
2020 YEAR IN REVIEW 



UPDATE FROM THE DMWG CHAIR.

THE Destination Marketing Strategic Plan (DMSP), launched in 

November 2018, has provided a sound basis for the City of 

Fremantle to deliver strong destination marketing and 

development outcomes for the local economy over the past 2 

years.

The ongoing involvement of the Destination Marketing Working 

Group (DMWG) – an independent industry advisory body – has 

been critical in ensuring industry is represented and decision-

making is aligned to the strategic pillars in the DMSP.

The “This is Fremantle” Brand was launched in April 2019 and 

the City of Fremantle has since implemented a range of activities 

to support its establishment and ongoing development including 

the development of tailored content, delivery of a series of major 

campaigns and a range of other destination development 

initiatives.

Building a Destination Brand is a long game, but, pre-COVID, 

there was irrefutable evidence that Fremantle’s profile and 

visitation was on an upward trajectory with the highest number of 

visitors to Fremantle recorded in January 2020. 

Having a business strategy in times of crisis is essential and 

while the City of Fremantle was weathering the COVID storm, it 

also had a navigable pathway to follow despite the COVID crisis.

The cruise ship business disappeared overnight; events were 

postponed and local businesses shut their doors – some never 

to re-open. However, the City continued to intensely promote 

Fremantle’s refreshed brand and marketing assets and all the 

City’s revitalised digital channels were brought into play in 

creative and innovative ways to ensure ongoing engagement 

with all of Fremantle’s target audiences.

The DMWG believes that the event tourism strategic pillar is 

critical to the COVID recovery and the success of school-holiday 

activations and events such as the WAFL grand final are already 

demonstrating this.

The Tourism WA Board held its strategy day and Board meeting 

in Fremantle in October 2020 and at an industry function at the 

Maritime Museum, the Chair of TWA told industry that the Board 

sees Fremantle as a key element in the whole-of-tourism 

recovery for WA. This is a reflection of the hard work undertaken 

by the City in the tourism advocacy space, a key pillar in the 

DMSP. The DMWG together with the City of Fremantle are 

looking forward to a new era of collaboration with State 

Government agencies in delivering and promoting tourism 

product in Fremantle.

There is still much to do to achieve the priority outcomes as 

listed in the DMSP and while COVID-19 has delayed some of 

those actions, it’s just that: merely a delay. Fremantle is already 

back with renewed product, vigour and campaigning, with more 

to come throughout 2021 and into 2022. 

I would like to thank the current and past members of the 

Destination Marketing Working Group who give freely their time, 

talent and expertise. The model of ongoing input from industry 

has served Fremantle well and has ensured constant 

stakeholder engagement and clear dialogue between industry 

and local government. 

Linda Wayman - Chair

Destination Marketing Working Group



WHAT A YEAR.
2020 was a year we could never have imagined.  COVID-19 impacted 

everybody’s ability to stay in touch, including our ability to run our 

usual information sessions. 

So we have developed this ‘Year in Review’ publication to give you an 

update on what we got up to in 2020 and the results we achieved.

This publication summarises our key activities including major 

advertising campaigns, trade events and activations delivered as part 

of the City of Fremantle Destination Marketing Strategic Plan in 2020.

Despite the challenges of the last year, Fremantle saw some fantastic 

innovations, campaign results and community spirit that all drove 

strong visitation from within our metropolitan area.

A reminder to sign up to the THIS IS BUSINESS and 

THIS IS FREMANTLE newsletters to stay across what we are up to. 

You can subscribe by clicking here. 

http://www.fremantle.wa.gov.au/subscribe


TOP LINE RESULTS SINCE OUR 

LAUNCH IN 2018.

WELL OVER HALF A MILLION PEOPLE HAVE WATCHED OUR VIDEOS

WE HAVE REACHED OVER 600,OOO PEOPLE WITH SOCIAL MEDIA

ALMOST 2 MILLION PEOPLE HAVE HEARD ABOUT US ON THE RADIO

OVER 750,000 PEOPLE HAVE SEEN OUR ADS ON COMMERCIAL TELEVISION

OUR CONTENT HAS APPEARED ON SOCIAL MEDIA OR IN DIGITAL 

ADVERTISING OVER 6 MILLION TIMES

MORE THAN 70,000 PEOPLE HAVE CLICKED ON OUR LINKS

OVER 4 MILLION PEOPLE HAVE SEEN US ON A BILLBOARD

OVER 9000 PEOPLE HAVE ENTERED OUR COMPETITIONS

WE HAVE GIVEN AWAY AT LEAST $15,000 IN PRIZE MONEY 

WHICH HAS BEEN SPENT IN FREO BUSINESSES

OUR ON GROUND ACTIVATIONS HAVE DIRECTLY ATTRACTED OVER 35,000 

VISITORS TO FREMANTLE IN 2020 ALONE



HERE’S WHAT WE GOT UP 

TO IN 2020.



JANUARY.
Can you believe the ‘Dinosaurs Come 

Alive’ activation was a year ago?

The City of Fremantle kicked off 2020 by 

partnering with Fremantle’s very own 

Animatronic Engineering as well as other 

partners including the Fremantle 

Markets, Fremantle Prison, Clancy’s Fish 

Pub, WA Shipwrecks Museum and 

Fremantle Fishing Boat Harbour to bring 

10 huge dinosaurs to the city, positioned 

at key locations, from 1 January until 2 

February. 

The intent of this campaign was to 

engage a younger family audience, a 

market that we hadn't previously 

engaged.

The activation and associated marketing 

brought record numbers to Fremantle 

with the Fremantle Visitor Centre 

recording their highest monthly door 

count in the past three years with over 

11,000 visitors. 

The Fremantle Visitor Tracker graph on 

the following page indicates a substantial 

spike in visitation across the month with 

January 2020 showing the strongest 

visitor numbers in the past five years.



JANUARY.

The graph shows data from our Visitor 

Tracker. The tracker combines data from 

12 different key attractions and 

operators in Fremantle. 

As you can see January 2020 was the 

biggest month Fremantle has seen for a 

long time which we attribute to the 

dinosaurs activation, and the 

engagement of a new visitor market 

being families with younger children 

(5 and under).

Fremantle Prison experienced double-

digit growth month on month and 

achieved record visitor numbers for the 

month.

Shipwrecks Museum reported visitors of 

up to 400 per day and noticed a much 

younger audience (3-4 years) coming 

through compared to their usual age 

group of 5-8 years.  

However despite this amazing result you 

will also see on the graph the 

devastating impact of COVID-19 starting 

to take hold from March onwards.   



FEBRUARY.

One of the strategic pillars in the City’s 

Destination Marketing Strategic Plan 

2018-2022 is leveraging high yield 

Meetings, Incentives, Conference and 

Exhibition (MICE) opportunities. In 

February, in partnership with Business 

Events Perth we attended the trade show 

AIME Melbourne.

Asia Pacific Incentives Meetings Expo 

(AIME) is the leading trade event for the 

meetings and events industry in the Asia 

Pacific region. It was an opportunity to 

showcase Fremantle to this market and 

there was a great deal of interest in 

Fremantle as an exciting destination to 

host business events.

Over the two days, we met with over 15 

meeting planners and decision makers to 

pitch Fremantle as the location for their 

next large conference. A number of leads 

are now being pursued in partnership 

with Business Events Perth.



MARCH TO JUNE.

COVID-19 turned the world upside-down 

in March and we were all impacted by the 

State Government’s response to the 

global pandemic. 

All paid destination marketing activity 

was suspended during this period as 

resources were reallocated to support 

essential community services.

The marketing team developed and 

implemented a digital marketing strategy 

utilising its own channels to support 

those businesses trading through each 

stage of restrictions.

This work enabled consumers to 

continue to support and connect with 

Fremantle businesses by shopping online, 

ordering home deliveries or take away 

meals, visiting museums and galleries 

online and exploring newly developed 

content designed to inspire visits to our 

port city once restrictions eased.

Check out the next page to see how we 

engaged visitors with this content. 



MARCH TO JUNE.

Website content was developed and 

published weekly to ensure there was 

new and engaging content regularly 

available. Whilst people couldn’t visit 

Fremantle, the content aimed to drive 

brand awareness through connecting 

them with Fremantle based content that 

they could engage with at home.  

Monthly THIS IS FREMANTLE 

e-newsletters were increased to 

fortnightly delivery and the spikes on the 

graph represent the increase in traffic to 

visitfremantle.com.au after each edition 

of the newsletter. 

All social media channels were managed 

in house and experienced growth over this 

period.  Top performing posts featured 

retail and hospitality businesses. 



JULY.

As COVID-19 restrictions eased, taking in 

to account the success of the ‘Dinosaurs 

Come Alive’ campaign earlier in the year, 

a school holiday activation was planned 

to target families that had been in 

lockdown over the March/April school 

holidays.

The City of Fremantle saw an opportunity 

to drive visitors to Fremantle’s West End 

which had been recently impacted by 

Watercorp’s Pipes for Fremantle project 

and resulting road works. A construction 

themed trail was developed with a LEGO 

prize for each child. 

The Build Your Own Toy – Adventure Trail 

led families down High Street to visit 

participating retailers including Key Sole 

3 Footwear, The Chart & Map Shop, New 

Edition Bookshop, Paper Bird and 

Chalky’s Espresso Bar to collect the 

pieces of a LEGO toy to build themselves.

Fun facts about construction and 

machinery were put on Watercorp’s

fencing along High Street, to turn the 

negative impact of construction in to a 

positive experience for kids participating 

in the trail.



JULY.
The City of Fremantle went LEGO mad 

with the Build Your Own Toy – Adventure 

Trail. This activation attracted over 5,000 

people to the city in just 4 days. 

The City also incorporated a ‘LEGO 

Masters’ live build event featuring the 

winners of Channel 9’s TV Show Lego 

Masters which was completely booked 

out with over 550 people attending (52% 

of these attendees had already been to 

Fremantle at least once during the school 

holidays).

During this activation High Street 

experienced pedestrian footfall levels 

that would normally be associated with 

peak summer times. Graphs on the next 

page give a visual representation of the 

increase between the previous week and 

the launch of the trail.



BUILD YOUR OWN TOY – ADVENTURE TRAIL

Pedestrian traffic in the West End during the Adventure Trail (July 7 Chart) was 3 to 6 times higher 

than the previous week (see green line in charts) and at times exceeded that of South Terrace.



AUGUST.

August saw the launch of a major 

television advertising campaign on prime 

commercial networks. The aim was to 

inspire Western Australians to rediscover 

their favourite seaside town during the 

winter months, and promote Fremantle 

attractions and businesses that had 

resumed operations after COVID-19 

restrictions eased. 

Two 15 second commercials were aired 

on free-to-air television on Channel 9, 10 

and SBS with over 326 ads shown 

including placement during news 

bulletins and high rating shows such as 

Australian Ninja Warrior, The Block and 

The Bachelor. 

The television schedule reached 782,000 

of our target audience, 44,000 viewers on 

SBS Catch up TV and generated 650,000 

impressions on YouTube and social 

channels.

Click here to watch!

Click here to watch!

https://www.youtube.com/watch?v=p1baaKsr5lQ
https://www.youtube.com/watch?v=seCzFCPuEAc


SEPTEMBER.

In September the State Government 

announced a voucher campaign which 

gave up to 10,000 Western Australians 

the opportunity to receive $100 towards 

a tour or experience. 

This was a response to the challenges 

being faced by the tourism industry as a 

result of COVID-19.

To inspire Western Australians to spend 

their vouchers in Fremantle, the City 

launched a series of itineraries on the 

Visit Fremantle website and promoted 

these via digital channels. 

Three itineraries offered inspiration for a 

half day express trip, a full day hangout 

or an entire weekend warrior experience 

with your significant other, family or a 

group of friends and included a wide 

range of attractions and tourism 

businesses.

The itineraries received great 

engagement and as a result remain 

on the website.

Click here to see it!

Click here to see it!

Click here to see it!

https://www.visitfremantle.com.au/half-day-express
https://www.visitfremantle.com.au/full-day-hangout
https://www.visitfremantle.com.au/weekend-warrior


OCTOBER.

October was a huge month for Fremantle, 

with the City successfully bidding to host 

the WAFL Grand Final and delivering 

another huge school holiday activation, 

this time with a superhero theme. 

The SUPERHERO SECRET MISSION TRAIL 

took place in the second week of the 

school holidays. This sold out event saw 

Fremantle Fishing Boat Harbour, Clancy's 

Fish Pub and WA Shipwrecks Museum, 

along with the City of Fremantle welcome 

thousands of children and their families 

to the city with over 10,000 participants 

enjoying the inflatable obstacles. 

Pedestrian traffic was up almost a third 

when compared to the first week of the 

school holidays.

In addition to the activation, over 10,000 

visitors converged on Fremantle for the 

WAFL Grand Final, held at Fremantle Oval 

for the first time since 1904. There was a 

significant increase of almost a third in 

pedestrian traffic when compared to a 

regular Sunday.



NOVEMBER.

Each year the Christmas campaign is one 

of the larger campaigns undertaken by 

the destination marketing team and aims 

to drive retail spend in Fremantle in the 

lead up to Christmas. 

The 2020 campaign took a different 

approach and focused solely on 

delivering content through mass 

communication channels including 

commercial and catch up TV, Facebook 

and YouTube, with the intent being to 

reach as many people as possible for 

maximum return on investment. 

The campaign commenced on 1 

November and achieved an estimated 

reach of 728,000 people through TV, 

66,000 impressions through SBS Catch-

up, 400,000 impressions across social 

media and 345,000 impressions through 

YouTube.

The Christmas TV Commercial we 

produced focused on selling the unique 

shopping experience on offer in 

Fremantle through the eyes of Santa 

himself. It even featured on ABC’s Gruen! 

Check it out on our YouTube channel. 
Click here to watch!

https://www.youtube.com/watch?v=CWVvTH2CKw4


DECEMBER.

In addition to the Christmas retail TV 

commercial, the City coordinated a trial 

Christmas activation at Bathers Beach. 

Families were invited to capture a very 

Australian and very ‘FREO’ Christmas 

photo with Santa in WA’s favourite 

seaside city with the stunning Indian 

Ocean in the background.

Free photos with Santa on the boardwalk 

at Bather’s Beach aimed to draw families 

to Fremantle in the lead up to Christmas 

and to leverage the sentiment of those 

not being able to travel overseas to visit 

loved ones, and to instead send a family 

photo of themselves in Fremantle back to 

loved ones.

Christmas photos with Santa was 

announced on 13 November and sold out. 

A second wave of tickets was released 

on the 2 December which also sold out. 

Approximately 200 families booked to 

participate in this activation.



TOP LINE  

RESULTS FOR 2020.

ON GROUND ACTIVATIONS

Dinosaurs Alive Activation – 11,000 visitors

Build Your Own Toy Adventure Trail – 5,550 visitors

Superhero Secret Mission Trail – 10,000 visitors

WAFL Grand Final – 10,000 visitors

Estimated total of over 35,000 visitors directly attracted through on ground 

activations with estimated economic impact of $2.12 million

MAJOR MARKETING CAMPAIGNS

Winter TV Commercial Campaign – est. reach of 782,000 people

Christmas retail TV Commercial Campaign – est. reach of 720,000 people

Estimated total reach of over 1.5 million people via TV, and an additional 1.5 million 

impressions across digital channels (social media, YouTube, Catch-up TV)

THIS IS FREMANTLE DIGITAL CHANNELS

This is Fremantle Facebook – 61,000 followers

This is Fremantle Instagram – 30,080 followers

This is Fremantle Twitter - 6,987 followers

This is Fremantle Pinterest – 5,300 monthly views

This is Fremantle Consumer e-Newsletter Database – 16,500 subscribers

Visit Fremantle Website – 306,000 Page Views

Estimated follower base of over 100,000 people       



HERE’S WHAT ELSE 

WE GET UP TO BETWEEN 

CAMPAIGNS & ACTIVATIONS.



CONTENT.

When COVID-19 restrictions started to 

ease in mid 2020 we pivoted quickly to 

producing short videos featuring 

businesses which call our Port City 

home.  

We also continued the production of our 

‘Meet the Maker’ series which is a mini-

series of documentaries on products 

manufactured right here in Fremantle.

We distribute this content via all of our 

digital channels including social media, 

the website and our e-newsletter. 

All of the content we create can be used 

by Fremantle businesses for their own 

marketing purposes and we encourage 

businesses to use it. Simply get in touch 

with our team and we’ll provide you with 

what you need.

You can find all of the videos we create 

on the Visit Fremantle YouTube Channel 

which is accessible at this link. 

Click here to watch!

Click here to watch!

https://www.youtube.com/channel/UC4LBNuoczuUcUWP-RLg8x4Q
https://youtu.be/MtFwpNGyRAg
https://youtu.be/1SHxECZW72U


CONTENT.

Later in 2020 we kicked off a project that 

captures images of beautiful Fremantle 

retail product situated in iconic 

Fremantle locations or unique Fremantle 

experiences.

Whether its getting ready at a Freo hotel 

before a night out during a Freo 

staycation or a stunning dining table 

setting made up of uniquely Freo product, 

the images have been specifically 

curated to promote our retail businesses 

on Instagram.

We are currently doing a photoshoot a 

month. If you want your retail product to 

feature get in touch! 



SOCIAL MEDIA.

The City coordinates the promotion of 

Fremantle via multiple social media 

platforms. These currently include 

Facebook, Instagram, Pinterest and Twitter.

The City enlists the support of local Freo 

company Detail Marketing to help out with 

what is a massive job, keeping all channels 

up to date and full of engaging and inspiring 

content.

Different platforms require different types 

of content to create maximum engagement 

and reach which is why you might see 

different content on Facebook compared to 

what we put on Instagram. 

The City works closely with marketing 

experts like Detail Marketing in order to 

ensure the content we are creating and 

distributing via social media is effective in 

building awareness of Fremantle as a visitor 

destination.

Our social media platforms post content 

daily to over 100,000 followers. Instagram 

performed particularly well in 2020 with 

year on year growth of 147.6% for 

impressions, 212.9% for engagement and 

20.8% in follower growth. 

@VisitFremantle

#ThisisFremantle



WEBSITE.

The City hosts and manages the Visit 

Fremantle website which is a critical tool 

for promoting and selling the destination. 

The large majority of marketing activities 

seek to push visitors to this website in 

order to connect them with a rich source 

of information. 

The City publishes content for this 

website weekly including events, blog 

posts and product updates. It also acts 

as a booking platform for accommodation 

and tour providers. It is important for this 

resource to be kept relevant and up to 

date.

Marketing activity in 2020 generated 

306,000 page views for this website and 

it’s sub pages.  

Whilst this is a great result, this website 

is temporary and does not currently meet 

the full content and functionality required 

to effectively sell the destination, so a 

new website is currently under 

development and due for launch in 

May/June of this year. Stay tuned for 

more updates on the new site!

www.visitfremantle.com.au 



WEBSITE ENGAGEMENT.
WINTER 2020 

TV COMMERCIAL

SUPER HEROES

ANNOUNCED

COVID APR/MAY/JUN 2020

REGULAR EDMS

RESTRICTIONS 

EASED 

EDM

LEGO ANNOUNCE

& START 

LATE 2019/EARLY 2020

BIENNALE 

CAMPAIGN

XMAS CAMPAIGN

DINOSAURS 

ANNOUNCE 

& START

WINTER 2019

FOODIE 

CAMPAIGN

10 NIGHTS IN PORT



ADVOCACY.

Throughout 2020 the City worked closely 

with a variety of tourism industry 

stakeholders to ensure Fremantle is 

adequately represented in Perth and 

State level tourism marketing activities.

This included participating in a variety of 

Destination Perth campaigns. 

We ran a number of familiarisation tours 

for key agencies such as Tourism 

Western Australia (TWA) and Business 

Events Perth.

We also advocated strongly for the 

adequate incorporation of Fremantle into 

Tourism Western Australia’s new brand 

narrative. A major result was having 

Fremantle’s very own brand story 

developed as part of TWA’s ‘our story’ 

project. You can check this out on the 

next page.

We continue to advocate strongly at 

State Government agency and ministerial 

levels to ensure Fremantle is adequately 

promoted as part of WA’s state level 

tourism marketing activities.



FREMANTLE’S STORY IN THE NEW 

TWA BRAND NARRATIVE.



CAPACITY 

BUILDING.

For the second year the City partnered with 

the Tourism Council of Western Australia to 

deliver the Destination Boost program for 

Fremantle tourism operators.

The program provides tourism operators 

with access to tourism experts who provide 

advice on how to engage with the tourism 

distribution system, and further develop 

your product so it can be promoted via 

travel agents and wholesalers in 

international markets.

The program has been highly successful 

with a number of Fremantle tourism 

businesses developing brand new products 

and experiences so that they can better 

engage with interstate and international 

markets when borders reopen.

Some Fremantle businesses were also 

fortunate enough to be invited by TCWA to 

participate in their Tourism Boost program 

which is a further tranche of intensive one 

on one mentoring funded by the State 

Government.   



PROJECTS ON THE GO RIGHT NOW.

REDEVELOPMENT OF THE VISIT FREMANTLE WEBSITE.

CREATION OF THE THIS IS FREMANTLE ANNUAL HOLIDAY PLANNER.

MORE SCHOOL HOLIDAY  ACTIVATIONS CURRENTLY UNDER 

DEVELOPMENT.

MAJOR MARKETING CAMPAIGN TO COINCIDE WITH NEW WEBSITE AND 

HOLIDAY PLANNER.

CONTINUING TO DELIVER THE MONTHLY RETAIL INSTAGRAM PHOTO 

SHOOTS.

STAY TUNED - WE WILL KEEP YOU UPDATED ON THESE PROJECTS AS 

THEY PROGRESS.



HOW TO ENGAGE WITH US.

Familiarise yourself with the Destination Marketing 

Strategic Plan. Download it from 

www.fremantle.wa.gov.au/dmwg

Stay across what we are sending to consumers by 

subscribing to the THIS IS FREMANTLE e-newsletter, and 

stay across opportunities to participate in our campaigns 

by subscribing to the THIS IS BUSINESS e-newsletter. 

You can subscribe to both at at 

www.fremantle.wa.gov.au/subscribe

Contact us if you have any questions about engaging with 

the brand. You can contact us via email or give us a call 

with the details below.

E marketing@fremantle.wa.gov.au

T 08 9432 9947.   

http://www.fremantle.wa.gov.au/dmwg
http://www.fremantle.wa.gov.au/subscribe
mailto:marketing@fremantle.wa.gov.au

