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11. Reports and recommendations 

 

FPOL1804-1 DESTINATION MARKETING IN FREMANTLE 2018/19 - 2021/22   

 
Meeting Date: 11 April 2018 
Responsible Officer: Manager Economic Development and Marketing 
Decision Making Authority: Council 
Agenda Attachments: Destination marketing proposal FAQs 
 Fremantle Visitor Tracker, April 2018 

Letters of support for Fremantle BID 
Stakeholder letters of support for proposal 

  Summary of surveys evaluating the BID 
  BID and City Marketing services audit  

SUMMARY 

The purpose of this item is for council to consider the City’s future role in 
delivering destination marketing also known as the ‘place marketing’ service. The 
service aims to support the viability of the Fremantle business community by: 
 
1. improving awareness of the overall Fremantle offering to visitors, 
2. improving perception of the overall Fremantle offering to visitors, and 

ultimately 
3. increasing visitation to Fremantle to provide opportunities for local 

businesses to capture expenditure. 
 
The service encompasses the marketing of all business-to-customer or 
population-driven industries including (but not limited to) retail, hospitality, 
professional services and traditional tourism attractions. 
 
This item outlines how future service delivery can be improved by: 
 
1. combining the City’s destination marketing budget with the use of the central 

area differential rate to enable a greater investment in destination marketing, 
and 

2. establishing an ‘arm’s length’ group comprised of a marketing professional 
as chairperson and key representatives from the business community with 
appropriate skills or experience in marketing to set the plan for: 

 

 the overall strategic marketing approach, including different stages over 
next four years 

 how to achieve ongoing business community engagement in marketing 
activities 

 appointment of a marketing agency and/or marketing contractors (via a 
normal City procurement process) to deliver destination marketing 
services, and  

 sponsorship of existing and new private events and grass roots business 
activation projects. 
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The group would receive secretariat support from City officers to ensure 
responsible financial management, good governance and monitoring of key 
performance indicators. Based on advice from the group, City officers may also 
undertake some supporting destination marketing activities, with consideration for 
the overarching destination marketing plan. 
 
It is recommended that the destination marketing advisory group will operate for a 
four year period (2018/19 – 2021/22) with agreed terms of reference, and process 
for nomination and appointment by council. The group would make 
recommendations to council on matters related to destination marketing. In many 
ways, comparisons can be made to the way the Design Advisory Committee 
operates. The Group will consider the ‘brand values’ and ‘unique selling points’ of 
Fremantle within the context of increasing competition from competing Perth 
metropolitan centres, global customer trends, disruptions to major industries such 
as retail, and the economic development aspirations of Fremantle.  
 
This report recommends that council progress with a move towards the model 
outlined above.  It is intended this model will improve service delivery and 
governance of destination marketing in Fremantle.  It also intends to deliver 
greater value from the city centre differential rate by ensuring greater focus of 
funds on the business community’s greatest need. The recommended model is 
consistent with findings from business surveys conducted in 2014, 2016 and 2018 
that identified ‘Marketing Fremantle’ and ‘events’ as the most favourable and 
appropriate uses of the differential rate funds. 
 
The officer’s recommended model is supported by the following organisations that 
have submitted letters of support: Experience Perth, Tourism Council of Western 
Australia, Fremantle Chamber of Commerce, Fremantle Prison, Fremantle Tourism 
Association, Fremantle Accommodation Association, Fremantle Markets, MANY 
2.0 and Sirona Capital.  
  
The current recipients of the differential rate, the Fremantle BID and some of its 
supporters, have submitted letters opposing the proposal. This is an expected and 
logical position for the BID to take as the recommended model requires 
discontinuing the BID’s funding after this financial year. 
 
This report does not comprehensively evaluate the performance of the Fremantle 
BID but does assume that the recommendations in the report will deliver a more 
effective use of the differential rate money. That assumption is made by comparing 
the expected outcomes of the officer’s recommendation and the level of business 
support for it, against the level of support for the Fremantle BID and the outcomes 
delivered for the approximate $2.2 million in funding provided to the BID since 
2012/13 FY.  
 
It should be noted that as the BID is an independent organisation only the BID 
board, not council, can determine whether or not the BID continues if council’s 
funding were to be discontinued after this financial year. 
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BACKGROUND 

The Fremantle destination marketing plan, launched in January 2014 using the 
‘Fremantle. Be part of the story’ brand, was developed following a period of consultation 
with customers and stakeholder groups, including the Chamber of Commerce and 
Fremantle BID. The City engaged consultants to facilitate a brand and market positioning 
workshop with the local business community and stakeholders in September 2013. The 
workshop drew out key challenges and barriers for Fremantle as a visitor destination.  
 
The City also undertook customer research in 2013 to evaluate the (then) current 
Fremantle customer experience and provide a benchmark for future initiatives. This 
information was used to market Fremantle’s unique selling points (e.g. heritage, Bather’s 
Beach, alfresco culture, eclectic and unconventional character) to existing and potential 
customers. Since the launch of the plan in January 2014, City officers have managed its 
implementation as part of the City’s base operating activities. 
 
At its meeting on 14 June 2017, the Finance, Policy, Operations and Legislation 
committee were provided with an update report that evaluated the implementation of the 
marketing plan against key performance indicators. The committee, acting under 
delegation 1.1, resolved to: 
 
1. Receive the update on the implementation of the Fremantle Place Marketing Plan, 

as shown in the two Finance, Policy, Operations and Legislations committee 
agenda attachments dated 14 June 2017. 

2. Request that officers prepare, for council consideration no later than June 2018, a 
plan for defining the City’s role in Fremantle place marketing beyond 2018.  

 
The item reported that the destination / place marketing plan is approaching the end of 
its recommended lifespan as typically marketing plans of this nature last for four of five 
years and this plan was launched in January 2014. The item reported the next step as 
being: 
 
‘Towards the end of the 2017/18 financial year, the City begin planning for the successor 
to the Fremantle Story Place Marketing Plan. That process should include consideration 
for: 

 the ‘brand experience’ – the ongoing evolution of the overall Fremantle 
‘product’ offer including new retail and hospitality offerings at Kings Square 
and other major re-developed areas 

 customer / visitor research 

 stakeholder engagement 

 an appropriate budget 

 creative representation of the Fremantle visitor offering.’ 
 

FINANCIAL IMPLICATIONS 

At the beginning of the 2008/09 financial year, the City of Fremantle introduced a City 
Centre Commercial Rate to ‘fund the management, administration and delivery of 
activities aimed at enhancing economic and social viability, and general amenity, of the 
Fremantle Central Business District (CBD)’. 
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In the 2017/18 financial year, approximately $400 000 was raised from the differential 
rate and provided to the Fremantle BID. In the 2017/18 financial year, the City budgeted 
approximately $300 000 for projects to deliver the destination / place marketing service, 
in addition to salary budget for officers.  
 
The officer’s recommendation involves combining those two budgets to deliver a greater 
destination marketing program. This indicative total would be the budget for the new 
‘Destination Marketing Advisory Group’.  All funds would be administered by the City 
through a senior officer such as the City’s Economic Development and Marketing 
Manager or an equivalent officer with connections to the business community. 
 

LEGAL IMPLICATIONS 

In 2012, the City entered into a contract to fund the Fremantle BID for a period of five 
years from 2012/13 to 2016/17. Council subsequently extended this agreement for the 
2017/18 financial year. Over the six year funding period, the City has provided 
approximately $2.2 million to the Fremantle BID.  
 
The City has no legal obligation to fund the Fremantle BID beyond the current 2017/18 
financial year.  
 

CONSULTATION 

Consultation prior to 2018 
A survey of the business community in 2012 identified the following priority areas for the 
future use of the differential rate. ‘Retail marketing’ ranks highest after two areas of core 
council responsibility: ‘antisocial behaviour’ and ‘car parking’. 
 
Figure: Suggested use of differential rate (2012) 

 
Source: survey of businesses, 2012 

 
Details of the City’s subsequent consultation in relation to the differential rate use were 
included in FPOL1611-1 in November 2016. 
 
In summary, open surveys of businesses in 2014 and 2016 asked a range of questions 
including: ‘what kinds of things do you think the differential rate money should be spent 
on?’  
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‘Marketing Fremantle’ and ‘events’ were the two highest responses for both surveys. 
Other high responses relate to the delivery of public services that are beyond the scope 
of any private organisation to deliver (e.g. public infrastructure) and are a core council 
responsibility. 
 
Figure: Suggested use of differential rate (2016) 

 
 
Source: survey of businesses, 2016 

 
Consultation in 2018 
Consultation for this current proposal included independent face-to-face interviews with 
key stakeholders followed by a facilitated workshop of major stakeholders. The key 
findings from both exercises were identical and are summarised below: 
 

 There is strong support for the proposal from the following stakeholders: 

o Fremantle Chamber of Commerce 

o Fremantle Prison 

o Fremantle Tourism Association 

o Fremantle Accommodation Association 

o Fremantle Markets 

o Sirona Capital 

o Experience Perth 

o Tourism Council of WA 

o Tourism WA 

o MANY 2.0 

 Silverleaf investments have verbally stated their support for the proposal. 

 Fremantle Fishing Boat Harbour Traders’ Association have verbally stated no 
opposition or support for the proposal.  

 The Fremantle BID does not support the proposal and request that council continue 
to fund it (see attachment). 

 Major stakeholders emphasised the need to act swiftly in rolling out a new model and 
not to wait until the completion of major redevelopments. 
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 While Fremantle can ‘relaunch itself’ at some point in 2020, there’s a strong need to 
continue to aggressively market Fremantle as still ‘open’ while major developments 
such as the Manning Arcade, Old Police Station, Warders’ cottage venue, the Old 
Drill Hall and Kings Square are in progress over the next two years or so. 

 A new model needs to considerably reduce overheads and/or the cost of 
administering marketing funds.  

 Major stakeholders expect the City to take a leadership role in setting the strategy, 
resourcing the strategy, and aligning Fremantle businesses to that strategy in order to 
drive change. 

 Major stakeholders felt that destination marketing was under-resourced at the City of 
Fremantle and using the differential rate for this purpose was a strong option. 

 
Additionally, officers have discussed the proposal with Tourism WA, Experience Perth 
and Tourism Council of Western Australia.  All three organisations support the proposal 
and have provided letters of support (see attachment).  
 
An open survey of businesses was conducted following the workshop with key 
stakeholders. The survey was released on Tuesday 20 March and was open for 
responses until Thursday 29 March 2018. To improve data integrity, respondents were 
required to register via the My Say tool on the City’s website in order to complete the 
survey.   
 
89 valid survey responses were received and were as follows: 
 
Q. Where are you based (suburb)? 
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Q. What’s your response to the idea of combining the City of Fremantle’s 
destination marketing budget and the differential rate to deliver a new and 
expanded destination marketing program? 

 
 
Q. What’s your response to the idea of setting up a group of marketing 
professionals and business community representatives to guide a new marketing 
strategy for Fremantle over the next four years? 

 
 
 
Q. Do you support how the City of Fremantle currently uses the city centre 
differential rate (to fund the Fremantle BID)? 
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Q. Which best describes your interest in this proposal? 

 
 
 
 
 
In summary: 

 About two-thirds of respondents (67.4%) support the ‘idea of combining the City of 
Fremantle’s destination marketing budget and the differential rate to deliver a new 
and expanded destination marketing program’. 

 About two-thirds of respondents (68.5%) support the ‘idea of setting up a group of 
marketing professionals and business community representatives to guide a new 
marketing strategy for Fremantle’. 

 About one-third of respondents (34.4%) support ‘how the City of Fremantle currently 
uses the city centre differential rate (to fund the Fremantle BID’? 

 Responses were mostly received from Fremantle businesses (67.8%), organisations 
(12.2%), and ‘other’ (14.4%).  

 Responses were consistent across the different categories of respondents.  
 

OFFICER COMMENT 

Current considerations 
 

 The latest figures from Tourism Research Australia’s National Visitor Survey released 
today show that in 2017 the number of interstate visitors to WA fell by 5.2%, interstate 
visitor expenditure declined by 12.1% and the number of interstate visitor nights 
declined 10.8%. Western Australia was the only State to experience a decline in 
interstate visitor numbers and visitor nights. This means that activity centres in WA 
are competing for a share of a smaller expenditure pool. 

 Visitation to Fremantle has stagnated and there is a clear need to attract more people 
to support the economic sustainability of business-to-customer or population-driven 
businesses (see visitor tracker attachment), especially when the broader context is 
considered. 

 There is increasing competition for customer expenditure in the Perth metropolitan 
area (e.g. Booragoon, Scarborough, Perth City), making it even more difficult for 
Fremantle to attract an economically sustainable market share of customers. 
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 Fremantle’s destination marketing plan ‘Fremantle Story’ is approaching the end of its 
life cycle and needs superseding soon. A comprehensive evaluation of that plan 
including an extensive customer survey was included in item FPOL1611-1 in 
November 2016. 

 Fremantle BID’s funding agreement ends at the end of this financial year. 

 There is likely to be a challenging period ahead until completion of the Kings Square 
project and other major developments that may make Fremantle less appealing for 
visitors while these are under construction, or create a perception that Fremantle is 
‘closed for shoppers’. 

 Other areas of WA have moved to create local marketing organisations (‘Amazing 
Albany’ and ‘Mandurah and Peel Tourism Organisation’), and a greater focus on 
tourism by the State Government presents opportunities to leverage greater support 
from the State Government.  

 By comparison: 

 City of Mandurah and other surrounding councils fund Mandurah and Peel 
Tourism Organisation (MAPTO) with an appointed CEO to operate it. MAPTO’s 
budget is between $800 000 - $1.2 million per annum with a three-year funding 
commitment. 

 City of Albany, Mount Barker and Denmark as well as existing visitor centres and 
existing local tourism organisations consolidated to create the organisation 
‘Greater South Coast’ with a budget of almost $1 million. 

 
Officers have evaluated the delivery of the City’s destination marketing function and 
determined a number of lessons learned. The lessons learned have been formulated into 
the following principles for the future governance of destination marketing in Fremantle.   
 
Principles for the future governance of destination marketing in Fremantle 
 
1. No additional funding required from any source - using City of Fremantle and 

differential rate money is considered to be sufficient in the future. 
2. Simple and centralised accountability that removes possibility for duplication or role 

uncertainty between organisations. 
3. Create genuine and sustained acceptance and shared ownership from the business 

community.  
4. Arms-length separation from other council services is essential (but the City should 

not relinquish ultimate accountability for use of funds). 
5. Greater ability to leverage funding from other sources if required (e.g. private sector, 

Minister Tourism, Rottnest Island Authority, Town of East Fremantle). 
 
Recommended governance model for 2018/19 – 2021/22 
 
The recommended governance model includes the following key points: 
 
1. Consolidation of differential rate funding and City of Fremantle destination 

marketing efforts to enable a greater investment in destination marketing. This 
means no further funding for Fremantle BID after this financial year and a wind-
down of most of the in-house destination marketing undertaken by City of 
Fremantle. Some destination marketing activities may still be most efficiently and 
effectively delivered by City officers, based on an overarching plan. These are 
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outlined in the attachment ‘Fremantle Business Improvement District and City of 
Fremantle Marketing services audit’ which also includes the suggested reallocation 
of grassroots business support activities currently undertaken by the BID. 

2. Establish an arm’s length group comprised of a small number of (a) marketing 
professionals and (b) key representatives from the business community to set the 
plan for: 

 the overall strategic marketing approach including different stages over next four 
years 

 how to achieve community engagement in marketing activities with businesses 

 appointment of a marketing agency (via a normal City procurement process) 
and/or marketing contractors to deliver destination marketing services, and  

 sponsorship of existing and new private events and grass roots business 
activation projects.  

3. The group will operate for a four year period (2018/19 – 2021/22) with agreed terms 
of reference, and process for nomination and acceptance by council. The group will 
make recommendations to council (via City officers) on all of the above annually. 

  
The group will receive secretariat support from City officers to ensure responsible 
financial management, good governance and monitoring of key performance indicators. 
The ‘Destination Marketing Advisory Group’ would not have any formal authority to 
spend funds: the group would make recommendations to council for significant items 
(e.g. the appointment of an agency and/or marketing contractors on an annual basis 
through the City of Fremantle procurement process), and provide advice to the lead City 
Officer who would have a clearly defined level of delegated authority (e.g. approval of 
sponsorship of private events up to a defined financial maximum).  
 
The diagram below outlines the model. Officers consider the success of the model to be 
contingent on combining City and differential rate funding. That is, acceptance of this 
model and continued funding of the Fremantle BID is mutually exclusive.  
 
Figure: Recommended model for the future delivery of destination marketing from 
2018/19 – 2021/22    
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Other key points 
1. This issue relates to the marketing of the Fremantle ‘product’ to customers (only).  

The City’s economic development role in proactively attracting new businesses and 
investment to Fremantle remains unchanged.  

2. All aspects of Fremantle’s business-to-customer or population-driven economy will 
be marketed: that includes retail, hospitality, professional services, and tourism 
attractions. The Destination Marketing Advisory Group will be responsible for 
analysing research, defining Fremantle’s brand and setting the plan to attract more 
visitors to Fremantle for the benefit of local businesses. This is considered to be a 
more focused and effective use of the differential rate.  

3. The Destination Marketing Advisory Group will be responsible for providing advice 
to the City on the ideal mix of private festivals and events (which will still be 
approved by the City through the normal approval process from an events 
management perspective).  

4. Grassroots support for local businesses (e.g. support for Kings Square traders) will 
be maintained directly by City officers: that is, any enquiry from local businesses 
can be managed through the normal City of Fremantle customer service channels 
and/or by economic development officers. This is considered to be a more efficient 
model, as opposed to relaying information through Fremantle BID staff. It should 
also assist the City in maintaining a strong connection to the Fremantle business 
community. It is expected that City officers will increase their level of interaction with 
small businesses to fulfil that aspect of the BID’s function.  

5. Current activities related to marketing and BID grassroots business support have 
been audited and are clearly understood by officers. The attachment to this report 
assesses those activities and provides commentary on how they will be managed 
under the model. 

6. Business-led grassroots activation initiatives will be encouraged and can be 
accommodated by the Destination Marketing Advisory Group via assessment 
against a sponsorship and/or grants policy (to be developed by the Group) 

7. The Destination Marketing Advisory Group can include a representative for 
Indigenous businesses, particularly those in the tourism sector – an area identified 
by stakeholders as one that presents significant growth opportunities.   

8. The Group would work closely with Tourism WA and Experience Perth in attracting 
interstate and international visitors to Fremantle, via the marketing efforts of those 
organisations. This principle also applies to work with other industry organisations 
such as the Perth Convention Bureau, Study Perth etc. 

9. City officers will act as the point of contact to encourage businesses to capitalise on 
the opportunities presented by events and festivals (City and private). 

10. It is likely that, in order to continue operating, the Fremantle BID require a level of 
funding consistent with previous years. A compromise or ‘half-way’ point where the 
BID receive a reduced amount of funding (e.g. $150 000) is considered by officers 
to be unviable. Current BID staff could be used as contractors under the proposed 
model, if there was a need. 

11. Officers consider there to be too many stakeholders working towards the same aim 
for the benefit of Fremantle businesses. The recommendation will help simplify the 
governance structure in Fremantle and improve role clarity for the business 
community.  

12. The nature of destination marketing is dynamic and requires constant refinement 
and flexibility of approach. Industry experts in the private sector are best placed to 
provide advice on how Fremantle can best approach delivery of this vital service to 
the business community.  
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Development of the plan 
 
The Group is expected to work with key officers to develop the overarching destination 
marketing plan for council’s consideration by September 2018. This work is also 
expected to include policies for sponsorship of private events and business-led activation 
projects. While this work is being developed, it is expected that the Group meet more 
regularly than in future. 
 
It is anticipated that the chairperson be required to work more hours than other members 
of the group. Typically, it is expected that the chairperson work approximately 100 hours 
per year (e.g. average of a half-day per fortnight). Any allowances or fees provided to the 
chairperson are taken from the overall destination marketing budget.  
 
The Group is expected to engage with the local business community at key intervals. For 
example, at a minimum, this may include holding regular forums (e.g. quarterly) to report 
on marketing activities recently completed and to discuss marketing options for the 
coming quarter. City officers will liaise with businesses on the Group’s behalf on a more 
regular basis to implement the plan. 
 
Fremantle BID 
 
This report does not comprehensively evaluate the performance of the Fremantle BID 
but does assume that the recommendations in the report will deliver a more effective use 
of the differential rate money. That assumption is made by comparing the expected 
outcomes of the officer’s recommendation and the level of business support for it, 
against the level of support for the Fremantle BID and the outcomes delivered for the 
approximate $2.2 million in funding provided to the BID since 2012/13 FY.  
 
It also takes into account officer observation and evaluation of the BID over the near six 
years of operation including the results of numerous surveys undertaken by the City on 
the ideal use of the differential rate. A comprehensive report was provided to council in 
November 2016 that assessed the performance of the Fremantle BID (FPOL1611-1 
‘Future use of the differential rate and Fremantle bid extension request’). That report 
recommended discontinuing funding for the BID. Officer’s assessment of the Fremantle 
BID has not changed since that report.  
 
Two surveys of the Fremantle business community have been undertaken by City 
Officers during the life of the BID: one in late 2014 and one in September 2016. The key 
findings from the business surveys are outlined in the attachment to this report.  
 
In summary, while officers consider the BID to deliver a valuable service to the business 
community, the opportunity cost of providing this service is too great when considering 
(a) the expected benefits of the proposal in this report and (b) that face-to-face contact 
with businesses is also provided by City officers, Elected Members and Chamber of 
Commerce staff on occasion. 
 
The BID has submitted a proposal for the next three years. Officers received the 
proposal immediately prior to finalisation of this report and have assessed the proposal in 
a preliminary way only. The proposal is consistent with the previous activities of the BID 
and includes a focus on: shopping local, filling empty shops, marketing and activation 
programs. Should council not approve the recommendations of this report, officers will 
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prepare a subsequent report, at the next appropriate meeting of council, to consider the 
three-year funding proposal from the BID.  
 
It should also be noted that as the BID is an independent organisation only the BID 
board, not council, can determine whether or not the BID continues if council’s funding 
were to be discontinued after this financial year. 
 
Timing of the change 
 
The vast majority of stakeholders agree that there is an urgent need to address the 
declining visitation to WA and stagnating visitation to Freo by focusing additional 
resources on a marketing push. Therefore, apart from the Fremantle BID, stakeholders 
do not support a delay in implementing the proposed changes when all factors are 
considered. 
 
There is an argument that grass roots business support is needed at a time of disruption 
due to the large number of redevelopments underway. This function is currently delivered 
by the BID. Officers are comfortable that this service can be taken on by City officers, 
who have previously stepped back from this function to allow the BID to deliver it. In most 
instances, the information being communicated to businesses and/or business enquiries 
fall within the City’s responsibility to manage (e.g. street cleanliness, information on road 
closures, safety and security) so the proposed model is considered to be a more efficient 
use of resources. It is also important to note that most major redevelopments are of 
vacant sites (e.g. Old Police Station, Kings Square) with isolated construction sites that 
are not expected to require major or regular road closures. Therefore, the level of on-
ground disruption may not be as significant as feared by some parts of the business 
community. 
 
Combining differential rate and municipal funds 
 
One stakeholder questioned the application of funds collected by the differential rate 
outside of the rated area.  Since the combined marketing funds will be a combination of 
differential rate and municipal funds, officers consider this not to be an issue. Marketing 
activities will encompass the businesses within and outside of the differential rate area 
using a combination of the differential rate and municipal funds. 
 

VOTING AND OTHER SPECIAL REQUIREMENTS 

Simple Majority Required 
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OFFICER'S RECOMMENDATION 

Council: 
 
1. Approve that, in-principle, for the 2018/19 – 2021/22 financial years the City 

Centre Differential Rate be used for the purpose of destination marketing, 
subject to adoption of council budgets on an annual basis.  
 

2. Approve the immediate establishment of a ‘Destination Marketing Advisory 
Group’ in accordance with the following Terms of Reference: 

 
  Terms of reference: Destination Marketing Advisory Group 

 
A. Purpose 

The purpose of the Destination Marketing Advisory Group is to develop, 
for council’s consideration, a destination marketing plan that supports 
all businesses-to-customer industries in Fremantle. For the avoidance of 
doubt, this includes (but is not limited to) retail, hospitality, professional 
services and traditional tourism attractions.  
 
The Group is expected to provide advice and/or recommendations to 
council on: 

• the overall strategic marketing approach, including different 
stages over next four years 

• the ‘brand values’ and ‘unique selling points’ of Fremantle 
within the context of global customer trends, disruptions to 
major industries such as retail, and the economic development 
aspirations of Fremantle 

• how to achieve ongoing business community engagement in 
marketing activities 

• appointment of a marketing agency and/or marketing 
contractors (via a normal City procurement process) to deliver 
destination marketing services, and  

• sponsorship of existing and new private events and grass roots 
business activation projects. 

 
B. Outcomes 

The Group will provide advice and/or recommendations to council on the 
following: 
1. Development of a destination marketing plan for Fremantle that 

accounts for changing dynamics in the Fremantle market cycle such 
as the completion of major redevelopments.  The marketing plan 
should be submitted to council for adoption by September 2018.   

2. High-level allocation of the destination marketing budget into major 
programs (e.g. marketing agency/contractors, event sponsorship, 
grassroots activation grants etc.). 

3. Appointment of a marketing agency and/or marketing contractors to 
deliver part of an overarching destination marketing plan through a 
normal council procurement process. 

4. Ways to effectively encourage businesses to be involved in 
destination marketing activities. 
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5. Development of a policy for consideration of sponsorship 
applications for private events or festival funding. 

6. Development of a policy for consideration of sponsorship 
applications for activation proposals from the Fremantle business 
community. 

7. Effectively working with major private developers and property 
owners to market their new developments as part of a coordinated 
plan. 

8. Presenting to the local business community (e.g. via open forums 
held quarterly) on the work overseen by the Group and opportunities 
for business involvement in future marketing activities. 

 
C. Formation of group 

Members are appointed by council and include: 
1. One independent chairperson with suitable qualifications and/or 

experience in marketing. This person will be eligible to receive an 
allowance determined by the City’s Chief Executive Officer. 

2. Up to five of the following, taking into account the advice of the 
Chairperson: 

 One representative from the Fremantle Chamber of Commerce: 
must be a current board member or the Chief Executive Officer. 

 One representative from Fremantle’s arts and culture business 
sector with suitable qualifications and/or experience in 
marketing. 

 One representative from Fremantle’s hospitality business sector 
with suitable qualifications and/or experience in marketing. 

 One representative from the Indigenous business sector with 
suitable qualifications and/or experience in marketing. 

 One representative from Fremantle’s retail business sector with 
suitable qualifications and/or experience in marketing. 

 One representative from Fremantle’s tourism business sector 
with suitable qualifications and/or experience in marketing. 

 One representative from Fremantle’s professional service 
business sector (e.g. beauticians, banking, dentists) with suitable 
qualifications and/or experience in marketing. 

 
A suitable qualification in marketing is considered to be a tertiary 
qualification. Suitable experience in marketing is considered to be at 
least five years’ experience in a role primarily focused on marketing. 

 
D. Role of the group 

1. To develop and recommend a marketing plan (including updated 
sponsorship policies) for the coming year for council consideration 
as part of the normal budget process, which will typically be April / 
May each year. 

2. The group is to provide ongoing advice and recommendations to 
council on matters related to destination marketing. 

3. To provide advice to the lead City officer on grant and sponsorship 
applications in accordance with the overarching marketing plan.   
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4. The City’s annual destination marketing budget is made up of the 
City Centre Differential Rate and additional municipal allocation 
being considered as part of the annual budget process. The 
differential rate allocation is benchmarked the 2018/19 financial year 
level plus inflation each subsequent year. 

5. The group cannot provide direction to City officers.  
 

E. Chairperson 
The Chairperson must be a recognised leader within the marketing 
industry. 

 
F. Administration 

City officers 

 Ensure responsible financial management, good governance and 
monitoring of key performance indicators. 

 Prepare reports for council’s consideration related to the group’s 
advice or recommendations. 

 Take into account the Group’s advice and recommendations to 
exercise delegated authority as per the City’s delegated authority 
register. 

 Undertake destination marketing activities that support delivery of 
the overarching destination marketing plan, where it is most 
efficient and effective for City officers to undertake that activity 
instead of an agency or contractor.  

 Provide secretariat support to the group (e.g. prepare and distribute 
meeting agendas, and maintain and distribute good records). 

 
G. Decision making 

 The advisory group has no decision making authority. The group 
provides advice and recommendation to council on matters related 
to destination marketing. 

 A quorum of at least 50% of the group is required to submit 
recommendations to council. 

 In the event of an equal number of votes from group members on a 
matter, the Chairperson holds the casting vote. 

 
H. Frequency of meetings 

A minimum of four meetings a year must be held. It is expected that 
more frequent meetings will be required in the first six months’ of the 
group’s operation. 

 
I. Term of membership 

Advisory Group members hold a term of two years or until the next 
ordinary election of council, as required by the Act.  

 

J. Key performance indicators (KPIs) 

   Primary KPI 
Increased visitation to Fremantle to provide opportunities for 

local businesses to capture expenditure (benchmarked 
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against the City’s ‘visitor tracker’ as shown in the 
Attachment) measured quarterly. 

 
   Secondary KPIs 

Improved awareness of the overall Fremantle offering to 
visitors (benchmarked against those provided in FPOL1706-5) 
measured annually. 

Improved perception of the overall Fremantle offering to 
visitors (benchmarked against those provided in FPOL1706-5) 
measured annually. 

 
3. Requests the Chief Executive Officer call for and appoint membership of the 

Destination Marketing Advisory Group in accordance with the Terms of 
Reference. 
 

4. Give consideration in the draft 2018/19 financial year budget for operational 
funding for the Destination Marketing Advisory Group. 
 

5. Approve discontinuing the funding of the Fremantle BID at the end of the 
current financial year. 

 
6. Note that business attraction and investment attraction services will still be 

delivered by the City and remain unchanged by the review of the destination 
marketing service.  
 

7. Note the document titled Fremantle Business Improvement District and City 
of Fremantle Marketing Services audit included as an attachment to the 
Finance, Policy, Operations and Legislation Committee meeting dated 11 
April 2018. 
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FPOL1804-1 DESTINATION MARKETING IN FREMANTLE 2018/19 - 2021/22   

ATTACHMENT 1 – DESTINATION MARKETING PROPOSAL FAQS
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ATTACHMENT 2 – FREMANTLE VISITOR TRACKER 
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ATTACHMENT 3 – LETTERS OF SUPPORT FOR FREMANTLE BID 
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ATTACHMENT 4 – STAKEHOLDER LETTERS OF SUPPORT FOR PROPOSAL 
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ATTACHMENT 5 – SUMMARY OF SURVEYS EVALUATING THE BID, 2014 AND 
2016 

 



Agenda Attachments - Finance, Policy, Operations and Legislation Committee 

 11 April 2018 

 
 

Page 22 

 

ATTACHMENT 6 – MARKETING AND BUSINESS SUPPORT ACTIVITIES AUDIT 
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