan in 2016-17 included:

1. The fi rst of a two-year plan to get a new Swan Valley Destination Brand to market. Consultants appointed during 2017 have undertaken 
focus group research and industry workshops that have resulted in the establishment of a brand reference group. The work to develop the 
brand has been progressed in consultation with, and driven by industry, and resulted in a unifi ed brand direction. The City has appointed 
consultants to develop the direction and creative assets for the destination marketing campaign, which is due to start in July 2018.

2. The Swan Valley Cider & Ale Trail, launched in April 2017, has achieved signifi cant local, national and international media coverage. 
3. The redevelopment of the Swan Valley website involved extensive resourcing by the City with the new mobile friendly site launched 

September 2017.
4. The Google mapping geographic locator has resulted in the establishment of the Swan Valley as a virtual location.
5. The Mobile Visitor Servicing Feasibility Study focused on reaching new markets through mobile information points and partnerships with 

businesses.

The City also continued its day-to-day support of the tourism industry and the economy through the Swan Business Engagement Program, 
marketing activities and management of the award-winning Swan Valley Visitor Centre, servicing more than half a million inquiries in 2016-17. 
Following is a summary of the City of Swan’s key strategy achievements in 2016-17 and priorities identifi ed for implementation in 2017-18. 

The Swan Valley today, from an international visitation perspective, is the fourth most visited wine region in Australia. The implementation of 
this fi ve-year strategy will continue to build on this position in partnership with local business and tourism industry stakeholders.

Cr Kevin Bailey Deputy Mayor
City of Swan

www.swan.wa.gov.au/business
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What are we planning to do in 2017-18? 
STAKEHOLDER ENGAGEMENT
Work with partners to coordinate tourism within the City of Swan. Create a new tourism alliance or forum, 
bringing all partners together to speak with “one voice”. 

MARKETING
Position the area by creating an overarching destination brand - developing a positioning that differentiates 
the City of Swan from other destinations and establish a consensus on the City of Swan’s unique selling 
proposition. 

Support development of industry capacity to enable it to play a lead marketing role. Establish a support 
program and timetable on capacity building and transitioning arrangements. Identify clear roles and 
responsibilities. In the short to medium term, the City of Swan will continue to play a lead marketing role.

Prioritise future-proofi ng of the City of Swan’s use of digital technology and continue to closely monitor www.
swanvalley.com.au performance in terms of; functionality, stakeholder and business feedback, design and user 
numbers and bookings. 

BUSINESS SUPPORT AND DEVELOPMENT
Elevate Indigenous stories via; encouraging Aboriginal operators to engage in partnerships with existing 
attractions to extend length of stay and yield, supporting existing Aboriginal businesses to grow, and working 
with Indigenous stakeholders to assess new business opportunities. 

INVESTMENT ATTRACTION AND INFRASTRUCTURE
Establish an investment attraction policy and pursue new investment in the City of Swan.

Develop a tourism investment prospectus and conduct investor sounding for new accommodation 
opportunities including boutique and ecotourism accommodation.

Seek to align the strategic tourism direction and policy with the ongoing review of the Swan Valley Planning 
Act/ Development Plan.

Review the potential need for relocation of the Swan Valley Visitor Centre in light of the direction set out in 
this strategy. 

Invest in infrastructure to support new experiences that deliver on the positioning of the Swan Valley. 
This includes a plan and business case for a cycling itinerary and trail that leverages off the Swan Valley 
positioning and links wineries, cafes and the river, and options for siting of new riverside infrastructure 
(jetties, launching etc.) to support river based experiences between wineries.  

Consider the costs and benefi ts of implementing a tourism-focused hop-on hop-off bus that links destinations 
across the Swan Valley from railway stations i.e. Valley Cat.  

VISITOR SERVICING
Recognise and support business quality. Ensure that accredited businesses are recognised and distinguished 
from other operators, and highlight accolades and achievements in respect to the delivery of quality. 

PLACE SPECIFIC
SWAN VALLEY
Establish marketing initiatives which focus on driving growth in mid-week visitation.



WHAT WERE WE ASKED TO DO? WHAT WE HAVE DONE…

STAKEHOLDER MANAGEMENT

Work with partners to coordinate tourism 
within the City of Swan. Create a new 
tourism alliance or forum, bringing all 
partners together to speak with “one voice”.

Swan Tourism Forum 
Drafting of membership and terms of reference for a Swan Tourism 
Forum. A quarterly meeting of Swan and external tourism 
organisations associated with the delivery of tourism activities with 
a primary purpose to share information and maximise opportunities 
for the region.
Local Tourism Organisation
Consultation with industry regarding planning to establish a 
sustainable Local Tourism Organisation with the purpose of 
industry voice and destination marketing. 

In addition we also worked on: 
Form strategic alliances and leverage 
available opportunities from partnerships 
with Tourism Western Australia, Tourism 
Council Western Australia and Experience 
Perth, with a view to establishing agreed 
action plans where appropriate.

The City of Swan has silver membership of Tourism Council WA.
The City partnered with Tourism WA to deliver actions of the WA 
Food and Wine Strategy 2020 i.e. a pilot food tourism trail workshop 
and development of the Swan Valley Sweet Temptations Trail. An 
application was succesful for matching funding through the Tourism 
Demand Driver Infrastructure federal program for the Swan Valley 
Multicultural Walk and Cycle Trails project.
Regular meetings and marketing partnerships continued with 
Experience Perth i.e. Swan Valley Unearthed in Singapore Event February 
2017 - National Association of Travel Agents (NATAS) Travel Fair.

MARKETING

Position the area by creating an overarching 
destination brand - developing a positioning 
that differentiates the City of Swan from 
other destinations and establish a consensus 
on the City of Swan’s unique selling 
proposition.

The City of Swan appointed consultants in 2017 to commence this 
18-month piece of work. The desktop and consumer focus group 
research has been completed. Workshops have been held with industry 
and an industry reference group was established to continue to feed 
into the destination brand development. The brand has been agreed 
upon and planning for industry and market roll out has commenced for 
completion by July 2018.

Build recognition of the Swan Valley via: 
renaming an existing post offi ce to the 
‘Swan Valley Mail Centre’ creating a Swan 
Valley geographic locator; and 
Google Maps to create a Swan Valley locator 
point.

This work has been completed via a two pronged approach:
Google My Maps - the shape of the Swan Valley, as depicted in the 
Swan Valley Planning Act, has been plotted and embedded into the 
City of Swan website. The map, searchable through Google, results in 
the Swan Valley being established as a virtual location.
Google My Business - a fl yer has been developed to educate businesses 
through the City’s Business Engagement Program about this free online 
opportunity to market your business through Google.

Prioritise future-proofi ng for the City of 
Swan’s use of digital technology and 
continue to closely monitor 
www.swanvalley.com.au performance 
in terms of; functionality, stakeholder 
and business feedback, design and user 
numbers and bookings.

The redevelopment of www.swanvalley.com.au, launched September 
2017, included many design and functionality enhancements aimed 
at increasing the profi le and interest in the Swan Valley and its 
experiences i.e. mobile friendly, interactive map and geographic 
locator, “near me” functionality, itineraries and trip planning tools.

WHAT WERE WE ASKED TO DO? WHAT WE HAVE DONE…

BUSINESS SUPPORT AND DEVELOPMENT

Build on the existing events program and create 
a seasonal calendar of signature events which are 
synonymous with the region.

The City of Swan has collaborated with the Swan Valley Regional 
Winemakers Association to grow a seasonal calendar of events 
which includes Entwined in the Valley (Spring), Twilight Tastings 
(Summer) and the Vintage Festival (Autumn). Entwined in the 
Valley was signifi cantly broadened in 2017 in partnership with 
industry, resulting in 49 events operated by 31 different businesses 
and an estimated marketing reach of fi ve million. 

Pursue development and attraction of event 
opportunities, including; the weddings market 
(including mid-week opportunities), business events 
which suit venue capacity and facilities, and events 
which are attractive to the growing seniors’ market.

The City provided support to promote the Wedding Open Day in the 
Summer Media Kit and through online and social media. Industry 
fed back that they were not supportive to reprint the City of Swan 
Event Planner Guide or to hold a Corporate Open Day in 2017. 

Showcase and promote high quality businesses by 
focusing on promoting quality and great service as 
critical success factors in the growth of tourism and 
achievement of objectives.

Award-winning businesses were featured in the City of Swan’s 
monthly “Touchpoint” tourism industry newsletters. Tourism 
accredited businesses are identifi ed in the Swan Valley guide 
publication and given a higher profi le on the www.swanvalley.com.
au website. High quality businesses are featured in the Winter and 
Summer Media Kits.

In addition, we also worked on:
Build on the Meet the Maker hero experience as a 
unique City of Swan experience. This could include 
encouraging the development and promotion of 
a cluster of breweries that supports the meet 
the maker experience and is suited to new Perth 
markets. 

The Swan Valley Cider and Ale Trail, launched April 2017, has 
achieved signifi cant local, national and international media 
coverage.
The Swan Valley Summer and Winter Media Kits feature artisan 
producers of a specifi c industry sector.
Meet the Maker was the lead theme for Entwined in the Valley 
and masterclasses were highlighted in the program.

VISITOR SERVICING

Continue to extend the impact of investment in 
visitor servicing and the Swan Valley Visitor Centre 
to reach new markets, potentially including; online 
trip planning tools, mobile information points and 
partnerships with businesses in visitor hubs.

The feasibility study for mobile visitor servicing was completed 
and sought to investigate the range of mobile opportunities and 
partnerships with businesses available for the Swan Valley Visitor 
Centre as well as visitor servicing within the City of Swan. 

GUILDFORD
Encourage visitors to explore Guildford via the 
existing supply of heritage trails.

Guildford Heritage Walk Trails continues to be promoted at 
www.swanvalley.com.au and printed brochures are continuously 
updated and distributed. Signifi cant trail signage maintenance and 
replacement was completed across all four trails. Two new interpretive 
signs were introduced. 

GIDGEGANNUP
Establish high profi le banners/signage to highlight 
the commercial centre of town plus a tourism 
orientation point that promotes the natural 
attractions of the area. 
Build awareness of the nature based experiences in 
this area including the Avon River, equestrian trails 
and opportunities for cycling.

The Gidgegannup Town Centre Information Bay panels were 
updated aligned to the new Gidgegannup Visitor Guide which 
included a section on Bridle Trails.
Gidgegannup’s nature based experiences are promoted on the 
City of Swan and Swan Valley websites as well as in the 
City of Swan Parks, Picnic and Walk trails brochure.
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bringing all partners together to speak with “one voice”. 
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(jetties, launching etc.) to support river based experiences between wineries.  

Consider the costs and benefi ts of implementing a tourism-focused hop-on hop-off bus that links destinations 
across the Swan Valley from railway stations i.e. Valley Cat.  

VISITOR SERVICING
Recognise and support business quality. Ensure that accredited businesses are recognised and distinguished 
from other operators, and highlight accolades and achievements in respect to the delivery of quality. 
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SWAN VALLEY
Establish marketing initiatives which focus on driving growth in mid-week visitation.


