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Foreword
The Challenge for Tourism
Growing our market share of visitors and ensuring that City of Swan
contributes fully to Western Australia’s 2020 tourism targets will require
decisive action and the commitment of all partners involved in our visitor
economy. Bridging the gap between the tourism industry’s current
performance and achieving its 2020 growth potential represents the key
challenge for City of Swan.
The Tourism Development Strategy provides a blueprint for delivering our
ambition to become one of Western Australia’s premier visitor
destinations. Building on our achievements to date, it sets a strategic
direction to increase visitor market share, identifies a program of actions across key service
areas, and specific actions for City of Swan’s diverse places. In addition to guiding the City of
Swan’s investment, the Strategy provides shared targets and a framework for all industry
partners.
The Benefits Available from Tourism
 The opportunity to generate an additional $132M visitor expenditure by 2020, supporting
up to 1600 new jobs
 Investment attraction, and improved image and perception
 Better facilities for City of Swan communities and visitors
 A driver for continuing to grow pride in our City
 Support for our treasured heritage and diverse rural and urban environments.
The Opportunity for Tourism
 Leveraging the forecast growth in domestic tourism and the opportunity to tap into an
Asian middle class of more than one billion within 20 years
 Developing the unfulfilled potential of our high quality tourism, environmental and heritage
assets
 Capitalising on large scale planned infrastructure development in the City of Swan and
Perth region
 A united City working with regional and state partners to maximise tourism opportunities.
Positioning and Strategic Direction for Tourism
We will be the destination of choice for our target markets - Perth day visitor and overnight
stays plus a growing share of international visitors by aspiring to be one of the four great
experiences for visitors to Perth. We will also generate growth in awareness of the region
through a renewed focus on events.
We will;
 Increase the value of the visitor economy in the City Of Swan, supporting local jobs and
building a sustainable and diverse economy. This will be achieved by growing our share of
the Perth Region’s day, overnight and international visitor markets by 1%. Reaching this
target will result in 120,000 additional visitors and $132M in expenditure which
will support up to 1600 new jobs
 Develop a 7 day visitor economy, focusing investment and initiatives on developing
overnight visitation (particularly mid-week) with targeted marketing and investment
attraction, and
 Lift brand awareness and preference for the Swan Valley (as City of Swan’s key visitor
attractor).

Cr Charlie Zannino
Mayor
City of Swan
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A Pillar of City of Swan’s Economy
Our Current
Position

Tourism plays a
prominent role in
improving
liveability and
quality of life for
City of Swan
residents.

The Swan Valley
is the key tourism
proposition.
Effective crossselling and upselling is
essential as a
means of
ensuring that City
of Swan’s diverse
places fulfil their
potential.

1
2

Tourism is first and foremost, an economic activity – a generator of wealth
for City of Swan’s economy, and employment for its people. In 2013/14,
direct tourism and hospitality sales generated $338.3 million 1 –
approximately 4% of the State’s tourism total and supported 2,126 local
full-time jobs.
Tourism expenditure supports employment in a variety of economic
sectors including accommodation and food services, transport, retail, arts,
recreation, travel and tour operators, and education and training. Tourism
is an important source for diversification and employment in rural parts of
City of Swan and is a key driver in sustaining the viticulture industry. The
significant levels of indirect expenditure which trickle down throughout the
economy ensure that tourism contributes significantly to overall economic
health, with every dollar spent generating an additional $0.91 in other
parts of the economy.2
City of Swan's commitment to tourism has been recognised - having won
the national local government award for tourism in 2013, and the City of
Swan and the Swan Valley Visitor Centre awarded Hall of Fame in the local
government (2014) and visitor and information services category (2012)
in the Western Australian Tourism Awards. The City of Swan has sustained
a consistent and high level of investment in the tourism sector, with
targeted capital investment in areas such as the Swan Valley Visitor
Centre, tourism signage and trails, and recurring operational investment
in excess of $1.1m per annum. Ongoing major private sector investment
has also boosted the industry in recent years – in new and improved cellar
door operations, visitor attractions, meeting and conference facilities, and
in food and drink operations.
Opportunities
 Positioning as an integral component of the emerging Destination Perth
tourism proposition
 Lifting the area’s profile through targeted marketing
 Leveraging opportunities from national, state and regional tourism
partners
 Significant scope for growth in the City’s share of visitors to the Perth
region
 Driving greater levels of mid-week trade
 Ongoing City of Swan commitment to growing and supporting tourism
 An industry that is keen to engage and take a lead on marketing
 Improving co-ordination among partners
 Growing a program of high profile signature events to drive visitation
 Investment in new and improved visitor experiences to take advantage
of the City’s unique food and drink and built heritage assets
 Growing the depth and variety of our overnight accommodation
options.

Economy.id Economic Profile, City of Swan
Tourism 2020, Tourism Australia 2011
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KEY TOURISM FACTS: CITY OF SWAN
954,000 visitors
nearly 1.1 million visitor nights.
Currently

receives

Day trips

and

make up 84% of all visitors.

Tourism contributes

$535M

to the region (direct

and indirect sales) and supports 2,126

jobs.

Visiting Friends and Relatives

(VFR) is

the dominant purpose of visit.
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Meeting 2020 Targets
Opportunities
for Growth

Achieving a 1%
shift in City of
Swan’s share of
target markets in
the Perth region
delivers an
overall
performance
which slightly
exceeds 2020
target visitation
and expenditure.

The gap between the Tourism Forecasting Committee (Tourism
Australia) predicted growth and achieving 2020 growth potential in
terms of visitor numbers, visitor nights and resulting expenditure
represents the key challenge for City of Swan. Collective action, and
investment is needed by all partners if growth is to be achieved and the
gap to ‘industry potential’ bridged.
Meeting these visitor number targets will require incremental year on
year growth of approximately 2% across most markets. Roles and
responsibilities of all partners involved in the visitor economy will stem
from focusing on delivery of these growth opportunities.

Growth Opportunities: Growing Market Share
Seeking to grow market share (of the Experience Perth region) is
the recommended strategy for achieving 2020 ambitions,
alongside absolute visitor numbers, nights and expenditure being
used as targets.
City of Swan’s visitor economy is performing well – it has seen a 51%
increase in domestic overnight visits and a promising 69% increase in
day trips since 2010. Albeit volumes are relatively small, growth is
exceeding the performance shown for Australia as a whole and that of a
number of high profile wine growing regions.
However, City of Swan has significant scope for growth. The City has a
relatively small market share of overall visitation in the Experience Perth
region at present – approximately 6.3%.
Market
Day Visitors
Domestic Overnight Visitors
International

City of Swan’s Market Current
Share of Experience Perth
Visitation
7%
4%
3%

Market share is particularly small in the international and domestic
overnight markets, at 3% and 4% respectively.
If City of Swan successfully positions itself as a leading component of the
Destination Perth proposition - a tourism offer focused clearly on the
Perth metropolitan area and immediate surrounds, tangible growth
opportunities are available from domestic and international markets.
The events and visiting friends and relatives sectors are significant
market sectors for City of Swan.
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City of Swan Growth Potential
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Stretch

In order to meet its share of Western Australia’s growth targets, by 2020 City of
Swan needs to be attracting 120,000 additional visitors.
These visitors are forecast to generate;

262,000 additional visitor nights
$132.4M additional visitor expenditure.
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The City of Swan will be one of Western Australia’s

premier visitor destinations. A destination that is
famed for its gourmet food and beverage, and is
alive with events and experiences that characterise its
unique heritage, people and places.
City of Swan Tourism Vision
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Strategic Direction
and Positioning
Our Vision:
One City - Diverse Places and Endless Experiences
The City of Swan will be one of Western Australia’s premier visitor
destinations. A destination that is famed for its gourmet food and
beverage, and is alive with events and experiences that
characterise its unique heritage, people and places.

Our Aspiration:
We will be the destination of choice for our target markets Perth day visitor and overnight stays plus a growing share of
international visitors by aspiring to be one of the four great
experiences for visitors to Perth. We will also generate
growth in awareness of the region through the events
market. We will aspire to generate above average growth in
our target sectors to grow City of Swan’s market share.

Our Goals:


Grow a seven day visitor economy, focusing investment and
initiatives on developing overnight visitation (particularly midweek) with targeted marketing and investment attraction;



Lift brand awareness and preference for the Swan Valley (as
City of Swan’s key visitor attractor), and;



Increase the value of the visitor economy in the City Of Swan,
supporting local jobs and building a sustainable and diverse
economy.

Target Markets:


Perth and City of Swan residents (including visiting friends and
relatives)



Leisure events, conferences and weddings



Primarily a local focus – international and interstate marketing
will be led by Experience Perth and Tourism Western Australia.

A close working partnership with Experience/Destination Perth will
ensure that City of Swan is well placed to capture and gain market
share in international markets. Forecast growth in international
markets is largely expected to be from Asian markets.
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Delivering on the
Vision
Delivering the vision and achieving the growth opportunities set out
in this strategy will required a renewed focus by all partners involved
in the visitor economy.
This action plan contains a prioritised listing of strategic actions
drawn from the full Tourism Development Strategy and are set out
under the following City of Swan Service Areas and Places:







Stakeholder Engagement
Marketing
Business Support and Development
Investment Attraction and Infrastructure
Visitor Servicing
Place-specific recommendations for: Guildford, Midland,
Bullsbrook, Gidgegannup, and Swan Valley.

In developing the actions, target markets and market trends have
been considered in addition to key tourism development themes,
including; international markets, indigenous products, trails and
product clustering, the cruise sector, export capacity building, food
and wine, festivals and events, technological infrastructure and
digital initiatives.

Enablers of Success:
A range of key enablers of growth are recognised as being critical to
tourism partners’ ability to achieve the visitation and expenditure
goals;
 Forecast City of Swan and regional population growth
 Ongoing airport development
 Leveraging opportunities from major State Government and
private investment
 Positive market trends for ecotourism, nature-based tourism,
heritage and culture
 Major local investments such as the new Midland Hospital
development and developments such as Midland Oval and
Midland Rail Workshops
 The need for sustained public sector investment
 Structures and organisation - need for a holistic approach to
management and delivery of the visitor economy
 Leadership and strategic focus – One Voice is necessary
 Innovative service delivery - engaging industry and supporting
them to lead on marketing
 Commitment to partnership with industry developing its capacity
to enable it to play a lead marketing role.
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Delivering on
the Vision

Catalyst Projects
Achieving the vision and goals requires firm actions – catalytic projects
which are game changers for City of Swan. A detailed program of actions
supports these catalyst projects.
The five catalyst projects that have been identified for the City of Swan
are:

Industry to take the lead role in branding and marketing.
Create a lead co-ordinating body that provides ‘one voice’ for tourism
and is supported by sustainable funding streams.

Leverage our partners at Experience Perth and on the
emerging Destination Perth agenda, to get our story told by
Tourism Western Australia and Tourism Australia.
With other local government areas, work with Experience Perth to shape
the Destination Perth agenda – providing the vehicle to profile City of
Swan to target markets.

Targeted marketing that differentiates the Swan Valley and
surrounds from other tourism regions based on our promise
of personally engaging experiences.
Adopt a multi-layered marketing approach to grow a number of markets
with targeted messaging which reflects City of Swan’s diverse products
and experiences.

Support development of new products and experiences that
reinforce the brand message of personally engaging
experiences.
As part of an overall development program, establish an experience
development framework, which identifies and implements signature City
of Swan experiences – supporting businesses from product development
and marketing perspectives.

Establish an investment attraction policy and further develop
an investment support program to facilitate new boutique
accommodation in the Swan Valley, potentially including a call
for Expressions of Interest (EOIs).
Work with the Swan Valley Planning Committee and WA Planning
Commission to establish a Swan Valley Development Plan which meets
the long term sustainable development needs of the tourism sector.
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Action Plan

Stakeholder Engagement

Strategy

Priority

Establish a new a Council-wide Tourism Strategy implementation group to
oversee implementation of the strategy and its targets.

High

Work with partners to co-ordinate tourism within the City of Swan. Create a new
tourism alliance or forum, bringing all partners together to speak with ONE
VOICE.

High

Evolve the role played by City of Swan in tourism to a facilitating role which
focuses its input on; economic development and business support, visitor
servicing, public realm and tourism infrastructure, and identified roles in the
marketing, events and leadership areas. Develop a timetable for transitioning
marketing activity to being predominantly industry-led.

High

Establish sustainable funding streams to support delivery of Tourism
Development Strategy objectives, via assessing the costs and benefits of
alternative funding models to support delivery of Tourism Development Strategy
objectives, including; increased City of Swan investment, an industry co-funding
model and a service sector business levy.

High

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

High

Work with local government and tourism partners to shape the emerging
Destination Perth agenda. Invest in the formation of the new Destination Perth
alliance and recommend a rotating destination focus across the partnership
starting with the Swan Valley, based on its wide-range of products and
experiences.

High

As part of an overall KPI and monitoring program, work with partners to
establish a local government tourism benchmarking program in Western
Australia.

Medium

Communicate the benefits of tourism to City of Swan communities to raise
awareness of tourism and leisure opportunities for local people, and in the longer
term, developing the capacity of our people as ambassadors and advocates for
tourism.

Ongoing

Legend:
 Ongoing: activity ongoing throughout term of strategy
 High priority: to be implemented within 1 year
 Medium priority: to be implemented within 2 – 3 years
 Longer term priority: to be implemented within 4 – 5 years.
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Action Plan

Marketing

Strategy
Position the area by creating an overarching destination brand - developing a
positioning that differentiates City of Swan from other destinations and establish
a consensus on the City of Swan’s ‘unique selling proposition’.
Focus on a Perth-facing approach to market positioning, with the priority being to
establish ‘Swan Valley’ as a leading part of the ‘Destination Perth’ set of
experiences. Partnerships with Perth Hills and neighbouring areas can
complement the overall approach.

Priority
High

High

Building on the direction provided in this Tourism Development Strategy, and
working closely with industry and partners, revisit and complete the Tourism
Marketing Strategy. Prepare action plans for target markets.

High

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

High

Adopt flexible operational marketing policies to enable a proactive approach to
take full advantage of marketing, PR and social media opportunities.

High

Develop a plan for cross-selling and upselling all of City of Swan’s place-based
destinations to fully capitalise on the Swan Valley’s visitor appeal.

High

Leverage the significant additional market reach provided by regional, state and
national tourism partners. Industry participation in the Australian Tourism Data
Warehouse (ATDW) is essential if this profiling is to be maximised.

High

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

High

Build knowledge of target markets and customers through developing a customer
database for key markets, and continue resourcing the local visitor survey, but
consider extending question to gather additional intelligence.

High

Implement a multi-layered marketing approach with targeted messaging,
focusing on; Perth residents and the VFR market, day visitors and overnight
stays.
Prioritise future-proofing 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.
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Action Plan

Business Support and Development

Strategy

Priority

Establish an experience development framework, which identifies signature City of
Swan experiences – implementation will need to incorporate a mix of marketing and
product development (new and existing)

High

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.

High

Undertake a series of experience development workshops with industry. Use
mentoring and training events to build an enhanced awareness of the needs and
wants of existing and emerging market segments.

High

Encourage operators to offer new night time experiences such as cellar door
tastings/gourmet masterclasses, degustation menus etc that encourage overnight
stay.

High

Review opportunities to expand the City of Swan Business Engagement program to
incorporate tourism business mentoring and experience development opportunities.

High

Pursue partnerships to increase the stock of accommodation in the City of Swan.
Investigate interest within the industry in identifying and promoting a cluster of small
scale accommodation (such as winery stays, farm stays and AirBnB).

High

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.

High

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

High

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.

High

Incorporate event funding and support under the remit of the City of Swan’s Tourism
Strategy Implementation Group to assess applications for event funding and ensure
signature events are being promoted and supported across Council.

High

Increase the availability of market ready product that delivers on market positioning
and implement a program of mentoring of operators around travel trade distribution,
encouraging operators to become international market ready, and in improving
customer service, retail strategy, sales and business skills.
Develop City of Swan as a destination renowned for delivering excellent service. In
partnership with industry, develop a Swan Service Excellence Program.
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.
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Action Plan

Investment Attraction and Infrastructure

Strategy

Priority

Establish an investment attraction policy and pursue new investment in the City
of Swan

High

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

High

Work with existing and prospective new businesses to develop experiences in line
with the new experience development framework.

High

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

High

Review the potential need for relocation of the Swan Valley Visitor Centre in light
of the direction set out in this strategy.
Conduct a feasibility assessment of the demand for/viability of the Noongar
Cultural Centre. Work with the proponents and supporters of the Noongar
Cultural Centre proposal to refocus efforts from a built attraction to focus on
building the capacity of new and existing Aboriginal enterprises.
Improve the overall accessibility of products and amenity of the urban landscape
through investigating; opportunities for improved traffic management and easier
access off main highways to tourism businesses, and developing guidelines for
improvements to landscape and visual amenity of properties fronting main roads.

High

High

High

Invest in infrastructure to support new experiences that deliver on the positioning
of the Swan Valley, including; 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.

High

Review the effectiveness of the Swan Valley Food and Wine Trail and conduct a
review of the trail with a view to improving effectiveness, including; gateway
signing (information on length of drive) and reassurance signing along the route.

High

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

Medium
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Action Plan

Visitor Servicing

Strategy

Priority

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.

High

Encourage seamless information delivery by integrating the roles played by the
Swan Valley Visitor Centre as integral elements of overall tourism marketing and
development.

High

Investigate the opportunities to encourage café/restaurants and wineries to
extend operating hours for weekdays and events. Where this is not possible,
consider rostering and effective communication to the tourism industry about
openings.

High

Establish a program of industry famils that support cross promotion of product by
operators.

High

Build levels of customer service by implementing training for operators to
encourage greater use of social media to communicate about their services.
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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Action Plan

Place Specific Recommendations

Strategy
GUILDFORD
 Extend the annual Heritage Festival to integrate a strong wine and food component.
 Prepare and implement a site master plan for the Heritage Precinct that provides for
an integrated experience including new commercial uses (such as provedore, retail).
 Improve recognition of the outstanding cultural heritage value of Guildford through
implementation of actions in Swan Heritage Strategic Plan.
 Encourage visitors to explore Guildford via the existing supply of heritage trails.
MIDLAND
 Expand and further promote the Midland Farmers Market to become an iconic
experience that showcases local growers and produce and ensures take up in local
cafes and restaurants through active promotion of the opportunity to a broader
range of producers and outlets
 As the redevelopment of the MRA workshops progresses, seek expressions of
interest for tourism related opportunities.
 Promote the golf courses surrounding Midland to Asian markets as an opportunity
for mixing golf with Australian wildlife close to Perth.
BULLSBROOK
 Work with landholders and the community to identify the potential for new short
drive itineraries (e.g. Wildflower Drive), and capitalise on the opportunities for local
produce to add to the tourism experience and grow the potential of agri-tourism
 Continue to support development of Outback Splash as a high quality experience
 Pursue new investment in freehold land with the goal of creating new pastoral
property based experiences.
GIDGEGANNUP
 Implement the town centre site master plan and seek investment in new commercial
business opportunities.
 Establish high profile banners/signage to highlight the commercial centre of town
plus a tourism orientation point that promotes the natural attractions of the area.
 Work with Experience Gidgegannup to identify the potential for small-scale
accommodation, and continue to develop a suite of short walks close to the area
 Work in partnership with neighbouring councils and tourism organisations to ensure
that Gidgegannup is well positioned to benefit from opportunities to promote itself
as part of the Perth Hills proposition.
 Build awareness of the nature based experiences in this area including the Avon
River, equestrian trails and opportunities for cycling.
 Promote local rural activities such as the Small Farm Field Day and the Gidge Show
and encourage additional new events linking to farmstays and local accommodation.
SWAN VALLEY
 Undertake a feasibility study into new accommodation in the destination and identify
3-4 locations / precincts for future investment.
 Review signage in the Swan Valley including the Swan Valley Food and Wine Trail.
 Establish marketing initiatives which focus on driving growth in midweek visitation.
 Investigate the feasibility of developing/ improving east and west road links within
the Valley.
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High
Medium
Ongoing
Ongoing

Medium
Ongoing
Ongoing

High
Ongoing
Ongoing
High
Medium
Medium

Ongoing
Ongoing
Ongoing

High
High
High
Medium
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